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Partners 
Dennis Dautel 
and Rex Gore 

have developed 
a software 

package to take 
the guesswork 

out of your 
business. 
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HOWTOMAKE 
THE GRADE IN TURF. 

THE A-TEAM FROM NK MEDALIST: 
AMIGO, 
ARRIBA 
AND ARID 
TALL 
FESCUES. 

We've blended 
three of the best 
improved tall 
fescues available 
and named them 
the A-TEAM. The 
name says it all about the high grade of performance you can expect. 

Arriba and Amigo are dwarf varieties that have ranked at or near the top 
in low-maintenance, color, texture and other key categories in the National 

Turf Evaluation Program (NTEP) Tall Fescue 
Trials. Arid, a semi-dwarf, finished the most 
recent NTEP Trials ranked #1 in overall turf 
quality. And all three varieties are already making 
the grade in actual use. These NK exclusives 

are available individually or in the A-TEAM blend. Contact 
your NK Medalist Turf Distributor, or call 1-800-545-6093. 
J ©NK, 1990 

NK Medalist headquarters: Minneapolis, MN. Branches in: Tangent, OR, Downers Grove, IL, Bound Brook, NJ, Chattanooga, TN. 
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t\K On Line 
With Clean Cut 

In addition to being honored for their entrepreneurial 
business, the partners from Clean Cut are now offering 
an industry specific software package. 

Defining Mowing Costs 
Before They Defeat You 

Don't forget overhead, mower size, wages, property 
size and profit when estimating your mowing costs. 

Bringing New Chemical 
Technology to the Market 

Chemcial suppliers are in a bind. Longer and more 
stringent testing time coupled with increasing 
costs mean fewer new products will make it to the 
market. 

k k Building Confidence In Lawn 
H C a r e Starts With Your Customers 
Experts agree the best way to deal with the public 
at large and the media is to answer their questions 
head-on and truthjully, but not in a confrontational 
manner. 

M Chemical Options: Unscrambling 
the Alternative Puzzle 

While "alternative" is becoming quite the buzz word, 
operators are finding they need to re-educate them-
selves and their clients when choosing to use these 
products. 

MLiability Insurance 
Rates Stabilize For the Time Being 

Developing a relationship and mutual understanding 
with your insurance agent is the key to weathering cyclical 
insurance costs. 
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Editor's Focus 

ALTERNATIVE CHEMICAL products, 
better known as biologicals, are in 
"vogue" again, according to a long time 
user of both biological pesticides and 
fertilizers. 

And sure enough, lawn and landscape 
maintenance operators are being inundated 
with a new wave of alternative pesticides 
and fertilizers. From suppliers specializing 
in biological products to those looking to 
offer an alternative to current chemical 
pesticides, the products are gaining popu-
larity in the industry. 

In a recent random survey distributed to 
1,000 of our readers, 33.2 percent of the 
333 who responded indicated they intended 
to purchase organic/natural fertilizers. 
Twenty-one percent reported they were in-
terested in biological pesticides. 

Projected across the readership of LLM, 
it represents the purchase of nearly $24 
million worth of organic fertilizers and 
nearly $7 million worth of biological pesti-
cides. 

The products claim to be safer for the 
environment and are said to have sustained 
control. In many areas, customers are 
even beginning to request chemical alter-
natives because they say they'll feel safer 
letting their children and pets romp on the 
lawn. 

Most maintenance professionals, no doubt, 
are struggling to assimilate a mix of prod-
ucts to address the landscapes' agronomic 
needs as well as customer concerns, but 
are finding it difficult wading through al-
ternative offerings. 

To keep up with the increasing use of 
alternative products, both operator and 
customer education is imperative. 

Not only must operators understand how 
to use these pesticides and fertilizers in the 
landscape, they must be able to communi-
cate their benefits to the customer. Such an 
explanation should revolve around the use 
of integrated pest management and the 
product's specific interaction with the en-
vironment, rather than a comparison to 
chemical pesticides currently used in the 
market. 

The best course of action at this point is 
a combination of both chemical and alter-
native pesticides as needed rather than 
broadcast applications of the past. 

Brent Flory, president of Freedom For-
mulations and Management Co., offers a 
100 percent natural, non-chemical program 
to his clients. The mainstay of his pro-
gram: "A complete balanced formula-
tion of minerals, proteins, carbohydrates 
and naturally occurring minerals 

strategically applied." 
Flory devoted about 50 of his 2,000 farm 

acres to formulate his organic related pro-
gram, and said he is most concerned with 
educating maintenance professionals. 

"My goal is to educate any lawn mainte-
nance operator who wants the informa-
tion," he said. "I want them to know the 
trade-offs and how to make the transition 
if that's what they want." 

Flory has worked with organic materials 
over the last 10 years beginning with the 
formation of Deer Creek Farm Service. 
He said he spent a lot of time trying to 
figure out what works and why. "It's not 
as easy as putting one product down." 

The firm does all of its own mixing, and 
to date uses about six mixes composed of 
various combinations of 25 to 30 mate-
rials. Different mixes are intended for 
specific lawn conditions and are applied at 
strategic times. 

Ingredients for the mixes come from all 
over the world including ground rock 
minerals and other minerals from Israel 
and Belgium. Most of the materials come 
in a dry form and are combined with other 
ingredients to create dry mixes. 

"I think operators and consumers alike 
are interested in these products," he said. 
"But selling my product isn't all that im-
portant to me. My goal is to sit down and 
train maintenance professionals in the use 
of alternative products." 

As new alternative chemicals become 
available, suppliers and contractors alike 
should take the time to understand the 
benefits of each product and how they can 
interact with current products in the 
market as well as the landscape. — Cindy 
Code u 
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Increased productivity 
Automatic 4WD kicks in when you need it 

Any four-wheel drive mower can 
climb hills. But only a Ford commercial 
front mower does it automatically. Four-
wheel drive automatically engages only 
when it's needed, then disengages when 
it's not. That's a Ford New Holland 
exclusive that lets you get more work 
done in a day. 

Mow even in wet or hilly 
conditions 

Difficult banks and hills are no prob-
lem. You'll mow them quickly, without 
turf damage. And heavy dew won't stop 
you either, so you can start your day 
earlier or quit later. And, since four-
wheel drive is only on when you need 
it, you get better fuel economy and 
reduced tire wear compared to mowing 
with a full-time four-wheel-drive mower. 

Spend less time between jobs 
The mower deck flips up to a vertical 

position without tools, so blade servic-
ing is a snap. And the high-lift deck 
saves time between jobs, too. You climb 
over curbs most other front mowers 
can't—or drive right on to tilt-bed 
trucks or trailers. 

There's plenty more—like an auto-
matic fuel bleed system that lets you 
simply refill the tank if you run out; 
two-speed hydrostatic transmission that 

lets you match ground speed to load; 
and rear-wheel hydrostatic steering and 
independent right- and left-wheel 
brakes to help you maneuver through 
"obstacle course" conditions. 

Ford commercial front mowers— 
they let you get more work done in a 
day. See your Ford New Holland dealer. 

Mower deck flips up vertically for easy access. (Do not 
attempt maintenance while 

mower is engaged.) 

l\EWHOLLAM) 



News in Brief 

NEWS DIGEST 

Mobay Offers New 
Toll-Free Info Line 
The Specialty Product division of Mobay 
Corp. has introduced a toll-free telephone 
number to address questions and concerns 
from industry professionals. 

Operators can receive information from 
pesticide applications to package disposal. 
The line can also be used to order product 
information such as brochures. 

Mobay's new toll-free number is 800/ 
842-8020. 

Hudson Relocates 
Sales Offices to Chicago 
The professional sprayer and duster divi-
sion of H.D. Hudson Manufacturing Co., 
recently moved its sales operations from 
Overland Park, Kan. to Chicago. Inquiries 
and orders should now be sent to 500 N. 
Michigan Ave., Chicago, 111., 60611; 312/ 
644-2830. Fax 312/644-7989. 

Relnhold Leads 
Michigan Park Board 
Melanie Reinhold, president of Reinhold 
& Vidosh, Pbntiac, Mich., has been nam-
ed president of the Michigan chapter of the 
National Association of Industrial and Of-
fice Parks. 

Cincinnati Pest Control 
Operator Dies at Home 
R. Edward Scherzinger, president of 
Scherzinger Pest Control Co., Cincinnati, 
Ohio, died recently at his home of com-
plications from pneumonia. He was 63. 

The family also runs Scherzinger Lawn 
Care. Sons Glenn and Steve oversee both 
businesses. 

Memorials may be made to the Multiple 
Sclerosis Society, 4201 Victory Parkway, 
Cincinnati, Ohio 45229. 

New Brochure/Poster 
Advocates Composting 
International Paper has published a full-
color brochure, "Help Nature Put Waste 
To Work: What Composting Can Do For 
Your Community," that describes the pro-
cess and its benefits. 

U.S. Supreme Court Will Decide 
If Cities Can Regulate Pesticides 
THE U.S. SUPREME Court has agreed to hear the case of a small Wisconsin village 
which wants the right to regulate pesticide applications. 

For the past four years in Casey, a town of 400, an ordinance has required commercial 
pesticide users to obtain a local permit and enables local officials to review pesticide-use 
plans and adjust them, if necessary, to 
limit exposure to citizens and reduce 
the risk of groundwater contamination. 

Last March, the state supreme court 
ruled that local regulation of pesticide 
use is preempted by the Federal Insec-
ticide, Fungicide and Rodenticide Act 
of 1972. 

Tom Delaney, PLCAA director of 
legislative affairs, said it's "somewhat 
bad news" that the United State's 
highest court has agreed to hear the 
case because enough evidence has al-
ready been presented to state and ap-
peals courts taking pesticide regulation 
out of the hands of local municipalities. 

On a related note, the village of Tar-
ry town, N.Y., recently passed legisla-
tion affecting those in lawn care, tree 
care, gardening and landscape profes-
sions. 

Operators working on property not owned by them must register with the village, pay 
an annual registration and reviewing fee of $100 and provide the village with a report 
listing the amount of pesticides and herbicides used by that contractor in the village dur-
ing the previous year among other things. 

Several New York groups will appeal the decision. 

Ohio Lawn Care 
Association Established 
With the backing of more than 40 lawn 
care operators, suppliers, the Ohio Tur-
fgrass Foundation and the Ohio Pesticide 
Association for Responsible Regulation, 
the Ohio Lawn Care Association was 
founded Jan. 9. 

The new association expects to recruit 
100 members in its first year, according to 
Phil Fogarty, president Crowley Lawn Ser-
vice, Cleveland, Ohio. It's estimated that 
Ohio has 800 lawn care companies. 

Although the association won't be limited 
to any single market segment, the presence 
of an Ohio Landscape Association may re-
sult in the new association being more at-
tuned to lawn care applicators, Fogarty 
said. 

"Our purpose is to affect the image lawn 
care operators have in the public eye," he 
said. 

Forgarty said the OLCA hopes to deve-

lop a mutually beneficial relationship with 
the OTF and OPARR and didn't intend to 
duplicate OTF's annual trade show. OPARR 
will act as the association's lobbying arm. 

OLCA will offer members public rela-
tions, training, group discounts when pos-
sible and eventually a newsletter. Member-
ship is $50 per company or branch location. 

Expo Attendance 
Increases by 14% 
About 87 percent of EXPO 90 participants 
are a buying influence, and more than half 
of those attending are owners or presidents 
of their companies, according to an inde-
pendent survey. 

The survey was based on a random sam-
pling of 1,000 participants following the 
International Lawn Garden and Power 
Equipment Expo. 

EXPO posted a 14 percent increase in 
visitors, setting an all-time high participa-



tion record of 24,793. 
The show, sponsored by the Outdoor 

Power Equipment Institute, boasts both 
high retention and ability to draw new 
attendees. 

Lawn Care Professionals 
Gain National Spotlight 
April is the second annual National Lawn 
Care Month and the Professional Lawn 
Care Association of America is encourag-
ing members to participate through special 
promotions, marketing activities, publicity 
campaigns and events surrounding theme 
weeks. 

National attention generated during the 
month is expected and designed to heigh-
ten public awareness of the lawn mainte-
nance industry, inform the public of the 
environmental importance of turfgrasses 
and to boost consumer confidence in the 
quality of service maintenance profession-
als give. 

"Lawn Appreciation Week" runs from 
April 1-6, "Lawn Maintenance Week" runs 
from April 7-13, "Lawn Care Product 
Safety Week" runs from April 14-20 and 
"Grasscycling Week" runs from April 
21-27. 

Meet Your Congressmen At Day on the Hill 
T h e Professional Lawn Care Associa t ion of A m e r i c a 
a n d t h e Nat iona l Pest Cont ro l Associa t ion are co-
sponsor ing legis lat ive days March 11-12 in Washing-
ton, D.C. 

For PLCAA, it 's their s e c o n d annua l Day on the 
Hil l , wh i l e it 's t h e third for t h e NPCA. 

T h e t w o assoc ia t ions wil l ho ld a joint br ie f ing on 
industry legis lat ive issues fo l lowed by a d inner fea-
tur ing a local speaker . T h e next day, a t t e n d e e s wil l 
m e e t w i th a n d d iscuss local env i ronmenta l issues 
w i th the i r C o n g r e s s m e n . 

Regis t ra t ion is $ 5 0 and l imi ted to 100 peop le . For more in format ion contact : PLCAA, 
1000 J o h n s o n Ferry Rd. , Su i te C-135, Mar ie t ta , Ga. 3 0 0 6 8 ; 8 0 0 - 4 5 8 - 3 4 6 6 . 

Suggested events include: organizing a 
community clean-up day; getting grocery 
stores to print the benefits of lawn care on 
shopping bags; setting up a lawn care dis-
play at a local mall to promote environ-
mental messages; getting a local radio talk 
show or TV program to address each of 
the April weekly issues; using lawn care 
month logos and slogan on memos, flyers 
or letterhead; recording telephone mes-
sages to remind callers about National 
Lawn Care Month; and including articles 
on National Lawn Care Month, Grasscycl-
ing Week and other theme weeks in custo-
mer newsletters. 

The PLCAA is offering a complete Na-
tional Lawn Care Month program with 
sample letters to publication editors, press 
releases and fact sheets. 

Power Equipment 
Shipments To Drop 
An economic forecast from the Outdoor 
Power Equipment Institute indicates that 
shipments of walk-behind powered mowers, 
front engine lawn tractors and riding gar-
den tractors are expected to decrease in the 

Icontinued on page 10) 

Don't sulky, ride a "vel'-kee"! PATENT PENDING 

GRASS CATCHER TEST: 
1. DO YOU SPEND MORE TO FIX YOUR 
CATCHER IN 3 MONTHS THAN IT COST? 
2. DO YOU EMPTY A CLOGGED CATCHER 
WHEN ITS ONLY HALF FULL? 

• HIGHLY MANEUVERABLE 
Enable» »harp turn* (lock on* wheel) without btndtng 
Gom up. down and acroaa sleep hill* with eate 
Allow« baching up by stepping oH momenta»ily 
Lata you keep both hand* on hand control» 
Ride wheievei you could have walked 

3. DO YOU KEEP YOUR CATCHERS FOR 
MONTHS INSTEAD OF YEARS? 
4. DO YOU DO WEIGHT LIFTING DURING 
WORKING HOURS? 

If you a n s w e r e d yes to any of these quest ions you n e e d 
to move u p to G R A S S G O B B L E R . 

GRASS GOBBLER is a durable, aerodynamic but light 
weight catcher with a one-year limited warranty. When 
useful life, repair costs and downtime are considered the 
GRASS GOBBLER is your least expensive option. 

•MAKE MORE PROFIT 
Mow 15-20* more lawn each 
ay and KEEP the extra money' 

• A V A I L A B L E IN R E G U L A R A N D J U M B O S I Z E S 
• M O D E L S T O F IT ALL M A J O R B R A N D S O F 
C O M M E R C I A L W A L K - B E H I N D S 

//////////////////////////LA WN-WRIGHT, INC. IIIIIIIII 
18761A North Frederick Avenue. Gaithersburg. Maryland 20879 
FOR I N F O R M A T I O N A N D S A L E S C A L L (301) 3 3 0 - 0 0 6 6 

•MORE PRODUCTION & 
LESS FATIGUE 

Easily mow large area» al high 
»peed and get the moat otA oI 

•FOLDS UP TO 
TRANSPORT 
NO EXTRA ROOM 
ON TRUCK 1-2 3' 

I FROM THE MAKERS OF GRASS GOBBLE^\ 

iiiiiiiiiiiiiiimiiiiiLA WN-WRIGHT, INC. / / / / / / / / / 
18761A North Frederick Avenue. Gaithersburg. Maryland 20879 
FOR I N F O R M A T I O N A N D SALES CALL: (301) 330 -0066 

LAWN MAINTENANCE SOFTWARE 

• A U T O M A T I C S C H E D U L I N G 
• I N V O I C E S and /or D E T A I L E D S T A T E M E N T S 
• A U T O M A T I C P O S T I N G T O C U S T O M E R S ' J O U R N A L 
• G E O G R A P H I C A L L Y E F F I C I E N T R O U T E S H E E T S 
• A C C O U N T S R E C E I V A B L E S Y S T E M I N T E G R A T E D 

General Ledger, Payroll, Payables 
and other modules also available. 

CUP is now in use at hundreds of companies across the U S A.and 
abroad. References are available Find out how these companies 
have cut their office work to a small fraction of what it was 

CALL NOW FOR FREE 
CUP DEMO DISK! 

We'll send you sample printouts and a com-
plete description of CLIP'S powerful features. 
Just put the disk in any IBM• or compatible computer to see CUP in 
action (It you don t have a computer any computer dealership would 
be glad to let you try it on a showroom computer ) 

CALL 1-800-635-8485 
Please be ready with disk size: 

• « V I 
•*'/«• I 

For more Information call: 
1 - 8 0 0 - 6 3 5 - 8 4 8 5 

L-W Software, division of Lawn Wright. Inc. 
18761 N Frederick Ave , Suite A 

Gaithersburg. MD 20879 

r e a d e r serv ice r e a d e r serv ice s r e a d e r serv ice 2 5 



There is some turf even 
DURSBAN carft protect. 
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Granted, Dursban* turf insecti-
cide won't do you much good in 
a dark alley. But when it's time 
to get tough on surface-feeding 
insects, it doesn't make any 
sense to take chances. What 
makes sense is using the 

industry standard—Dursban 
insecticide. 

More muscle for your 
money. Nothing's meaner on 
chinch bugs, billbugs, sod 
webworms and other surface-
feeding thugs. And there's 

simply no better value for liquid 
turf care applications. 

One tough insecticide. 
What's more, Dursban turf 
insecticide offers excellent 
residual, low odor and superb 
broad-spectrum control. The 
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kind of control you've come to 
expect—and customers demand. 

So arm yourself with Dursban 
turf insecticide. And keep sur-
face feeders off your turf. Wearing 

a black leather jacket during 
application is, of course, 
not recommended. 

For technical information, call 
toll-free: 1 -800 -352 -6776 . 

Dursban turf insecticide. The professional choice. DowElanco 
'Trademark of DowElanco 



News 
(continued from page 7) 

1991 model year. 
Increased shipments, however, are fore-

casted for the model year 1992. 
A more optimistic outlook for rear engine 

riders is predicted with 14.1 percent and 
2.8 percent increases in shipments for the 
1991 and 1992 model years respectively. 

The expected drop in shipments stems 
from current economic conditions includ-
ing recession indications, rising unemploy-
ment and reduced housing starts across the 
country. 

Proposed Bill Will 
Regulate Ad Claims 
A bill to enact uniform and accurate stan-
dards and definitions for environmental 
marketing claims has been introduced to 
the Senate committee on Environment and 
Public Works. 

The bill is being viewed as a legislative 
response to the recent proliferation of prod-
ucts and packaging which claim to be safe 
for, or not harmful to, the environment. 

The measure would govern the use of 
statements indicating a product or package 

is source reduced, refillable, reusable, 
recyclable, has a recycled content, com-
postable, ozone neutral, nontoxic or other-
wise related to an environmental impact or 
attribute as determined by the Environ-
mental Protection Agency. 

New Warehouse Serves 
Growing Southeast 
LESCO Inc. has announced the opening of 
a new distribution center/warehouse in 
Charlotte, N.C. 

The site will serve golf course and lawn 
care customers throughout the mid-Atlantic 
states. 

The facility is 38,400 square feet with 
six loading docks and is served by a rail 
spur. 

Dave Alexovich, who was previously 
manager of purchasing in LESCO's Rocky 
River, Ohio headquarters, is manager of 
the facility. 

The distribution center, 5130 A & B 
Hovis Rd., Charlotte, (near the intersec-
tion of Interstates 85 and 77), will stock 
fertilizers, turf and horticultural control 
products, seed, turf care equipment, re-
placement parts and golf course acces-
sories. 

No Hike In Pesticide 
User Fees — For Now 
A proposal by the Office of Management 
and Budget to raise revenue by increasing 
user fees, including fees for pesticide reg-
istrations, fell through. 

The measure would have given the En-
vironmental Protection Agency unlimited 
discretion to impose new registration fees. 
Increasing user fees would just add to the 
large share of costs the specialty chemical 
industry is already paying for the federal 
pesticide program. 

Registrat ion costs and fees will most 
likely be reviewed again in 1991, when 
House and Senate Agriculture committees 
are expected to take up Federal Insecticide, 
Fungicide and Rodenticide Act legislation. 

Mobay Now Offers 
Dylox In Powder; 
Granular Forms 
Mobay Specialty Products Group has pur-
chased the federal registrations for the pro-
duction and sale of trichlorifon from Kaw 
Valley in Leavenworth, Kan. 

Trichlorifon is the active ingredient in 
(continued on page 12) 

The Lawn Executive 
Call us for a P T T T ^ I 
FREE Demo! l - ^ - l 1 U kJ . 

PESTICIDE POSTING 

B L A C K B U R N 
The world's leading manufacturer! 

• 11 flag colors • Banner flag style 
• 7 ink colors • Hangs vertically for easy reading 
• 4 flag sizes • Custom print available 

ORDER FACTORY- DIRECT TOLL-FREE 
West of Rockies East of Rockies 
P O Box 2 7 6 P O Box 86 
Cambria. CA 9 3 4 2 8 Neligh. NE 6 8 7 5 6 

800/552-FLAG 800 /942-5816 
Fax 8 0 5 / 9 2 7 1601 Fax 4 0 2 / 8 8 7 - 5 1 7 1 

IVe also have marking paint! 

reader service 35 

Nomanco 
Utility Trailer 

This W U 6 2 1 0 single-axle 
trailer has capacity of 1,500 

to 2 ,000 pounds, with a 
dovetail and 3-foot ramp. 

This versatile model is one 
of 10 lawn maintenance 

models with capacity 
ranging from 1,500 to 

10,000 pounds. 

Nomanco Trailers Inc. 
Schuler Manufacturing 

P.O. Box 323, 400 North 
Roann, IN 46974 

Phone: (317) 833-6711 

offers your company the best way to 
Monitor Performance For SUCCESS! 

The most complete 
program for any sized 
company offering any 
lawn maintenance 
services. 

The only software 
program that has the 
ability to grow as your 
company grows! 

With the One-Write 
P lus* accounting 
package, we offer the 
most complete com-
puter system for your 
lawn care company. 

Patton & Associates, Inc. 
P.O. Box 78065 
Indianapolis, IN 46278 

We are authorized distributors 
of One-Write Plus accounting 
software, and MRP computers. 
CalJ us for more information. 

The Lawo Executive PLUS! ia currently 
available for IBM XT and a bore, 100 T 
compatible machines with 540KRAM, at 
least a 20MB hard drive and 360K floppy. 

Customizable Options, Easy installation Sc 
setup, Billing methods that you define 
ranging from "Fixed Cost" to "Variable 
Sq. Footages" and the fastest scheduling 
system available. 695.00 

* One-site installation and training is available. 
* Optional Security package and Queued Reporting. 
* The Lawn Executive PLUS! will be available for Macintosh SE, SE/30, 

Mac Plus and LAM (Novell Compatible Networka) March I. 1991. 

Tech. Support 

(800)869-9284 

reader service 

Order and Information 

(800)659-5191 
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Now Tuflex backs 
you op and gives you 
benefits on the side 

The problem with a conventional metal 
truck bed is its susceptibility to clings to 

scratches to dents and especially when 
exposed to chemicals, to corrosion. So after 
only a short while on the job, your truck not 

only begins to look old, but downtime due to 
its maintenance increases. So how do you 
avoid this premature demise of your truck? 

The answer is Tuflex?. 
Presenting the all new, all fiberglass truck bed 

and sideboard 
system 

< ¿ 2 ' ® 

V MANUFACTURING CO. 

from Tuflex*. Built with the same uncompro-
mising quality that has made Tuflex* a leader 
in the seamless fiberglass tank industry for 
over 25 years, this new system offers you 
benefits conventional truck beds cannot. 
Benefits like: 
• A lighter, more fuel efficient weight 
• An anti-skid deck surface 
• A low maintenance, high gloss, molded 

finish 
• Hideaway tank and pumping area 
• Sideboards worthy of your company's 

name 
Tuflex* systems fit all one ton and larger 

cabin chassis and are available in any matched 
color. 

Discover the benefits of Tuflex* truck bed 
and sideboard systems, call toll free 
1-800-327-9005. In Florida call 
305-785-6402 collect. 

The harder your truck works, the more it 
needs Tuflex 

Tuflex Manufacturing Company 
1406 S.W. 8th St. 
Pompano Beach, FL 33069 



Ransomes Adds Safety Controls 
R a n s o m e s h a s d e s i g n e d o p e r a t o r p r e s e n t c o n t r o l s fo r a l l B o b - C a t M i d - S i z e m a c h i n e s 
m a n u f a c t u r e d b e f o r e 1 9 8 9 in a n e f f o r t t o e n h a n c e s a f e e q u i p m e n t o p e r a t i o n p r a c -
t i c e s . 

T h i s s t a t e o f t h e a r t f e a t u r e , i n c o r p o r a t e d in al l R a n s o m e s B o b - C a t M i d - S i z e m o w e r s 
s i n c e 1 9 8 9 , is a v a i l a b l e at a s p e c i a l p r i c e t o o w n e r s of o l d e r B o b - C a t M i d - S i z e m o w e r s . 

W h e n t h e b l a d e s h a v e b e e n e n g a g e d , c o n t r o l s a u t o m a t i c a l l y s t o p t h e e n g i n e if t h e 
o p e r a t o r ' s g r i p o n t h e h a n d l e is r e l e a s e d , s t o p p i n g t h e m o t i o n of t h e b l a d e . 

News 
(continued from page 10) 

Dylox® insecticide, which is used to con-
trol a wide spectrum of pests. 

Prior to the acquisition, Mobay offered 
an 80 percent soluble powder Dylox. Now 
Mobay is able to offer both the 80 percent 
soluble powder and Dylox 6.2 granular to 
lawn maintenance professionals. 

OTF Attendees Show 
Conservative Buying 
Almost 4,100 attendees browsed the trade 
show floor and took advantage of four days 
of educational seminars at the Ohio Turf-
grass Conference and Show held recently 
in Cincinnati. 

The show is the largest regional trade 
show for the green industry with 500 
booths and 300 exhibitors, said John 
Street, OTF executive secretary. Two con-
tributing factors to its success are its 23-
year tradition and strong educational 
program. 

Most exhibitors reported heavy traffic at 
the beginning of the show, but the general 
attitude of attendees toward purchasing was 
said to be conservative because of uncer-

tainties surrounding the economy. 
A highlight among educational seminars 

was an opening session presented by James 
Beard, turfgrass specialist, crop and soil 
sciences department, Texas A & M Uni-
versity. 

Beard's "Challenges and Trends of the 
1990s explored his ideas of where the in-
dustry is headed in the Decade of the En-
vironment. 

High on that list was the industry defen-
ding itself on several fronts; continued 
chemical scrutiny and water use most pro-
minent among them. 

Away from agronomic issues, Beard told 
the crowd that computers and use of in-
tegrated pest management will be domi-
nant in the next 10 years. 

The 1991 OTF show will return to the 
Cincinnati Convention and Exposition 
Center Dec. 9-12. 

Echo Offers Power 
Equipment Sweepstakes 
Echo is running a sweepstakes for land-
scape maintenance profesionals from 
March 1 to May 31. 

Sweeptake prizes ranging from a Chev-
rolet truck to Echo power tool packages 
will be awarded. 

More than 700 prizes will be given dur-
ing the sweepstakes with one grand prize 
winner driving home a full-size Chevy 
4X4 pickup. 

The first prize winner will have the 
chance to put together a $5,000 tool 
package choosing from Echo's product line 
including mowers, power blowers, chain-
saws and hedge clippers. 

Details and entry forms are available at 
participating Echo dealers across the coun-
try. No purchase is necessary. • 

PROVEN ORGANIC PROGRAM 
LIQUID COMPOST 

•SAVE $830.00!!!* 
LUXURIATE 1.16 MILLION SQ. FT. 

FOR $1.00 PER 1,000 SQ. FT.!!! 
REGULAR PRICE=$1,990.00 

* LEASE FINANCING FOR 
SPRAY EQUIPMENT* 

FOR INFORMATION AND A 
COPY OF OUR CATALOG CALL 

6 
800/798-1069 

O r g a n i c 
L a w n C a r e 

72 serrated self-sharpening shredder knives. 
4 long lasting tool steel chipping blades. 
16" long diamond shaped chipping chute. 
10 gauge heavy duty steel construction. 
Blower attachment available. 
Dealer / Distributor inquiries welcome. 

=CRARY= 

BEAR tit* CAT 

4 Highway 
Towable and 
Tractor Mount 
Models, Built 
Tough for 
Maintenance 
Professionals. 

Crary Co. 
U.S.Wats 1-800-247-7335 

Box 849 • West Fargo, ND 58078 • 701-282-5520 
Canada 1-800-231-1211 Ext. 151 

r e a d e r s e r v i c e 



Association News 

For More Information... 
ALCA 
405 N. Washington St. #104 
Falls Church, Va. 22046 
703/241-4004 

OPEI 
341 S. Patrick St. 
Old Towne, Va. 22314 
703/549-7600 

Lawn Institute 
P.O. Box 108 
Pleasant Hill, Tenn. 38578 
615/277-3722 

CLCA 
2226 K St. 
Sacramento, Calif. 95816 
916/448-2522 

THE ASSOCIATED Landscape Contractors 
of America has selected the Walt Disney 
World Resort to receive its Landscape 
Contribution Award for 1990. 

The award will be presented to the com-
pany at ALCA's 21st annual Environmental 
Improvement Awards Program being held 
Feb. 20 in Palm Springs, Calif. 

This award is presented to a corporation 
or developer for creating landscape aware-
ness through its dedication to achieving 
high quality standards at projects by using 
professional landscape contractors. 

Each of the gardens at Walt Disney World 
Resort has a theme which is established by 
the landscape architects through a clear de-
finition of intent, careful selection of plants 
and meticulous attention to detail. 

Good installation is critical to the suc-
cess of Disney's gardens. From big tree 
moving to laying sod, the installation of 
the gardens requires an innovative ap-
proach to traditional methods. 

Annual flowers and seasonal flowering 
pots provide year-round drama while co-

lorful specialty crops, such as bright yel-
low cascading mums and floral topiary, 
add ftin and interest to the gardens. 

The Lawn Institute has released a 40-page 
booklet titled "The Lawnscape: Our Most 
Intimate Experience with Ecology." 

With the lawn recognized as a complex 
ecological system of its own providing 
many health and environmental benefits, 
the booklet provides an overview of the 
system. Included are sections covering 
grasses, pests and the living soil. 

2509 E. Thousand Oaks Blvd. 
Westlake Village, Calif. 91362 
805/498-6916 

AAN 
12501 Street, N.W., Suite 500 
Washington, D.C. 20005 
202/789-1893 

The booklet points out that a lawn cut at 
two inches can be considered a small "fo-
rest." Within that vegetative canopy are 
fascinating organisms that influence one 
another's lifestyle and respond dramatical-
ly to changes in the climate as they in-
fluence the natural environment. 

Wetlands may be located some distance 
from us, but chances are good that you walk 
on a lawn most every day. The information 
in the booklet is ideal for you and your staff 
and could even be shared with customers. 

It's available for $5. 

SURVIVAL OF THE FITTEST 
Increasing root growth is the best way to make 
sure your plantings survive. ROOTS*, the Root 
Growth Enhancer, stimulates new root growth 
in transplants, new seedings and sod 
installations. 

* ROOTS and ironROOTS are trademarks • IPC. 
of Soilizer Corporation. 25 Science Park, New Haven. CT 

root 
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OLDHAM 
CHEMICALS 

COMPANY, INC. 

Call for details 
1-800-888-5502 
901-794-0084 

Or write: P.O. Box 18358 
Memphis, TN 38118 

'EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 

A. 
B. 
C. 

D. 

200-gal. poly tank in a metal frame. 
5-HP Honda engine coupled to a Hypro D-30 Pump. 
Electric hose reel with 300 ft. of 1 /2" hose mounted 
curb side or to back of truck. 
Unit is Pre tested & ready to use. 

LAWN & LANDSCAPE MAINTENANCE • F E B R U A R Y 1991 
reader service 
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Both manufacturers and users of outdoor 
power equipment in California will benefit 
from victories achieved recently through 
comprehensive efforts by the Outdoor 
Power Equipment Institute before the Cali-
fornia Air Resources Board. 

A presentation to the California board in 
mid-December was the power equipment 
interest's final step in a 10-month effort 
with the air resources group to establish 
reasonable emission levels for lawn and 
garden utility engines. 

OPEI efforts included numerous private 
meetings with the board, participation in 
all public meetings, submission of official 
comments and industry information and 
development of an economic impact study 
through an outside contractor. 

The final regulation represents emission 
level requirements to take effect in 1994 
that are achievable by engine manufactur-
ers with limited engine modifications. 

While not every item OPEI requested 
was included in the final draft, major 
changes from the original proposed regula-
tions to the final document will prove 
beneficial to manufacturers — as well as 
users — of outdoor power equipment. 

The Landscape Horticulture Center for 
Personnel Development recently received 

approval of its standards and training guide-
lines for two non-union apprenticeship 
training programs. 

The group is sponsoring organization of 
the programs that offer training for appren-
tices in the occupations of landscape tech-
nician and landscape management techni-
cian. 

The apprentice committee established 
training standards that will benefit the 
landscape industry nationally by improving 
its image and the self-esteem of the new 
workforce. 

Contact Jim Keener at the LHCPD for 
more details. 

Landscape contractors and suppliers from 
California will have the opportunity to at-
tend the California Landscape Contractors 
Association Winter Tri-Board meeting 
March 8 and 9. 

Special activities will include an educa-
tional luncheon with a speaker from the 
Water Resources department, a seminar on 
"Surviving Economic Change" presented 
by George Koziarz and a roundtable dis-
cussion for the association's elected offi-
cials. 

Other scheduled meetings include those 
of CLCA's executive board, chapter presi-
dents, women's auxiliary, landscape educa-

tional advancement foundation, state com-
mittees and associate member organization. 

For more information, contact Micheyl 
Barnett at the CLCA offices. 

American Standard for Nursery Stock 1990 
edition is available from the American 
Association of Nurserymen. Developed 
and continously update by AAN's hor-
ticultural standards committee, the manual 
was last published in 1986. 

Approved by the American National 
Standards Institute, the book details height, 
caliper, branching height/caliper relation-
ships, root spread, recommended B&B 
specifications and container standards used 
in buying or selling nursery plants, whe-
ther they be container or field grown, 
bare-root, balled and potted or processed 
balled. 

Also included are standards of young 
plants, fruit trees, small fruits, understock 
and seedling trees. 

Revisions have been made to sections on 
coniferous evergreens, deciduous shrubs 
and rose grades. Grades for box specimen 
trees appear for the first time. In addition, 
a contents listing and metric equivalency 
table with measurements corresponding to 
those in the text are included. 

The book is $10 per copy. 

SS8020 
" T U R F " T R A C K E R 

Our zero-turning radius Turf Tracker puts you in con-
trol. The compact design and full hydrostatic drive 
provide complete maneuverability. It is capable of 

spreading and spraying40,000 sq. 
ft. in less than 6V2 minutes. The 
TURF TRACKER is possibly the 
greatest labor-saving machine in the 
green industry. 

C & S TURF CARE EQUIPMENT. INC. 
3425 Middlebranch Road N.E. 

Canton, Ohio 44705 
(216) 453-0770 1-800-872-7050 
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Industry Viewpoint 

WHAT DICTATES LEGISLATIVE ACTIVITY? 
H. Richard Ficco Jr., president of Partners 
Quality Lawn Service, South Easton, Mass., 
comments on drinking water regulations 
proposed by the Massachusetts Department 
of Food & Agriculture (333 CMR 12.00). If 
passed, the regulations would require the 
users of potential groundwater contami-
nants to receive a variance from the De-
partment of Environmental Protection be-
fore applying the material within one-half 
mile radius of any public drinking water 
supply well. 

I OUTWARDLY OPPOSE the adoption of 
333 CMR 12.00 after careful consideration 
of the proposed regulation and its implica-
tions. 

The substance and fiber of this proposal 
are devoid of any known scientific data 
that would lend favorable support. The 

consequences of such a drastic measure in 
policing our drinking water is economical-
ly disastrous. 

Further, to propose infeasible restric-
tions without evidence suggesting real 
threat to public health is contemptible. 

The results of this premature proposal 
would: Incite public fear; disregard econo-
mic thresholds; refute scientific research; 
provide new, frivolous defenses by harden-
ed criminals; discourage integrated pest 
management practices; and be essentially 
unenforceable. 

For anyone dependent upon drinking wa-
ter to be opposed to the protection of our 
water supplies would be foolhardy, indeed. 
However, we cannot subscribe to morality 
and emotions whenever we are faced with 
such a complex issue. 

Compelling, although misguided, public 

sentiment is too often shaped by jaundiced, 
misinterpretation of the actual facts. Na-
ture is not a leak-proof system. And, to-
day, with our capability to detect substances 
in parts per trillion with ultra sophisticated 
analysis equipment, we may be in for 
some discomfort. 

We are going to have to learn to live 
with the results, instead of killing ourselves 
with the stress of worrying how we are go-
ing to die by consuming "x" glasses of 
water per day for the next 15,000 years. 

Every leading expert or study in the re-
search of whether or not groundwater con-
tamination is associated with fertilizer/pes-
ticide applications has concluded strikingly 
similar results: 

• Healthy turf and/or sod reduces runoff 
to next to nothing. 

• Years of research don't even reveal 1 

/7ZZ7 

E L E C T R O N I C F L O W M E T E R PATENT P E N D I N G 

N O M O V I N G P A R T S . . . 
. . .No rotating vanes or turbines . . . no delicate bearings 
to seize or fail. PCOs, LCOs and arborists can now monitor 
chemical usage, control costs and prove regulatory and label 
compliance with reliability & accuracy. 

Distinctive Features 
• Rugged Cast A l u m i n u m Body 
• 5 0 0 PSI Operat ing Pressure 
• Portable — Hose End Attachable 
• Field Replaceable Battery (9V) 
• Measurement Accuracy of + / - 2 % of Rate 

Technology Management Inc. 
3101 South Westnedge 

Kalamazoo, Michigan 49008 
616-388-8300 Fax 616-388-9300 
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CHEMICALS 

COMPANY, INC. 

Call for details 
1-800-888-5502 
901-794-0084 

Or write: P.O. Box 18358 
Memphis, TN 38118 

EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 

A. 
B. 
C. 

D 

300 gaL poly tank in a metal frame. 
5-HP Honda engine coupled to a Hypro D-30 Pump. 
Electric or manual hose reel with 300 ft of 1/ 2" hose 
mounted curb side or to back of truck. 
Unit is Pre-tested & ready to use. 



ppb traces in test plots used to detect 
contamination. 

• The dense root and shoot system of 
turf, coupled with a sufficient thatch layer, 
results in minimal losses of nitrates, 2,4-D 
and dicamba in root zone leachate. 

The turf industry has not been numbed 
by frantic, fear-mongering dread that is 
spread by anti-pesticide groups. We do not 
do business in a vacuum, nor in a callous 
manner. We steadfastly produce evidence 
that logically and scientifically refutes 
false ideological perceptions of our indus-
try that is fraught with "guilt until proven 
innocent" connotations. 

And, although a convenient "whipping 
post" for politically charged activism, we 
have continued to strive for excellence 
despite back alley tactics to regulate us in-
to extinction. 

Green industry members have proudly 
taken it upon ourselves to actively adopt, 
implement and promote worthwhile en-
vironmental programs, research, training 
and public awareness education. The tools 
of our trade are not mired in deception. 
We do our jobs exceedingly well in con-
junction with a rapidly shifting climate of 
change. 

The facts of the groundwater issue are 
that current research undermines a seem-

ingly well intentioned proposal. And, 
frankly, the public would be stuck "footing 
the bill" if this overzealous, knee-jerk 
reaction were imposed. 

Overlegislation always translates into 
economic travesty. This proposal defies 
logic and real world practicality. Proposed 
regulations would become yet another 
"albatross" around our collective necks. 
Considering the fiscal misery of the 
Massachusetts economy, I sense we could 
discover ways to deal with some real 
problems. 

333 CMR 12.00 would contribute to in-
flation, reduced job security, lengthy paper 
trails and devalued property. The poison 
pens of our detractors would turn back the 
clock of progress. Ultimately, the public's 
interests, so dear to the authors of the 
regulations, would not be fairly served. 

Proven infinitesimal hazards associated 
with our applications would not be hastily 
condemned. Studies indicate that less than 
2 percent of the nation's groundwater is 
contaminated. Reality suggests that the 
tainting of that 2 percent may have some-
thing to do with factors besides fertilizer/ 
pesticides. 

Salt water presence, improperly con-
structed wells, bacteria-laden septic tanks 
and the application of sewage/animal waste 

contribute mightily to some of the pro-
blems our water sources face. And the golf 
course industry is falsely and unfairly 
chastised with being a major perpetrator of 
evil. 

Remember that the high profile tees and 
greens that admittedly may receive higher 
amounts of treatments during a season, on-
ly represent about 3 percent of the entire 
acreage of a course. 

Being an optimist, I have a penchant for 
searching for good, not bad. I believe, 
sincerely, that both sides of this particular 
fence can coexist. We both share in the 
commitment and obligation to protect our 
natural resources. 

Clean, fresh groundwater will not be the 
byproduct of unjustifiably condemning the 
green industry. Massachusetts can be on 
the cutting edge of environmental issues 
without drumming up misleading propa-
ganda. 

Let's continue to place emphasis and 
monies into better management practices. I 
support turf management practices that 
provide for proper handling, calibration, 
education, improved irrigation practices 
and continued research. 

Our industry is empathetic, approacha-
ble and ready to do its collective part. — 
Richard Ficco • 

CUSTOMER NEWSLETTERS 

A V N 
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• P R E - W R I T T E N & 
CUSTOM NEWSLETTERS 

• CUSTOM DESIGNED 
BROCHURES 

• COMPLETE LIST & 
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FocalPoint 
C O M M U N I C A T I O N S 

800*525*6999 

OUR 4TH YEAR 
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RECONDITIONED 
EQUIPMENT 
Like New! 

• Spray Units 
• Pumps 
• Tanks 
• Reels 

Excellent Condition 
(800) 543-2810 

Graham Lawn 
Equipment, Inc. 
8878 Bright Star Road 
Douglasville, GA 30134 

(404) 942-1617 
(800) 543-2810 



maneuverability to negotiate 
anything a landscape artist 
can put in your way. 
Instantaneous forward and 
reverse without stopping to 
shift. Zero-turning radius. 
And better traction on hills 
and wet grass. 

Our new mid-size 
mower also has T-bar 
steering, an exclusive Toro 
feature that's becoming 

increasingly popular among 
commercial cutters. And for 

Forward is only one of the 
directions a commercial 
mower has to go to get the job 
done quickly and efficiently. 

you to 
mow with-
out bagging 
and still have the 
kind of clean, profes-
sionally cut lawn your 
customers demand. 

To find out more 
about our new mid-sized 
mower, including the benefits 

good reason. With the T-bar, 
there's no squeezing of pisto 
grips. The mower is easier 
to control, and stee ' 
is simpler. 

It all adds up to 
less operator 
fatigue and faster 
mowing. And that 
means better over-
all productivity for 
your mowing 
operation. 

Our new mid-size 
mowers have plenty of fea 
tures to help keep your 
mowing operation running at 
its best. A14 orl8HPKohler 
engine. An oil cooler for lower 

hydrostatic oil tem-
peratures and 
longer component 

life. Deck sizes of 36," 
44," 52" or our new 62" 

deck. Plus our new 48" 
Recycler™ deck, which allows 
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oFo 
sive hydrostatic drive and 
T-bar steering features, visit 
your Toro Proline dealer. 

No ones better at helping 
you get around obstacles in 
the mowing business. 

ProLine 
The Professionals 

that keep you cutting 

IF YOUR LAWNS DIDN'T CONE WITH HILLS, WALLS, 
BOULDERS,TREES OR FIRE HYDRANTS, OUR NEW MOWERS 

WOULDN'T CONE WITH HYDROSTATIC DRIVE. 
It has to be able to change di-

rections. Mow under benches 
and picnic tables, then back 
out again. And it has to turn 
easily. Sometimes all the way 

I I i around. Often in 
very cramped 
quarters. 

As any 
commercial 

cutter 
knows, 
all that 

shifting, 
turning and backing up can 
stretch a mornings mowing 
job well into the afternoon. 

That's why, at Toro, we've 
developed a brand 
mid-sized ProLine 
mower that features 
hydrostatic drive. 

Hydrostatic 
drive gives you 
more than enough 
operability and 



Focus on Landscape 

DESIGNING A WATER CONSERVING 
LANDSCAPE ON A LARGE SITE 

Earth Beautiful Inc., Burtonsville, 
Md., designed and installed the 
landscape and irrigation for the 
Bechtel Corp., Gaithersburg, Md. 
The firm aims to use a xeriscape 
theme in their projects through 
proper cultivars and sound plant 
management techniques. 

WITH THE HEAT and lack of 
rain in 1988, the cost of hand-
watering the new landscape at the 
Shady Grove, Gaithersburg, Md., 
Bechtel Corp. facility would have 
exceeded the cost of the under-
ground irrigation system within 
three years. 

This two-acre site proved a de-
sign challenge because of a number 
of conflicting variables. The black-
top parking lot surrounding the 
entire building causes temperatures 
to break 100 degrees Fahrenheit 
at times. High daytime tempera-
tures coupled with constant breezes 
make modern water-conserving 
irrigation designs a difficult task. 

The available water flow at the 
site is 80 GPM, but the static 
pressure is a meager 50 PSI. 
Although a booster pump would 
enhance the pressure available to the large 
head turf zones during the low PSI shrub 
drip zone cycles, it would cause excessive 
pump cycling and result in premature 
pump damage. 

In addition, a pump would require elec-
trical energy expenses as well as future 
maintenance costs. Instead, 28 GPM of the 
80 GPM available is used through a 2-inch 
PVC main with Hardie ultra flow valves 
for additional PSI savings. 

With the varying site dimensions of slope 
vs. flat areas, zoning is achieved by terrain 
for reduced runoff. Thus, the 28 GPM is 
more than enough for each different area. 

Hunter's four-inch pop-up lawn heads 
are used in the large turf areas for two 
reasons: the heads function easily in low 
PSI, and zones have an ambient working 
pressure of 35 PSI. These gear driven ad-
justables can be precisely adjusted to reach 

S h r u b b e d s are w a t e r e d s e p a r a t e l y f r o m tur f . 

turf areas. Smaller nozzles can be used on 
clay turf slopes allowing a slower precipi-
tation rate which the clay slope can accept. 

Lawn areas are core aerated and over-
seeded with modern drought resistant turf-
type tall fescue. The nitrogen fertilization 
needs are supplied by a 75 percent slow-
release sulfiir-coated urea. 

Cultivar selection and a time-release ferti-
lization program further enhance water con-
servation through fewer irrigation cycles now 
needed to maintain a healthy, vibrant green 
carpet-like entranceway into the complex. 

Drip irrigation is used throughout the 
outdoor lunch area to provide each diffe-
rent plant cultivar with its own water allot-
ment. For example, the blue rug junipers 
that cascade the brick wall have a low 
water requirement, therefore xh GPH emit-
ters are used. The rhododendrons in the 
same bed have a higher water requirement 

using 2 GPH emitters. Nandina 
domestica and ilex helleri used 1 
GPH having moderae require-
ments, but not tolerating "wet 
feet." 

The existing large oak trees 
were installed in too small a soil 
space, locking them inside the con-
crete patio. Now that the trees are 
larger, water requirements are con-
siderably more, but roots are unable 
to penetrate the 95 percent com-
paction required under the concrete. 
Near fatal stress was occurring. 

Extensive boring was done, pro-
viding each large oak tree with a 
ring of 5 GPH emitters. The soil 
area around each oak was core 
drilled, fertilized and the core 
holes backfilled with small pine 
nugget mulch to create a sponge ef-
fect for maximum water retention. 

Eight weeks following these 
curative measures, the oaks re-
sponded with the foliage returning 
from chlorotic yellow to vibrant 
green. 

Lightly flooding the liriope bed 
enables the plants to continually 
spread, eventually filling the entire 
planter area. Thus, with only one 

drip zone all plant types can be simultane-
ously watered correctly. 

Creeping junipers are used in areas of 
possible pedestrian traffic spillage from 
the pathways, and taller flowering plant 
material is placed in the protected areas of 
the beds. 

Shrub head usage would drown the juni-
pers while supplying azaleas, rhododen-
drons and others with their proper amounts 
of water. Plant water requirements are as 
different as the shrub vs.. turf zone theme. 

Through a professional energy and water 
conserving irrigation design, the plant 
material on this site is maturing well, 
while using the minimal amount of water 
needed for proper plant growth. — Wade 
C. Pryor Jr. 

The author is president of Earth Beautiful 
Inc., Burtonsville, Md. 
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Keep all your turf problems in line with one of the 
most diverse SCU fertilizer lines available—Lebanon Pro. 

From straight granular fertilizers to combination 
products that contain today's leading control chemicals, 
Lebanon's high quality blends deliver the performance 
you need—predictable growth, even green-up and 
consistent color. 

Our SCU products are carefully selected to be 
uniform in size, to flow freely and evenly, and provide 
the best possible nutrient distribution. Plus they're 

supported by a full line of granular control products for 
straight application. 

Every standard formulation in the Lebanon Pro 
SCU line is stocked and ready, assuring you of product 
availability—whatever the season. And with our nation-
wide distribution network you can get the products you 
need, when you need them most. 

For more information on Lebanon Pro SCU fertil-
izers, contact your local Lebanon sales representative, 
Lebanon distributor or call 1-800-233-0628. 

-Ê-Ê- £ Lebanon Pro 
The Season-To-Season SCU 
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Growth Regulation for Fine Turf in the Environmental Age 

Using Embark to reduce 
^ ^ P L A N T G R O W T H R E G U L A T O R 

top growth and clippings 
Now, with new formulations of Embark and 
tank mixes with Limit®, you can tame the 
growth of turfgrasses and reduce the mowing 
by up to 50% — or you can slow it down just 
enough to make regularly scheduled mowings 
easier and faster. In either instance, there are 
no concerns with objectionable discoloration, 
and the reduction in cost is very significant. 

Everett Mealman, President 
PBI/Gordon Corporation 

The Embark PGR programs for 
growth regulation of fine turf are 

surely the most important develop-
ments to date in landscape manage-
ment. They can dramatically increase 
the productivity of turf managers . . . 
and productivity, of course, is the 
ultimate generator of profits. 

The recommendation for maximum 
growth suppression of cool-season 

fine-turf species is a tank mix of 
Embark Lite and Limit. 

Embark Lite (Mefluidide) is spe-
cially formulated and labeled for use 
on fine turf. And Limit is amidochlor, 
the root-absorbed turf growth reg-
ulator developed by Monsanto and 
recently acquired by PBI/Gordon. 

This easy-to-handle tank mix, when 
applied to cool-season grasses prior to 

the major growth period, will reduce 
the number of mowings up to 50% for 
five to six weeks at a cost of approxi-
mately $45.00 per acre — the average 
cost of one mowing. 

But that's only part of the good news: 
Turf discoloration is avoided with this 
combination, when used as directed. At 
the end of the six-week cycle when 
untreated turf tends to fade, the 
release of pent-up energies in the 
Embark Lite/Limit-treated turf results 
in a rich, vibrant green color. 

And, notice, we haven't even men-
tioned the environmental bonus of 
reduced clippings. 

On the other end of the Embark 
programs, an application of just 
Embark Lite will by itself slow down 
the growth for three to four weeks to 
such a degree that the mowers will 
virtually float over the turf . . . clip-
pings will be significantly reduced . . . 
you'll be able to stay on schedule even 
during the peak growing season . . . 
and the cost will be only $18.00 per 
acre. 

What users say 
Paragon Lawn of Edina, Minnesota 

is typical of the many turf manage-
ment professionals throughout the 
country who are using Embark. Para-
gon is a total landscape management 
company owned and operated by the 
husband-wife partnership team of Dan 
and Jill Rosen. 

The business is oriented toward 
high-visibility commercial properties 
in the Minneapolis suburbs, where 
immaculate turf is a vital part of the 
image the property owners want to 
project to the public. 

A typ ica l a rea w h e r e Jill a n d D a n Rosen , of 
P a r a g o n L a w n , u s e E m b a r k L i t e . F o r 
a p p r o x i m a t e l y $ 1 8 . 0 0 p e r a c r e t h e y c a n 
l i tera l ly t a k e t h e f ight o u t of c o o l - s e a s o n 
g r a s s , s o t h a t e v e n in t h e p e a k g r o w i n g 
per iod t h e y not on ly c a n s tay o n s c h e d u l e 
but t h e m o w e d p r e m i s e s wil l ma in ta in their 
f resh ly cut a p p e a r a n c e longer. 



On several properties, Paragon has 
total responsibility for designing and 
executing the complete program on an 
annual bid basis. "Such property 
owners don't really care what we do or 
when we do it," says Rosen. "The issue 
is that a constant image of quality and 
neatness be maintained." 

In such instances the Rosens factor 
into their bid an Embark Lite/Limit 
tank mix treatment twice a year. Once 
in the spring, ahead of seedhead 
emergence, and a repeat prior to the 
fall growth season. 
"It reduces our mowing costs by more 
than 50%, at a cost of less than $45 per 
acre, while actually improving the 
appearance of the grass . . states 
Rosen. 

On the other hand, Paragon has 
many customers who are on a regular 
mowing schedule. "We get paid a flat 
fee per mow," says Rosen, "and at 
the peak of the growing season it can 
be a real back breaker to stay on 
schedule and maintain a manicured 
appearance.w 

"This is where Embark Lite is ideal. 
During the peak growing season, we 
can definitely put money in the bank 
by spending $18 per acre out of our own 
pocket for a treatment of Embark Lite 
that lasts three to four weeks. It 
eliminates double mowing . . . it makes 
clipping clean-up a breeze . . . it takes 
pressure off men handling the mowers 
. . . and, best of all, it keeps us on 
schedule." 

Interestingly, the Rosens were hesi-
tant about getting started with 
Embark, and actually had a gallon in 
their machine shop for a year before 
they opened it. Like so many turfgrass 
professionals, the concept of sup-
pressing growth made them uncomfort-
able in light of the fact that they had 
always measured turf quality and 
health on the basis of how vigorously it 
was growing. 

Consequently, the Rosens started out 
very cautiously and tested both the 
Embark Lite/Limit tank mix and the 
Embark Lite mowing aid program in 
low-profile areas and expanded the 
total commitment as the evidence 
became overwhelming. 

T h e B e a u t y of E m b a r k L i te /L imi t Tank Mix 
Above: John Van Haften, director of 

research and development for PBI/Gordon, 
demonstrates the dramatic effectiveness of 
an Embark Lite/Limit tank mix. This test 
plot of bluegrass and ryegrass in suburban 
Kansas City was treated on April 25, 1990. 
It was mowed once, on May 1 after the PGR 
kicked in, and never touched again until 
this photo was taken on May 25. This 
dramatic reduction in growth occurred in 
spite of abundant rainfall and excellent 
growing temperatures. 

Embark is the original, undisputed 
leader of all PGRs for use on turfgrass. It is 
foliarly absorbed and translocated to the 
growing points of a plant, and redirects the 
energy to the roots, thus preventing 
seedhead development and stem elongation. 

For almost ten years, Embark has been 
virtually unchallenged for use on low-
maintenance turf such as roadsides and 
hard-to-reach areas. 

But use of Embark on highly visible fine 
turf was not recommended until 1986, when 
PBI/Gordon researchers, as well as several 
universities, had proven that tank mixes of 
Embark and Ferromec® AC Liquid Iron 
could eliminate the problems of turf dis-
coloration. 

Limit, on the other hand, is root absorbed 
and has been recognized from its inception 
as the PGR for maximum growth suppres-
sion on fine turf without problems of 
discoloration. The major drawback was its 
cost. 

Happily, a tank mix consisting of reduced 
rates of both Embark Lite and Limit has 
proven to be the perfect marriage. It results 
in growth control for five to six weeks; 
control of seedheads and stem elongation; 
reduction of clipping volumes; strengthen-
ing of the roots . . . and all of this for only 
$45 per acre. 

Special Get-acquainted Offer 
on Embark Lite and Limit 
Offer consists of a C o m b o Pack containing 
two 1-quart bottles of Embark Lite and one 
quart of Limit. W h e n tank mixed, this com-
bination will treat one acre of cool -season 
turfgrass and will give you a clear and rapid 
understanding of what Embark Lite/Limit can 
do for you. And the evidence will reach you in 
t ime to expand the program yet this year, 
beyond your original test area. S e e your PB I / 
Gordon distributor o r . . . 
Call tol l - free 1-800-821-7925. 

1217 WEST 12th STREET 
P.O. BOX 4 0 9 0 
KANSAS CITY. MISSOURI 641CD1 

EMBARK LITE 
E m b a r k ® , Limit®, Fer romec® are registered t rademarks of PBI /Gordon. © 1 9 9 1 , P B I / G o r d o n Corporation F INE T U R F R E G U L A T O R 
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C O V E R STORY 

ON LINE 
WITH 

CLEAN 
CUT 

Partners Dennis Dautel 
and Rex Gore have 

developed a software package 
to take the guesswork out 

of your business. 

By Cindy Code 

(Above ) T h i s m a n a g e m e n t t e a m e a r n e d C l e a n C u t a 
spot o n Inc . m a g a z i n e ' s list of t h e 5 0 0 fas test 

g r o w i n g e n t r e p r e n e u r i a l c o m p a n i e s . P h o t o : S t e v e 
P u m p h r e y (R ight ) M o r e t h a n 70 p e r c e n t of 

C l e a n C u t ' s m a i n t e n a n c e a n d insta l la t ion t a k e s p l a c e 
o n c o m m e r c i a l p r o p e r t i e s . 

DENNIS DAUTEL bought his first computer at the same 
time he bought his first mower. 

"I knew from the beginning that running a business without a 
personal computer was going to be difficult," Dautel said. 

From slim pickings in 1983 to 45 year-round employees and 
1990 sales of $1.8 million, Dautel and partner Rex Gore have 
been through it all. 

From guiding their business through a recession to developing 
a joint ownership concept to developing a computer software 
package, these two guys know how to make things happen in the 
lawn and landscape maintenance industry. 

Like so many others before him, Dautel started in the business 
because of its relative ease of entry. Helping both partners out 
were degrees in economics from Kansas State University. 

"I was working in a bank when I started this. I looked at other 
companies in the business and said, 'It sure looks like they're 
making a lot of money,'" Dautel said. "And not knowing all the 
costs of course, an outsider's view is they must be making a 
whole lot of money charging $30 an hour to cut grass." 

That's how Clean Cut of Austin, Texas, originated, but the 
substance of the company really started in 1985 when Gore 
joined Dautel in establishing goals for the fledgling firm. 

Gore's analytical, realist approach complements Dautel who 
operates more on gut feeling and optimism. 

"We complement each other well and I think we've found 
some middle ground now that we didn't have when we first 
started," Dautel said. 

"We've worn off the rough edges," Gore added. "We are both 
still involved in maintaining the business." 

Dautel has responsibility for the firm's internal operations as 
far as accounting, finance, computer systems, design implementa-
tion and operations of those systems, while Gore takes charge of 
the operations in terms of supervising the actual production by 
the office and crews. 

The firm began when Austin was at the height of expansion, 
bringing in $167,000 in sales the first year. The future was look-
ing bright. Then the construction market began to crumble in 
1986, but Clean Cut had taken on a number of new accounts and 
were committed to carrying them out. 

Despite the economy, Clean Cut reported revenues of $480,000 
in 1986. 

"Of the original owners of high class apartments, maybe only 5 
percent of those buildings are still owned by the original 
owners," Gore said. "The rest of them quickly went back to a 
lender and in some cases, the lender then went back to the 
federal government." 

The two partners looked at the ownership changes as a chal-
lenge rather than an obstacle. 

"We were experiencing a great deal of change and uncertainty 
in our customer base," Gore said. "But if we had properties that 
looked good, a change of hands gave us an opportunity to reprove 
ourselves." 

During tight times, the firm never resorted to lowering their 
prices to gain work. In fact, Clean Cut was able to convince 
some prospective customers that the competition wasn't offering 
the same level of service for the lower price. 

"We've never decreased our price without decreasing our ser-
vices because we have worked extremely hard to state things ac-



curately," Dautel said. "'We have 
developed some techniques on 
bidding. We can send three or four 
of our guys out and they typically 
all come back with the same es-
timates." 

The companies which surviv-
ed the 1980s were those who 
learned to be lean from the start. 
As a result, most of the companies 
Clean Cut competes with today 
were not in business in 1984. 

Today, Clean Cut maintains an 
84 percent to 16 percent ratio of 
commercial and residential main-
tenance work respectively. 

The firm has 13 crews, in-
cluding one in San Antonio, per-
forming maintenance, installation 
and irrigation services. Eight 
maintenance crews range from 
one to nine in size while irriga-
tion and construction crews de-
pend on the volume of work. 

About 50 percent of the firm's 
construction work stems from 
current maintenance contracts. 

Most of the firm's work takes 

place in Austin; however, in 1990 
a branch office was opened in San 
Antonio. 

Austin is considerably smaller 
than Dallas or Houston. While 

the Austin area has about 700,000 
people, Houston has 4 million and 
Dallas/Fort Worth has 4.2 mil-
lion. 

Clean Cut crews can be at any 

of their accounts in about 20 
minutes. 

"Our market is starting to ma-
ture. There's good landscape 
maintenance being done in Austin 
at this point," Dautel said. "There 
are a number of firms here that 
have the skills, capabilities and 
dedication to be doing excellent 
work." 

Most unique about Clean Cut 
is its form of management. Many 
companies make use of foremen 
and supervisors, but Clean Cut 
relies on team leaders to carry out 
the firm's objectives. 

Team leaders are people who 
show a lot of promise and become 
responsible for managing their 
crew or crews. In addition, the 
team leader is also managing his 
customers and making the pro-
perties look good. 

"They have a pretty wide lati-
tude as far as the knowledge about 
the pricing information and 
market information," Dautel said. 
"So we do tend to expect a lot 

CLEAN CUT INC. 
HEADQUARTERS: 

Austin, Texas. 
FOUNDED: 

In 1983 by Dennis Dautel. 
OWNERS: 

Dennis Dautel and Rex Gore. 
PRIMARY SERVICES: 

Installation and maintenance of commercial and 
residential properties including irrigation design and in-
stallation. Beginning to market industry specific software. 

EMPLOYEES: 
45 year-round, 79 seasonal. 

1990 SALES: 
$1.8 million. 



There are a number of firms here 
that have the skills, capabilities and 

dedication to do excellent work. 

out of them." 
Team leaders aren't salesmen, 

however. Dautel and Gore han-
dle that role. The majority of their 
work comes from current cus-
tomers. 

A foreman's responsibility is to 
go in and mow, edge and fertilize 
and so on, while the team leader's 
responsibility is that plus custo-
mer service. 

"If I haven't been to a property 
in a week, and I'm not going to 
be there for another week, his re-
sponsibility is to see if his cus-
tomer is happy, if there is anything 
they need to take care of — small 
things on the property — and to 
see that the landscape looks 
good," Dautel said. 

Day-to-day actions of the team 
leaders are similar to a foreman, 
but ideally the responsibility is 
much broader in that the proper-
ty looks good and they make the 
customer happy within a reason-
able budget. 

Now in its infancy is a plan to 
expand the role of team leaders. 

Leaders selected by Dautel and 
Gore will become owners in a por-
tion of the business. 

"He becomes an owner in the 
portion of the business that he is 
managing," Gore said. "It's a hy-
brid form of ownership. The in-
dividual gains a certain set of ac-
counts and a particular set of 
equipment, so in that respect they 
become an owner of their own 
business within the context of 
Clean Cut. They are agreeing to 
buy those same company goals 
in terms of our technical opera-
tion and good marketing image." 

Clean Cut provides the over-

head structure — the insurance, 
the accounting system, the opera-
tions system, the computer system 
and other managerial functions. 

"We try to provide all that sup-
port at a cost equal to lower than 
what they would experience on 
their own," he said. "We are ba-
sically taking our good reputation 
and our system and are leverag-
ing that in the long run over a 
larger customer base." 

As owners, they share in the 
profits of the work they manage, 
but they also adhere to restrictions 
on reinvesting those profits. 

Clean Cut has been tinkering 
with this hybrid form of owner-
ship for nearly a year, but is just 
beginning to implement its true 
form with four team leaders. 

"To an extent, I think our in-
dustry is more like an accounting 
firm or a law firm where the real 
value of the service you're pro-
viding is wrapped up in the per-
son that's providing a service," 
Gore said. "That's why law firms 
offer partnerships. They know if 
a certain person is the one estab-
lishing new business — making 
customer contacts and a loyal 
customer relationship — that per-
son says, 'Why do I need to be 
working for someone else when 
I could own my own business?'" 

Not only do the team leaders 
gain more responsibility, it should 
reduce turnover because people 
are making a long term commit-
ment. 

In the following interview, Dau-
tel and Gore discuss the develop-
ment of Superscape, their in-
dustry software package design-
ed to help a manager with sched-
ules, bid management, work or-
ders, invoices, employee time 
cards and more. 

Q : Why did you develop your 
own software and how did you 
determine what capabilities it 
should have? 

A: Dautel We developed a sys-
tem on an IBM personal computer 
that handled our billing and ac-
counts receivable as well as some 
managerial and contractual 
things. It was a flat file so it was 
limited in what it could do, how-
ever, we were able to do word pro-
cessing and customer mailings 
among other things. 

Rex brought a Macintosh with 
him when he came to work in 
1985, and we started developing 
a lot of our marketing and bid-
ding on the Macintosh and con-
tinued to use the IBM as well. 

Both Rex and I consistently 

talked about the type of informa-
tion that we needed to really 
manage the business as opposed 
to what happens in vertical mar-
ket software where generally ac-
cepted accounting principles are 
tailored to a number of industries. 

So we built a file based on what 
we thought a good manager needs 
to manage his business. Our pro-
gram is not a financial accoun-
ting program. It gives us man-
agerial information — informa-
tion on our teams and crews — 
as well as information on con-
tracts, locations and customers. 
It is also a complete accounts re-
ceivable, accounts payable, cash 
management system. It does all 
your scheduling and bidding; it 
has a complete work order sys-
tem. 

Your end of the year financial 
statement tells you what your bot-
tom line is, but it doesn't give you 
the information that you need on 
a daily and/or monthly basis to 
manage your business. It gives 
you some information, but not the 
critical information. 

Gore With generally accepted ac-
counting principles and a finan-
cial statement, one business can 
be compared to another because 
the information is being presented 
in the same way. But how accu-
rately do those accounting prin-
ciples say how you would depre-
ciate a particular piece of equip-
ment? If the IRS says that this type 
of mower should be depreciated 
over seven years, but in reality that 
mower wears out in a year and 
a half, the depreciation expense 
on a financial statement is under-
stating the true expense that you 
are incurring to undertake that 
work. 

For a manager to make deci-
sions about whether he's making 
good money and whether he ought 
to change the focus of the type of 
work he is doing, he has to have 
a managerial financial statement 
that gives him an accurate idea 
of what happened last month. 
That should include how many 
revenues he generated and what 
his true economic expenses were. 

Q j How does a maintenance 
operator incorporate your system 
into his business? 

A! Dautel Most businesses in 
our industry, whether they're do-
ing $10,000 a month in sales or 

(continued on page 30) C o m p u t e r s h a v e a lways p layed a key role at C l e a n Cut . 



ARE YOU OPEN 
TOA NEW WAYTO PROFIT 

FROM CRABGRASS CONTROL? 

PUT DOWN ACCLAIM WITH YOUR PRE. 
The old ways die hard. LCOs have traditionally used a pre 
to fight crabgrass. And it works. But there's a better, more 
profitable way to get effective crabgrass control. 

This season, break with tradition. Use an application 
of postemergence Acclaim* 1EC Herbicide plus a pre-
suchasBalan® Dacthal® Pre-M® Betasan® orothers-
at the time crabgrass germinates. It's a crabgrass * . 
control strategy that really works. m m 

With Acclaim plus a pre, you can control crabgrass 
effectively and efficiently with just one trip across the 
lawn. You'll keep your customers satisfied and eliminate 
costly callbacks. And that means more profit. 

This spring, try a new approach to crabgrass control. 
Use postemergence Acclaim plus a pre. It's the most 
^ effective, most economical way to beat crabgrass. 

Read and fikw labd directions carefUly AnMn and the name and kgoHOEQCT are registered 
trademarks oiHoechst AG The name and logo ROl 'SSEL are 

registered trademarks of Riussel I daf S A Balaii is a registered U r u ^ r h c t j H 
•rademark i/[)tm Banco Dacthal lsarejpsurwl track-marko( • I V r ^ W I O I I L J 

FtrmentaASC Corporation Pre-M isa registered trademark of ^ Jf 
Lescolnc BetasanLsaregRUredtrademarkrfiaAmericasCorp h O U S S B I a £ % 

Marketed by Hoechst-Rnunel Agri-Vet Company. Snmerville NJ 08876-1258 

ACCLAIM. Because your turf is always on display. 



Why this publication 
and more than 1,300 
others let us go over 
their books 
once a yean 

Some publications, we're sorry to say, keep their readers 
undercover. They steadfastly refuse to let BPA (Business Pub-
lications Audit of Circulation, Inc.) or any other independent, 
not-for-profit organization audit their circulation records. 

On the other hand, over 1,300 publications (like this one) be-
long to BPA. Once a year, BPA auditors examine and verify the 
accuracy of our circulation records. 

The audit makes sure you are who we say you are. The infor-
mation helps advertisers to determine if they are saying the right 
thing to the right people in the right place. 

It also helps somebody else important: you. Because the more 
a publication and its advertisers know about you, the better they 
can provide you with articles and advertisements that meet your 
information needs. 

BPA. For readers it stands for meaningful information. For ad-
vertisers it stands for meaningful readers. Business Publications 
Audit of Circulation, Inc. 360 Park Ave. So., New York, NY 10010. 

^ B P A S o e l l 
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Your Business 
Partner 
...Helpinggrow your business 

As a busy lawn care professional, you can't be 
personally involved with the many critical details that 
go into making your business successful, details 
ranging from developing staff safety training 
programs to keeping abreast of the latest regulatory 
issues. That's why it is vital that you have the timely 
information that allows you to be proactive rather 
than reactive. That's why you need your Business 
Partner — The Professional Lawn Care Association of 
America. Let your Business Partner go to work for 
you on such assignments as: 

• Issues Management 
• Training programs for 

pesticide management 
• OSHA Hazard Compliance 
• An effective telemarketing 

program 
• Preparing a marketing plan 
• Update on small business law 
• Group Health/Life/Major Medical 
• A Credit Collection Service 
• A Liability Insurance Program 
• A newsletter on lawn care issues 
• A public relations program 
• Gather major suppliers of lawn care 

products and services 

As the only international trade association of lawn 
care professionals, PLCAA has a strong history of 
providing the right information at the right time for 
the lawn care industry. Our staff and Board of 
Directors are dedicated to providing you with the 
professional business assistance you need to stay 
strong and informed. 

To learn more about how to put your Business 
Partner to work — for less than a dollar per account 
per year, contact the Professional Lawn Care 
Association of America today. Clip and mail the 
return coupon, or call toll free 1-800-458-3466. 

'"i'm interested! Send me more 
information on membership in PLCAA 

PROFESSIONAL LAWN CARE 
ASSOCIATION OF AMERICA 
1000 Johnson Ferry Road N.E., Suite C-135 
Marietta, Georgia 30068-2112 
1-404-977-5222 FAX: 404-578-6071 

NAME _ 
TITLE 
COMPANY 
ADDRESS 
CITY 

TELEPHONE 

- STATE- ZIP 

CLIP AND MAIL TO: 
Professional Lawn Care Association of America, Suite C135 

1^1000 Johnson Ferry Rd NE Marietta GA 30068-2112 aia 

I 

I 

F 



Clean Cuf 
(continued from page 26) 

$100,000 a month in sales, are all 
performing the same functions. 
Our system tells them how to in-
put the information into the com-
puter, ease of entry and how to 
take the numbers and put them 
where they need to go to get the 
appropriate analysis. 

Gore Everyone starts out figur-
ing some way to keep accurate 
track of the hours their crews 
worked. From an operations per-
spective it has to be done. 

So why not keep it in a form 
that tells you not only how many 
hours each guy worked, but how 
many hours a particular team 
worked. Or for a given property, 
how many hours were spent by 
all crews, including specialty peo-
ple, who spent landscape time on 
that property? 

It's even better to know how 
much time was spent on that pro-
perty doing mowing, fertilization, 
etc., or if you want to simplify 
it, how much time was spent per-
forming contracture! require-

ments in relation to the amount 
of time spent doing extra work, 
for which you're being compen-
sated. 

Why not have all that informa-
tion when you're doing accounts 
receivable? Why not see how 
many dollars of revenue that par-
ticular location generated, both 
in regular maintenance and ex-
tras that they end up paying for 
over a given year. 

You can quickly figure out if 
a particular property made or lost 
money, and the reason it made or 
lost money. 

Q l So you're taking the statistics 
most companies already track and 
putting them together into one 
readily accesible system? 

A l Dautel Some of the better 
companies are keeping the infor-
mation, however, where we have 
one person operating the system 
for a $1.8 million company, to get 
the same information they would 
need two to three people operating 
the system. They don't have ease 
of entry and they have to mani-
pulate the numbers themselves 

rather than letting the software 
do it. 

For instance, if you have a 
customer who owns more than 
one property, you're able to ana-
lyze the customer and some of the 
locations. This information is 
really valuable so you know when 
to push for a raise on a property 
and when not to. 

And with that same informa-
tion, you can analyze contracts 
based on direct expenses and 

some properties that will be over-
priced relative to what you're re-
quired to do and some contracts 
that are underpriced relative to 
what you need to do to keep that 
customer happy. 

If it's grossly over or underpric-
ed you'll probably realize that, but 
where it's overpriced about 5 per-
cent relative to what you're ac-
tually required to do to keep the 
customer happy, you don't know 
that. 

A year-end financial statement 
doesn't give information you need on 

a daily or monthly basis. 

compare them with other proper-
ties you have. Properties with the 
slimmest margins are those that 
you have to consistently fish for 
a raise on or you need to let those 
properties go as you sell better 
properties at higher prices. 

Gore If you don't have a real firm, 
close grasp of that, you'll have 

If you're not careful, you end 
up losing those contracts that you 
had slightly overpriced. On the 
other hand, you seldom lose the 
ones that you have underpriced. 

So over a period of time, you 
begin slowly losing the well pric-
ed accounts and you begin keep-
ing only the accurately priced 
and the underpriced accounts. 

lilathe TURF CARE E Q U I P M E N T 
Field Proven Olathe Equipment 
For The Turf Care Professional! 

Reliable, durable and innovative 
Olathe Aero/Seeders have been helping turf 
and grounds maintenance programs maintain 

large turf areas for over 16 years! 
Model 82 

Thatcher/Slit 
Seeder 

Outfront attachment to 
the Toro GM 200 and 
300 series tractors. 30" 
swath provides the 
ultimate in seed-to-soil 
contact by placing seed 
in a continuous slit on 
3" centers. Thatcher 
depth of 0 to Wi". 

Model 3 7 / 3 8 
Aerator /Sl i t 

Seeder 
Dual level aerator/slit 
seeder with 30" swath 
that slits seeds on 3" 
centers while 
broadcasting seed 
simultaneously. Bare dirt 
and established turf 
applications. For use by 
16-25 hp tractors. Dual 
hoppers for mixing seed. 

Model 8 3 / 9 3 
Aerator /Sl i t 

Seeder 
Provides relief from 
thatch and compaction 
while slit seeding. 
Tractor mounted PTO, 
3-pt. hitch, 48" swath 
on 3" centers. Variable 
blade depth setting for 
aeration. Adjustable 
seed flow. 

OLATHE MANUFACTURING, INC. 
100 INDUSTRIAL PARKWAY, INDUSTRIAL AIRPORT, KANSAS 66031 
913-782-4396 FAX 913-764-1473 

Model 37/38 
• •1P> •"•fv^v 

Model 83/93 



Dautel The key is to have the right 
information when you go to the 
customer. In our business, actual 
numbers and expenses spent on 
the property are best. On top of 
it looking good, you've got to 
show what the costs were in mak-
ing it look good. 

It's difficult to get those costs 
by hand because you have to pull 
some from payroll, receivables, 
equipment, supervision and man-
agement. Without a system to do 
that quickly and efficiently, the 
tendency is not to do it. 

I would guess 90 percent of the 
maintenance companies out there 
do not have a system in place to give 
them the information they need to 
consistently evaluate contracts. 

Q l How many green industry 
firms are computerized in one 
form or another? 

A: Dautel There's probably a 
little more than 40 percent that 
have a personal computer — may-
be a Macintosh — capable of 
handling their accounts receivable 
and accounts payable. 

It's certainly better than nothing, 

no doubt about that. Our software 
gives you the analysis you need 
to manage your customers and 
your team while you're perform-
ing all those things. 

Q • How did you develop your 
system? 

A J Dautel We developed the de-
sign with Mac Management Sys-
tem. It was really a learning ex-
perience. I hadn't envisioned 
some of the graphics they incor-
porated into the package. 

I had envisioned the manage-
ment information, but some of the 
graphics and speed of entry he in-
corporated into the program gave 
it a finished look. To give you an 
idea, we had three people doing 
some of the things one person is 
now doing. 

Q • How will this be made avail-
able to the industry? 

A . Dautel We're offering it on 
a subscription basis with no com-
mitment whatsoever other than 
paying the monthly subscription 
price. 

A set up fee of about $200 is 
the only upfront cost along with 
their first month's subscription. 
We will bring people into Austin 
for a two to two-and-a-half day 
training seminar. 

We're so convinced that if we 
put a good software product in 
front of them and they can't af-
ford to buy it, it won't do anyone 
any good. 

For a landscape contractor do-
ing $200,000 to $500,000 in sales 
to go to a bank and borrow $8,000 
for a software system and another 
$4,000 for a computer, he's got 
a pretty slim chance of getting the 
money. 

Leasing companies are an op-
tion, but leasing companies 
charge a high rate of interest and 
are forced into a long-term com-
mitment. 

If you go one step further, we're 
so confident it will immediately 
pay back for the cost of a system 
like ours. You're getting the capa-
bility to analyze your contracts 
and we're going to let you use the 
software for a monthly fee. 

If you decide three or four 
months down the road you don't 

like it or you can't afford it then 
you can walk away from it. 

Q l How much is a monthly 
subscription? 

Aï Dautel A monthly subscrip-
tion is $199 — that includes all 
upgrades. They can do the sub-
scription or they can pay the 
$7,995 for a package, however, 
they will have to pay for the up-
grades if they buy it outright. 

What we concentrated on at 
first was the management infor-
mation system they needed to run 
their business because we figured 
everybody already has a payroll 
system. 

We have built this system so we 
can easily add financial and ac-
counting modules as needed. It's 
a matter of taking time to program 
the other modules. So it will have 
a complete payroll and a complete 
financial accounting package at 
some point. Once we have enough 
systems in place, it will be to our 
advantage to do the payroll, be-
cause it will be an additional value 
to the people who are subscrib-
ing to our software. 

Some bad news 
for your grubs to digest. 

Ringer Grub Attack is the only milky spore 
product made by a patented fermentation 
process. You can apply it in granular or 
powder form to match your management 
practices. It has a very low order of mam-
malian toxicity 

Milky Spore is the name given to a natural 
soil microbe that is a death sentence for Japanese 
beetle grubs. The spores enter the insects body 
cavity and germinate, turning the grub "milky white." 

When the grub dies, it releases billions of spores 
back into the soil to kill more grubs. 

A properly timed application will control 
grubs 15 to 20 years. So if you apply Grub Attack 
this spring, it will still be attacking and 
controlling grubs 15 to 20 springs from now 

For information and the name of your closest 
distributor, call or write: Ringer Corporation. 

9959 Valley View Road. Minneapolis. MN 55344. 
612-941-4180. FAX: 612-941-5036. 

© Ringer Corporation. 1990 

Grub Attack 
Better naturally 
r e a d e r serv ice ¡72 
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You can quickly figure out if a 
particular property made or lost 

money, and the reason. 

Gore In my opinion, even if we 
develop our own payroll, we will 
probably continue to use an out-
side payroll service because we 
just call in the total numbers and 
they generate everything. 

I know companies that have one 
person working on payroll all the 
time. And for the amount of time 
that they're spending vs. what it 
would cost them to actually utilize 
the payroll service, I think you'd 
have to get to where you're doing 
the volume we are, and to make 
it to where it's a clear advantage 
to have your own people doing it. 

Q : Why did you develop your 
software on the Macintosh? 

A l Gore Because it's easy to 
learn. The Macintosh has just as 
fast a computer as the IBM. IBM, 
however, has something called 
windows, an additional layer of 
software not in the personal com-
puter's operating system. 

The different processing sys-
tems are the same as far as speed 
at any level. If I buy a $4,000 IBM 
I can buy a $4,000 Macintosh that 
has a similar speed range. With 

windows you have the same in-
tuitiveness on the IBM as on the 
Macintosh as far as point and 
click. The only difference is win-
dows is an additional layer of soft-
ware which cuts your speed al-
most 30 percent to 40 percent. 

At some point in time, when 
speed gets so fast that that addi-
tional layer of software makes no 
difference, we're going to go 
ahead and convert ours to the per-
sonal computer. But right now, 
because of the number crunching 
ours does and the graphics that 
are on our computer, it will allow 
the operator to learn it quicker. 
So it's important to keep it on a 
Macintosh because you have ac-
tually a faster operating speed 
than the IBM. 

However, it is written in a lan-
guage that we can immediately 
convert onto the IBM. We can 
technically put it on the IBM to-
day except for it's too slow. 

Q : Aren't you worried about 
disclosing your secrets to your 
competitors? 

A l Dautel We have an agree-

ment not to sell it in Austin. As 
for the rest of the country, it can 
only help raise the level of pro-
fessionalism in the industry. 

Landscape maintenance is our 
business and computer software 
is a sideline. At some point if it 
takes off and starts producing 
revenues for us, then we may 
change our minds. 

Q • When do you start marketing 
it? 

A I Gore We could sell it right 
now. We've been using it for six 
months now, but we still have 
some of the procedures to finish. 

Dautel We started using parts of 
it a year and a half ago. About 
98 percent of it is finished, but 

we're still finding little bugs. That 
will probably go on for another 
five or six months. We're ready 
to sell it right now with the un-
derstanding that they're going to 
need time to get associated with 
the software and help us work out 
some of the bugs. We have to go 
into it with that expectation. 

If some people are willing to 
do that, we'll see that they get the 
system for a lower cost during the 
initial six months or so. 

Q : When do you think your 
training will start and when will 
you break even with the package? 

Dautel As soon as somebody 
wants to buy it. We have not been 
actively selling. We are basically 

(continued on page 85) 
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V V tractor powered rotary mower in and manufacturing expertise to an 
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Y W C i r A C awarded our equipment top grades for maintenance equipment. From the 

innovation and reliable performance, design stage right through component 
A j f specification and assembly, these 
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the commercial grade, that is. 

mow 'n machines* 
Zero turning radius mowers in five tractor 

sizes with mowing decks from 44" to 72". 

Walk-Behind Mowers 
Smooth operating hydrostatic drive mowers with cutting swaths from 36" to 61". 

Landscape Rakes 
Seven rugged model series in 6 ft., 7 ft. and 

8 ft. lengths for tractors rated up to 60 hp. 

Isn't it time you moved to the head of the commercial grounds maintenance class with Woods 
professional equipment? For more information contact your Woods dealer or write today to 
Woods, Dept. LL, Oregon, Illinois 61061. 

Division of Hesston Corporat ion 



B U S I N E S S M A N A G E M E N T 

P O N D E R I N G 

MOWING 
COSTS 
By Mark Ward 
Overhead, mower size, wages, property 
size and profit are all important contributors 
when estimating your mowing costs. 

TO ACCURATELY estimate 
mowing costs, all operators — 
large or small, serving commer-
cial or residential customers — 
have the same basic task. They 
must determine the size and dif-
ficulty of the turf, how many crew 
and man-hours are required for 
the job and what equipment will 
produce the desired results. 

In addition, operators need 
valid estimates to maintain com-
petitive pricing, to survive on to-
day's slimmer profit margins and 
to gauge actual vs. expected per-
formance. But beyond the basics, 
companies in different markets 
can arrive at their numbers in 
distinct ways. 

For example, owner Stephen 
Keller of Grasscutters said the 
Houston area has a large number 
of tract homes with fairly stan-
dard lot sizes. "I offer a standard 
price per lawn that includes mow-
ing," he said. "My actual mow-
ing costs might go up or down on 
any individual lawn, but the ave-
rage stays pretty constant." 

At Minor's Inc., of Fort Worth, 
Texas, president David Minor 
serves both residential and com-
mercial customer accounts re-
quiring separate estimates, he 
said. Minor does most estimating 
himself relying heavily on his ex-
perience. But since most com-
mercial clients are multi-family 
complexes or small businesses, 
he uses the same cost assump-

tions for both residential and com-
mercial mowing. 

By contrast, President Tom 
Mann of The Caretakers Inc., Ea-
gan, Minn., serves commercial 
customers exclusively. "Most of 
our work is obtained by bidding, 
so we have to win back customers 
every year," he said. 

Given a competitive market 
where every penny counts, Mann 
uses computerized estimating to 
remove as much guesswork as 
possible. 

Commercial customers are also 
the primary market for Clarence 
Davids & Co., Blue Island, 111. 
Executive Vice President Bill 
Davids said his company cannot 
adopt standard pricing "because 
our customers have high-profile 
locations. You have to sit down 
with clients and find out their 
mowing priorities before assess-
ing the costs." 

Despite different approaches to 
mowing estimates, operators 
agreed that the recession means 
everyone is competing for a smal-
ler pie. 

"Good estimating is more im-
portant than ever," Davids said. 
"If you make a mistake — either 
high or low — there won't be as 
many jobs around where you can 
make it up next time." 

TIME STUDIES & REPORT CARDS. 
At The Caretakers, accurate 
mowing estimates begin with time 

studies. On a periodic basis, the 
company has several employees 
mow a flat lawn of the same size, 
gaining an average time for com-
pletion. Separate time studies are 
performed for each size mower 
the firm uses. 

"Recently we took a stopwatch 
and had two- or three-man crews 
each mow a flat one-acre lawn 
with the 48-inch walk-behind 
mower," Mann said. "After tim-
ing each person we decided the 
normal mowing rate for that 

equipment is 25,000 square feet 
per hour." 

In the same way, Mann has 
determined normal hourly rates of 
44,000 square feet for the com-
pany's 72-inch tractor mowers, 
and 4,500 square feet for 21-inch 
push mowers. 

Specific job estimates start by 
ascertaining the number of dis-
tinct lawn areas within the office 
or industrial park, and measur-
ing the square footage of each 
area. These figures are then re-
corded on a standard estimating 
form. 

For example, an estimator 
might take an industrial park with 
three lawn areas that are 100 x 150 
feet, 200 x 500 feet and 75 x 110 
feet, and determine what size 
mower to use on each area. He 
might then estimate the following: 
(See below, this page) 

Deciding which size mower to 
use is based upon two factors, 
Mann said. First is difficulty, or 
whether the site has obstacles or 
steep grades. Second are the 
customer's priorities. 

"Larger mowers cut faster, but 
smaller mowers give a nicer ap-

hours. 
• Lawn Area 2 (100,000 square feet) can be cut with a 72-inch 
mower (44,000 sq. ft/hr) in 2.3 hours. 
• Lawn Area 3 (8,250 square feet) can be cut with a 21-inch 
mower (4,500 sq. ft/hr) in 1.8 hours. Thus the industrial park's 
three lawn areas can be cut in 4.7 hours under normal 
conditions. 



• First the site dimensions are entered and con-
verted into acres which is the company's stan-
dard unit of measurement. The estimator also 
keys in the difficulty rating and the size of 

mower to be used. 
• The computer then calculates the man-
hours required to mow the site. Figures 
are based upon time studies Clarence 

Davids conducts with its own person-
nel at least twice each year. 

• Once the labor component is decid-
ed, the computer adds a predeter-

mined "equipment rate" that co-
vers the cost of owning and 

operating the mower. 
• From the man-hours 

figure, the computer di-
vides by eight to find the num-

ber of men needed to service the site. 
For example, a lawn that is mowed in 32 

hours would require four men each working eight hours to 
complete in a day. 
• Finally the computer yields a total cost per man-hour that in-
cludes both labor and overhead. This figure is multiplied by 
total man-hours per visit, and by the number of visits. 
• A set percentage of profit margin is added to the total dollar 
volume. For example, Clarence Davids sets these percentages 
at 30 percent for jobs less than $1,000; 25 percent from $1,000 
to $5,000; 18 percent from $5,000 to $10,000; and so on to only 
5 percent for jobs costing more than $100,000. The final price 
quotation is expressed as a weekly or biweekly fee. 

pearance," Mann said. "Wedeter-
mine the high visibility areas 
where the client wants the best 
look. In other areas we use the 
largest mower practical to mini-
mize our time." 

Estimators fill out report cards 
on lawn areas, rating their diffi-
culty with grades of A, B, C or 
lower. "A" lawns are normal turf. 
But for "B" and "C" lawns, es-
timators add 10 percent and 20 
percent, respectively, to the pro-
jected man-hours for mowing. 

"Though our estimating is 
computerized," Mann said, "rat-
ing a site is where human judg-
ment comes in." Because accurate 
assessments are crucial, The 
Caretakers requires its estimators 
to have three to four years of crew 
experience, including time as a 
crew supervisor. 

Before labor estimates are fi-
nalized, time for loading and un-
loading equipment is added, plus 
travel to and from the job site. 
Estimators may also take into ac-
count other factors, such as crews 
are generally less productive at 
the beginning of the mowing sea-
son, and if crews must remove 

Follow up 
estimates by 

comparing them 
to actual costs 
and man-hours. 

clippings, man-hours are increas-
ed by one-third. 

Final price quotations are de-
rived by multiplying man-hours 
times the number of visits per 
year, with a percentage added for 
overhead. "What really gives us 
problems is customers not speci-
fying number of visits in their bid 
specs," Mann said. "So if a com-
petitor figures less visits, his price 
looks lower than ours." 

Commercial customers are sel-
dom represented by professional 
facilities managers, he added, "so 
they don't know who to believe 
when it comes to mowing fre-
quency. All they know is dol-
lars." 

The solution, he believes, is to 
educate customers on the need to 
prequalify bidders, and to ensure 
all vendors are bidding on the 
same specifications. 

Mann is particularly troubled 
by customers that engage in bid 
shopping. "It happens a lot where 
a client gives my price to other 
competitors, asks if they can beat 
it and then comes back to me for 
a reduction," he said. 

Nevertheless, he declines to 
"pad" his mowing bids in an-
ticipation of shopping, and pre-
fers to let such customers go their 
own way. 

In its contracts, The Caretakers 
protects itself by providing sur-
charges in the event of price hikes 
for fuel or landfill fees. However, 
the company includes a no release 
clause in the event of a major 
good-faith bidding error. 

"If we made a mistake in the 
bid, we'll still perform the job 
even at a big loss," Mann said. 

The labor aspect is where mow-
ing estimates can most often go 
wrong. 

"That's the highest cost" he 
said, "and the area to watch is 
underestimating time for loading 
and unloading equipment, or 
omitting time for 'unapplied la-
bor' such as when crews stop for 
gas." 

Estimates are needed to price 
jobs profitably, but can also be 
a tool for managing jobs pro-
fitably. "Crew chiefs must know 
the expected man-hours so they 
can keep things on track," he said. 
"Afterward, it's vital to follow up 
and compare your mowing esti-
mates to what actually happen-
ed. If the variance is plus or mi-
nus 10 percent, you need to start 
asking questions." 

Mann cited two surveys, taken 
in 1979 and 1988, by the Asso-

ciated Landscape Contractors of 
America. The average industry 
profit margin, 5.04 percent in the 
earlier study, declined to 2.84 per-
cent in the later poll. 

"But in 1988, the top one-fourth 
companies had an average mar-
gin of 9.54 percent," Mann said, 
"which goes to show the impor-
tance of being well managed." 

ON A SCALE OF 1 to S. Clarence 
Davids & Co. computerized its 
estimating eight years ago to 
achieve greater uniformity bet-
ween salesmen who also function 
as estimators, Davids said. 

Nevertheless, mowing esti-
mates still depend heavily on the 
judgment of sales representatives. 

"When a customer calls we 
send the representative out to 
measure the site," Davids said, 
"but he also assigns a difficulty 
factor of 1 to 5, depending upon 
things like steepness and obstruc-
tions. A rating of 3 is an average 
lawn, while 1 is easiest and 5 is 
most difficult." 

The decision is a vital one be-
cause estimated man-hours for 

mowing can be adjusted substan-
tially according to the site rating. 
For that reason, the firm only 
hires people with a horticultural 
education and teaches them sales, 
rather than hiring people with a 
sales background and teaching 
them horticulture. 

In addition, the firm conducts 
a formal training program for its 
estimators. Each trainee must 
spend eight to 12 weeks with the 
company sales director and other 
senior estimators, both in field 
work and computer training. 

The company's computer esti-
mating is done with off-the-shelf 
software the firm has modified to 
its particular requirements. Da-
vids explained the program per-
forms several basic functions: 
(See above chart, this page) 

The company uses the largest 
size mower practical taking into 
account customers' desires for 
high-visibility areas. The firm 
operates 144-inch and 72-inch 
tractor mowers, 52-inch and 36-
inch walk-behind mowers and 21-
inch hand mowers. 

Davids estimated each time a 



job moves from one size mower 
to the next highest size, there is 
a 10 percent improvement in 
efficiency. 

"We use the same hourly-rate 
assumptions for both commercial 
and residential customers," Da-
vids said. "Our residential ac-
counts are townhouse develop-
ments, condominiums and apart-
ments and large estates — so 
they're comparable to the com-
mercial clients." 

Davids agreed it is vital for 
operators to follow up estimates 
by comparing them to actual man-
hours and costs. "Every month 
we do a report on hours sold vs. 
actual hours. If there's a big dis-
crepancy it could be a lot of things. 
But you've got to find it and either 
fix it or allow for it the next time." 

TWO TEXAS OPERATORS. While 
others rely on computer software 
and standard forms, Minor de-
pends upon a keen eye and a steady 
instinct. "I have two people who 
do sales and estimating," he said, 
"and one of them is me." 

Minor constructs his mowing 
estimates by measuring each site, 

judging its difficulty and mul-
tiplying out the man-hours based 
upon his own time studies. He 
assigns the largest mower prac-
tical for the site (the firm runs 21-, 
32-, 44-, 52- and 72-inch mow-
ers), and decides the number of 
men required to mow it in a day. 

"I can factor in overhead, 
because I know what our budget 
is for the year," Minor said, "and 
in pricing the job for the customer, 
I know how much money I need 
to make. We try to be competitive 
and quote jobs on a price per 
1,000-square-feet basis. But when 
we give a quote we stay with it. 
To change the price we instead 
work with the customer on ne-
gotiating the specs." 

Keller also sticks with his prices, 
but for a different reason. "We 
service mostly tract homes so we 
charge a flat $25 to mow a stan-
dard lot, and $30 for a corner lot," 
hesaid. "In our area, the ballpark 
for mowing is $20 to $30, so we 
have to stay in that range." 

For Keller, the challenge is not 
estimating costs and setting a 
price, but setting a price and then 
managing costs. "We charge more 

than the one- or two-man opera-
tions that just mow, blow and go," 
he said, "but we can't get too 
pricey either." 

With two six-man crews dur-
ing the summer, each mowing 30 
to 40 lawns per day, Keller enjoys 
some economy of scale over his 
smaller competitors. He does not 
need to factor in a difficulty rating 
for individual lawns, "because 
when you do so many, these things 
just average out." 

To monitor his work, Keller 
divides total costs by total square 
feet mowed and compares this 
with his charge per square feet 
for a typical suburban lawn. Such 
comparisons have, for example, 
led Keller to stick solely with 21-
inch push mowers. 

"The self-propelled models on-
ly give you more to break down," 
he said, "and besides, our crews 
can push the mowers faster than 
the mowers could propel them-
selves." 

Keller also goes by the numbers 
when servicing commercial ac-
counts. "I have two basic mow-
ing services," he said, "either a 
standard cutting or a manicured 

cutting. Most want the manicured 
service. The basic difference is 
that manicured mowing includes 
bagging the clippings." 

To give a price estimate, Keller 
multiplies the lawn's total square 
feet by a factor of0.002 for mani-
cured mowing and 0.0013 for stan-
dard cutting. 

"The factors are based upon 
cost data from my residential 
mowing," hesaid, "and have eve-
rything built in; labor, overhead 
and profit. Commercial clients 
are really the same as residential 
clients — just a little bigger." 

Keller has similar numerical 
factors for other lawn mainte-
nance services. He multiplies the 
square feet times the factor for 
each service the customer desires, 
adds the total, multiplies again by 
the number of visits and puts a 
dollar sign in front of the result. 

"I do all the estimating myself 
and I don't have a computer, but 
I do my best to give a fair price 
— and so far its worked," Keller 
said. • 

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

satility 
Hahn Verti-Cut® Supreme*' 

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

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

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

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

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

1625 N. Garvin St. 
Evansville, IN 47711 
1-800-457-HAHN 
In Indiana call collect, 
812-428-2020 
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Remember your roots. 
Just dig beneath the surface a bit and you'll 

see why it pays to make Dacthal your pre-
emergence herbicide. 

With Dacthal you won't have to worry about 
stressed or damaged roots in desired turf. 
Because most turfgrass root systems have a 
high tolerance for Dacthal. 

So while you may save a few bucks with less 
expensive herbicides, you may not save turf 
root systems. 

And healthy turf is the bottom line in 
terms of satisfying customers and minimizing 
callbacks. 

What's more, Dacthal has a proven record 
of performance on more than 20 annual grass 
and broadleaf weeds. Including the tough ones 
like crabgrass, spurge, annual chickweed, 
foxtail and Poa annua. 

Given recent problems with crabgrass 
control and damaged root systems, it's no 
wonder lawn care professionals are making 
the Dacthal choice this season. 

Remember, Dacthal is not water soluble, 
so it won't leach during wet conditions. And 
Dacthal is biodegradable, 
so accumulation in the 
soil has never been observed. 

So why not make Dacthal 
your preemergence 
herbicide this season? 
Why not join a growing 
grassroots movement? 

ISK Biotech Corporation, 
5966 Heisley Road, P.O. Box 8000, 
Mentor, OH 44061-8000. 
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Always follow label directions carefully when using turf chemicals. 

C'mon back to Dacthal! 
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BRINGING N E W 

CHEMICAL 
TECHNOLOGY 

TO THE 
MARKET 
By David Westrick 

Longer testing periods and 
fewer years to recoup research 
costs generally indicates fewer new 
products will make it to the market. 

YOU'RE PROBABLY IN the mi-
nority if you've never complain-
ed — or at least wondered — why 
new chemical product introduc-
tions to the lawn maintenance 
market are so few and far be-
tween. 

Most of the work involved in 
bringing new chemical technolo-
gy to the market is accomplished 
without much public knowledge. 
Usually there's no public 
mention of it until it is close to 
receiving federal registration 
from the Environmental Protec-
tion Agency. 

That typically can be nine or 
10 years after work on the com-
pound began. Other astounding 
figures are associated with new 
product development, such as 
about one of every 10,000 new 
compounds discovered by resear-
chers ever makes it to shelves. The 

cost of that process can range from 
$20 million to $40 million. 

DISCOVERY. As expected, the pro-
cess begins in the research labo-
ratories of major chemical com-
panies. Here researchers are 
working to find a control for a cer-
tain pest problem. Compounds 
may be selected from a chemical 
library maintained by the com-
pany or "designed" by scientists 
relying on their knowledge that 
certain molecular combinations 
will have specific desirable 
effects. 

At DowElanco there's an addi-
tional step in this preliminary 
stage, according to Mike Shaw, 
product development director. 
That is defining the major market 
crops the "product" would be 
beneficial to. 

"Because the process is so cost-

From test tube to market is at least 
10 years and $20 million. 

ly, we have to be fairly certain ear-
ly on that there is a sizable market 
for the control method," he said. 
"Beyond that, we have to be cer-
tain this product would be dif-
ferent enough from other products 
on the market. So, in essence 
we're competing against all the 
other chemical companies and 
ourselves. It wouldn't do us any 
good to develop a product fairly 
similar to one we already have." 

On an annual basis, Sandoz 
Crop Protection analyzes upward 
of5,000 chemical compounds for 
the potential development of a 
new product, said Rudy Sand-
meier, vice president, research. 
But lately the decision to develop 
compounds into products has 
been at the rate of about one every 
two years. 

The compound chosen does not 
miraculously jump out at resear-
chers. In that two years' time, a 
good amount of money, time and 
resources are expended. Of the 
5,000 compounds initially ex-
amined in a year, about 90 per-
cent are eliminated while the other 
50 or so go on for further testing. 
Of that lot, about half are cut 
after a second round of testing. 

"Each year we have probably 
20 to 30 candidates that we ex-
amine closely for efficacy, be-
havior in the environment, poten-
tial toxicology problems," he said. 
"In a good year, we'll have five 
that we are confident enough in 
to do more involved testing. 

"To say it is an arduous pro-
cess is quite an understatement. 
Scientific researchers are rare. 
The results of their work is rarely 
noticed. They have to gain pro-
fessional satisfaction from some 
of the most minute advance-
ments." 

ON SOLID GROUND? After the 
discovery and initial testing pe-
riod — generally at least two years 
— the compound moves on to 
more rigorous company testing. 

1-2 Y E A R S M I N I M U M 



At Mobay Corp., Kansas City, 
Mo., these in-house field trials 
typically last three to four years, 
according to Dan Meek, product 
manager for turf and ornamental 
products. 

The compound goes through 
major testing during this phase 
including short- and long-term 
toxicology studies. These include 
effects on animals, fish and wild-
life. Other testing areas in this 
phase are looking for effects on 
plant and animal metabolism and 
its environmental effects on soil, 
water and air. 

The next step involves outside 
entities testing the potential prod-
uct. This is usually performed by 
universities. 

"It used to be that the universi-
ty research on a product took 
about one year and two at the 
most," Meek said. "Now that can 
easily be four or five. There are 
many more concerns and great 
duplication to ensure the results 
are the same." 

At the same time, once a com-
pound was being tested by univer-
sities its fate as a product that 
would actually make it to the mar-
ket was more guaranteed than it 
is now, Meek said. 

"If a compound tested suc-
cessfully at that level, we believ-
ed it would make it," he said. "But 

with environmental concerns pro-
gressing at a much faster rate now, 
you can be partially through EPA 
registration when a problem a-
rises — something that wasn't a 
problem before." 

No matter at what level in the 
10-or 12-year process, Meek said, 
the objective is the same. 

"The bottom line in all of this 
is that insecticides kill insects; it 
can only kill the intended target," 
he said. "Whether it's the com-
pany testing, university person-
nel or the EPA, the objective is 
to ensure it doesn't harm animals, 
aquatic life, birds or humans." 

MORE THAN RESEARCHERS. Also 
compounding the process and add-
ing to the cost is an almost com-
pany-wide involvement in the 
development of a new product, 
Meek said. 

After the first couple years, 
when the compound is undergo-
ing its major in-house testing, 
other departments in addition to 
research begin to get involved. 

Mobay calls it a new product 
task force. It includes at least one 
representative from every group 
in the company. These include 
marketing, manufacturing, pro-
duction distribution and others. 

"We can't wait for final approval 
from EPA to find out if the new 

Only about one of every 10,000 
new compounds discovered makes 

it to the market« 

product is going to require a dif-
ferent manufacturing process or 
how we will market or package 
it, he said. "All of that is going 
on during that time." 

PATENT MEANS EXCLUSIVITY. 
Another kink thrown into this 
mass configuration is when to 
apply for a patent on the com-
pound . In the United States, a pa-
tent lasts for 17 years. This means 
that for 17 years after the patent 
is granted, the patent holder is the 
only one permitted to use and sell 
it. When that time has expired, 
that product is literally up for 
grabs. Any company can use it. 
In essence it becomes "generic." 

The problem then becomes 
how much of that 17 years is ac-
tually left by the time the product 
makes it to the shelves. 

It can be five years consider-
ing patents are applied for during 
the second or third year of testing. 
One bonus in the United States, 

Sandmeier noted, is that the pa-
tent's term of exclusivity does not 
begin until the patent is actually 
granted by the Patent Office. That 
process usually takes about a year 
or more. In some other countries, 
the clock starts ticking as soon as 
the registration is filed. 

The juggling act becomes how 
long the company can hold off fil-
ing for the patent. That's becom-
ing quite a fine line to balance 
oneself on, said Terry Hanson, 
business manager, specialty 
chemicals division of BASF, Dur-
ham, N.C. 

"Everyone in the industry 
would like to see a longer patent 
period, but that doesn't look to 
be on the horizon," he said. "You 
definitely must have the patent 
before taking the compound to 
universities. Once a faculty mem-
ber publishes a paper, that infor-
mation is in the public domain. 
If that compound isn't protected 
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CIALTY CHEMICALS: FROM LABORATORY TO C O M M E R C I A L L A B E L 
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ild Development—Product Performance 
1 Efticacy—larger field plots taken to yield 
2 Residue plots 
3 Formulation evaluation 
4 Environmental assessment 
5 Experimental use permit 

MAJOR TESTING PHASE 

Laboratory and Field Testing 
1 Short term/long term toxicology 

• Animal studies • Exposure studies 
• Fish and wildlife • Other toxicology studies 

2 Plant and animal metabolism 
• Residue analysis 
• Mode of action 

3 Environmental effect on soil water and air 
• Decomposition in soil water and air 

Applicant Submits Package to EPAOPP 
Registration Division 
Data included 

• Label information 
• Formulation data 
> Environmental 

chemistry data 
• Crop residue and 

exposure data 

Data on hazards to 
humans and domestic 
animals 
Data on hazards to non 
target plants and animals 
including fish and wildlife 

Registration Support A Emergency Response Branch 
• Log-in petition/application 
• Review tor completeness 
• Assign to appropriate product manager 
• Process section 18 exemptions 

Product Manager 
• Detailed review of petition/application 
• Assign and coordinate appropriate scientific review 
• Set priorities and timetable 
• Coordinate administration actions 
• Communicate with applicant 
• Process section 24(c) registrations 

\ 
• Assemble decision package 
• Prepare notice for Federal Register 
• Notify applicant when approved 
• Submit notice to Fedent Register for 

ION AND APPROVAL PROCESS 

Hazard Evaluation Division 
• Review data, evaluate health and safety 

prepare risk assessment assess 
environmental consequences and 
establish tolerances tor all registration 
and product regulatory actions 

• Exposure assessment branch 
• Residue chemistry branch 
• Toxicology branch 
• Ecological effects branch 

Register 
Publish notice 
ot registration 
and/or residue 

, tolerances 

Technical Support Section 

• A P P R O X I M A T E L Y 3 - 5 Y E A R S • I A P P R O X I M A T E L Y 1 - 2 Y E A R S " 



F I F R A R E - R E G I S T R A T I O N P R O C E S S C O S T L Y 
ACCORDING TO revisions to the Federal 
Insecticide Rodenticide and Fungicide Act 
that took effect in 1988, all EPA-registered 
chemicals have to undergo a re-registration 
by 1997. 

This totals about 20,000 chemicals. Of 
that number, about 30 to 35 are specific to 
the turf and ornamental industries, said A1 
Heier, press officer with the EPA. 

For this re-registration process, com-
panies have to pay a fee of $150,000 and an 
annual maintenance fee of $425. The price 
is discouraging some companies with 
older, not-so-popular products to forego 
the process. 

But there's no definitive word yet on turf 
products. 

"With the deadline being 1997, we're ex-
pecting 1994 and 1995 as being the big 
crunch years," he said. "Right now for a 
lot of companies this is something they 
know they have to do, but it can also wait 
for a while." 

Heier did say he anticipates the agency 
will take special notice of 2,4-D when it 
comes up for re-registration. 

Company officials quoted in the accom-
panying story were reluctant to judge how 
the EPA is handling its appointed task. 

But that doesn't mean theories don't 

abound. Some say the agency will be so 
busy with re-registrations that getting ap-
provals for new products will take even 
longer. 

Others think the agency is overworked 
and understaffed. But the prospect of an 
increase in its budget is highly unlikely 
when considering the present condition of 
the economy and, more specifically, the 
cost of the Savings and Loan bailout. 

And finally, there are those that think 
the agency is buckling to undue public out-
cry against chemicals and becoming gun-
shy in its process of original registrations 
and the re-registration process. 

by a patent, there's a lot of work 
for nothing." 

Usually an application is filed 
when something has been iden-
tified as having unique or new 
properties. 

"You'd certainly rather err in 
applying too early" Hanson said. 
"Having the five years after the 
product is finally on the market 
is a whole lot better than being 
too late with something that al-
ready has seen considerable 
amounts of work." 

FEWER NEW PRODUCTS? A gene 
ral consensus among chemical 
manufacturers is that the number 
of new products making it to the 
market will continue to dwindle. 
The longer testing process means 
less time of hav ing exclusive rights 
on the market. This, in short, 
means new products must have 
wide appeal and be able to recoup 
that $20 million to $30 million 
plus some profit in about five 
years. 

This means products for niche 
markets will suffer and that com-
panies will make every attempt 
to find compounds that can poten-
tially be used in many markets. 
For instance, a good many turf 
and ornamental products also 
have uses in the agriculture mar-
ket, which is much bigger and can 
del iver a larger potential market. 

But it can even go further than 
that. BASF is a multinational cor-
poration with products including 
drugs, paints, dyes and others in 
addition to its agriculture and turf 
and ornamental offerings. 

"Work in our central laboratory 
is now centering on synthesizing 
compounds that can be appl icable 
to as many of those fields as possi-
ble, Hanson said. "So realistically 

our researchers can be synthesiz-
ing a compound that has herbi-
cidal and drug-related potentials." 

Will this have a negative im-
pact on the products that do make 
it to the turf market? Hanson's 
belief is no. 

"Just because a compound has 

potential in different areas doesn't 
mean the quality is being reduc-
ed," he said. "It means science 
is becoming incredibly sophis-
ticated." 

So, products developed speci-
fically for a turf use will become 
quite the dinosaurs of the industry, 
Shaw said. 

"Economics is playing a much 
larger role than ever before," he 
said. "We will not see a parade 
of new products. And what we do 
see will be derived from others. 
The green industry as a whole 
needs to understand it's going to 
slow down. We cannot afford an 
Alar in the turf segment. 

SEEN UP CLOSE. Rick Steinau, 
president, Greenlon Inc., Cincin-
nati, Ohio, and past president of 
the Professional Lawn Care Asso-
ciation of America has been a 
witness to the process. 

Greenlon was granted an EUP 
to use Monsanto's as yet unregis-

tered Dimension broadleaf her-
bicide. 

Taking part in an EUP is quite 
involved, he said. 

It requires keeping exacting 
records of applications and re-
sults. Before getting involved in 
the EUP, he said he was unaware 
of how immense an undertaking 
companies make to develop a new 
product. 

"I'm certain the average lawn 
care operator does not realize how 
much work the suppliers put into 
it," he said. "But I also feel frus-
trated after having the EUP be-
cause I've used the product and 
know it's good. I want to be able 

to use it and I want others to have 
it available too." 

IGNORANCE FUELS OUTCRY. 
Much of the slowdown in develop-
ing new products for the market 
can be attributed to public scrutiny 
and growing perception that all 
chemicals are hazardous. 

The public at large is seeming-
ly critical toward things it doesn't 
understand or are too complicat-
ed, Sandmeiersaid. A perfect ex-
ample of that is the Alar con-
troversy in 1989. 

"Someone actually came to my 
door saying he was starting a grass 
roots campaign to make EPA 
more accountable and to stop it 
from registering such dangerous 
chemicals as Alar," he said. "Ob-
viously this man had no idea of 
my profession. After I asked him 
a few basic questions about EPA, 
it was clear he was not familiar 
with the process at all." 

While the EPA does tend to take 
a good deal of heat from the public 
and even from chemical manufac-
turers it regulates, Sandmeier 
said, he believes the agency does 
the best it can. 

"They are charged with an im-
mense task," he said. "And with 
more and more public scrutiny of 
the agency and outcry against 
chemicals, I believe they have be-
come even more conscientious 
and methodical. With every 
granted registration is going to 
come some faction saying it's 
dangerous. The EPA is simply 
making sure that all the t's are 
crossed and i's dotted." • 

The author is Assistant Editor of 
Lawn & Landscape Maintenance 
magazine. 
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Chemical structure of trichlorifon. Courtesy: Mobay Specialty Products. 

Economics is playing a much 
larger role than ever before. 
We will not see a parade of 

new products. 



Mauget tree care seminars 
supply the answers. 

You supply the questions. 
Informal Mauget® seminars provide timely information about 
protecting the environment and keeping trees healthy Annual 
seminars are open to all Green Industry firms—owners, managers 
and applicators. 

You supply the questions. Diseases? 
Insects? Micro injection? Marketing? 
Nutrition? Pruning, spraying, wounding? 
Mauget seminars are tailored to meet 
your needs in tree care management. No 
other seminars provide more practical 
and useful information about tree care 
utilizing Mauget micro injection 
technology. 
Seminar instructors and guest speakers 
have many years of practical tree care 
experience and are highly qualified to 
address problems in tree health. 

Learn how Mauget micro injection works. Well-known university 
scientists have confirmed the benefits of micro injection through 
research and field trials. Many of the nation's leading tree care 
firms have used Mauget micro injection for more than 20 years as 
part of their tree health and IPM programs. 
Give your business another tool to help you protect the environment 
and keep trees healthy. Sign up for a Mauget seminar today. 
Seminar dates, cities, and distributor marketing saveitws 
areas are listed at right. Call your nearest 
distributor about a Mauget seminar 
in your area. 

J. J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 

Scientific Tree Care 
Panama City. FL 32401 
N. FL. S. GA. S. AL 
(904) 763-5049 
January. S a v a n n a h , G A 

Tree Injection Products 
Company 

Knoxville, TN 37917 
KV. TN. N. AL. MS. AR 
(615) 522-0533 
J a n u a r y 10, Louisville, KY 
J a n u a r y 30, Jackson, MS 
February 15, Memphis , TN 
February 21. Nashville, TN 
February 22. Birmingham, AL 
M a r c h 23, Gat l inburg, TN 

Artistic Arborist 
Phoenix. AZ 85013 
AZ. NM. NV 
(602) 263-8889 
(800) 843-8733 
J a n u a r y 22, Tucson, AZ 
February 11, Las Vegas, NV 
February 21, A l b u q u e r q u e , 

N M 
M a r c h 11, Reno. NV 
April 18. Phoenix. A2 
April 26. Laughlin, NV 
M a y 3, Las Cruces, N M 
June 20, Yuma, AZ 
July 12, Las Vegas . NV 
July 16. Farmington, N M 
July 19, Flagstaff, AZ 

Professional Tree Care 8i 
Injection 

Winter Park. FL 32792 
Central 8i South Florida 
(407)647-3335 
(800) 356-4351 
J a n u a r y 25, Fort Pierce, FL 
J a n u a r y 28, West Palm. FL 
February 1, Miami , FL 
February 5, Ft. Myers, FL 
February 7, Sarasota, FL 
February 15, Or lando , FL 

Enfield's Tree Service 
Elkhorn. NE 68022 
ND. Eastern SD. NE. MN. 

Western IA. MO. KS. OK. 
Southeast WY. CO 

E289-3248 
747-8733 

j a r y 2, O k l a h o m a City, 
OK 

February 8, Kansas City, M O 
February 23, Denver, C O 
M a r c h 1, O m a h a , NE 
M a r c h 16, Bismarck. ND 
M a r c h 29, Bloomington, M N 

Gem Spraying Service 
Jerome. ID 83338 
Idaho 
(208) 733-4206 
(800) 869-7741 
February 4, Pocate l lo , ID 
February 6, Boise. ID 
February 8, Twin Falls, ID 
February 13, Lewiston, ID 

Tree Clinic 
Austin. TX 78763 
Eastern & South Texas 
(512)454-1411 
February 7, San Antonio, TX 
February 28, Houston, TX 
M a r c h 12, Austin, TX 

Harrod's Tree Service 
Fort Worth. TX 76108 
Northern Texas 
(817) 246-9730 
February 11, Bedford, TX 

Warne Chemical & Equipment 
Co. 

Rapid City SD 57702 
Western South Dakota. 

Wyoming 
342-/644 

l) 658-5457 
February 13, Rapid City, SD 
February 19, Sheridan. WY 
February 21, Rock Springs, WY 

Guardian Tree Experts 
Rockville. MD 20852 
MD. VA. DC 
[301)881-8550 
February 21, Gai thersburg, 

M D 

Lanphear Supply Division 
Cleveland. OH 44121 
Ohio. W. VA 
(216)381-1704 
(800) 332-TREE 
February 25, C l e v e l a n d , OH 
February 26, Akron /Canton , 

OH 
February 27, Columbus, OH 
February 28. Toledo. OH 

The Tree Doctor Inc. 
Hendersonville. NC 28793 
NC. SC. North Georgia 
(704) 891-TREE 
February 26, Mar ie t ta , G A 
February 27, G r e e n w o o d . SC 
February 28. Yemassee, SC 
M a r c h 5, Mocksvil le, N C 
M a r c h 6, Wilson, N C 
M a r c h 7, Myrt le Beach , SC 

Michigan Injection Systems 
Grand Rapids. Ml 49505 
Michigan 
(800) 423-3789 
[616) 364-4558 
February 27, Livonia, Ml 

Forrest Lytle 8i Sons. Inc. 
Cincinnati. OH 45231 
SW Ohio 
[513) 521-1464 
February 28, Cincinnat i , OH 

Releaf Tree Consultants 
Indianapolis. IN 46260 
Indiana 
[317) 259-7228 
February 28, Indianapol is , IN 

Pruett Tree Service 
Lake Oswego. OR 97035 
Oregon. Washington 
(503)635-3916 
(800) 635-4294 
M a r c h 7, Port land, OR 
Poulson Tree Service 
Billings. MT 59101 
Montana 
(406) 259-5109 
M a r c h 18, Billings, MT 

Arbortech Inc. 
Belleville. IL 62221 
St. Louis Area 
(618)233-2900 

Canadian Shadetree Service 
Ltd. 

Lochine. Quebec. Can H8S 
4E6 

Quebec 
(514)634-7046 

D.H.D. Systems Inc. 
New Berlin. Wl 53151 
Wisconsin 
(414)784-3556 

Farm and Forest Research Ltd. 
Oakville. Ontario. Can. L6J 5A2 
Ontario 
(416) 827-1134 

Liqui-Greeri Lawn & Tree Care 
Peoria. IL 61615 
Illinois. Eastern IA 
(309) 243-5211 
(800) 747-5211 

J.J. Mauget Company 
Los Angeles. CA 90065 
California 
(800)873-3779 

Micro Injections Inc. 
Tampa. FL 33618 
Tampa Area 
(813)961-1060 

R. C. Humphreys 
St. Francisville. LA 70775 
Louisiana. So Mississippi 
(504)635-4507 

Target Chemical Co. 
Cerritos. CA 90701 
California 
(213) 865-9541 

Tree Inject Systems 
Clarence Center, NY 14032 
CT. DE. MA. ME. NH. NJ. NY. PA. 

RI, VT 
(716) 741-3313 

Tree Lawn Inc. 
El Paso. TX 79922 
El Paso Area 
(915) 581-5455 

Trees of Hawaii Inc. 
Ewa Beach. HI 96706 
Hawaii 
(808)682-5771 

Utah Spray Service 
Sandy. UT 84070 
Utah 
(801)566-5773 





IF T R I U M P H 

C A N S T O P O N E 

O F T H E S E IN 

ITS TRACKS, 

I M A G I N E 

W H A T IT C A N 

DO TO S O M E 

L ITTLE I N S E C T 

Compared to other in-

secticides, Triumph can 

put the brakes to a good 

fi f ty percent or more of 

your callbacks. 

And with the cost per 

trip averaging around $75, 

that's no small savings we 

are talking about. 

It's also no great mys-

tery how Triumph makes 

this possible. 

It simply controls turf 

insects (even not so little 

ones) better than anything 

else on the market. 
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BUILDING 
CONFIDENCE 

IN LAWN CARE 
STARTS WITH YOUR 

CUSTOMERS 
By David We s trick 

THERE'S AN ANALOGY that 
compares an extremely nervous 
person with a "long-tailed cat in 
a room full of rocking chairs." 
Lawn care operators — and the 
industry — seem to reach that state 
every spring when the mass media 
launches its annual "Lawn Care 
Scare." 

It's been happening every 
spring for the last several years, j f i 
Sure, it has a slightly dif-
ferent spine every year. One 
year it started with a mass 
circulation consumer mag-
azine. Then there was the 
"expose" broadcast on a 
popular news magazine 
show. Another time a well 
intentioned, but albeit uni-
formed actress maneu-
vered to have it 
tied to Alar and 
apples. And this 
past fall, it was a 
Michigan dog 
keeling over 
from eating grass 

Regardless of the story's 
particular details, the message to 
the American people is the same: 
If you're a responsible human be-
ing, you'll give up your dreams 
of a lush green lawn so your kids, 
pets and neighbors can stay alive. 

Don't think 1991 is going to be 
any different. The mass media is 
cyclical and stories of allegedly 
dangerous products or services 
sell newspapers and attract view-
ers. What can change is how the 
1991 barrage of negative press 
directly impacts your operation. 

The blame for the problem 

Experts say both your communication 
and public perception can be greatly 

enhanced by sharing your concern for the 
environment and by answering questions 

head-on and truthfully, but not in a 
confrontational manner. 

reaches far beyond the media and 
actually rests in the industry's lap, 
according to Peter Sandman, di-
rector of the Environmental Com-
munication Research Program, 

Rutgers University, New Bruns-
wick, N.J. 

START WITH CUSTOMERS. Sand 
man is an expert on communi-

cating risks and believes the lawn 
maintenance industry needs to 
rethink its position for the situa-
tion to ever change. 

While the media may run nega-
tive stories on a regular basis, 
changing that ought be a secon-
dary concern to communicating 
more effectively with customers. 

"Before running to the media 
and telling them how viable lawn 
care services are, you have to con-
vince your customers," he said. 
"After all, they're going to be the 
ones reading and listening to what 
you tell the media. What good is 
the media exposure if they don't 
believe what you told the report-
er?" 

While the country's interest in 
the environment is growing, his 
research shows it has not reached 
a fervent, anti-chemical senti-
ment. 

"When faced with a choice bet-
ween a slightly hazardous, but ef-
fective product and a hazard-free, 
but less effective product, most 
consumers will choose the more 
effective product without express-
ing all that much concern about 
the hazard," Sandman said. "The 
problem with the lawn care in-
dustry is that it, for the most part, 
does not offer customers that 
choice." 

According to Sandman, the first 
step in altering the image of lawn 
maintenance services is through 
customers, not the media. 

"The cornerstone of effective 
communications is taking steps 
to ensure customers aren't treated 

(continued on page 46) 



Why Pay Twice As Much? 

Make More Money With The AU New Westmac ! 
, • Core Aerator Three Machines — One Engine • s e e d sPiker 

O n e - y e a r w a r r a n t y o n p a r t s a n d l a b o r . • Roto Tiller 

CORE AERATOR 
You can aerate 5,000 square feet of lawn in 15 minutes, including turnarounds, 
with 60 holes, in diameter, per square yard. The WESTMAC has 24 sharp 
and tapered aerator spoons of high carbon, heat-treated steel for extra long life. 
It's power-driven on both pavement and turf. 

W , hen you invest in equipment you want durability, 
speed, thoroughness and versatility. In short, a good piece 
of machinery that can be used for more than one job. 
Then you can serve more customers, better and 
faster. Then you can get more productivity from your 
employees. And then you can earn more money. 
Accomplish all of these with the versatile, all new 
WESTMAC "Three Machines In One." The 
WESTMAC can be operated as a core aerator, as a 
seed spiker and as a roto tiller. A special tubular steel 
trailer hitch, made for this assembly, is included! 
The potent WESTMAC is easy to maneuver. Wheels 
are heavy duty pneumatic with grease fittings and ball 
bearings. You can store the complete WESTMAC 
assembly in only by 5 feet of space. 

SEED SPIKER 
With 112 steel spikes, ll"longand Vi" thick, you 
can spike in seed that you applied by spreader 
faster and more thoroughly than by any other 
method. The Seed Spiker also fits any other make 
of roto tiller. 

ROTO TILLER 
It takes only 60 seconds to detach the aerator 
assembly and attach the roto tiller tines or the 
seed spiker. 

SELF TRAILING 
The WESTMAC lets you move on to your next 
job pronto because it can be hooked up to any 
vehicle in less than 10 seconds. And, don't worry 
about the unit you are pulling jackknifing when 
you back up. It can't. 

reader service 34 

• All Features Can Be 
Purchased Separately 

• The Westmac comes with 
a commercial warranty on all 
parts and labor for one year. 

Westmac Ae ra to r s 
Post Office Box 1509, Kenosha, WI 53141 

Free video tape showing the WESTMAC in action will be loaned to you. Call 414/656-1110. 



STRATEGIES TO IMPROVE MEDIA E N C O U N T E R S 
SENSATIONALISM IS interesting read-
ing. Many times news is defined as "out of 
the ordinary" events that happen. 

The fact that all planes landed safely is 
not reported, but an air crash gets first page 
coverage. A story that "grass is nice" gets no 
coverage. A report that turf uses too much 
water challenges the reporter and readers. 

In order to be more successful in work-
ing with the press, set up a goal to help 
educate them about your issue. This should 
be done concisely. Put the facts into a frame-
work, tell what it means and have a good 
conclusion. 

Even when a story is 90 percent nega-
tive, if someone is interviewed who has a 
reasonable statement telling the other side, 
the audience usually sees that reason ring 
true. This makes it important to take every 
opportunity to present your side, even if 
limited to 20 or 30 seconds. It can make a 
difference. 

If you get involved with the media, how 
should you prepare? 

•Organize the facts. 
•Anticipate the questions, don't face it 

blind. 
•Develop answers to these questions. 
•Decide what you are going to say. 

•Limit the length of your answers. 
Winging it" leads to a crash. 

•Decide what you do not want to talk 
about. 
SOME DO'S: 

•Do make good eye contact. 
•Do stand or sit up straight with hands 

in an appropriate place. 
•Do try to steer answers to what you 

want to say. 
•Do have a clear, concise, true point. 
•It's O.K. to say "I'm glad you asked 

that" before you make your point. 
•Do have a short, succinct statement 

that makes a good quote. 
•It's O.K. to ask in advance what infor-

mation the reporter is seeking and who 
else they might interview. 

•Do develop a theme to follow, even 
though the reporter may have another theme. 

•Do give the reporter written material, 
especially if it is documented, as a follow-
up. 

•Do keep your cool and add some con-
trol to the situation. 

•Do appear to be a good sport. 
•Do offer to send further information by 

fax if the interview is by phone. 
•Do give the reporter your phone num-

ber and offer to talk again if they have any 
questions. 
SOME DON'TS: 

•Don't be abrasive (it's O.K. to be asser-
tive). 

•Don't say "no comment". 
•Don't lose your cool. 
•Don't lie or try to shade the truth. 
•Don't repeat any part of a reporter's 

question that is negative. 
THE FOUR F's OF THINGS NOT TO DO: 

•Don't FIGHT with the reporter. The 
reporter has the final edit. Be assertive, 
but not obnoxious. 

•Don't show FRIGHT. If the media sur-
prises you with a microphone in your face, 
ask for time to prepare; that you don't 
want to be put on the spot. 

•Don't FUDGE the facts. 
•Don't FORGET what you want to say. 

An inadvertent mistake can haunt you. 
If you don't know the answer, say so and 

give them a contact to call who will answer 
to your favor, but truthfully. — Ford Rowan 

Mr. Rowan is a lawyer; journalist and 
university professor who often delivers 
speeches at trade shows and conferences 
on proper media relations tactics. 

Building Confidence 
(continued from page 44) 

like uninformed dullards," he 
said. Although he hasn't counsel-
ed many operators, his impres-
sion is that for too long when a 
customer expressed some con-
cern about the use of pesticides 
the typical response was some-
thing like this: 

"Don't worry. We know what 
we're doing. This stuff is safe." 

"That's all wrong," he said. 
"This sounds as though you think 
you are superior. It trivializes their 
concerns." 

His advice is to have a conver-
sation with a person who ex-
presses concern about the use of 
pesticides. "Tell them that you are 
concerned too, after all these are 
chemicals meant to kill weeds or 
bugs; tell them the chemical is 
diluted; tell them you take precau-
tions and use safety equipment; 
tell them applicators are licensed 
and trained; tell them its best to 
stay off the lawn for a day or two. 

"Tell them there are some risks, 
but reassure them that you take 
every possible step to reduce and 
minimize those risks. Empower 
them by providing information. 

Give them a feeling of control and 
make them aware of what's going 
on." 

The practice of notification 
before an application should be 
encouraged not discouraged. 
Sandman's research has shown 
people generally don't worry 
when they don't feel blind sided. 

If you don't tell them when you're 
coming and they find out later, 
that creates an impression of you 
sneaking around and not having 
all your cards on the table. 

FIRST-HAND EXPERIENCE. While 
most maintenance operators have 
at some time faced concern, even 

irrational fears from customers 
and the like about the use of pes-
ticides, probably no other com-
pany has equaled the intensive 
hands-on experience of Chem-
Lawn Services Corp., Columbus, 
Ohio; more specifically, the law-
suits it's dealt with in New York 
over the company's advertising 
and purported claims of safety. 

"Even though we settled earlier 
this year, that in no way was an 
admission of wrongdoing," said 
Steve Hardy mon, ChemLawn 
vice president, environmental and 
media relations. "It becomes in-
credibly expensive to defend 
yourself against a claim. We li-
terally produced thousands of 
documents." 

As a result of the New York suit, 
ChemLawn is reworking its in-
formational brochures. The new 
versions will address public per-
ceptions about pesticides and will 
follow more of a risk communica-
tion approach, Hardy mon said. 

"Risk communication is not a 
new innovation," he said. "It's 
been around for a long time. Our 
new literature will delve deeper 
than before. The delicate part is 

(continued on page 48) 

T h e m o s t i m p o r t a n t t h i n g to r e m e m b e r w h e n ta lk ing to t h e m e d i a is 
to k e e p your c o o l a n d g ive s h o r t , s u c c i n c t answers . Se t your o w n a g e n -
da a n d be p r e p a r e d to ge t y o u r po in t across . 



TeeJet Just A/lade 
It Easier To Change 
The Way You Spray. 

Now there's a way to make all your spraying applications easier and safer. 
The New TeeJet Lawn Spray Gun, with its interchangeable shower head-
type nozzles and a spot-spray wand, helps you match the tool to the task 

Three nozzles help you control volume and drift The optional low-
volume extension wand is ideal for spot spraying and "toucn-up" work 
To keep the kinks out of the hose there's even an optional swivel. So 
the operator can concentrate on controlling the spray, not the hose. 

The TeeJet Lawn Spray Gun is the only lawn care gun with a 
trigger guard. It protects the applicator ana the environment from 

accidental discharge. 
So change the way you spray. Change to the TeeJet Lawn 

Spray Gun. 

tiu Teejefr 
No Better WayTo Spray. 



Building Confidence 
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finding a middle ground. We've 
been plagued by overreacting in 
the past. We have to present it in 
a way that the public will not over-
react — which in the past usually 
caused us to overreact." 

In his thinking, the industry's 
image and public perception is 
directly tied to the Professional 
Lawn Care Association of Ameri-
ca. And right now Hardymon 
is perplexed by falling member-
ship numbers. 

"I don't understand why peo-
ple are dropping out of the asso-
ciation at a time when the industry 
is under attack and so many in-
dividuals and companies say they 
need help adapting to what al-
ready has become known as the 
Decade of the Environment," he 
said. "'We should be pulling to-
gether for the common cause and 
common benefits." 

Several noticeable changes 
dealing with the image of the lawn 
maintenance industry have been 
accomplished by PLCAA in the 
last year or so. The association's 
"A Professional Cares" series of 
pamphlet/fliers has been devel-
oped for distribution to custo-
mers; the GrassCycling program 
was developed to encourage lawn 
maintenance customers to leave 
clippings on their lawns; a public 
relations network started last year 
is being expanded for 1991 and 
the second annual National Lawn 
Care Month is planned for April. 

Sandy Marring, PLCAA's di-
rector of public relations, devel-
oped the GrassCycling program 
and sought K mart corporate in-
volvement. The No. 2 U.S. re-
tailer is taking steps to place the 
GrassCycling emblem and infor-
mation about the program on all 
fertilizer and pesticide containers. 

'This is the first chance the 
association has had to get its name 
out in the public and build some 
name recognition," she said. 
"The hope is that homeowners 
will learn about GrassCycling and 
help cut down the country's land-
fill dilemma. At the same time, 
they'll realize there's a group of 
professionals out there taking care 
of lawns. That should help create 
a better public perception and help 
the industry gain some respect 
from outside." 

Information on April's Lawn 
Care Month was sent to members 
last month so they have plen-

BUILDING A N EFFECTIVE 
N E W S R E L E A S E 

A NEWS RELEASE "is a simple document whose purpose is 
the dissemination of information in ready-to-publish form." 

While the definition is fairly obvious, it can be difficult to 
determine just what to write releases about. 

When writing a release, keep it as brief as possible. Try not to 
exceed one page, but certainly not two. Somewhere near the top 
of the page under a heading such as "Contact person" or "For 
more information," include your name, title and phone number 
(with area code just in case it may be different). 

Also call the media outlet and ask who would be the most ap-
propriate person to receive that information. Address the enve-
lope to that person so it is routed directly to someone rather than 
an ambiguous "editor." 

If you don't hear from them in a week or so, make a follow-up 
phone call to make sure they received it. When calling a reporter 
or editor, always ask if they are on deadline. If the answer is 
yes, ask when it would be more convenient for them to talk. Call 
them back at that time. 

ty of time to prepare. A 26-page 
booklet provides effective step-
by-step ideas for promoting lawn 
maintenance to your customers 
and community at large. 

Another service to members is 
an expanded public relations net-
work now being called the Media 
Kit. For a yearly subscription fee 
of $425, PLCAA and an outside 
communications firm will supp-
ly you with a monthly press re-
lease that can be sent to as many 
as 50 local media contacts. 

Program benefits include be-
coming a source of positive in-
formation about the value of turf-
grass for your local media, pro-
moting your name and expertise 
through consistent contact and ex-
posure and generating positive 
public relations as your name and 
company are mentioned in the lo-
cal media. 

"Creating a top-notch image for 
your company is crucially impor-
tant today with so much more 
competition out there," Marring 
said. "Doing that often can be a 
full-time job in itself. This pro-
vides a great amount of work at 
a fraction of the cost." 

One person who's sure to be a 
subscriber to the service is Den-
ny Linnell, vice president, Lawn 
Life, Salt Lake City, Utah. He was 
involved last year when PLCAA 
supplied the monthly releases and 
didn't have an outside firm to do 
the work. 

"It can only get better this year," 
he said. "One, because the pre-
sentation is going to be more pro-
fessional and two, I've had some 

experience and now know what 
the media looks for." 

Last year was a learning ex-
perience for Linnell because he 
previously only had limited con-
tact with the media. 

"I thought that just because I 
took the time to send them a press 
release they would use it or call 
me for more information," he 
said. "I had no idea of the volume 
of press releases they receive in 
just one day's mail." 

APPROACHING THE MEDIA. 
Realizing that and understanding 
members of the media are busy 
— facing stringent daily deadlines 
— helped him better understand 
his role as a provider of informa-
tion. 

"A few days after sending a re-
lease, you have to follow up with 
a phone call to make sure the per-
son received it," Linnell said. 
"They may not use the first several 
you send; it depends a lot on tim-
ing, available space and other 
things. But having them get used 
to your name and what you do will 
eventually pay off." 

This is a route Sandman also 
suggests for establishing a rapport 
with local media contacts. 

"Typically someone in lawn 
care might want to start out with 
the gardening editor," he said. "If 
negative stories about pesticides 
seem to come out at the same time 
every year, give this person a call 
a month or so before. Explain 
there are a lot of benefits to pro-
fessional lawn care and briefly run 
through some of them, and offer 

to mail more detailed informa-
tion." 

This Sandman calls planting the 
seed. 

"It's something that can be 
referred back to later on," he said. 
"The process is slow; you don't 
see immediate results. The main 
objective at first is to get enough 
interesting information to them 
that they file it — and your name 
— for future reference." 

Calling that person every few 
months for a brief five- or 10-
minute conversation is also part 
of Sandman's recommendation. 
Don't bog them down with details 
they'll never use. 

Cover basics such as increased 
property value and cooling effects 
of turf. Hit the fact that mulch-
ing doesn't lead to thatch and can 
reduce fertilization requirements. 
Tell them most people over-
water and recommend running a 
small piece on watering guide-
lines. 

Establishing a working rela-
tionship such as this is no guar-
antee, Sandman said. 

"Most negative stories that 
break usually come from a wire 
service — meaning no one on the 
newspaper staff is involved in 
writing or reporting the story," 
he said. "This is when you call 
your contact and see if he or she 
can write a small sidebar (smaller 
accompanying story) about the 
positives of lawn care or at least 
add some quotes from you to the 
main story to make it more ba-
lanced." 

Also to assist in understand-
ing the inner workings of the 
media, DowElanco has a video-
tape titled, "When a Crisis 
Strikes," that takes the viewer 
through a simulated crisis at a 
lawn care company. 

The video along with accom-
panying workbooks, can guide 
you in fielding media questions. 
By giving several responses to 
questions, it demonstrates the best 
manner in which to answer in-
quiries. 

The video and 10 workbooks 
are available for $22.50. For more 
information contact: DowElan-
co, Attn: Karen Ferency, 9002 
Purdue Road, Quad IV, India-
napolis, Ind. 46268. Be sure to 
specify the name of the video 
when ordering. • 

The author is Assistant Editor of 
Lawn & Landscape Maintenance 
magazine. 



FINALLY A ZERO-TURN RIDER 
GOOD ENOUGH TO BE CALLED A SCAG. 

Since pioneering Scag's 
award-winning zero-turn walk-
behind, our engineers have 
been hard-at-work developing 
a zero-turn rider of equal 
performance and innovative 
design. It's been a tough act 
to follow, but they've finally 
done it. Introducing the zero-
turn rider good enough to be 
called a Scag. 

Floating articulating cutter deck provides a 
smooth cut on uneven turf. 

UNIQUE 
OUTFRONT/COMPACT 
DESIGN 

Scag's new zero-turn rider is 
two mowers in one. Its outfront 
cutter deck lets you cut close 
to trees and 
buildings, while its 
compact design 
and zero-turning 

capability enable you to move 
in and out of even the trickiest 
landscaped areas. This zero-
turn rider also features Scag's 
unique cast-iron pump/motor 
drive system for extended 
hydro life. 

FULL-FLOATING, 
ARTICULATING CUTTER 
DECK 

Scag's new zero-turn rider 
virtually eliminates scalped turf. 
We've designed an all-new, 
full-floating, articulating cutter 
deck that automatically 
responds to every contour in 
the ground. Simply set the 
desired cutting height and you 
can depend on a smooth, 
even cut every time. You can 

Engine and drive components are conven-
iently located for simplified maintenance. 

also add a powerful, rear-
mounted 40 gallon vacuum 
grass catcher as an option. 

For more information about 
our new zero-turn rider, see 
your local Scag dealer today 
and find out why it's Simply 
the Best. 

EASY LEASE TERMS! 
Ask your dealer for details. 

SIMPLY THE BEST 

POWER EQUIPMENT 
S U B S I D I A R Y O F M E T A L C R A F T O F M A Y V I L L E , INC 

1000 Metalcraft Drive. Mayville. Wisconsin 5 3 0 5 0 

© S C A G POWER EQUIPMENT, 1990 ALL RIGHTS RESERVED 
OVERALL WINNER 

SCAG ZERO-TURN WALK-BEHIND 
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UNSCRAMBLING 
THE ALTERNATIVE 

PUZZLE 
By David Westrick 
Maintenance professionals are struggling 
to assimilate a mix of products to address the 
landscape s agronomic needs as well as customer 
concerns, but are finding it difficult wading 
through alternative offerings. 

BIOLOGICAL. Environmental-
ly safe. Organic. Environmentally 
friendly. Bio-rational. Natural or-
ganic. Synthetic organic. 

Don't feel bad if you don't have 
definitive definitions of all these 
terms. Practically nobody does. 

Despite the fact that meanings 
for these terms are not generally 
agreed upon by green industry 
professionals, they are being ban-
died about at an increased rate. 
This, of course, is leading to a con-
siderable amount of confusion in 
the marketplace because not every 
product is what it claims. 

In the most basic sense, organic 
refers to any material containing 
carbon. This can be natural or 
synthetic. A natural organic is de-
rived from nature while a syn-
thetic is created by man in a labo-
ratory. Urea is an example of a 
synthetic organic. A biological 
material is one derived from a liv-
ing organism, either plant or 
animal. 

Consider one marketer of or-
ganic lawn care materials who at-
tributes the boom to Earth Day 
and the residual environmental 
awareness it instilled in the public. 

"With the anniversary of Earth 
Day, 1990 was much like five 
years worth of exposure," said 
Mark Nuzum, president, Har-
mony Products, Chesapeake, Va. 
"Without that impetus and the 
magnitude of publicity it gene-
rated, I can't imagine interest in 
organic and biological products 
jumping so fast." 

Among Harmony's stable of 
products are two 14-3-6 fertilizers 
referred to as lawn food. One con-
tains 60 percent water insoluble 
nitrogen while the other contains 
20 percent. Also included in the 

'Cut back on the 
amount of 

nitrogen and 
work on 

improving soil 
fertility." 

line is a 3-6-3 flower, tree and 
shrub food. 

The products are derived from 
poultry waste and converted into 
a homogeneous granule. Accor-
ding to Nuzum, the company's 
products are completing a circle. 

"If you accept that the turf in-
dustry is closely related to the ag-
riculture industry and farming, 
this is simply returning to the way 
farmers used to operate," he said. 
"With the introduction of chemi-
cal pesticides, we forgot how to 
be good farmers. We became very 
dependent on the quick green-up 
and other results and turned away 
from the natural way of doing 
things." 

Nuzum isn't advocating a ban 
of chemical use in turf, but is sug-
gesting that organic products be 
considered. 

"The continued use of chemi-
cals has really played havoc with 
soil ecology," he said. "It has got-
ten grasses into a dependency 
mode. The well manicured golf 
course green that we've become 
accustomed to is the most un-
natural turf condition. That's a 
sterile condition and the only way 

to keep the turf is by literally pour-
ing fertilizers, fungicides and her-
bicides on it." 

The first concern when using 
an organic method, according to 
Nuzum, is soil fertility. That in-
volves a soil test to determine its 
condition. 

"The goal is to improve soil 
conditions because what you see 
above the ground is a direct cor-
relation of what's going on below 
the ground," he said. "Fertile soil 
will defend against pests, stresses 
and fungal attacks. Chemically 
stressed soils will not." 

REAL LIFE APPLICATIONS. One of 
the major deterrents from offer-
ing alternative lawn care pro-
grams has been the cost. At The 
Davey Tree Expert Co., Kent, 
Ohio, the company spent a con-
siderable amount of time study-
ing and analyzing pilot programs 
before making its integrated pest 
management program a company 
wide offering, said Roger Funk, 
vice president, technical and hu-
man resources. 

And in the end, Davey prefers 
to call the offering its Plant Health 



Care Program. 
When first considering the 

move, customers were polled 
about their general attitudes to-
ward the company, the use of 
chemical pesticides and their en-
vironmental concerns. 

"Overwhelmingly, the results 
said customers wanted less chem-
icals used on their lawns, but at 
no extra cost to them and with no 
visible change in the quality of 
their lawns," he said. "Basically 
they said they would not tolerate 
paying the same price — or more 
— to have more weeds in their 
lawn." 

A survey conducted by the Ro-
per organization last year to deter-
mine the public attitudes and in-
dividual behavior patterns con-
cerning environmental issues re-
ported the "average" American 
is willing to spend about 6 per-
cent more for products that are 
less detrimental to the environ-
ment. 

While not using organics and 
biological pesticides, the Davey 
program incorporates more use 
of soaps and oils along with the 
basic philosophy of IPM includ-

ing close monitoring and spot 
chemical treatments. 

Insecticidal soaps and oils work 
by breaking down or evaporating 
a film that encapsulates many 
pests. Pores in these films help 
them breathe. When they are dis-
sipated, the pest actually suf-
focates, Funk said. 

Because they have no residual, 
soaps and oils must be applied 
directly on a pest to have the de-
sired effect. For this reason, they 
are much easier to use on trees 
where a pest's presence is much 
easier to detect. But with proper 
monitoring, they can be used in 
turf, Funk said. 

The company developed and 
patented its own spray equipment 
for the program. If a technician 
sees weeds while walking a lawn, 
the spot sprayer will discharge 4 
mililiters of herbicide for one-
sixth of a second. 

That has led to a 50 percent 
reduction in herbicide use and a 
42 percent reduction of insecti-
cides. 

The most challenging factor in 
devising the program was reap-
portioning resources, Funk said. 

No longer were the 
major needs chemical 
materials and large 
trucks. 

Now the emphasis 
has been shifted to ex-
tensive training so ap-
plicators can monitor 
lawns to find symp-
toms of a problem ra-
ther than relying on 
broadcast applica-
tions. 

"It used to be if 
there were five weeds 
on a property, the ap-
plicator went in and 
did the broadcast ap-
plication without even 
taking notice of the 
numberof weeds," he 

said. "He simply did a full ap-
plication. Now we're identifying 
those five weeds and applying 
herbicide only on them." 

That has increased the amount 
of time an applicator spends on 
a property. It also required exten-
sive training of operators and 
customers. 

"Our big saying to both em-
ployees and customers was: 
4 We're trading pesticides for train-
ing,"' Funk said. 

ALTERNATIVES COMPLEMENT 
CHEMICALS. While suppliers and 
users of alternative methods do 
have strong opinions concerning 
chemical lawn care, they're not 
working for the demise of chemi-
cals, but a more symbiotic rela-
tionship between chemicals and 
alternative methods. 

An example of that is the first 
early spring application of a pre-
emergent and fertilizer, said Scott 
Boutilier, commercial marketing 
director for Ringer Corp., Min-
neapolis, Minn. 

"There virtually is no alter-
native for that pesticide," he said. 
"No option unless the customer 

I n c r e a s e d interest in 
a l te rna t ive c h e m i c a l 
p r o d u c t s c a n b e at-
t r i b u t e d to Ear th Day 
a n d a g e n e r a l en -
v i r o n m e n t a l aware -
ness . I l lust ra t ion: 
R inger . 

doesn't mind crabgrass invasion." 
But the story, according to 

Boutilier, changes later in the 
season. 

Ringer's organic fertilizers are 
good for late spring and summer 
applications because no chance 
of phytotoxicity exists. The com-
pany's turf fertilizer carries an 
NPK analysis of 10-2-6. The fer-
tilizer lasts about five to seven 
weeks and its main source of 
nitrogen comes from bone meal. 

While the product can be used 
in conjunction with a chemical 
program, it cannot actually be 
combined with a chemical ap-
plication. Boutilier said that's 
because it's microbially driven. 
It also does not release well in cold 
weather. 

Cost is another perceived deter-
rent to using oi^anic products, ac-
cording to Boutilier. 

"Operators are fixed on com-
paring everything in terms of cost 
per 1,000 square feet," he said. 
"If you're continually applying 
four pounds of synthetic nitrogen 
at the cost of $40 a year, you can 
do the same thing with 2 Vi pounds 
of our organic nitrogen also for 
$40 a year." 

A major benefit to the organic 
application is a more efficient use 
of nitrogen and less chance of los-
ing the nitrogen source. Also for 
about the same charge to custo-
mers the soil system is being built 
up to naturally fend off stresses, 
Boutilier said. 

"Research has shown that many 
turf diseases can be attributed to 
over-fertilization," he said. "We're 
saying cut back on the amount of 
nitrogen and work on improving 
the soil." 

BIOLOGICAL PESTICIDES. In ad 
dition to alternative fertilizers, 
pesticide options are also avail-
able. Common are nematodes that 
are natural predators of cut-
worms, army worms and sod web-
worm larvae. 

One supplier of these nema-
todes is Biosys of Palo Alto, Calif. 
The nematodes are placed in 
suspended animation in an algae-



nate gel and packaged, said Paul Dick, the 
company's national sales manager. When 
water is added, they are released and can be 
sprayed the same as a conventional pesti-
cide. 

Once applied to the turf, these nematodes 
seek out and destroy larvae. After entering 
the larva, the nematodes release bacteria that 
kills the insect within 24 to 48 hours. 

Indigenously, nematodes exist to kill in-
sects," Dick said. "Through biotechnology 
we've provided a way to put a high concentra-
tion of these natural bug killers into the soil." 

The company's BioVector insecticide is 
available as a turf formulation as well as an 

C u s t o m e r c o n t a c t a n d r e - e d u c a t i o n are es-
sent ia l for a n o r g a n i c p r o g r a m . 

Experience Exmark's 

Powerful posi-traction, 
For effortless mowing, even on 
wet hillsides, you can't beat 
Exmark's Turf Tracer™ and 
Midsize Walkers. Our exclusive 
Posi-Track pulley system sheds 
water and grass buildup 
providing unmatched traction. 
We invite you to ask your dealer 
for a demonstration and 
experience the Posi-Track pulley _ 
difference. For the dealer 
nearest you call Exmark: 
402/223-4010 

o\ 
M F G . C O . I N C . 

Experience an Exmark. 
Industrial Park NW. Box 748. Beatrice. NE 68310 FAX: 402/223-4154 

ornamental formulation. 
Biosys and Ciba-Geigy are currently ne-

gotiating terms to give Ciba-Geigy marketing 
rights for Biosys products. Studies conducted 
over the last couple years were promising and 
Ciba-Geigy wants to market the products 
under a re-named label, said Scott Moffitt, 
product manager for insect control. 

"We think it makes sense for certain niche 
markets," he said. 'This agreement makes 
the most sense because it will still be a test 
of sorts. I don't think there's any doubt that 
eventually all the major chemical formulators 
and suppliers will be involved in developing 
biQlogicals. This is a safe first step to test 
the strength of the market and response to the 
product." 

The products will be available to the markets 
that want it, and the company will also have 
an added period to see how it can be integrated 
into its overall product offerings. 

"The scrutiny of lawn chemicals is not over," 
Moffitt said. "For operators to survive with 
fewer bumps and bruises, they'll have to take 
a more holistic approach. It'll definitely take 
marketing savvy. But we can't flood the market 
with biological products if lawn care com-
panies aren't ready to use them. Suppliers can-
not force or create demand. Right now that 
demand is limited and geographical." 

Ringer has a biological pesticide for con-
trol of Japanese beetle grubs. It is a Milky 
Spore product available either as a powder 
or granular. Grubs attacked by the product 
develop Milky Spore disease, produce mil-
lions of new spores, become sick and die. 

Another supplier of alternative lawn care 
materials is Oi^anic Lawn Care of Minneapolis, 
Minn. Mark Miles, its owner, has a lofty goal 
for 1991: To have his products applied to one 
billion square feet of turf. 

"The industry cannot 
maintain the standard of 
broadcast applications. 
There is no legal, moral 

or ethical justification 
for It / 

One of the products to help him achieve 
that goal is Liquid Compost. Miles claims 
it works just like any other compost. It is in 
a liquid form because it is derived from liquid 
extracted from plants. 

"Basically everything a plant takes in is in 
this compost," he said. "If a plant was fed 
50 nutrients, then the liquid we extract con-
tains all those same nutrients." 

The other major product distributed by the 
company is Bug Out, a biological pesticide 
derived from citrus peels. It breaks down the 



protective layer of oil on grubworms and even-
tually causes them to die. 

ANSWERING GEOGRAPHICAL DEMAND. Steve 
Zein, president, Living Resources of Citrus 
Heights, Calif., offers organic landscape 
maintenance to about 100 customers. While 
the rest of the country may have the percep-
tion that the entire state of California is en-
vironmentally conscious, it actually varies, 
Zein said. 

In his area, residential customers are much 
more concerned about organic lawn main-
tenance while commercial property owners 
aren't all that interested. But in several cities, 
including Berkeley, municipal maintenance 
departments have made the move to using 
organic and biological products. 

Even educating clients who've shown an 
interest in alternative methods can prove 
tricky. 

"Some customers can't believe that they 
sometimes see me hand weeding their lawn," 
he said. "They think if they're paying some-
one for a service it should include more 
elaborate techniques than what they're capable 
of doing themselves." 

Phil Catron, president, Naturalawn, Da-
mascus, Md., shatters another myth about 

Suppliers cannot 
force or create demand. 
Right now that demand is 
limited and geographical. 

alternative methods: The one about it not be-
ing profitable because it takes so much more 
time and attention. 

He has suspended sales of franchises be-
cause he wants more control over the growth. 
Another aspect holding him back — which 
isn't all that new — is finding workers com-
patible to the system. 

"There's an interest out there that is im-
measurable," he said. "There are a lot of con-
tributing factors. High on the list is the new 
interest in the environment and dissatisfac-
tion with other services." 

Catron doesn't hold back when discussing 
the failures of the chemical lawn care industry. 
He and his partner Beecher Smith were both 
branch managers at ChemLawn at one point. 

"For too long the industry disregarded 
customer concerns; the typical response was: 
'We're trained. We're professionals. We know 
what we're doing,'" he said. "I trained a lot 
of chemical applicators in my time and I know 
that a good many of them don't know what 
they're doing." 

Catron claims Naturalawn combines an 
IPM approach along with the customer ser-
vice that "most chemical guys only pay lip 
service to." 

The biggest challenge is convincing cus-
tomers that its OK to have an occasional weed 
or two in the lawn. It's natural, he tells them. 

Like others using organics or IPM prin-
ciples, Naturalawn does use chemicals for spot 
applications. 

Catron's pride is in the fact that other opera-
tors have tried, with varying degrees of suc-
cess, to follow his lead in the Northeast. 

"Competition is good and it's healthy," he 
said. "But there are a good amount of people 
simply jumping on the bandwagon without 
knowing what they're doing." 

His favorite example of that involves the 
company that slapped the word "organic" on 

its trucks, then put raw sewage in the tanks and 
sprayed it on lawns. 

"It sure stunk big time!" he said. 
Funk, who spent years developing the Davey 

program, believes the writing is on the wall 
and lawn maintenance firms can either com-
ply or be left behind. 

"The industry cannot maintain the stan-
dard of broadcast applications," he said. "You 
cannot justify it. There is no legal, moral or 
ethical justification for it. Sure it's easier, but 
that doesn't wash." • 

The author is Assistant Editor of Lawn & 
Landscape Maintenance magazine. 

C U P cuts paperwork faster 
Computer ized L a w n Industry Program 

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

and bi l l ing in minutes per day! 
Other business modules for lawn services include: 

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

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

m 1800-635-8485 
A Division of L-W Software Lawn-Wright. Inc. 

18761 North Frederick Avenue, Suite A 
Gaithersburg, MD 20879 

(301)330-0066 



CYCLICAL B U S I N E S S 

LIABILITY INSURANCE 
RATES STABILIZE FOR THE TIME BEING 

By Mark Ward 

Developing a relationship and mutual 
understanding with your insurance agent is the key 

to weathering cyclical insurance costs. 

FOUR YEARS AGO, the "in-
surance crisis" made national 
headlines. But today, at least in 
the green industry, "the cost and 
availability of liability coverage 
is as good as it's been in years," 
claimed Gary Thornton, chief ex-
ecutive officer of Thornton En-
vironmental Industries, Maine-
ville, Ohio. 

Since rates skyrocketed during 
the mid-1980s, industry associa-
tions have moved aggressively to 
use their clout, educate insurers 
and establish solid group insu-
rance programs. 

"The key has been familiariz-
ing insurers about our business 
so we're not lumped with higher-
risk groups," said Thornton, past 
chairman of the Associated Land-
scape Contractors of America in-
surance committee. 

Working with insurers who 
understood the risks ALCA mem-
bers are exposed to, he said, al-
lowed the association to set up a 
group program that offered po-
licies nationwide and provided 
both general and specialized cov-
erages to companies of all sizes. 

The ALCA group program now 
boasts 6,000 policyholders with 
combined annual premiums of 
more than $50 million, about 
eight times the amount original-
ly projected. With such large 
numbers the association succeed-
ed, for example, in regaining pol-
lution liability coverage for many 
contractors whose former in-
surers had canceled their policies. 

The Professional Lawn Care 
Association of America faced the 
same challenge last year in seek-

To rece ive t h e 
p roper rates, insurers 
m u s t u n d e r s t a n d t h e 
par t icu lars of y o u r 
bus iness . L a w n 
m a i n t e n a n c e c o m -
p a n i e s have lots of 
veh ic les , l a n d s c a p e 
con t rac to rs have 
h e a v y e q u i p m e n t a n d 
t ree care c o m p a n i e s 
c l i m b t rees . A m a j o r 
key c o m m o n to all is 
hav ing p r o p e r l y t ra in-
e d e m p l o y e e s w h o 
u s e a p p r o p r i a t e sa fe -
ty p r e c a u t i o n s . 

ing a new group insurance pro-
gram. "Our members wanted a 
comprehensive risk management 
program," said Richard White, 
PLCAA board member who heads 
ServiceMaster's lawn care divi-
sion, "and that meant finding in-
surance agents will ing to seriously 
research the risks and loss ex-
periences of lawn care operators." 

He said many insurers have 
dropped pollution liability cove-
rage, but PLCA A's agents can pro-
vide competitive policies "be-
cause they've done their home-
work and know the industry" 

In the years 1987-88, Service-
Master and other companies "had 

a real crunch with insurance 
availability and price," White 
said. But because of the insurance 
industry's cyclical nature, and also 
because maintenance operators 
have responded through their na-
tional associations, he said, lia-
bility insurance rates and availa-
bility are more stabilized today. 

Russell Frith, president of 
Lawn Doctor Inc., Matawan, 
N.J., agreed availability was 
scarce between 1985 and 1988. 
But today availability and pricing 
are much better — even though 
premiums are always higher than 
he'd like to pay. 

Lawn Doctor franchisees are 

independent businessmen free to 
solicit their own insurance, but 
are bound by their franchising 
agreements to obtain coverage for 
product and equipment liability, 
plus insurance mandated by state 
or local law. 

"Most of our franchisees, how-
ever, elect the group coverage of-
fered through Lawn Doctor," 
Frith said, whose insurance is 
sponsored by the International 
Franchise Association, of which 
Lawn Doctor is a member. 

"It's important to pool your risk 
with other companies who have 
similar exposures," he said, "and 
to deal with insurers who unders-
tand how your group differs from 
other types of businesses." 

Through the Irrigation Asso-
ciation, contractors can also find 
liability insurance at group rates 
underwritten by Fireman's Fund 
Insurance. By assembling cove-
rages tailored to specific risks of 
these businesses, "we can offer 
competitive rates that, so far, are 
keeping us at a 90 percent reten-
tion rate," said Tom Tlimilowicz, 
vice president of marketing at 
PDP Group, Hunt Valley, Md., 
which brokers the program. 

UNDERSTANDING DIFFERENCES. 
Trade associations have also been 
striving to educate insurers about 
the major divisions within the 
green industry, and that there are 
different risks for different types 
of business, Thornton said. 

Lawn maintenance companies, 
for example, have lots of vehicles, 
landscape contractors have heavy 

(continued on page 56) 



Why customers are wild about 

Roadsides 

For information write to: 

PENNINGTON SEED, Inc. 
P.O. Box 290, Madison, Ga. 30650 

or call 

Toll Free 1 - 8 0 0 - 2 7 7 - 1 4 1 2 

<\W/7 a 
The Leader In TUrf Care 

T^ke one look and you'll see. Pennington's wild-
flowers are simply beautiful. They can brighten 

a dreary landscape or transform an aban-
doned field into a rainbow of color. 

But appearance is only one reason 
Pennington's Deluxe Wildflower Mix is 
gaining popularity. Many say the real 
beauty of wildflowers is their low 
maintenance. Unlike turf, wildflowers 
require very little care. That makes 
them ideal for roadsides, parks, golf 
courses and residential areas. 

Parks and Commercial 
Grounds 

Gardens 

When planted with certain low growing 
grasses, wildflowers can even help control ero-
sion on moderate slopes. And they'll grow in 
areas that other types of ground cover won't. 
Pennington offers a Deluxe Wildflower Mix 
suited to your area. For your convenience, it 
comes in a 1 lb. can to cover approximately 
5,000 square feet and a 10 lb. bag to plant one-
half acre. 
This year, join the crowd. Go wild with Pennington! 



Liability Insurance 
(continued from page 54) 

equipment and arborists climb 
trees. 

Some years ago, Thornton had 
two divisions of the same national 
insurance company provide him 
quotations for the same policy. 

"One bid was much higher," he 
said, "because the estimator saw 
the word 'Environmental' in our 
company name and assumed our 
business had something to do with 
chemicals." 

Insurers must understand dis-
tinctions within the green industry 
"so the insurance rates they 
charge accurately reflect risks," 
suggested Dick Schuessler, ex-
ecutive vice president of CPI In-
surance Group Inc. Morristown, 
N.J. 

The firm administers the 
ALCA group insurance program, 
which in turn is underwritten by 
the CNA Insurance Cos., Chi-
cago, 111. 

"Rates for maintenance ope-
rators, for example," Schuessler 
said, "are not as high as those for 
design/build landscape contrac-
tors, since maintenance requires 
no lifting, no open trenches and 
no heavy equipment." 

Insurance companies often 
hold misconceptions about the 
green industry, Schuessler said. 
He has frequently seen some in-
surers rate irrigation contractors 
as plumbers, or rate interior land-
scape firms as nurseries. In either 
case, the misconception could 
result in substantially higher in-
surance costs. 

"We provide insurance not on-
ly through the ALCA program, 
but to companies in all segments 
of the industry," he said. "In do-
ing so, we recognize seven divi-
sions for rating purposes: main-
tenance operators, design/build 
contractors, interior landscapes, 
nurseries, irrigation contractors, 
chemical applicators and arbo-
rists." 

Larger lawn and landscape 
firms that perform multiple ser-
vices can further benefit when 
their insurers understand these 
different work environments. 

"If a policyholder is big 
enough," Schuessler said, "we 
can split maintenance operations 
and design/build activities and 
provide separate coverage so the 
maintenance division pays lower 
premiums." 

Insurance rates can also vary 

Just as e m p l o y e e t ra in ing is i m p o r t a n t , m a k e sure your i n s u r a n c e 
a g e n t is a c q u a i n t e d w i t h y o u r spec i f i c s e r v i c e s . D i f fe rent ac t iv i t i es 
in t h e g r e e n i n d u s t r y car ry w i t h t h e m v a r y i n g d e g r e e s of r isk. 

according to the policyholder's 
geographic location. Since vehi-
cle accidents are the most frequent 
loss for many lawn and landscape 
firms, Schuessler pointed out in-
surance rates may be higher in ur-
ban areas where more cars are on 
the streets. Other considerations 
might be mountainous northern 
regions where roads can be icy, 
or states with no-fault require-
ments. 

The legal climate in a state may 
impact insurance rates — with 
California being a prime exam-
ple — Schuessler said. And 
worker's compensation insurance 
rates vary along with state-man-
dated benefits. 

"Illinois workers' compensa-
tion insurance is expensive be-
cause the state mandates generous 
benefits," he said, "but right next 
door in Indiana insurance pre-
miums are much lower because 
benefits are less." 

How policyholders are catego-
rized can make a large difference 
in rates they pay for workers' com-
pensation insurance. Charles 
Glossop, chief operating officer 
at Green Masters Industries Inc., 
Plymouth. Minn., said he knows 
"other operators that are lumped 
into landscaping and pay a 21 per-
cent loss factor. But we're not 
categorized in building mainte-
nance and pay only 13 percent." 

Mistaken identities occur be-

cause the green industry is fairly 
young, and in the past, there 
wasn't much independent re-
search in risk exposures and 
losses for operators. 

Insurers tended to lump main-
tenance contractors with design/ 
build contractors," said Lloyd 
Benedict, assistant vice president 
of Sedgwick James, a multina-
tional insurance brokerage head-
quartered in Portland, Ore. The 
firm administers the PLCAA 
group program, which is under-
written by several insurance 
carriers. 

Since the mid-1980s, according 
to Benedict, most insurers "have 
been leery about writing pollu-
tion liability insurance for com-
panies involved in chemical ap-
plications." But where PLCAA's 
former group insurance program 
ceased to provide such coverage, 
Benedict said, his agency was able 
to construct a new pollution 
liability program after research-
ing the industry. 

"If insurers are going to rate 
the green industry fairly," he said, 
"they must understand not only 
the basic business, but must al-
so keep up with new develop-
ments." 

Continuing research and im-
provements in lawn care chemi-
cals have made the pollution ex-
posure for maintenance operators 
both definable and controllable, 

he added. 
Benedict suggested chemical 

hazards today are "overstated," 
and said PLCAA's group insu-
rance program is primarily driven 
by vehicle liabilities "because 
that's where most losses occur." 

If insurers are beginning to 
understand the green industry bet-
ter, Robert Dahlin, president, 
Green Baron Inc., Yakima, 
Wash., offers a simple explana-
tion. "Compared to a decade ago, 
there are a lot more companies 
in our industry, and so we're a big-
ger presence to be reckoned 
with." 

AGENT RELATIONS. While nation-
al associations have educated in-
surers about the green industry, 
many agreed such education is 
also needed on an individual level 
between policyholders and in-
surance agents. 

"It's essential to deal with an 
agent who knows the industry, 
rather than just getting anyone and 
trying to educate him," said Gary 
Borgman, vice president, finance, 
Clarence Davids & Co., Blue Is-
land, 111. To assure his agent is 
familiar with the business, Borg-
man obtains insurance through 
the ALCA group programs. 

Glossop agreed insurance 
agents should be knowledgeable, 
but also argued "to get good ser-
vice, the agent must be someone 
you can really talk to and level 
with." 

In addition, "your insurance 
agent has got to be a person who'll 
go to bat for you with the insurance 
companies," according to Thorn-
ton. 

From the agent's viewpoint, 
Schuessler suggested communi-
cation goes both ways. "Com-
panies should keep their agents 
informed about what's going on 
in their businesses," he said, 
"such as when equipment or em-
ployees are added or taken away. 
These developments can change 
your risk exposure, and the agent 
needs to know so he can give you 
maximum service. At the very 
least, you should meet with your 
insurance agent annually." 

In looking for agents, Benedict 
advised lawn and landscape firms 
to "assess their competence and 
industry knowledge, check their 
references and investigate the 
financial capacities of the in-
surance companies they repre-
sent. After that, the agent should 

(continued on page 58) 



CONNECTICUT 
Charles C. Hart Seed Co. 
Wethersfield, CT 06109 
203-529-2537 

ILLINOIS 
Turf Products Ltd. 
West Chicago, IL 60185 
312-668-5537 

Olsen Distributing Co. 
Barrington, IL 60010 
708-381-9333 

INDIANA 
Allen County Co-op 
New Haven, IN 46774 
219-749-5139 

Cannon Turf Supply 
Indianapolis, IN 46220 
317-845-1987 

IOWA 
Big Bear Turf 
Equipment Co., Inc. 
Eldridge, IA 52748 
319-285-4440 

KANSAS 
Robison's Lawn 
and Golf, Inc. 
Witchita, KS 67209 
316-942-2224 

KENTUCKY 
Bunton Seed Company 
Louisville, KY 40206 
502-583-9040 

MARYLAND 
Newsom Seed 
Company, Inc. 
Rockville, MD 20850 
800-553-2719 
301-762-2096 

MICHIGAN 
Turfgrass, Inc. 
South Lyon, MI 48178 
800-521-8873 (MI only) 
313-437-1427 

MINNESOTA 
North Star Turf, Inc. 
St. Paul, MN 55117 
612-484-8411 

MISSOURI 
Outdoor Equipment Co. 
Maryland Heights, MO 63043 
314-569-3232 

Robison's Lawn 
and Golf, Inc. 
Grandview, MO 64030 
816-765-3333 

NEBRASKA 
Big Bear 
Equipment, Inc. 
Omaha, NE 68127 
800-228-9761 (Outside NE) 
402-331-0200 

NEW HAMPSHIRE 
Turf Specialty, Inc. 
Hooksett, NH 03106 
603-485-7866 

The Andersons 
And our fine family of quality 

Tee Time Distributors 
Wish to thank our customers 

For their past business. 

We look forward to serving your needs 
As you move ahead into the 1991 season. 
NEW JERSEY 
Seacoast Laboratories 
Dayton, NJ 08810 
201-821-4769 

NEW YORK 
Gro Green, Inc. 
Buffalo, NY 14120 
714-826-3300 

Utica Seed Co. 
Albany, NY 12204 
518-434-6521 

OHIO 
Apex Feed 
& Supply, Inc. 
Marietta, OH 45750 
800-234-4401 
614-373-4401 

Garick Corporation 
Garfield Heights, OH 44125 
800-631-1395 
216-581-5533 

John S. Grimm, Inc. 
Medina, OH 44256 
800-547-1538 
216-725-5334 

C.O. Lowe Sales 
Columbus, OH 43229 
614-771-0486 

Shaffer Seed & Supply 
Bolivar, OH 44612 
800-543-5852 
216-874-3141 

Thornton-Wilson, Inc. 
Maineville, OH 45039 
800-582-6129 (Inside OH) 
800-543-7249 (Outside OH) 
513-683-2141 

Toledo Turf Equipment 
Toledo, OH 43623 
419-473-2503 

OKLAHOMA 
Oklahoma Turf 
& Irrigation 
Tulsa, OK 73502 
918-622-8676 

PENNSYLVANIA 
Allegheny Lawn Products 
Wexford, PA 15090 
800-245-2967 
412-935-2290 

Farm & Golf Course 
Supply 
Philadelphia, PA 19128 
215-483-5000 

Northampton County 
ed Co. 

lath, PA 18014 
215-837-6311 

SOUTH DAKOTA 
Dakota Turf Supply, Inc. 
Sioux Falls, SD 57105 
605-336-1873 

TENNESSEE 
Tennessee Outdoor Power 
LaVergne, TN 37086 
800-854-4851 (TN only) 
615-793-6052 

Turfaid, Inc. 
Memphis, TN 38107 
901-521-1191 

TEXAS 
Van Waters & Rogers 
Houston, TX 77210 
713-644-1601 

Van Waters & Rogers 
Dallas, TX 75355 
214-340-7300 

VIRGINIA 
Herod Seed Company 
Richmond, VA 23219 
804-643-7683 

WASHINGTON 
Environmental 
Turf Products, Inc. 
Bothell, WA 98011 
206-488-8516 

WISCONSIN 
Turf Management Supply 
Sun Prairie, WI 53590 
608-837-5598 

Wisconsin Turf 
Equipment Corp. 
Janesville, WI 53545 
608-752-8766 

Wisconsin Turf 
Equipment Corp. 
New Berlin, WI 53151 
414-544-6421 

The professional's 
partner® 

T h e ^ E E S » 
Andersons 

Lawn Products Division 
P.O. Box 119 
Maumee, Ohio 43537 
MkM«l<kK BAüwtfA 1^1 



Liability Insurance 
(continued from page 56) 

be willing to really research your 
company's individual risks and 
loss potential." 

Benedict recalled one North 
Carolina client whose former 
agent was unaware of the state's 
financial requirements for lawn 
maintenance operators, ultimate-
ly resulting in a large fine and 
three years' probation. 

Another client was once sued 
for polluting a property through 
chemical drift and suffered two 
years because the former agent 
did not recognize the company's 
lawn care compounds were 
chemically incapable of causing 
the alleged damage. 

Insurance agents can also be 
partners in helping growth and 
profitability by evaluating whe-
ther specific operations generate 
enough revenue for the risk in-
volved, Benedict said. "Having 
an agent work with you that way 
is very important, as lawn care 
operators today are often diversi-
fying into new services." 

In one case, Sedgwick James 

agents persuaded an operator to 
drop a service that kept pigeons 
off customers' roofs. "The ser-
vice was a sincere effort to help 
customers maintain the ap-
pearance of their homes," he 
recalled, "but it put them into the 
insurance risk category of roof-
ing contractors — with hazards 
such as breaking gutters, damag-
ing shingles and falling off lad-
ders." 

TUmilowicz suggested in-house 
safety programs is a second area 
where insurance agents can help 
theirclients. "It's in both parties' 
interests to prevent and minimize 
losses," he said. "And if your in-
surer isn't sending a loss control 
engineer to your place of business 
at least once a year, you're not get-
ting your money's worth out of 
your premiums." 

Fireman's Fund, Sedgwick 
James and CPI Insurance Group 
all work with sponsoring organi-
zations to develop safety and train-
ing standards for group insurance 
program participants. 

All three agreed lawn and land-
scape firms have strong incentives 
to carry out these recommenda-

tions because insurance carriers 
pay close attention to in-house 
safety programs when calculating 
rates. 

That assessment was confirm-
ed by companies throughout the 
green industry. They suggested a 
number of steps for working with 
insurance agents to improve safety 
and lower premiums: 

• ServiceMaster reviews driv-
ing records before hiring employ-
ment applicants and maintains 
ongoing training programs for 
driver safety and pesticide handl-
ing, White said. The firm also 
makes wide use of safety manuals 
and related materials available 
through PLCAA. 

"Another good idea is to evalu-
ate the equipment you use, the ser-
vices you offer and the way ser-
vices are delivered," he said. "We 
employ granular delivery because 
ServiceMaster can use smaller 
trucks that reduce the severity of 
any accidents. Granular delivery 
also reduces the potential for 
trucks to spill chemicals." 

• Driver safety is also a con-
cern at Lawn Doctor and, Frith 
said, he works with his insurance 

agents to conduct one-day train-
ing programs at individual fran-
chise locations across the country. 

• At Green Masters, Charles 
Glossop and other top managers 
meet weekly with crew super-
visors to discuss safety concerns. 
In addition, small-group "tailgate 
talks" are held three to four times 
weekly for employees. 

"The key is communication be-
tween management and the field," 
he said. 

Keeping good records is essen-
tial to show insurance agents the 
safety of company operations. 
"For example, time cards should 
be broken down according to 
various jobs each employee per-
formed each day. Then you can 
prove, for example, that workers 
spent much of thei r time in lower-
risk activities." 

Glossop also walks his in-
surance auditors through his plant 
and on a typical field job. 

"We had the local police and 
fire marshals go through our 
building and make safety and 
security recommendations," he 
said, "and we want to make sure 
the insurance company is aware 

• Increase productivity-not price-witn an Encore PRO! 
PRO-Line mowers, 32" to 60", are built tough, 

with simple yet reliable features that increase 
productivity, not price — including five 

forward speeds, a quick trimming deck 
design, and high-lift blades. 
• Once you've tried the PRO-Line, you'll be 
back lor another Encore. 

It may be a PRO-Line mower, Power-
Thatch, Slicer, or PRO Blower. But 

you'll be back. Encore quality is 
something you'll ask for 
again and again. That's 
the value of a PRO! 

M A N U F A C T U R I N G C O . I N C 

LEASING P L A N S A R E AVAILABLE! 
P.O. B o x 8 8 8 • B e a t r i c e , N E 6 8 3 1 0 • P h . 4 0 2 - 2 2 8 - 4 2 5 5 • F A X 4 0 2 - 2 2 3 - 4 1 0 3 

Quality you'll ask for again and again! 

imler 
Measuring Wheels 
The Professionals' Cho ice 
To order or for information call toll free 

1-800-433-1764 
In Ohio call 

(614) 486-9068 
or write: 
Imler Industries Inc. 
1117 Broadview Ave. 
Columbus, Ohio 43212 

Original and Folding 
Models Available. 

INDUSTRIES O INC 



of our efforts, so they don't just 'go by the 
book' in calculating our rates." 

• Regular facility inspections, regular em-
ployee safety meetings and a safety commit-
tee that reviews all accidents are mainstays 
at Clarence Davids, Borgman said. A bonus 
program has also been installed that pegs 
workers' awards to the company's safety 
record. 

Borgman and fellow managers regularly 
re-evaluate insurance policies. "Every busi-
ness changes," he said, "and we want to make 
sure the coverages we're paying for are no 
more — or less — than the company really 
needs. 

SHOPPING AROUND? When asked what ba-
sic coverages lawn and landscape firms 
needed, agents pointed out the risks of dif-
ferent types of businesses and the licensing 
requirements for operating in different states. 
It's suggested, however, that all companies 
cover liabilities stemming from vehicles, 
chemical spills, damage to customers' or 
neighbors' property and worker's compen-
sation. 

Insuring assets, property and equipment 
also helps assure continuation of a business 
should any loss occur. 

Both insurer and insured likewise advised 
companies are "better off when you form a 
long-term relationship with the insurance 
agent and carrier," Borgman said. "We get 
bids each year because insurance is a big ex-
pense. 

"The package includes a bid specifications 
sheet, vehicle and equipment lists, accident 
records and an outline of our safety program. 
But we don't change agents on price alone. 
Longevity is important. If we changed fre-
quently, agents would lose interest in quoting 
our policies." 

Because Glossop's Green Masters takes a 
long-term view of its own landscape custo-
mers, he understands why insurance agents 
desire the same relationship with him. Nor 
are premium costs his prime consideration, 
since "cheap rates aren't a good thing and fail 
to screen out marginal operators that give 
legitimate companies a black eye. In fact, our 
insurability helps us get prequalified for bid-
ding jobs." 

Frith said he prefers long-term relationships 
with anyone he deals with, and claimed the 
advantages of loyalty outweigh the disad-
vantages. 

Similarly, White warned, companies that 
shop agents every year had better learn to be 
insurance experts themselves. 

Another peril for companies that frequent-
ly change agents is that many insurance com-
panies get into various coverages when times 
are good by "low-balling" quotes and "buy-
ing" businesses, Tumilowicz said, but when 
times are bad they get out of that coverage, 
and policyholders are left high and dry. 

Schuessler suggested getting insurance bids 
every three years. 

"Local agents know each other," he said, 

"and if a contractor gets a reputation for jump-
ing around frequently, the agents become 
uninterested in the account. 

After all, it takes a lot of money and effort 
to start up a new policy — and one year doesn't 
really give the agent a fair chance to prove 
his customer service." 

Policyholders are also advised to obtain all 
their liability coverages from a single in-
surance carrier. 

"With more premium dollars going to one 
company," Schuessler said, "your account 
becomes more valuable and you get better ser-
vice. And besides, many insurers will refuse 
to write your auto liability coverage, for ex-

ample, unless they write your general liabili-
ty and workers' comp as well." 

Though costs and availability of liability 
coverage is fairly stable today, Benedict said, 
the insurance industry is cyclical, and the pen-
dulum will eventually swing back the other 
way. His prediction is that rates will rise and 
availability tighten by 1992. 

"You can weather the storm a lot better," 
he said, "if you've got a solid relationship 
with an agent and a carrier who know your 
business and care about the industry." g 

The author is a free-lance writer based in 
Schroon Lake, N.Y. 
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prentiss 
Drug & Chemical Co., Inc. 

C.B. 2000 Floral Park, NY 11001 • (516) 326-1919 
15 S. Prospect Ave., P.O. Box 701, Park Ridge, 

IL 60068-0701 • (708) 825-0020 
P.O. Box 40301, Fort Worth, TX 76140 • (817) 293-9649 
P.O. Box 55,10884 Crabapple Rd., Roswell, GA 30077 • (404) 552-8072 
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Use Prentox' brand insecticides to prevent insect damage 
to turf and ornamentals. Products include Chlorpyrifos 

(Dursban) , Diazinon, Lindane, Malathion and 
Methoxychlor Emulsif iable Concentrates, wettable 
powders and granules. Call your local distributor 

for further information. 
1 ? Mf 

prentox* 
and Ornamental Products Turf 



Get around 
INTRODUCING THE NEW MID-SIZE 

front mowers, the F700 Series. 
One notch below our 

F900s, these 17%-
and 20-hp gas front 

runners are built to help 
you mow—and move—quickly. 

A 48- or 54-inch deck makes 
them large enough to work 

"wide opens." Agile enough to 
bend and weave around trees, 
beds, sign posts and fences. 

Because they're downsize, 
they're easier to double-

up, too. Whether 
you're trailering 

crosstown or just 

Mow more. Make more. It's just 
about that simple in the mow-

for-hire business. 
To help you save 

time on jobs—and 
load and transport time 

between them—John Deere has 
designed a new line of mid-size 



town rast 
FRONT MOWERS FROM JOHN DEERE 

around the corner. 
Their overall 

width is 27 to 33 
inches narrower than our 

full-size F935 with 72-inch 
deck. And they're nearly 24 
inches shorter. 

But the F700s won't short you 

on features. They're loaded like 
our F900s, with power steering, 

2-pedal hydrostatic 
drive, diff lock, 
hydraulic lift and 

hydraulic weight 
transfer all standard. 

Try one on for size at your 

John Deere dealer's or for more 
information call 1-800-544-2122. 

NOTHING RUNS 
LIKE A DEERE* 



C H E M I C A L STABIL ITY 

OPTIMAL CHEMICAL PERFORMANCE DEPENDS ON 
pH BALANCE 

By Neal Howell 

If a pesticide is put into an unfavorable 
environment it can begin to break 

down into smaller chained structures that 
do not function as intended resulting 

in a botched job. 
LESCO pH Stability Range Chart 
LESCO has assembled this chart relying on Information supplied and approved by 
the chemical manufacturers. This chart is for preliminary planning only. It Is not a 
guide for use. Before applying any chemical product, carefully read and follow the 
actual label instructions on the current container or bag. Stabilities may differ from 
those indicated in the chart below, depending upon formulation. 

L E S C O ' s p h Stabi l i ty R a n g e C h a r t . 

HAVE YOU HAD less than per-
fect results from spraying a pes-
ticide, herbicide or fungicide? 
Did you, after spending con-
siderable time calibrating, selec-
ting chemicals, mixing and spray-
ing, find that your spray job was 
at best, mediocre? 

Did you at that time curse and 
revile the chemical companies for 
selling you substandard mate-
rials? Sound familiar? 

Many times this scenario plays 
out and fingers are pointed, 
charges and countercharges are 
made and the real culprit goes un-
noticed. Who or what is this 
menace that costs our industry 
hundreds of thousands of dollars 
a year? 

What heinous crime is being 
perpetrated upon unsuspecting 
applicators? The answer is... 
would you believe water? That's 
right. The stuff you bathe in, that 
fish do unspeakable things in, the 
same stuff your granddaddy pro-
bably warned you against drink-
ing. What causes the problem? 
What is the problem? 

Chemicals are made of long 
chain molecular structures. These 
chemicals have specific functions 
and as long as the chemical re-
mains in the original structures 
it will do the job it was intended 
to do, i.e., kill weeds, insects or 
disease. 

If the pesticide is put into an 
unfavorable environment it can 
begin to break down into smaller 
chained structures. These struc-
tures may or may not have the 

same properties as the parent 
structure. If the material is broken 
into compounds that do not func-
tion as the parent material then, 
obviously, the job is not going to 

be accomplished as intended. 
The stability of most chemicals 

is affected by the degree of acidi-
ty or alkalinity of the spray solu-
tion. This stability is usually given 
in a term called half-life. 

All of our chemicals eventual-
ly break down into their basic 
elements and the time required 
to change from the usable form 
to a non-usable form needs to have 
a reference — this is what a stated 
half-life is — the amount of time 
for Vi of the chemical to be ren-
dered ineffective. This can be 
months, days, hours or even mi-
nutes, but is always expressed in 
some form of time reference. 

The longevity of most chemi-
cals is greatly affected by the pH 
of the carrier solution. Hydrolysis 
is the term usually used when 
speaking about the breakdown of 
chemicals into smaller and less 
effective compounds. Hydrolysis 
can be either acidic or alkaline. 

Alkaline hydrolysis is usually 
the term mentioned as many 
chemicals, especially insecti-
cides, are severely affected by 
high pH solutions. An example 
is trichlorfon (proxol) which at 
a pH of 6.0 has a half-life of 3.7 
days, at a pH of 7.0 has a half-
life of 6.5 hours, at a pH of 8.0 
it has 60 minutes before half of 
the effective chemical is ren-

(continued on page 64) 



Fine Lawn Research proves . . . 
not all 

Kentucky Bluegrasses 
are created equal* 

Experienced sod growers and 
professional turf managers know 
there are measureable differences 
between turf varieties . . . dif-
ferences in overall turf quality, color, 

summer density, shade performance and more. As the ratings shown 
here prove, Chateau Kentucky Bluegrass has consistently outper-
formed some of the most popular bluegrass varieties. 

So, for truly premier turf year after year, choose Chateau Kentucky 
Bluegrass. Strength of breeding always shows. 

Top Rated 
Chateau Kentucky 

Bluegrass 
Turf Quality 

N A T I O N A L T U R F G R A S S 
E V A L U A T I O N P R O G R A M 1 9 8 6 
V A R I E T Y AVG. S C O R E 
C h a t e a u 6 . 0 
C lass ic 5 . 9 
C h a l l e n g e r 5 . 8 
R a m I 5 . 7 
Ju l ia 5 . 7 
Ec l ipse 5 . 6 

Rated 1-9; 9 = Best 

Turf Color 
L I N C O L N N E B . - 2 Y R . M E A N 
V A R I E T Y AVG. S C O R E 
M i d n i g h t 7 . 9 
C h a t e a u 7 . 0 
B a r o n 6 . 9 
Fy lk ing 6 . 8 
A 3 4 6 . 5 
Rated 1-9; 9 = Dark Green 

Summer Density 
N A T I O N A L T U R F G R A S S 

E V A L U A T I O N P R O G R A M 1 9 8 7 

V A R I E T Y AVG. S C O R E 
C h a t e a u 7 . 3 
C h a l l e n g e r 7 . 2 
Bristol 7 . 1 
Jul ia 7 . 0 
L iber ty 6 . 8 
N a s s a u 6 . 6 

Rated 1-9; 9 • = Maximum Density 

Shade Performance 
M A R Y S V I L L E , O H 1981-82 

V A R I E T Y AVG. S C O R E 
C h a t e a u 2 . 3 2 
Ec l ipse 2 . 2 0 
Bi rka 2 . 0 1 
G l a d e 1 . 6 5 

Rated 1-4; 4 = Best 

i A truly elite bluegrass — one of the best available 
i Beautiful emerald green color, 
i Outstanding shade performance, 
i Withstands summer stress better than 
most bluegrasses. 

i Superior performance in trials 
throughout the U.S. and Canada, 

i Very wear-tolerant — excellent for athletic 
fields. 

i Semi-dwarf growth habit for lower 
mowing and attractive appearance, 

i Excellent resistance to leaf spot, stripe 
smut and powdery mildew. 

Another quality product from.. 

'IW 

For additional information, 
see your distributor or dealer, or 
write to Fine Lawn Research, Inc. 

4900 Blazer Pkwy. Dublin, Ohio 43017 



pH Balance 
(continued from page 62) 

dered worthless. 
At a pH of 10 it has a half-life 

of two minutes. Obviously, unless 
you have a sprayer capable of 
MACH 1 speeds, you must ad-
just the pH to hit the maximum 
half-life of your target chemicals. 

Why bother with all this "pH" 
business? The reason is this: Most 

water sources in the United States 
are alkaline in nature having pH 
values of more than 7.5 with many 
more than 9.0. 

Most city municipalities fur-
ther increase the pH of their water 
to prevent corrosion to water lines. 
Sometimes these values exceed 
a pH of 10.0. Future guidelines 
set down by the EPA state that the 
acceptable pH for treated water 
should be a minimum of 8.0, so 

if you pull city water for spraying 
use, take care. 

pH values fluctuate sometimes 
raising or dropping by more than 
two points depending upon the 
time of the year. Water sources 
greatly affect pH values and 
sometimes values can vary greatly 
just on opposite sides of a town. 
The following table gives some 
pH ranges from different cities 
and states. 

What is pH? How does it affect 
different chemicals? Can it be ad-
justed? How do you ensure that 
your sprayer is delivering all the 
chemicals in a manner to ensure 
optimal performance? 

The following points will help 
you ensure that you will get the 
job done in the most efficient man-
ner. pH is basically a numerical 
reading of how acidic or alkaline 
a product is. The scale runs from 
0 (very acid) through 7.0 (neutral) 
to 14 (very alkaline). 

How acid is acidic? Many times 
a person will refer to a product 
as very basic or highly acidic — 
what do these terms mean? Acid 
or alkaline simply refers to their 
pH values. While caution should 
be used when handling any 
chemical, a basic reference as far 
as pH should be established when 
using common products as a ben-
chmark. For example: 

pH Range 

Acid 
0 Very Strong Acid 
1.0 Phosphoric Acid 
2.0 Lime Juice 
3.0 Apples 
4.0 Beer 
6.0 Butter 

Neutral 
7.0 Blood 

Alkaline 
8.0 Seawater 
11.0 Ammonia 
12.0 Lime 
14.0 Caustic Soda 

Solutions 

Do you need to buffer your 
spray water? 

If so, how low should you go? 
What are the optimal pH ranges 
for turf/ornamental care prod-
ucts? 

Until recently there has been 
no published list of products with 
their effective stability ranges. To 
remedy this problem, LESCO has 
attempted to gather, confirm and 
publish a list of the most common-
ly used products. 

The chart (see page 62), "The 
LESCO pH Stability Range 
Chart," is a full color, heavy paper 
stock brochure which is intended 
to be used at both the planning 
and mixing sites to ensure optimal 
chemical performance. 

To obtain a copy call LESCO 
at 800/321-5325 or ask your lo-

(continued on page 82) 

State/Locafion Source pH Range 
Birmingham, Ala. Cahaba River/Surface Water 8.0-9.4 
Huntsville, Ala. Tennessee River 7.5-8.1 
Mobile, Ala. Wells—Groundwater 6.8-8.1 

Little Rock, Ark. Surface Water 7.8-8.3 

Yuma, Ariz. Colorado River 7.6-8.0 

Los Angeles, Calif. Owens Valley Lake 8.2-8.5 
Sacramento, Calif. American/Sacramanto rivers 8.5-9.0 
Palm Desert, Calif. Wells 7.9-8.5 
Denver, Colo. Surface Water 7.2-8.0 
Boca Raton, Fla. Wells—Groundwater 8.8-9.0 
Coral Gables, Fla. Wells—Groundwater 8.5-9.0 
Daytona Beach, Fla. Wells—Groundwater 8.6-8.8 
Fort Myers, Fla. Caloosahatcher River 7.1-7.5 
Gainesville, Fla. Wells—Groundwater 7.4-7.6 
Hialeah, Fla. Wells—Groundwater 8.9-9.0 
Miami, Fla. Wells—Groundwater 8.9-9.0 
W. Palm Beach, Fla. Wells—Groundwater 8.7-8.1 

Atlanta, Ga. Wells—G rou nd water 7.8-9.0 

Honolulu, Hawaii Groundwater 7.9-8.1 
Champaign, III. Groundwater 8.6-9.0 
Chicago, III. Lake Michigan 8.0-8.3 
Joliet, III. Wells—Groundwater 7.5-7.9 
Fort Wayne, Ind. St. Mary's/Maumee rivers 7.3-8.7 
Indianapolis, Ind. White River 7.1-8.5 
South Bend, Ind. St. Joseph River 7.5-8.6 
Frankfort, Ky. Ohio River 7.2-8.9 
Amherst, Mass. Surface Water 5.7-7.1 
Springfield, Mass. Surface Water 6.0-6.2 

Detroit, Mich. Lake Huron 7.2-7.5 
Kalamazoo, Mich. Groundwater 7.0-7.5 
Lansing, Mich. Groundwater 8.0-8.9 

Minneapolis, Minn. Mississippi River 8.2-8.5 
St. Paul, Minn. Lake (Surface Water) 8.5-9.0 
Albany, N.Y. Hannacroix Reservoir 6.8-9.0 
Rochester, N.Y. Lake Hemlock/Ontario 7.4-8.4 
Syracuse, N.Y. Lake Ontario (Surface Water) 7.4-7.9 
Cincinnati, Ohio Ohio River/Wells 8.1-9.5 
Cleveland, Ohio Lake Erie 7.3-7.7 
Pittsburgh, Pa. Allegheny River 6.5-7.6 
Myrtle Beach, S.C. Wells-Groundwater 6.8-8.5 
Knoxville, Tenn. Groundwater/French Broad River 7.5-7.7 
Salt Lake City, Utah Big Cottonwood Canyon 8.0-8.5 
Austin, Texas Colorado River 8.0-8.9 
Dallas, Texas Lake Ray Hubbard/Trinity River 8.5-10.0 
Houston, Texas Surface Water 7.8-9.0 
San Antonio, Texas Surface Water 7.5-8.0 



News from Monsanto 

0N2ìs! 
• S u g g e s t e d retail price. Always read a n d follow the label for Roundup herbicide. Roundup* 
is a registered trademark of Monsanto Company. © Monsanto C o m p a n y 1991 RGP-1 - 1 7 0 B 

Monsanto has lowered the 
price of Roundup* herbicide 
by $22 on the V k gallon 
container size! 

That makes Roundup about 
$50 per gallon* in the 2Vfe. And 
the price is even lower in 30's. 
Now you'll find even more value 
in Roundup and more places to 
use it more often. 

Think of the budget-stretching 
savings Roundup can bring you 
compared to time-intensive 
string trimming. Or the labor-
savings in using lower-priced 
Roundup to maintain weed-free 
beds and pine islands. Use it to 
eliminate brush, poison oak, 
poison ivy... in landscape site 
preparation and turf renovation. 

Figure your savings at the 
new lower 
price. Then ' 
see your / V - J 
dealer or 
retailer to 
save on 
Roundup. 
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Focus on Trees & Ornamentals 

A GROWING PHENOMENON 

BIGGER BEDDING PLANTS 
PROVIDE SHOWY DISPLAYS 

Landscape professionals agree that the trend 
toward bigger and better bedding plants, grown in larger 

celled flats and 4- to 6-inch potsf is here to stay. 

FOR PURE VISUAL impact, what could 
be more effective than hundreds of color-
ful annuals? Bigger annuals, according to 
many growers and landscapers, especially 
from California. 

"Landscapers appreciate the obvious fact 
that annuals tranplanted from 4- to 6-inch 
pots allow for a more spectacular array of 
blooms — instantly," said Terry Humfeld, 
executive director of the Professional Plant 
Growers Association, Lansing, Mich. — 
the association of bedding and pot plant 
greenhouse growers. 

And this trend, which began several years 
ago in California, is now growing nation-
wide. 

PACK/POT SIZE TRENDS. Don Majeski 
Nurseries, a grower, wholesaler and re-
tailer operation in West Seneca, N.Y., pro-
duces most of their annuals in 4-, 5-, 5.5-
and 6-inch pots. 

"We're growing less packs. Five-inch is 
gaining in popularity even more here than 
4-inch," said Dan Majeski. In addition to 
growing annuals in pots, they are also be-

(R ight ) T h i s b e d i n c l u d e s p i n k p e t u n i a s a n d 
w h i t e v i n c a s . ( B e l o w ) If t h e a rea is we l l 
l igh ted , g o w i t h bo ld co lors . 

ing grown in larger cells. 
"Twenty years ago, we used to purchase 

flats with at least 72 cells per flat," said 
Ed Engledow of Engledow Inc., a land-
scape contractor firm in Indianapolis, Ind. 
Now, Engledow purchases flats with 18 to 
36 cells per flat. 

Ivy Acres, a wholesale grower in Long 
Island, currently sells flats with 48 cells to 
the flat. Jack Van de Wetering of Ivy 
Acres said he's expanding his line to in-
clude 24 plants to a flat — eight packs, 
each cell measuring about three inches. 
Why? "My customers, especially land-
scapers, are asking for them." 

Bigger is better because when annuals in 
72 cells per flat are transplanted, three or 
more weeks can go by before they produce 
the show of 4-inchers, according to Engle-
dow, who provides horticultural services 
for office buildings and commercial com-
plexes. 

This can translate to a fourth of a typical 
growing season in many geographical areas. 
Calculated this way, a longer blooming 
season can prove more economical. 

Engledow considers providing customers 
the greatest impact of color as early as 
possible in the year to be more of a public 
relations, rather than a facilities manage-
ment, function. This involves showy flower 
beds subliminally signifying to association 
and corporation employees that their em-
ployers carp about them. 

Another advantage in using larger trans-
plants is their improved overall strength 
and health. Plants grown in 4- to 6-inch 
pots are generally more robust because 
they are less stressed than their smaller 
cousins housed in flats — both in the flats 
and after being transplanted. 

The smaller the cell size in a flat, the 
more quickly delicate root systems can be 
damaged. Plants grown in larger cells or 
in pots retain water for longer periods of 
time, a feature which significantly reduces 
both transportation and transplant shock. 

"Some landscapers ask how many plants 
are in a flat — as if quantity means value," 
Majewski said. But he reminds customers 
that flats dry out quickly, and if plants 
must be stored for several days before 
planting, they may need to be watered a 
number of times a day. 

Plants in large-celled flats or 4- to 6-
inch pots require water less frequently, 
withstanding the rigors of wind and tem-
perature better than smaller plants. 

Susan Crosely, staff horticulturist at the 
Findlay Country Club in Findlay, Ohio, 
learned this lesson the hard way when she 
single-handedly transplanted 380 flats — 
mostly 48 to 72 cells to a flat. 

(continued on page 68) 
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R U L E S O F T H U M B FOR T R A N S P L A N T I N G 
B E D D I N G P L A N T S 

Focus on Trees & Ornamentals 
(continued from page 66) 

In fact, annuals grown in pots, because 
they do not need to be watered as frequently, 
are often the superior choice for less-than-
ideal locations. Areas with poor watering 
systems and plants which cannot be trans-
planted immediately, are two examples. 

BLOOMING PLANT LOCATIONS. In addition 
to offering customers immediately bloom-
ing flower beds, "landscapes must con-
sistently create unique, imaginative flower 
bed designs for their clients," Humfeld 
said. "Bedding plants look splendid planted 
almost anywhere imaginable." 

A few suggestions are building entrances, 
beside signs, along driveways, in parking 
lots, along fences, next to benches, around 
patios, in raised planters, in night-lighted 
areas — anywhere that soil, light and 
water are available. 

When creating flower beds, there are 
several helpful guidelines to consider. 
Dark colors recede and light colors domi-
nate. Therefore, when Engledow uses 
white flowers in combination with dark 
flowers, he makes sure the ratio is at least 
two of the other color to one of the white. 

Flower arrangers know to set dark 

BEFORE PURCHASING bedding plants, draw a plan to scale on graph paper. Calculate 
the planting area to determine how many plants will be needed. If the bed is designed 
"free-form," separate it by triangles, rectangles or squares. 

An area of a triangle = Vi base x height. An area of a rectangle or square = length x 
width. 

Once the total area is calculated, determine your plants per square-foot factor accor-
ding to the following chart: 

For example, if you want to plant a 10 by 30 
foot bed of petunias, the petunias can be 
planted 10 inches apart. The number of plants 
required can be figured by multiplying 10 x 30 
= 300 square feet. 300 square feet x 1.4 
(plants-per square foot factor, see above) = 
420 plants. 

The general rule of thumb for transplanting 
is about 25 flats of bedding plants per person 
per day. To transplant the 300-square-foot 
petunia bed, for example, could take between 
a half and three-quarters of a day. 

Keep the versatility of larger plant materials 
in mind when you consult your grower. Ask questions about what species and varieties 
will grow best for you in the locations you wish to plant. 

In addition, be sure to place orders early — preferably between August and early 
November — especially if you have something specific in mind for your clients. In this 
way, your grower will be able to provide the plants you want in the sizes that work best 
for you — in plenty of time. 

Spacing Plants/Sq.Ft. 
4 " 9.00 
6 " 4.00 
s'- 2.30 
i o " 1.40 
12" 1.00 
15" 0.65 
18" 0.45 
24" 0.25 

TO ALL OF OUR TROOPS, 

THEIR FAMILIES 

AND FRIENDS 

OUR 

THOUGHTS 

A N D 

PRAYERS 

ARE WITH 

YOU. 

Maintenance Free 
Putting Greens 

Distributors & dealers are need-
ed nationwide to distribute & in-
stall this new state of the art pro-
duct. PGI has deve loped a 
maintenance free putting green 
that is extremely realistic. It is 
to be used in backyards, Apts, 
condos, hotels, schools, e t c . . . 
Call now to see how you can ob-
tain a free PGI dealership and 
earn a profit of $1,500.00 per 
day by installing maintenance 
free putting greens. 

Putting Greens International 
P.O. Box 172 
Fishers, IN 46038 
317-259-6800 
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flowers higher and light colored flowers 
lower in arrangements to achieve a more 
3-D appearance. So should contractors by 
using, for example, rudbeckia, geraniums 
or marigolds in the background, with 
white or pastel alyssum, dusty miller or 
vinca in the foreground. 

The Professional Plant Growers Associa-
tion officials often suggest that strategically 
locating one or several large beds can prove 
far more dramatic and therefore effective 
than sporadically planting many small 
beds. 

Humfeld suggests flower beds should be 
at least 10 by 50 feet, especially when de-
signed in one color. Engledow also likes 
seeing "large sweeps of color," of which 
one of his favorite designs includes a large 
area planted with four 12- by 60-feet flow-
er beds. 

Commercial jobs, with an acre or more 
of rolling hills, can look wonderfully rest-
ful and stimulating at the same time. How? 
Incorporate a meandering bed of annuals. 
If the area generally appears dark, use 
light colored flowers. If the area generally 
is brightly lighted, incorporate mostly dark 
colored flowers. 

When the bed backs up to woods, con-
sider using 3- to 6-feet tall bloomers, such 
as amaranthus, canna, cleoma, gloriosa 
daisies, day lilies or hibiscus. Not only are 
they generally easy to maintain, but they 
offer an informal cheerful appearance. Then 
in the foreground, incorporate one or two 
tiers of free-flowering annuals, like celosia, 
coleus, impatiens, marigolds, salvia, sweet 
alyssum, verbena or vinca. 

To incorporate a formal landscape de-
sign, especially near the entry, along the 
driveway or beneath the company or com-
mercial park sign, use low growing impa-
tiens. New Guinea impatiens, French 
marigolds, pansies, petunias or vinca. Pro-
bably the easiest way to achieve an attrac-
tive formal design is to choose one or 
several colors of one species. 

MANAGEABLE SIZES. It's one thing to 
create imaginative flower beds, but it's 
another to transplant and maintain them. 

Before planting, lay out a plan that in-
cludes the shape, size and location of the 
beds you have in mind. If planting and 
maintaining flower beds or if the site you 

are planting is new to you, consider star-
ting out small. 

"It's better to plant and nurture a few 
beds that will thrive throughout the grow-
ing season than to plant too many beds, 
some of which may end up looking ne-
glected by August," Humfeld said. 

Does the site offer automatic watering? 
Is the soil porous and rich in nutrients? 
Are the plants to be installed low, medium 
or high maintenance? How many species 
of blooming plants have been chosen for 
the various sites? 

Beginning home gardeners are told not 
to tackle more than a 100-square-foot gar-
den or try to grow more than 10 species of 
flowers, herbs, and/or vegetables during 
their first year of gardening. 

While professional landscapers unders-
tand the rudiments of amending soil and 
recognizing insects, diseases and nutrient 
deficiencies — similar guidelines should 
apply, but based on a five day, 40 hour 
week schedule. 

Even Crosley, an experienced land-
scapes felt that she almost bit off more 
than she could chew in her first year. 

"I didn't have automatic watering, a place 
to store plants before transplanting or help 
to transplant approximately 11,592 square 
feet of beds," she said. "I tried to establish 
too many beds this first year. I also tried 
to grow too many species I have never 
grown before." 

Landscape professionals agree that the 
trend toward bigger and better bedding 
plants is here to stay. Try it for yourself. 
See if you don't agree with your California 
colleagues that bedding plants grown in 
larger celled flats and 4- to 6-inch pots 
provide a welcomed showier display. And 
avoid "biting" off more than can be trans-
planted and maintained, allowing customers 
to enjoy beautiful annual beds throughout 
the growing season. 

For more information about how land-
scape professionals can use and care for 
bedding plants, the Professional Guide to 
Flowering Annuals is available through the 
Professional Plant Growers Association, 
P.O. Box 27517, Lansing, Mich., 48909. 
Each copy is $2. — Kathy Zar Peppier • 

The author is a free-lance writer based in 
Toledo, Ohio. 

C o m i n g N e x t M o n t h 
Recycling landscape wastes is the issue emphasis for the March issue of Lawn & Landscape 
Maintenance. We'll bring you reports to help you incorporate recyling into your business. 
Among them: 
MULCHING MOWER PERFORMANCE From mulching plates to recyclers, what makes these 
mowers perform and what kind of results do they yield? 
COMPOST APPLICATIONS Who's composting and what becomes of the end product? 
CHIPPER/SHREDDER OPERATIONS What role will these products play as recycling converns 
increase? 

(¡^Northern 
U U W h e r e t h e P r o s a n d H a n d y m e n S h o p 

O R D E R T O L L F R E E 

1 -800-533-5545 
S a l e P r i c e s G o o d T h r u 2 / 2 8 / 9 1 K e y # 9 5 9 8 4 

Quality Products at Discount Prices! 

8 - H P 
H o n d a 
O H V , O i l A l e r t 
E n g i n e 
Model G X 2 4 0 Q A . New 
look, low profile overhead 
valve, engine has Low Oil 
Alert, recoil start,electronic 
ignition. 1" x 33 -1 /64" 
horizontal shaft. 
I tem# 6086 
Sale $439.99 

F a m o u s ^ 
B r a n d 
G a s E n g i n e s 
Thousands in stock! 
3 - 23 HP, horizontal and 
vertical shaft. 
H O R I Z O N T A L G A S E N G I N E S 

#6051 5 H P $139.99 
#6081 8 H P $199.99 
# 6 0 1 0 10 HP $249.99 

T h i s B a c k H o e 
Has over 3 , 0 0 0 pounds 
of ripping power! For 
construction, landscaping 
and trenching. Digs 7 ft. deep with a 6 foot reach. 
Easy to tow. Swings 130°. 12" bucket. Works all day 
on 3 gallons of gas. 4 - H P Wisconsin Robin engine, 
1.2 G P M hydraulic pump. 
Item# 4 0 5 5 Sa le $3,895 
1 8 - H P B r i g g s I n d u s t r i a l / C o m m e r c i a l 
Model 4 2 2 4 4 7 twin cylinder. 12 volt 
electric starter, dual alternator, 1" dia. 
x 2 .84" keyed shaft. No tank. 
Ducted for riding tractor. 
I tem# 6 0 1 8 2 Sale $689.99 ̂  

3 1 - H P , 2 C y l i n d e r 
D i e s e l T r a c t o r 

M Air-cooled, 127 cubic inch. 
Nofirac 540 P T O shaft, 1420 PSI live 

hydraulics. 3-point category II hitch with power up and 
power down. 8 speeds forward, 6 speeds reverse. 12 
volt system. Road ready lighting. Total length with 
hitch, 10.8 ft., width with tires 4 .75 ft. 
I tem# 4 0 7 2 5 Sa le $4,599 

1 1 - H P H o n d a 
I n d u s t r i a l 3 0 0 0 P S I v 

P o r t a b l e W a s h e r M e r r r - m 
BIG cleaning power! 4 G P M at ^ ^ i " " " » * 
3 0 0 0 PSI . O H V 11 -HP Honda E X 3 4 0 engine has Oil 
Alert. Triplex plunger pump. Downstream injection. 
40 ' hose, trigger gun, more. 
I tem* 1 5 7 1 4 6 Sa le 

$JJ49.99 

2" 
T r a s h / ^ 
W a t e r I 
3 .1 -HP, 4 cycle Kawasaki 
engine. Pumps 11,096 
G P H . 28-ft. suction lift, 
maximum total head 7 6 ft. 
Item # 1 0 9 1 2 
Sa le $289.99 

U t i l i t y 
S e a t 
For tractors and other 
implements. Seat is 
19-3/4" W x 12-3/4" H x 
19-1/4" D. Bolt pattern is 
7-1/2" W x 7" D. 
Item# 1744 
Sa le $38.99 

Send for your FREE 136-Page 
D ISCOUNT CATALOG! 

N a m e 

A d d r e s s 

C i t y . S t a t e . Z i p . 
Key # 9 5 9 8 4 S E N D TO: N O R T H E R N , 

P.O. Box 1219, Burnsville, M N 5 5 3 3 7 - 0 2 1 9 



People 

TONY ARNOLD has been appointed product 
manager in the vegetation and pest control 
ventures department at American Cyanamid. 

With Cyanamid since 1981, Arnold 
started as a technical service representative 
in the pesticides department. Most recent-
ly, he was regional research manager. 

Also in the same department, Mark 
Walmsley has been appointed product 
manager for turf. 

Walmsley joined Cyanamid in 1984 as a 
technical service representative in the crop 
protection chemicals department. Previous-
ly, he was regional manager in that depart-
ment. 

At Briggs & Stratton, Charles Brown has 
been promoted to vice president of quality 
assurance. 

In this post, he will be charged with de-
sign assurance, measurement automation, 
supplier quality and total quality systems 
programs. He'll be responsible for those 
functions at the corporate level and for 
their coordination among the divisions. 

After a six-year term as marketing direc-

T h o m a Dorer 

tor for Ariens. Steven Dunlap has been pro-
moted to vice president of marketing for 
the company. 

Dunlap joined Ariens in 1978 as a 
district sales manager and later moved into 
the marketing department. In his new post, 
he will continue to oversee all marketing 
and advertising activities. He will also be 
responsible for North American sales and 
the Ariens service department. 

Warren Thoma Jr. has joined Century Rain 
Aid as a consultant for marketing and sales. 

His experience includes development of 
irrigation products and authorship of the 

irrigation section of Ortho's booklet on 
"Landscaping." 

Moyer & Son Inc. recently promoted 
Richard Shearman to sales representative 
for the specialty fertilizer division. He'll 
be covering southeastern New York, Long 
Island, southern Connecticut, New Jersey 
and Northeastern Pennsylvania. 

Shearman has more than nine years of 
lawn care experience. Prior to this promo-
tion, he served as an account representa-
tive in the lawn care division. He's also 
been involved with the management of his 
family's lawn and tree care company in 
New York. 

John Dorer has been appointed technical 
and marketing manager for the East Coast 
at CoRoN. 

He has considerable experience in the 
turf and specialty fertilizer industry, most 
recently working for Moyer and Son. 

Oldham Chemical has announced the 
promotion of Carl Forehand to sales man-
ager where he will be responsible for six 
sales representatives and 11 branches. • 

S P R A Y E R S F O R T H E P R O F E S S I O N A L 

STANDARD BACK PACK CLOSED SYSTEM UNIT 
Pre-mix c h e m i c a l s in 2Vi ga l lon poly 
containers. C h a n g e c h e m i c a l s on the 
job quickly, easi ly a n d safely. Just 
c h a n g e containers. S a v e s t ime. N o 
c h e m i c a l spi l lage or waste. 

Avai lable in th ree tank s izes - 21 /2, 
31/2 a n d 5 gal lon. Swiss precision 
components . S i m p l e to d i s a s s e m b l e 
for c lean ing . N o tools required. Light-
weight . Built to last. 

S p r a y e r s for e v e r y 
use . W i d e r a n g e of 

a c c e s s o r i e s ava i lab le . 
Ca l l o r w r i t e t o d a y . 

TREBOR CORPORATION 
4045-A Jonesboro Road • Forest Park, GA 30050 
404/366-0957 • (Outside Georgia) 1-800-331-1449 

Telex 759-353 • Fax 404/366-9582 
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EXTERNAL 
SPREADER CARRIER 
Introduced at the Green Industry 

Expo in Nashville. This is a NEW product. 

CARRY YOUR BROADCAST SPREADER 
THE SAFE, SECURE, PROFESSIONAL 

SPACE SAVING EXTERNAL WAY! 

•The ESC mounts quickly to all 
bumpers and flatbeds of trucks, 
vans, etc. Detaches in seconds. 

•Designed to carry Lesco, Scott's, 
Spyker, Ev-N-Spread spreaders 
(Please specify adapter needed). 

•Eliminates spills and dump-overs. 
•Saves space, time and back-strain. 

S|2Q95 plus adapter 
" " & shipping 

ESC Inc. 
201 Cherokee Circle 

Little Rock, AR 72205 
Phone: 501-227-6143 

Fax 501-224-7826 



Focus on Seeding 

Cheyenne turf-type bermudagrass vs. 
Arizona common bermudagrass. 

Supplies of New Seeded 
Bermudagrass Will be Tight 
CHEYENNE TURF-TYPE bermudagrass 
will be available this spring from Penn-
ington Seed, Madison, Ga. Arizona cer-
tified production fields at the company's 
affiliate Cactus Seed Co. has produced 
seed as scheduled, said Ronnie Stamp, 
vice president, seed. 

Supplies are expected to be "somewhat 
tight" because of high demand. Production 
acreage will be expanded as soon as possi-
ble to meet market demand for the new 
seeded bermuda variety, he said. 

Cheyenne is expected to see high use 
because of its compact growth, dark green 
color, excellent cold tolerance and ease of 
establishment from seed. 

Test pilots have shown that it stays green 
significantly longer in the fall and greens 
up earlier in the spring. 

Tests have also shown that Cheyenne 
performs extremely well when maintained 
at heights as low as 1/2-inch. 

All Cheyenne will be tagged with 
Arizona certified blue tags to ensure quali-
ty, and will be available in five-pound 
plastic jugs, 15-pound buckets or 25-pound 
bags. 

Searching for A Kentucky 
Bluegrass Endophyte 
Researchers at Rutgers University are ac-
tively seeking a Kentucky bluegrass 
endophyte. 

Although older botany textbooks 
describe endophyte-like symptoms in 

bluegrass, modern breeders have been 
unable to isolate a Kentucky bluegrass 
endophyte. 

Endophytes are beneficial fungi that live 
symbiotically within the veins of grass 
plants, giving them insect resistance via 
the chemical products they secrete. Other 
turf species, such as perennial ryegrass 
and tall fescue, greatly benefit from the 
presence of the endophyte. 

Reed Funk of Rutgers and graduate stu-
dent Suichang Sun searched among 1,000 
plant samples of eight different species of 
Poa for the elusive bluegrass endophyte. 
Though unable to find endophyte in Ken-
tucky bluegrass, they did discover one in 
big bluegrass — Poa ampla — a close 
relative. 

Funk and Sun crossed the infected P. 
ampla plant with Kentucky Bluegrass and 
screened the 4,000 progeny for Kentucky 
bluegrass characteristics. 

Both Kentucky bluegrass and P ampla 
are highly apomictic and produce offspring 
asexually. • 

way to acquire 
equipment for your 

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

FOR DETAILS CONTACT: 
Mike Bush 

LEASING, INC. i 
1 8 5 P a r k D r . 

W i l m i n g t o n , O H 4 5 1 7 7 

(513) 382-5502 or 
(800) 766-BUSH 
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The Invoicer with Accounts Receivable 

I s RECURRING BILLING A HEADACHE 

THAT KEEPS COMING BACK? 
brilliant computer software package 
called "The Invoicer with Accounts 
Receivable" has been developed to 

provide a powerful and professional solution for 
monthly recurring billing. This proven product 
is an economical and easy-to-use system to 
completely automate the billing process. Your 
clients will get their statements faster and you 
will get paid sooner. 

The individual customer's monthly 
amount is automatically posted to each 
account along with any other necessary 
charges (approximately 2 minutes total 
posting time for 500 accounts). 
Impending on printer speed, you can then print as 
many as 500 accounts in three hours or less. 

With "The Invoicer" also comes two very valuable 
features included at no extra charge. You get a 30 
day money back guarantee* and free 60 day 
telephone support to provide you with valuable 
assistance for your unique needs. In addition, we 
can custom modify the program to precisely fit your 
exact needs. (Try getting that from Peachtree or 
DAC!) All at an unbelievable price. Just call us. 

$149. 
You can speak to the people who 
developed the software and hear 
how other companies like yours have 
found "The Invoicer" important in 
the billing automation process. If 
you are not sure if this is the right 

product for you, a quick, painless phone call can 
help you determine if you should order. 

Thousands of business owners all over America 
are satisfied that "The Invoicer" helps speed-up 
cash flow and gives them a more professional 
look. A simple toll-free call will give you more 
insight on this money-making product. You can 
find out first-hand if your particular needs can be 
handled by "The Invoicer." 

Getting "The Invoicer" up and running on your 
IBM, IBM compatible or Apple// is so easy that 
most people are producing bills in 30 minutes 
or less. Whether your business sells goods or 
services, whether you bill monthly, weekly or 
even daily, "The Invoicer" can save you money 
and substantially improve your cash flow. 

"The Invoicer" sells for only $149. Compare that to 
$1000 or more for other software systems doing 
essentially the same thing. Call today and have 
automatic billing in a matter of minutes for less than 
50 cents per day. For complete information Call or 
Write Now: 

MiccaSoft, Inc. 
406 Windsor Lane 

New Braunfels, Texas 78132 
1 8 0 0 950 -7943 

or 1-512-629-4341 

Other modules available include Sales Tracking/ 
Inventory and Accounts Payable. General Ledger 
to be released late 1990. 

•All guarantees subject to our written warranty policy S20 restocking fee on all returned packages. 
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Products 

Product Spotlight 
THE NEW MODEL 918L flail-type mower from 
Ford New Holland simplifies large-area mowing. 
Rough grass and weeds are mowed evenly for a 
smooth, finished cut. Clippings and leaves are 
shredded and distributed for an attractive lawn 
without need for clipping removal. 

The mower is available in 50- and 60-inch cut-
ting widths for use with tractors up to 30-h.p. 
The three-point hitch unit is offset to allow close trimming around trees and along 
walls. 

Rotors are electronically balanced for vibration-free operation. Free-swinging 
cutting flails attach by one bolt and swing back to pass obstructions. A full-width 
rear gauge roller mounts close to the flail rotor to regulate cutting height and avoid 
scalping on uneven ground. 
Grcle 126 on reader service card 

Mycogen Corp. has announced name and 
logo changes to several of the products it 
licensed from Safer Inc. earlier this year. 

The former Insecticide Concentrate will 
now be known as M-Pede™ insecticide, 
and Moss & Algae Killer now carries the 
name DeMoss™ moss and algicide. Sharp-
Shooter™ herbicide retains its name. 

M-Pede is an environmentally compati-
ble insecticide/miticide used for control of 
soft-bodied pests, including whiteflies, on 
a wide variety of ornamental plants. De-
Moss offers control of mosses and algaes 
on walkways and rooftops while sharp-
shooter provides fast burn down of a 
broad spectrum of weeds in a number of 
landscape and arbor care settings. All are 
based on naturally derived fatty acids. 
Circle 127 on reader service card 

The new F911 front mower from John 
Deere replaces the last air-cooled model 
with liquid cooling. The large-area mower 
is powered by a 22-h.p. liquid cooled KHI 
engine. It's an overhead valve v-twin cy-

linder powerplant for more power in a 
compact engine, improved fuel economy 
and smoother running. 

This latest change now makes the entire 
Deere line of commercial mowers liquid-

cooled. The benefits include quieter opera-
tion, consistent performance in hot condi-
tions and prolonged engine life. 

The F911 can be teamed with a 60- or 
72-inch cutting deck. Standard features in-

Comprehensive 
Insurance Programs 

for Lawn 
Care Operations 

We currently have three Proper-
ty and Casualty Programs for 
Lawn Care Operators underwrit-
ten by A+ rated insurance com-
panies. Coverage is available in all 
states except Hawaii and Alaska. 
Herbicide/Pesticide Applicators 
coverages, General Liability, Pro-
perty, Inland Marine, Commer-
cial Fleet, Workers Compensation 
and Umbrellas are available. 

These programs offer competitive 
rates for LCO's with an excellent 
loss history. Self insured reten-
tions and retrospective alterna-
tives are available for larger risks. 

M.F.P. Insurance Agency, Inc. 
42 E. Gay Street, Suite 904 

Columbus, OH 43215 
614-221-2398 

Attn: Richard P. Bersnak, 
President 

LOADING 
R A M P S 

1 / 

For a F R E E 
Full Line 

Brochure of the 
Finest, Most 
Economical 
Ramps 

and Accessories, 
write or call: 

G E R E D M A R K E T I N G 
Producers of 

LOAD-EZE Products 
2200 42nd Street North 

Wisconsin Rapids, Wl 54494 
(715)424-4434 

^Ask tor Don (Snook) S t o f l e t y 
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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 

Signs 

4908 West 35th Street 
Minneapolis, MN 55416 

reader service 



elude a professional seat, 5.5 U.S. gallon 
fuel capacity, two-pedal hydrostatic foot 
control, power steering, differential lock 
and transmission oil cooler. 
Circle 128 on reader service card 

TWO NEW GRANULAR combination 
products have been introduced by Lebanon 
Chemical for use on professionally main-
tained turf areas. 

Greenskeeper 20-4-10 with Team™ 1.155 
percent is designed to do two jobs in one 
operation. The premium homogeneous fer-
tilizer base with 4.8 units Win offers quick 
green-up and sustained feeding. 

At the same time, the preemergent Team 
herbicide kills the seed of annual blue-
grass, smooth and hairy crabgrass, goose-
grass, barnyardgrass and green and yellow 
foxtail as they germinate. 

Greenskeeper 20-4-10 with 0.60 percent 
Dursban® feeds turf essential nutrients 
while controlling both surface and soil in-
sects. When applied at the recommended 
rates, the product will control chinch bugs, 
sod webworms, ants, ticks, crickets, cut-
worms, earwigs, sowbugs, as well as lar-
vae of Japanese beetles and European 
chafer. 

Both products are available in 50-pound 

bags that provide up to 12,500 square feet 
of coverage. Recommended application is 
175 pounds per acre yielding two pounds 

active Team per acre and one pound active 
Dursban per acre. 
Circle 129 on reader service card 

Thornton Computer Management Systems 
announces the new SLICE 386SX system 
designed for small businesses or those just 
starting with computers. 

The system will run the award winning 
SLICE software designed exclusively for 
green industry business operations. The 
product provides a platform that is super-
ior to PCs and networks as a cost effective 
solution for the smaller, growing company. 

The complete system includes compre-
hensive hardware and the SLICE green in-
dustry software. Responsive telephone sup-
port, expert on-site training and in-depth 
classroom instruction is available as 
needed. 
Circle 130 on reader service card 

Kubota Tractor Corp. recently added three 
new models to its L-Series tractor lineup 
- the L4350, L4850 and L5450. These 
four-wheel drive, direct injection diesel 
tractors feature Kubota's "Ever Clutch" and 
long lasting hydraulic shuttle transmission. 

Ranging from 38 to 49 PTO horsepower, 
(continued on page 78) 

SYNTHO-GLASS 
PIPE REPAIR KIT 

STOPS 
LEAKS 

SETS IN 
M INUTES 

WATER ACTIVIATED 

• Repairs joints and couplings in minutes 
• Withstands pressure in excess of 1 5 0 P.S.I. 
• Sets on wet surfaces 
• Easy to apply 
• Use directly f rom package 

There is NO mixing and NO measuring-just 
remove Syntho-Glass from its foil pouch 
and wrap. In 30 minutes your irrigation 
system will be back in operation. 

For more information call: 
1 (800) 328-0090 

NEPTUNE RESEARCH, INC. 
2611 Old Okeechobee Road • West Palm Beach, Florida 3 3 4 0 9 

Phone 4 0 7 - 6 8 3 - 6 9 9 2 FAX: 1 - 4 0 7 - 6 8 3 - 8 3 6 6 
DEALER A N D DISTRIBUTOR INQUIRIES INVITED 
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WR II AERATOR 
1/2 Acre — 40 Minutes ONLY $1895.00 

High production — Aerate all day long 
with Terracare walk or ride aerator. In-
crease your productivity with less work 
and more holes per acre. 70freeswing-
ingtinesforabetterjob—18" aerating 
width. 

TERRACARE PRODUCTS CO. INC. 
P.O. Box 248 Pardeeville, Wi 53954 

Phone: 608/429-3402 
FAX: 608/429-2889 



Control your weeds. 
SCOTTS® pendimethalin preemergents provide tough, effective 

control of a broad spectrum of grassy and broadleaf weeds. 
You can't find a better—or more cost-effective—control. 
And there's a pendimethalin control for virtually every 

turfgrass application. 
30-3-10 Fertilizer Plus Turf Weedgrass Control, with 

up to 8 times more particles per square inch than typical com-
petitive physical blends, provides the ultimate preemergent 
weed control plus a controlled-release, methylene urea-based 
nitrogen feeding. 

22-0-6 Turf Fertilizer Plus Preemergent Weed 
Control combines urea, sulfur-coated urea, and a potassium 
feeding with unsurpassed control of 6 grassy weeds and 9 
broadleaf weeds before they sprout. Fine particles increase 
weed control efficiency over typical competitive physical blends. 

14-0-14 Nitrogen/Potassium Fertilizer Plus Turf 
Weedgrass Control combines nutrient sources with pendi-
methalin for effective preemergent control of 6 annual grassy 
weeds and 7 broadleaf weeds. 



Cut your costs. 
Southern Weedgrass Control provides optimum utiliza-

tion of pendimethalin necessary for season-long control on 
southern turfgrasses. 

Turf Weedgrass Control provides unsurpassed preemer-
gent weed control in both cool and warm season grass applications. 

Weedgrass Control 60 WP offers liquid-applied pre-
emergent control in both cool and warm season grass applications. 
It comes in convenient, easy-to-handle, water-souble packets. 

Scarrs pendimethalin controls have been proven effective 

and turf-safe for more than 6 years. Why risk your turf to any-
thing less when you can count on these proven performers? 

Your Scott Tech Rep is ready to help you select the for-
mulation that's best for your course 
as part of a total turfgrass program. 
For more information, contact him 
today. Or call 1-800-543-0006. 

There's no better way to 
control weeds, or your budget. 

Growing better through technology 



Products 
(continued from page 75) 

the L-series tractors are designed for po-
werful, easy operation in grounds mainte-
nance. 

The "Ever Clutch" is a wet-type clutch 
providing a steady stream of filtered 
hydraulic oil, which flows through eight 
separate discs and pressure plates to re-
duce heat caused by friction. 

Other features include hydrostatic power 
steering, spacious operator area, greater 
three-point hitch lift capacity, increased 
hydraulic capacities and dual air cleaner. 
Grde 131 on reader service card 

Two 50-inch Dixon ZTR riding mowers 
have been introduced for the landscape 
maintenance contractor. 

The two Series 500 mowers in Dixon's 
1991 line are the ZTR 502 and ZTR 503 
HG. Both feature Sundstrand BDU piston-
type hydrostatic drive transmission with 
continuous fluid recirculation to help pre-
vent overheating and stalling under gruel-
ing conditions. 

A 20-h.p. Kohler engine powers the 
ZTR 503 HG. Independent Hydro-Gear 
units on each drive wheel are sealed for 
life in a self-lubricating assembly. The 
combination of Kohler power and Hydro-
Gear drive delivers Dixon's smooth, quiet 
zero turning radius operation. The ZTR 
502 is powered with an 18-h.p. Kohler 
engine and chain drive to the rear wheels. 
Grde 132 on reader service card 

Neelco Industries recently unveiled its 
"Premier" lawn spray truck line. Its 
features make it operator and mechanic 
friendly. 

The model features a 500-gallon fiber-
glass holding tank and a 100-gallon fiber-
glass drop tank with dual jet agitation. The 
Wanna Hydra Cell model D25 pump is 

powered by an 8-h.p. Honda electric start 
engine. 

A convenient curbside compartment pro-
vides easy access to all valves, sight gauge 
for the drop tank, pressure regulator, pres-
sure gauge and the remote starter switch 
for the pump engine. 

A Hannay electric hose reel with a 
chrome roller assembly and 300 feet of 
0.5-inch spray hose is mounted curbside 
for easy operation. 
Grde 133 on reader service card 

With the new shuttle system from Stellar 
Industries, one truck operator can, without 
leaving the cab of a truck, load and unload 
or change truck beds in less than a one-

minute cycle. 
The truck can be loaded with the mate-

rial to be transported while on the ground, 

S C&S T U R F C A R E EQUIPMENT, INC. 
I N T R O D U C E S T H E PROTANK® FAMILY 

TS100E* 
12v 1/2H.P. Motor 
Piston Pump 
100 Gal. PCO Tank 

TS100G* 
3H.P Gas Engine 
Roller Pump 
100 Gal. PCO Tank 

TS100G19* 
3H.P. I.C. 
Diaphragm Pump 
100 Gal. PCO Tank 

TT1050E* Twin Tank 
12v 1/2H.P. Motor 
Piston Pump 
50 & 100 Gal. PCO Tanks 

TT1050E2* Twin Tank 
2 12v Motors 
2 Piston Pumps 
50 & 100 Gal. PCO Tanks 

TS200* Tree Sprayer 
8 H.P. Gas Engine 
14GPM Diaphragm Pump 
6:1 Gear Reduction 

NEW! 
ZTR TURF TRACKER 

RIDING SPREADER-SPRAYER 
18 H.P., 20 Gal. S.S. Tank, Diaphragm Pump, 

Break away 12' Boom, 3 speed Spreader, Spray Gun. 
(800) 872-7050 

3425 Middlebranch Rd., N. Canton, OH 44705 
•CUSTOM ORDERS WELCOME 

CompuScapes 
Landscape Software 

L o o k i n g fo r the finest 
landscape so f tware 

on the m a r k e t ? 
Look no further. CompuScapes is 
the equivalent of a machine that 
never breaks, an employee that never 
gets sick and a business deal that 
always ends in a profit. It's really 
that good! Which makes it the per-
fect addition to your business. 

• Job Costing 
• Routing & Scheduling 
• Estimating 
• Workorders 
• Invoicing 
• Accounts Receivable 
• Sales Analysis 

For additional information contact: 
CompuScapes 
2653 Gravitt Road 

Duluth, Georgia 30136 
(404) 447-5858 

Get Serious. Get CompuScapes. 

reader service ¡531 
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then the truck backs up to the body and, 
in less than a minute, places the loaded 
body onto the truck and drives away. 

One truck can support numerous bodies. 
All controls are mounted in the truck cab 
for operator safety and ease of operation. 

The shuttle is available in 3,000-, 8,000-, 
12,000- and 20,000-pound capacities and 
can accommodate truck beds from 8 to 24 
feet lengths. All models also feature a 50-
degree dump angle. 
Grde 134 on reader service card 

Model N080-2 compact excavator from 
Nissan Kizai Nice has standard hydraulic 
capabilities turning the unit into a high 
capacity power supply for a wide variety 
of attachments and tools such as breakers, 
augers, tampers, saws and pumps. 

The unit can easily fit through a stan-
dard 30-inch gate and measures 27.5 in-
ches wide and weighs only 1,650 pounds. 
The compact size offers high maneuverabi-
lity for working in tight spots. 

Pdwered by an 8.5-h.p. Mitsubishi, two-
cylinder diesel engine, the unit is fuel effi-
cient while supplying 1,760 pounds digging 
force. Its standard 14-inch bucket has a 
capacity of 0.07 cubic yards. The N080-2 
has a digging depth of 63 inches and a 
maximum reach of more than nine feet. 
Grcle 135 on reader service card 

i is offering its new Model 2340-48 
pull-behind core plug aerator in a 48-inch 
swath. 

For fast-paced core aeration, productivi-
ty is 47 percent faster than a 32-inch 
swath. The unit design is similar to the 
company's 32-inch version. 

The lift-up handles will promptly pop 

the 10-inch pneumatic tires into position 
for transport and just as quickly let the 
unit down to start core plugging. Penetra-
tion up to 2.5 inches allows oxygen, water 
and fertilizer to penetrate the root system, 
as well as promote thatch deterioration. 

Also available is a gang bracket to com-
bine three units together for a 132-inch 
swath. 
Circle 136 on reader service card 

Finn has released Hydro-Gel A 1000C in a 
clear plastic bottle having a net weight of 
five pounds. With the convenient handle, 
special shaker and pouring insert, the user 
has control of the flow for increased 
efficiency. 

The granules will absorb up to 400 
times their weight in water. 
Circle 137 on reader service card 

Bridge Your Nitrogen 
Valleys with CoRoN's 
Longer Release Time! 

C o R o N provides more con-
trolled release nitrogen and 
lower burn potential to give 
you superior performance. 
C o R o N is storage stable and 
has low burn volatility of 
nitrogen to atmosphere. 

C o R o N providesquickgreen-
up, promotes even turf growth 
over a longer period of time, 
is compatible with commonly 
available turf protection prod-
ucts and is easily blended in-
to N-P-K liquid fertilizers by 
normal means. 

C o R o N is excellent in low 
volume systems which saves 
t ime and money in labor and 
equipment costs. 

CoRoN's 28-0-0 analysis and 
unique two-step manufactur-
ing process allows C o R o N to 
give dry methylene urea per-
formance on turf with the effi-
ciency of liquid handling. 

Call us today for complete 
details on how C o R o N can 
help you bridge both your per-
formance and profit valleys. 

C o R o N Corporat ion 
Souderton, PA 18964 
800-338-0836 
215-723-5099 

CoRoN 
CONTROLLED RELEASE NITROGEN 

IT i IKE 
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Calendar 

FEB. 21-22 
1991 Landscape Industry Conference and 
Trade Show sponsored by the Associated 
Landscape Contractors of Colorado, John 
Q. Hammons Trade Center, Denver, Colo. 
Contact: ALCC, 3895 Upham St., Suite 
150, Wheat Ridge, Colo. 80033; 303/425-
4862. 

FEB. 22-23 
ALMA Expo, Bayfront Convention Center, 
St. Petersburg, Fla. Contact: Barbara 
Ganz, American Lawn Maintenance Asso-
ciation, 800/992-2562. 

FEB. 2S-26 
The 26th Annual International Society of 
Arboriculture Shade Tree Symposium, 
Hershey Lodge and Convention Center, 
Hershey, Pa. Contact: Elizabeth Wertz, 
ISA Pennsylvania-Delaware Chapter, P.O. 
Box 293, Bedminster, Pa. 18910. 

FEB. 26 
Hazard Tree Evaluation Seminar, Center 

for Urban Horticulture, University of 
Washington, Seattle, Wash. Contact: Dave 
Stockdale, Center for Urban Horticulture, 
GF-15, University of Washington, Seattle, 
Wash. 98915; 206/685-8033. 

FEB. 26-27 
Winter Seminar '91, Rosemont Holiday 
Inn, Rosemont, 111. Contact: Illinois Land-
scape Contractors Association, 2200 S. 
Main St. #304, Lombard, 111. 60148; 
708/932-8443. 

FEB. 26-28 
Western Pennsylvania T\irf Conference and 
Trade Show, Pittsburgh Expo Mart/Radis-
son Hotel, Monroeville, Pa. Contact: Pen-
nsylvania Tùrfgrass Council, Landscape 
Management Research Center, Orchard 
Road, University Park, Pa. 16802; 814/ 
863-3475. 

MARCH 2 
20th Annual Long Island Tree Conference 
sponsored by the Long Island Arboricul-

ture Association at State Univerity of New 
York, Farmingdale, N.Y. Contact: LIAA, 
P.O. Box 69, Holtsville, N.Y. 11742; 516/ 
698-3366. 

MARCH 11-12 
The National Institute on Park and Grounds 
Management 20th Regional Sports Türf 
Seminar, Omaha, Neb. Contact: National 
Institute, P.O. Box 1936, Appleton, Wis. 
54913-1936; 414/733-2301. 

MARCH 14 
Designing With Color Seminar, Center for 
Urban Horticulture, University of Wash-
ington, Seattle, Wash. Contact: Dave 
Stockdale, Center for Urban Horticulture, 
GF-15, University of Washington, Seattle, 
Wash. 98915; 206/685-8033. 

MARCH 14-15 
The National Institute on Park and 
Grounds Management 21st Regional Sports 
Turf Seminar, Baton Rouge, La. Contact: 
National Institute, 414/733-2301. • 

NEW 

SPREADER 
FINALLY, DRIP IRRIGATION 

MADE EASY! 
With the VIBRA-CLEAN EH-12 System: 
•All the necessary drip components are in the head. 
•Simply screw the EH-12 onto any 1/2 inch riser*. 
•Lay out the distribution tubing to the area to be watered. 
•Install the stakes and bug caps. 
•Turn on the water! 
* B a c k f l o w p r e v e n t i o n r e q u i r e d in c o m p l i a n c e w i t h l o c a l c o d e . 

The OLSON EH-12 contains 12 individually 
flow-regulated outlets with micro-tubing 

fittings, a micro filter, a method of 
opening or closing each outlet, and 
fertilizer application capability. 
Accessory items include bug 
caps, distribution tubing and 
fertilizer pellets. 

It's quick and easy to in-
stall. Your customers will 
find it simple to operate 
and easy to understand. 

SYSTEMS 
w h e n water counts * ION 

1 0 9 1 0 W h e a t l a n d s A v e . 
• S a n l e e , C A 9 2 0 7 1 

( 6 1 9 ) 5 6 2 - 3 1 0 0 
( 8 0 0 ) 7 7 6 - 5 7 6 6 

F A X ( 6 1 9 ) 5 6 2 - 2 7 2 4 

Prevents Clogging - Stops Streaking 

• 100% filtering 
of product 

• Assures free flow of 
all granular products 

• Increases production 
o n | V $ - | ß . O O 

plus $2.00 shipping charge 
and sales tax where applicable. 

V : - : - T . V , ^ 
s ' - a i - í 

* Leseo & Scotts spreaders only 

A MUST FOR ALL GRANULAR APPLICATIONS 
# Tooi 

JrKin 
order write or call: PO Box 45463 

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

RATES 
All classified advertising is 75 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the publisher 
before the 1st of the month preceding publica-
tion and be accompanied by cash or money 
order covering full payment. Submit ads to: 
Lawn and Landscape Maintenance magazine, 
4012 Bridge Avenue, Cleveland, Ohio 44113. 
Fax: 216/961-0364. 

BUSINESSES FOR SALE 

ILLINOIS BUSINESS 
After 35 years and an illness we are forced to 
sell our pride and joy, our well established and 
profitable landscape business. We are located in 
the fastest commercial growth area in the nation. 
Our business caters to commercial, industrial and 
corporate headquarters only. 
Our location is in the Northern Illinois area and 
we have a well established clientele of some 225 
accounts. We specialize in landscape design, con-
struction, maintenance, service to tropical plants, 
irrigation systems, tree service and other general 
related services. 
All inventory, equipment, land and building will 
be sold. We will stay on to assist incoming owner-
ship. We can arrange for easy terms. 
Our office personnel, crews, foremen and sales 
staff will stay on with the new owner. Asking price 
is approximately $1.5 million. Only interested 
parties should respond. Send all inquiries to: Lawn 
& Landscape Maintenance, Box 344,4012 Bridge 
Ave., Cleveland, Ohio 44113. 

MIDWEST FIRM 
Established Midwest chemical lawn care com-
pany with an excellent reputation for providing 
a high quality service. 3,000 plus residential and 
commercial accounts. Annual sales of more than 
$600,000. Fantastic potential for future growth. 
Write: Lawn & Landscape Maintenance, Box 350, 
4012 Bridge Ave., Cleveland, Ohio 44113. 

BALTIMORE FIRM 
8-year-old, 40 percent design/installation, 60 
percent maintenance business in an excellent 
Baltimore metro area. Customer base is well 
established. We have always charged a quality 
dollar for quality work. We have a 0.025 per-
cent non-payment rate! Price is $145,000, en-
cumbrance free. Serious inquiries only. 301/ 
828-8968. 

FOR SALE 

LAWN CARE EQUIPMENT 
Hannay reels new in-the-box, E1526s, E1530s, 

$359; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, $49.95; 
glycerin-filled gauges, 0-60 psi to 0-1,000 psi, 
$19.95; ChemLawn guns, $78.95; lawn spray 
boots, $16.95; lawn spray gloves, $1.75/pair. 
Call Hersch's Chemical Inc. 
800/843-LAWN - outside of Michigan 
111/543-2200 

LANDSCAPE TRAINING VIDEOS 
Intermediate mower maintenance field and shop 
repair; efficient/profitable mowing techniques; 
professional shrub trimming, plant installation, 
basic landscape plan drawing, etc. ENGLISH 
AND SPANISH. Write for free brochure: C.D. 
Anderson Landscape Videos, 5245 Blodgett, 
Downers Grove, 111. 60515; 800/937-0399. 

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, 
executive vice president 
25161 Center Rd. 
Frankfort, 111. 60423 

PIPE LOCATOR 
INEXPENSIVE. Locates, traces underground 
drain, water pipelines of clay, PVC, ABS, steel 
and cement. Bloch, Box 18058, Cleveland, Ohio 
44118. 216/371-0979. 

Quality Replacement Parts 
for Outdoor Power Equipment 

from J. Thomas Distributors 

To order 
free catalog -
call toll-free SPINDLE HOUSING 

1-800-828-7980 

Or call 1 -313-427-8988 or FAX to 1-313-422-2628 
W e accept Visa or Mastercard 

BUSINESS OPPORTUNITIES 
Make $1,000 a weekend aerating lawns. Guaran-
teed. Send inquiries for free information: Robin 
Pedrotti, 3403 Dorchester Drive, San Diego, 
Calif. 92123. 

FINANCING 
Let the government finance your small business. 
Grants/loans to $500,000. Free recorded message: 
707/448-0270. (NK8) 

HYDR0SEEDER 
1984 Finn, 1,100-gallon Gooseneck $8,000.1988 
Bowie, 1,100-gallon Gooseneck $15,000. 1989 
Drill Seeder, J Thom42-inch $6,500.70/468-1818 
or write: 1111 Witte, Houston, Texas 77055. Can 
deliver. . . . 

SPRAY UNITS 
Four 1985 Ford F-350 600-gallon SDI spray 
units. Hose reels, spray guns; $8,750each. Mis-
cellaneous storage tanks, aerators, seeders. Call 
for more information: Days 317/887-3343. 
Evenings 317/882-3749. Ask for John. 

FRONT MOUNT MOWER 
1988 F-930 front mount John Deere mower. 
60-inch mower deck, 48-inch snow thrower at-
tachment, tire chains. 24-h.p. Onan engine. Under 
600 hours. $7,500. Tuff Turf Inc. 616/845-7926. 

LANDSCAPE TRAINING VIDEOS 
FREE CATALOG of landscape training pro-
grams. More than 75 titles available including 
irrigation, pesticides, equipment maintenance, 
arboriculture, safety, pruning, tool use, plant se-
lection, soils, planting, turf management, xeri-
scape, IPM and more. Money back guarantee — 
lifetime warranty. California Polytechnic State 
University, 800/235-4146. 

EQUIPMENT 
Glycerin gauges, $10.99; 2100122 Flo-Jet pumps, 
$81.68; SP Estate Keeper back paks, $59; Ca-
naan 30-gallon, 12-volt skid assembly, $393; Spray 
Systems, Hannay Reels, Raven tanks; Hypro, 
FMC, Udor, Delavan and Flo-Jet pumps. Ca-
naan Sprayers; Walkover Sprayers; FREE UPS 
freight on orders over $500; FREE professional 
spray consultation. Dealers wanted. Call to-
day Canaan Industries, 800-633 7560 
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HELP WANTED 

MAINTENANCE FOREMAN 
Top firm needs foreman. Quality conscious Te-
xas-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 
compensation and opportunity. Reply to: Lawn 
& Landscape Maintenance, Box 325,4012 Bridge 
Ave., Cleveland, Ohio 44113. 

PRESIDENT AND CEO 
6-year-old lawn care company seeks dynamic, 
aggressive, sales and detail oriented person to 
grow company from $300,000 to $1 million by 
1995. Excellent North Jersey market. Send resume 
and salary history to: Lawn & Landscape 
Maintenance, Box 351,4012 Bridge Ave., Cleve-
land, Ohio 44113. 

LANDSCAPE MAINTENANCE 
SUPERVISORS 

West suburban Chicago firm has great oppor-
tunity for individuals with horticultural degree 
or three years field experience. Duties would in-
clude site supervision, pesticide applications, 
quality control and servicing of accounts. Please 
send resume or contact: PEZZA LANDSCAPE 
INC., P.O. Box 607, Berkeley, 111. 60163; 708/ 
544-4348. 

pH Balance 
(continued from page 62) 

cal LESCO representative. 
What do you do? Balance the solution to 

the chemical. One of Howell's Immutable 
Laws of Barroom Logic states that the 
more expensive a chemical is, the more 
rapid its breakdown in unfavorable spray 
solutions. In order to lower the pH of 
alkaline water, some form of acidifying 
agent should be used. Every person who is 
in the spray business should have a quality 
pH meter. It is your neck that's on the line 
and every tank should be tested prior to 
adding the chemical. 

Remember, if you spray a product that 
has a specific function and due to reduced 
half-life it goes out at 50 percent, 24 per-

cent, 12 Vi percent, 6 1/4 percent strength 
and so on, you're soon going to be out 
spraying again and repeated applications 
cost Big Bucks. 

The author is product manager for special-
ty fertilizers at LESCO, Rocky River, Ohio. 

Advertiser's Index 

Clean Cut 
(continued from page 32) 

going to let this finance itself. We've al-
ready spent a tremendous amount of 
money programming it and it's not like we 
have to have the product be successful in 
six months to determine our success. 

Gore We've already incurred the majority 
of the development cost. It would be nice 
if we get money back — it's important — 
but if we don't, we were convinced of the 
value of this software package when we 
originally set out to develop it. 

In fact, we weren't intending to market 
it. We just budgeted for it to cost thousands 
of dollars to get it the way we wanted it as 
opposed to what we could buy out there. 
For our own purposes, it would pay itself 
off in three or four years. 

As we were developing it and describing 
it to some of the people around here, we 
saw enough interest on their part to in-
dicate there might actually be a market out 
there. So we continued with the software 
plans, but with a different product orienta-
tion. 

But because we have incurred those costs 
and were intending to spend the money 
without any expectation of immediate re-
turn, we're in a good position. 

Since we're offering contractors a non-
obligatory subscription, it's the best 
guarantee they can get for a high quality 
package with continual updates. The 
money from the subscriptions will be used 
to continually upgrade the program. 

We know that if we don't have the best 
program out there at all times, there's 
nothing that says that they can't and won't 
switch to something better if there's some-
thing better available. 

That's kind of like having a maintenance 
contract on a property. 

The author is editor of Lawn & Landscape 
Maintenance magazine. 

It pays to advertise in the 
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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 



"Our resprays 
have decreased 
by almost 50%." — 
Jim Gourley, owner 
Lawn Masters, 
Kenosha, W1 

If you're like most LCOs using 
standard three-way herbicides, 
there are days when you wish 
the phone wouldn't ring again. 
Callbacks and cancellations 
can really get you down. Well, 
maybe it's time you moved up 
to Turflon0 herbicide. 
One good reason to switch. 
"We switched to Turflon because 
we were having too many re-
sprays," explains Jim Gourley 
And after 22 years in the busi-
ness, he's happy with the results: 
"Our records show that we do 
have much better weed control 
and many fewer resprays this 
year than we've ever had." 
You'll save money in the 
long run. 
"Yes, we pay more for Tluflon," 
Jim says. "But when 1 figure how 
much it costs us per respray, it's 
saving us lots of money. And 
that justifies the extra cost." 
Jim adds that there's another 
reason he can't afford to make 
too many callbacks. "When you 
have to go out and do a respray, 
you're taking a chance on losing 
that customer." 
Isn't it time you moved up 
to a better herbicide for better 
weed control? For technical 
information, call toll-free: 
1-800-352-6776. 

Move up to TUrflon. 
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