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ONCE™ eliminates labor 
and other costs of fertilizer re-
applications because you apply 
it only once per season. 

This improves manpower 
forecasting and frees your time 
for other projects. Plus, you get 
consistent, superior turf and 
ornamental growth with no 
"feast or famine" effects of other 
fertilizers. 

ONCE was developed 
using our OSMOCOTE® resin 
coating technology, the leading 
controlled release fertilizer 
worldwide. This unique system 
meters nutrients continuously— 
every day—for a full season. 

Because release is based 
only on temperature—not 
water, pH, or bacteria as with 
other fertilizers—nutrient 
availability matches turf and 
plant growth needs. 

ONCE is available now 
in a variety of analyses and 8-9 
and 5-6 month longevities. 
There is also a formula specifi-
cally for ornamentals. 

Contact your Grace-Sierra 
turf/landscape distributor or call 
us toll-free at 1-800-492-8255. 

Use ONCE, just once, for 
the best results all season long. 

GRACE ̂ SIERRA 
© 1991 Grace-Sierra Horticultural Products Company. ONCE and Osmocote are trademarks of Grace-Sierra Horticultural Products Company for its brands of controlled release fertilizers. 
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Editor's Focus 
TRAINING IS NOT a new concept in the 
lawn and landscape industry — or in any 
field for that matter. 

Yet somehow, the elusiveness of a good 
training regimen seems to be at the crux 
of what is inherently missing in many 
landscape firms — big and small. 

Grueling hours, high turnover, lack of 
finances and sometimes a lack of initiative 
can all be blamed for poor training. Even 
firms with vast resources and loads of 
talent are fighting the training quandary, 
continually searching for the answer to a 
well-trained team. 

Take Environmental Care Inc., this 
month's cover profile. Bruce Wilson, 
president of this well-established firm, is 
puzzled by the enigma training presents. 

"We've struggled with training," he said 
in our recent interview. "It seems like it 
should be easy, but it's really difficult to 
develop training that translates into more 
productive people." 

Much of this dilemma is derived from 
high turnover at the hiring stage — which 
is certainly a legitimate beef. Labor short-
ages and turnover may be the landscape in-
dustry 's number one enemy. Just when a com-
pany thinks it has its crews hired and 
trained, one or two or more people drop out 
and the vicious training cycle starts again. 

Fault doesn't rest entirely with presi-
dents and owners of landscape firms. Part 
of the onus falls on those being hired. In 
order for people to get trained, they have 
to want to be trained. Offering promotions 
and pay increases to boost the level of in-
terest in training is one option, but is bas-
ed on the premise that once employees 
begin a training program they will want to 
learn more. 

Acting on that assumption, LLM is em-
barking on a series of training articles for 
those offering irrigation design, installa-
tion and maintenance services. 

As lawn and landscape contractors pro-
gress with diversification, irrigation con-
tinues to lead the industry as the fastest 
growing new service offering. In 1990, 14 
percent of our readers were offering irri-
gation installation and 16 percent were of-
fering irrigation maintenance. Those num-
bers jumped to 24 percent and 29 percent, 
respectively, in 1991, and again to 34 per-
cent and 39 percent, respectively, in 1992. 

Furthermore, forecasts show that by 1994, 
54 percent of our readers will be offering 
irrigation installation services and 63 per-
cent will be offering irrigation maintenance. 

But as interest in irrigation has evolved 
at a swift pace, so should the various ave-
nues of training. For more advanced ir-
rigation contractors, the Irrigation Asso-

ciation offers certification programs directly 
tied to an individual's expertise. Interest in 
this program is steadily increasing and, 
among other things, it offers a tremendous 
opportunity to be recognized as a nationally 
certified irrigation contractor. In addition, 
manufacturers and several universities offer 
training opportunities. 

The training series initiated on the pages 
of this magazine are intended to supple-
ment rather than take the place of estab-
lished training courses and hands-on field 
demonstrations. The series is offered in 
response to tremendous reader requests, 
received over the last several years, to 
assist them in diversification efforts into 
irrigation installation and maintenance. 

The training series, which runs through 
1993, will address and promote water con-
servation through the proper design, in-
stallation and maintenance of irrigation 
systems. It is intended to offer the reader 
a collection of topics and suggested meth-
ods for achieving the best results. 

In addition, the training series will alert 
the reader on what to watch for in selecting 
the proper equipment for maximum per-
formance, allow for discussion on various 
types of installation, detail how to install 
and maintain various types of equipment 
and help ensure proper system management. 

A short question and answer section 
follows the training course. Questions ap-
pear at the end of the discussion and the 
answers appear in a separate section in the 
back of the magazine. 

Training presents a formidable task, but 
this unprecedented training series is one 
means of ensuring the proper growth and 
development of landscape contractors ven-
turing into irrigation. Lesson one starts on 
page 43. Let us know how your training 
progresses. — Cindy Code • 
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TURCAM®'s advanced 
carbamate chemistry goes to 
work fast—and offers effectiveness 
that lasts—against white grubs as well as mole 
crickets, chinch bugs, sod webworms and other 
destructive pests. This hard-working insecticide is 
odorless.. .cost-effective.. .easy J l I t M 
to apply. What's more, TURCAM W . N U R ' A M 
won't tie up in thatch or damage 
turf and ornamentals. 

NOR-AM CHEMICAL COMPANY 
A Schering Berlin Company 

3509 Silverside Road. P 0. Box 7495. Wilmington. DE.19803 

Now available in two 
convenient forms—TURCAM WP 

a wettable powder and TURCAM 2V2G 
granular—this versatile insecticide can take care of 

your toughest pest control problems. For more 
information on TURCAM, contact the NOR-AM 

Communications Department 
or your local distributor. 

CAUTION: TURCAM® is a restricted 
use pesticide. 

Copyright € 1988 NOR-AM Cheimcal Company AU rights reserved. 

IMPORTANT: Please remember always to read and follow carefully all label directions when applying any chemical. 
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DESPITE AVERAGE economic reports, 
consumer and business confidence con-
tinues to increase. According to the New 
York-based Conference Board, consumer 
confidence rose for the third straight 
month in May to 71.6, a marked increase 
of more than 24 points since February. 

Small-business owners also have adopted 
a more positive outlook. The Small Busi-
ness Optimism Index, measured by the 
National Federation of Independent Busi-
nesses, hit a three-year high in April fol-
lowing three quarters of decline. 

Also, 73 percent of small-business own-
ers surveyed by the Small Business Admin-
istration expect business conditions to im-
prove over the next six months. Only 4 
percent expect conditions to worsen. 

Still, national figures indicate few eco-
nomic gains. The index of leading indica-
tors rose 0.4 percent in April, a slight 
gain from the previous month's 0.2 per-
cent increase. The unemployment rate 
reached 7.8 percent in June, it's worst 
showing in eight years. 

In housing, new home sales stepped up a 
modest 1.2 percent in April; and housing 
starts plummeted, from 1.34 million in 
March to 1.12 million in April. 

UNEMPLOYMENT RATE (%) 
MAR. 
7.3 

APR. 
7.2 

MAY 
7.5 

JUNE 
7.8 

CONSUMER PRICE INDEX* 
FEB. 
+0.3 

MAR. 
+0.5 

APR. 
+0.2 

MAY 
+0.1 

* Percent change from preceding month. 

HEALTH CARE COST WORRIES 

41% 

Health insurance premiums for small companies increased by 23% 
during the past year, according to National Small Business United. 
Most increases ranged from 1% to 25%, but 17% of the surveyed 
companies reported increases between 26% and 50%. 
45 

40 
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3 0 
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20 
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0 

27% 

12% 

J 2 L 1 
No onswer 76 to 100% 51 to 75% 26 to 50% 15 to 25% None 

Source: 1991 Notional Small Business United Member Survey, Washington D C. 

REGIONAL REPORT: ONTARIO 
FOR BETTER OR FOR worse, the lawn and landscape mainte-
nance market in Ontario, Canada, has much in common with its 
"Yankee" counterpart. As one Ontario landscape contractor said: 
"Taxes are up, incomes are down and people have less money to 
spend on landscaping." No U.S. contractor could have said it any 
better. 

In Toronto — Ontario and Canada's most populated city — a 
slump in residential and commercial construction has severely im-
pacted the landscape construction market. 

"Nobody's building," said Don Sullivan, owner of Peter Sulli-
van Landscaping, a 23-year-old full-service firm. "In Toronto, it's 
survival time." 

Sullivan estimated that it will take three to five years before the 
construction market bounces back. Until then, reputable land-
scape companies face stiff competition from low-ball bidders. 

That holds true for the maintenance end of business as well, he 
said. "The economy is really tough this year. People are definite-
ly cutting back — even the wealthier clientele. Either we cut back 
on costs or we don't take the job. 

"Clientele want better service, better quality and better products 

and can demand it because so many people say they can do the 
job. We're nearly in the barter system." 

Mike Eeuwes, president of Markham Landscaping Nurseries, 
Toronto, said people are still looking for quality and service, but 
price is largely the deciding factor. 

Eeuwes is doing what he can to combat the competitive market. 
For starters, he's been advertising in the Chinese edition of the 
local newspaper to reach the growing Asian population. He also 
uses more job signs on previously completed properties and dis-
tributes full-color door hangers in residential areas. 

To retain present clients, the company mails out evaluation cards 
and follows up on any client concerns. Clients are also rewarded 
with a free tree for successful referrals. 

Weed Man Ltd., ajawn care franchise based in Mississauga, 
has actually benefited from the recession, according to Michael 
Kernagan, director of franchise development. 

"Every time there is a recession, we see business increase," 
Kernagan said. "People stay home more and invest in property 
improvements. We're actually seeing an increase. Renewals are up 
dramatically this year." • 
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AS MUCH AS WE 
HATE BEING #2, WE 
SURE WOULDN'T 
WANT TO BE IN 

*1'S SHOES. 
At Shindaiwa, we make one tough trimmer. Which is why in just 10 years, 

our straight-shaft professional trimmers have become the second biggest 
selling trimmers in the nation. Leaving some 20 others behind in the dust. 

You see, at Shindaiwa we build our family of trimmers to have less 
vibration, and more horsepower per cc for the best power to weight of 

any other trimmers in the world. And we back every one not only 
by a 7-day unconditional money-back guarantee, but by one 

of the strongest servicing dealer networks in the 
country, and a full line of professional machines 

recognized world-wide for their superior x . 
performance and durability. With a ^ ^ ^ p F 

track record like that, whos going 
to stand in our way? 

WE SIMPLY MAKE THEM BETTER. 
11975 S.W. Herman Rd., Tualatin, Oregon 97062 

For the name of your Shindaiwa dealer, 
call 1-800-521-7733 
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It only takes one insecticide to protect your 
customers' lawns from top to bottom. By 
using TEMPO 2 Ornamental Insecticide, 
you can treat home lawns, flowers, plants, 
shrubs, even trees effectively. 

Reduce exposure. TEMPO uses 80% 
less active ingredient than the next leading 
insecticide. And that reduces the potential 
for exposure to your customers and 
their pets. 

Since TEMPO is a broad-
spectrum, advanced generation 

pyrethroid, it gives excellent 
r * control at low dosage rates. 
* This allows you to control 
|j tough surface-feeding 

pests like sod web-
worms, cutworms, 

TEMPO reduces exposure to your , . . 
customers and your employees. a r m y W O m i S , e v e n t lCkS 
without yellowing the grass or interfering 
with fertilizers or fungicides. 

A l i t d e T e m p o W l K 
On top of all that, TEMPO is 

practically odorless. 
No phytotoxicity on ornamentals. 

Using TEMPO on all your customers' 
flowers, plants and shrubs is an excellent 
way to control leaf-feeding insects 
without burning the leaves or blooms. 

Plus, the fast knockdown and long 
residual of TEMPO make it effective on 
tough pests like pine shoot moths, 
webworms and sawflies. 

And again, 80% less chemical means 
less handling, mixing and disposal hassles. 

Less chemical needed to spray trees. 
Nothing is better on trees than TEMPO. 
Because not only are you spraying less 

TEMPO effectively controls surface and leaf-feeding pests 
like tent caterpillars, Japanese beetles and bagworms. 

(cj 1992 Mites Inc 924560 



b v e r T h e W h o l e L o t . 
chemical into the air, TEMPO also costs 
less than other leading insecticides. 

In addition, TEMPO is compatible 
with all types of spray equipment and won't 
cause downtime due to clogging. 

And it's effective on such leaf-chewing 
and leaf-skeletonizing insects as gypsy moth 
larvae, oakworm caterpillars, leafrollers, 
bagworms and cankerworms. 

With 80% less active ingredient, it 
only takes a little TEMPO to cover a lot of 
ground. And that has big advantages for 
you and your customers. 
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For more information, contact Miles 
Inc., Specialty Products, Box 4913, Kansas 
City, MO 64120 (800) 842-8020. 
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Federal Pesticide Legislation 
Remains at a Standstill 
FEDERAL PESTICIDE legislation, on the back burner for much of this year, will con-
tinue to stew for another session. 

With Congress nearing the end of its term and national political conventions just 
around the corner, it's highly unlikely that federal legislation in the areas of preemption, 
posting and notification and water quality issues will see any progress, according to Allen 
James, executive director for the Responsible Industry 
for a Sound Environment. 

Although no official action has been taken, a redraft 
to S. 849 — The Notification Control and Application 
Act of 1991 — has been released by the staff of Sen. 
Joseph Lieberman, D-Conn. 

Some of the changes, viewed as positive by the Pro-
fessional Lawn Care Association of America, require 
states to establish a registry of people who want ad-
vance notice of a pesticide application rather than giv-
ing abutting neighbors advance written notice of each 
application. The initial application notice would still 
be in writing, but communications thereafter would be 
limited to those who place themselves on the registry. 

Another change in the legislation would extend sign posting after applications to in-
clude homeowners. The redraft requires the packaging of consumer chemicals to explain 
the sign posting duties. Sign posting prior to an application would be reduced from 72 
hours advance posting to immediately before an application. Seventy-two hour advance 
written notice would still be required. 

While the revisions haven't been reviewed by RISE'S government affairs committee, 
James said, the association still finds the bill undesirable, although not quite as onerous. 

Although no federal preemption language is likely to be passed this year, about 27 
states already have full or partial preemption in place. About 10 of those states passed 
preemption language this year. Preemption forbids cities from enacting stricter pesticide 
ordinances than the state. 

NEWS DIGEST 

Valent's Triforine 
Makes Its Return 
Valent USA Corp. will resume production 
and marketing of Triforine EC fungicide for 
use on commercially grown ornamentals. 

The product was withdrawn from the 
market more than a year ago to make a 
formulation change required by the Envi-
ronmental Protection Agency. Following 
an EPA review process, the revised for-
mulation received EPA approval. 

Triforine EC controls blackspot, pow-
dery mildew and rust. 

Hunter Opens 
East Coast Facility 
Hunter Industries recently opened a new 
plant in Cary, N.C. The 83,000-square-
foot manufacturing and administrative 
facility is located on a 17-acre site in the 
MacGregor Industrial Park outside of 
Raleigh. 

The new plant is producing G-type ro-
tary sprinklers for residential and com-
mercial installations and shipping them to 
East Coast distributors from Maine to 
Florida. 

Toro Reports 
Higher Profits 
The Toro Co. said fiscal third-quarter pro-
fits increased 10 percent from its year-ear-
lier level, on a 6.9 percent rise in sales. 

Toro's earnings upturn was mainly due 
to increased orders for commercial and ir-
rigation products, according to The Wall 
Street Journal. 

The company's net income for the per-
iod ended May 1 totaled $9.4 million up 
from $8.5 million a year earlier. Sales 
rose to $224.1 million from $209.7 million. 

RAC Restructures 
Primary Businesses 
Ransomes America Corp. has been re-
structured into four primary business 
units. Together, the four units manufacture 
equipment for the turf, professional lawn 
care, consumer and industrial/commercial 
markets. 

Ransomes America Corp.'s North Ameri-
can operation includes Cushman Inc., based 
in Lincoln, Neb., and Edgewater, Fla.; Ran-
somes Inc., Johnson Creek, Wis; Brouwer 
Turf Equipment, Keswick, Ontario; and 
Steiner Turf Equipment, Orrville, Ohio. 

Ransomes America Corp. is headquartered 
in Minneapolis. Irv Aal serves as RAC 
president and is a member of the Ransomes 
pic board of directors. Previously, Aal was 
involved in the farm equipment industry. 

European Chafer Takes 
Michigan By Storm 
Grubs, not an unusual summertime sight, 
have reached epidemic proportions in 
Michigan and surrounding states. And in 
many cases, they have taken no prisoners. 

Tim Doppel, president of At wood 
Lawncare, Sterling Heights, Mich., said 
an infestation of European Chafers, 
originally dating back eight to 10 years, 
finally exploded last fall during extremely 
dry conditions. Most of the damage ap-
peared after the traditional lawn care 
season had ended, so damage reports 
weren't realized until this spring. 

"There's not a blade of grass left in 
Dearborn," Doppel said. "It's creating 
war zones." 

Doppel and his crews are frantically 
selling both preventive and curative grub 
control programs. Local news media are 
also doing a good job of educating the 
public on various control measures despite 
the bleak conditions. 

Doppel said his firm has already done 
more grub work this year than all of last 
year and expects to add the service to his 

premiere lawn care programs next year. 
"Three years ago, if six lawns had 

grubs, it was a lot," Doppel said. "We 
have to get people accustomed to grub 
control. We're going to be seeing grubs 
for quite a while." 

EPA Investigates Risk 
Of Pesticides to Birds 
The U.S. Environmental Protection Agen-
cy plans an innovative approach to evalu-
ate granular pesticides posing the highest 
risk to birds. 

An EPA analysis identified 14 granular 
compounds out of 99 granular pesticides 
that it believes may pose a high risk of 
killing birds. Because the compounds each 
pose a similar risk to birds, the EPA has 
decided to use a cluster approach to fur-
ther evaluate the compounds in com fields 
and turf, including home lawns. 

Considering both toxicity and exposure, 
the granular pesticides identified as posing 
potentially high risk to birds are aldicarb, 
bendiocarb, carbofuran, chlorpyritos, dia-
zinon, disulfoton, ethoprop, ethyl para-
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thion, fenamiphos, fonofos, isofensphos, 
methomyl, phorate and terbufos. 

Corn is the single largest use of granu-
lar pesticides with more than 20 million 
acres treated annually. About 2.5 million 
acres of turf are treated annually with 
granular pesticides. 

Before proceeding with the cluster pro-
jects, EPA is giving registrants of the 14 
pesticides identified in the analysis 90 
days to submit voluntary risk reduction 
measures, such as lower application rates, 
better soil incorporation and fewer ap-
plications per year. 

Green Tech Attendance 
Cut Short by Rioters 
The California Landscape Contractors 
Association attracted more than 5,000 
visitors to its recent Green Tech trade 
show in Long Beach. Higher attendance 
was anticipated as more than 3,200 
visitors flocked to nearly 350 exhibits on 
opening day. But a chance at record-
breaking attendance was dealt a blow as 
rioters protesting the Rodney King verdict 
created transportation problems for many 
scheduled attendees. 

GMAW Selects 
Poster Winner 
It's never too soon to educate 
consumers on the benefits of 
turf. 

With this in mind, the 
Grounds Management Asso-
ciation of Wisconsin spon-
sored its second annual pos-
ter contest designed to con-
jure up positive images of 
turf. The contest attracted 
more than 600 entrants from 
Wisconsin's sixth, seventh 
and eighth graders. 

"Kids hear some negative things about lawn chemicals and we felt we needed to 
change the thinking of our youth," said Lou Wierichs, GMAW vice president. 
"After all, they are our future customers, employees and legislators. This is a 
small step in the right direction." 

Jon Wink, an eighth grader from Madison, Wis., was the grand prize winner. 
He won $200, a tour of the Milwaukee County Stadium, tickets for a Brewer's 
game and an overnight stay at the Embassy Suites. 

iärÖKKd WHEN II GOMES TO YW LAWN1. 

Only slightly more than 1,500 people 
attended the second day, and a dawn-to-
dusk curfew in Los Angeles County was 
responsible for the show finishing two 

hours early that day. 
All was not lost, however, as a success-

fill preregistration program eliminated 
long lines at the show's outset and re-

P 9 A M R 
From METK0, INC. 

1251 MILWAUKEE DRIVE 
NEW HOLSTEIN, Wl 53061-1499 

METKO Call and order direct today: 

t 414-898-4221 
FAX: 414-898-5293 

H A R M O N Y 1 4 - 3 - 6 PROFESSIONAL TURF FOOD 

THE PERFECT 
SUMMER FERTILIZER 

BRIDGE 
PRODUCT 

HIGH-ENERGY ORGANICS 

ORGANIC 
FERTILIZERS 

Excellent source 
of soil-enriching 
organic matter 

HIGH-NUTRIENT SYNTHETICS 

SYNTHETIC 
FERTILIZERS 

Excellent source of 
nutrients for turf 

ORGANIC BASE BRIDGE PRODUCTS CAPTURE THE BEST OF BOTH 

Low-Salt Content 
No Burn or Heat Stress 

Increases Soil's Ability to Hold Moisture 

HARMONY 
X InTuneWih Nature 

1-800-343-6343 FAX: 804-523-9567 

M-100 Standard Ramp—fits standard size pickups. 
M-200 Mini Ramp—fits mid size and mini-pickups. 
M-300 Porta Ramp—fits any pick-up, trailer or van. 
M-400 Cab Guard—fits standard and mini pickups. 

M-200 

M-400 M-300 
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suited in a better distribution of attendees 
throughout the show floor. 

Next year's show is Feb. 24 and 25 at 
the Long Beach Convention Center. For 
information and booth reservations contact 
Yvonne Fenner, CLCA headquarters, 916/ 
448-2522. 

IA Picks Technical 
Services Director 
Jim Borneman is the Irrigation Associa-
tion's new director of education and tech-
nical services. He is responsible for 
overseeing educational programs, building 
the membership base and enhancing mem-
bership programs. 

Grace Sierra Improves 
Water-Soluble Products 
A new process to minimize caking in water-
soluble fertilizers has been developed by 
Grace-Sierra Horticultural Products Co. 
The system, which reduces the moisture 
content in the products, is patent pending. 

The new drying process brings other im-
provements to the firm's Peters Professional 

fertilizer line including a texture which 
breaks apart more easily when compacted, 
a more flowable formulation and easier 
measuring. 

Davey Reports 
Record Revenues 
The Davey Tree Expert Co. reported record 
revenues in 1991 of $187.4 million. In addi-
tion, 1991 net earnings increased 12 per-
cent over 1990. Though 1991 revenues showed 
an increase of 2 percent over 1990, sales 
were dampened by the weak economy, ac-
cording to Davey President and CEO R. 
Douglas Cowan. 

"The recession has impacted us and we 
doubt that there will be any marked change 
in customer buying habits in 1992," he 
said. "We are going to continue to demon-
strate that our services should be a priori-
ty for our customers." 

LLM Wins Three 
Excellence Awards 
Lawn & Landscape Maintenance magazine 
and its staff are the recipients of three 

awards recognizing editorial and graphic 
excellence. 

The awards were presented by three 
professional associations whose members 
are affiliated with both the business and 
consumer press as well as other forms of 
media. 

The staff of LLM received second-place 
for general excellence in journalism from 
the Society of Professional Journalists and 
The Press Club. The award recognizes in-
dustry coverage for trade and professional 
magazines. 

A first-place writing award from the 
Turf and Ornamentals Communicators 
Association was presented to Cindy Code, 
LLM editor, for the article "After the Buy 
Out." a story which explored ChemLawn's 
presence in the marketplace four years 
after being purchased by Ecolab. The 
interview with then ChemLawn Presi-
dent David Siegfried was an industry ex-
clusive. 

A second-place graphics excellence 
award from the American Society of 
Business Press Editors was awarded to 
LLM Art Director Charlotte Turcotte for 
the design of an opening page/spread 
feature for an article on drip irrigation. • 

The most profitable 
shredder your company 
will consider 
* High capacity * Low operating costs * Processes difficult 
materials * Breaks down lumpy soils * Automatically seperates 
nonshreddable material * Special financing terms available. 
Call now for more information. 
ROYER INDUSTRIES, INC, 
P.O. Box 1232, Kingston, PA 18704 

717-287-9624 

m K 0 EDGE-R-RITE 
MU 

^ T U I 

MULTI-PURPOSE 
TURF EDGER 

Just like a small sod 
cutter, the Blade does 
not spin, the oscillating 
motion does not throw 
debris. 

Self-propelled and push 
models available. 

Rugged design for 
commercial use. 

Disc Blade 

1 

Optional Blades. 

Disc Blade for cutting straight edge 
along sidewalks and driveways. 

Right Angle Blade for golf course ^ 
sand traps, and flower beds. 

^ " V Blade for removing a strip of turf Right Angle Blade 
A 

along a sidewalk. 
V-Blade 

Turf co Mfg., Inc. 
1655-101st. Aveneue NE 
Minneapolis, MN 55434-4420 
(612) 785-1000 Fax (612) 785-0556 

Write or call 
for detailed 

literature 

TURFCO 
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THE OUTDOOR POWER Equipment Insti-
tute announced a cooperative effort with 
the Environmental Protection Agency to 
develop a national exhaust emissions stan-
dard to reduce pollutants from outdoor 
power equipment type engines in the 0- to 
25-h.p. range. 

According to Dennis Dix, OPEI's presi-
dent and CEO, the national standard would 
provide states with an alternative to Califor-
nia's proposed off-road vehicle emission 
limits without having to absorb the same 
administrative and regulatory costs. Calif-
ornia was the first state to adopt emission 
control standards for lawn maintenance 
and utility equipment engines. 

The joint OPEI/EPA standard would 
also minimize any cost increases to end 
users. 

A national emissions standard is ex-
pected to be developed and adopted by the 
EPA by November, 1993. Joint plans are 
also in the works for spillage emissions 
control. 

Five compost research and demonstration 
projects in the Northeast were awarded 
funding by the Solid Waste Composting 

For More Information 
PLCAA 
1000 Johnson Ferry Road 
Suite C135 
Marietta, GA 30068-2112 
404/977-5222 

OPEI 
341 S. Patrick St. 
Old Town Alexandria, VA 
22314 
703/549-7600 

swcc 
114 South Pitt St. 
Alexandria, VA 22314 
703/739-2401 
800/457-4474 

12200 Sunrise Valley Dr. 
Suite 150 
Reston, VA 22091 
703/620-6363 

PLCAMA 
P.O. Box 35184 
Kansas City, MO 64134 
816/765-7616 

PGMS 
10402 Ridgland Road 
Suite 4 
Hunt Valley, MD 21030 
410/667-1833 

Council and other contributors. The three-
year municipal solid waste (MSW) compost 
studies are slated for Connecticut, New 
York, Massachusetts and New Hampshire. 

The studies will investigate the effects 
of MSW compost on plant growth as well 
as on surface water or groundwater and 
soils common to the Northeast. The com-
post will also be tested for suitability as a 
mulch or soil amendment in field- and 
container-grown nursery stock. One study 
in New York will compare analysis of 

MSW compost to other composts and to 
fertilizers. 

Studies in New Hampshire and New 
York are focusing on the attitudes of North-
eastern residents toward MSW compost-
ing. Researchers will work with local ex-
tension offices to develop public education. 

Total funding for the projects is $1.7 
million and comes from a variety of 
sources. The SWCC will provide $740,000 
and the remainder will come from match-
ing funds and in-kind contributions. 

BOSS 
From snow 
country. . . 
Comes a snowplow built tough 
and loaded with features not 
found in conventional snow-
plows. Compare these features: 

Multi-position blades allow you to change from a 
straight to a "V" Blade or the scoop position at the 
touch of a finger. 
The Rapid-Tach quick hitch connects in seconds. There's 
no crawling under your truck to hook-up this snowplow. 

Rugged construction featuring a boxed in moldboard 
and super strong tube steel T-Frame. 
Under-hood electric hydraulic unit. 
2-year limited warranty for commercial as well as non-
commercial users. 

STRAIGHT 1 3 © S S I 
Boss Products Division, M.J. Electric, Inc., P.O. Box 788, Iron Mountain Ml 49801 

U.S. PATENT NUMBERS 4.074.448 4.658.519 
PHONE TOLL FREE 1-800-843-6619 

USE READER SERVICE #35 
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Shifting leadership, regional seminars and 
the annual association meeting were 
among the topics discussed at a recent 
board meeting of the Professional Lawn 
Care Association of America. 

Citing business and personal obliga-
tions, President-elect Ed Coia announced 
he will not be able to fulfill the role of 
president next year. In response, the board 
voted to appoint John Robinson, second 
vice-president, to the president-elect posi-
tion. Coia moves into the second vice-
president role. 

In other news, the PLCAA has been 
working with allied associations to present 
regional seminars. No dates have been set, 
but they could begin this month or next. 

The board also announced that Rep. 
Charles Stenholm, D-Texas, a ranking 
member of the House Ag Committee, will 
keynote PLCAA's combined annual meet-
ing and new member reception. The break-
fast meeting will be held Tuesday, Nov. 
17, just before the opening of the Green 
Industry Expo in Indianapolis. 

The Associafed Landscape Contractors of 
America is digging up new research on 
plants and their ability to attract people 
into underused public interior space. The 

project is a cooperative effort with the De-
partments of Interior Design and Horticul-
ture at the Virginia Polytechnic Institute 
and State University. 

The study could be a first, as ALCA 
has not located any other research on this 
topic. Past efforts have focused on the use 
of plants for promoting warmth and caring 
in business environments, improving air 
quality, promoting customer enjoyment by 
the hospitality industry, increasing producti-
vity, alleviating stress and plants as therapy. 

ALCA is financing the project. Members 
of ALCA and the Florida Foliage Associa-
tion donated plants and transportation for 
the research. 

Plans are under way for the annual grounds 
management conference of the Profession-
al Grounds Management Society. Sched-
uled for Nov. 15-19 in Indianapolis, the 
conference is held during the Green Indus-
try Expo, a cooperative effort of PGMS, 
PLCAA and ALCA. 

Educational areas covered by the con-
ference range from ornamental grasses, 
bedding plants and trees to snow removal 
and asphalt repair. Management sessions 
are also planned, including communica-
tions and motivation, middle management 

training and the qualities of a good super-
visor. In addition, presentations will be 
made by motivational speaker Mike Mc-
Cartney and Indiana University Basketball 
Coach Bobby Knight (who delivers the 
GIE show keynote address). 

A breakfast will be held each morning 
for industry leaders to exchange ideas and 
discuss topics of mutual interest. Other 
events include the PGMS annual luncheon 
and business meeting on Monday, Nov. 
16; and an evening banquet on Tuesday, 
Nov. 17. 

Non-PGMS members who wish to at-
tend the grounds management conference 
can take advantage of an introductory dis-
count combination price for membership 
and conference registration. 

The Professional Lawn Care Association 
of Mid-America is holding its summer 
field day at Powell Gardens, Kansas City's 
Botanical Gardens, Kingsville, Mo., on 
Aug. 12. 

Educational sessions, exhibits and a 
barbecue lunch are among the scheduled 
activities. Speakers include Ohio State 
University Professor David Shetlar. Spon-
sored by Miles Inc., Shetlar will speak on 
white grub control. • 

The Billing Clerk with Accounts Receivable ™ 
Compare some of our features: 

Unlimited number of 
customers. 
Recurring billing mode 
for automatic billing of 
maintenance fees 
(weekly, monthly, 
quarterly or anv other 
cycle). 
Unlimited service/ 
product codes for 
flexible one time 
invoicing of special 
jobs like fertilizing, 
tree trimming/removal, etc. 
One time invoices can be saved and 
recalled for future reference. 
Customer note pad for miscellaneous 

information like special 
equipment needed, crew 
requirements, etc. 
• Prints on forms and blank 

_ paper. 
• Statements, invoices, 
late charges, past due 
notices, aging report, 
sales reports, sales tax, 
discounts, customer 
ledger, mailing labels, 
Rolodex® cards, plus 
much more. 
• Requirements include: 

PC/MS DOS 3.0 or higher, at 
least 640K RAM and a 
harddisk. 

USE READER SER VICE #36 

TURBO TURF 
HYDRO SEEDING 

SYSTEMS 
CUT SEEDING COST 300% 

* Fast, even applications 
* Seed, mulch, fertilize in one step 
* 150, 300, 500, 750, 1000 Gal sizes 
* Spray controlled from the gun 
* Simple to operate 
* Leasing available 

150 Gal. Systems $ 2695 - $ 2995 
300 Gal. Systems $ 3995 - $ 4995 
500 Gal. Systems $ 4795 - $ 6995 

BADGER ASSOCIATES 
1108 Third Ave. 

New Brighton, Pa. 15066 
1-800-822-3437 

USE READER SERVICE #34 
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NO TRUCK / NO PROBLEM 
TUFLEX'S PEST PAK Trailer Solves Your 

Equipment Dilemma. 

P E S T PAK is easily trailerable beh ind the smallest of today 's c o m p a c t cars 

PEST PAK's clean 

and shiny exterior 

reflects well on you 

and your company. 

Box bottom provides secondary con-
tainment of product in the event of a spill 

PEST PAK FEATURES: 
• ALL FIBERGLASS CONSTRUCTION 
• RAINBOW OF COLORS 
• 30 /50 GALLON 12 VOLT/2GPM 

SPRAYER WITH 200' 3/8" HOSE 
AND REEL 

• SPRAY GUN WITH VARIABLE TIP 
• ALL D.O.T. LIGHTING 

• Box Dimension 54"L X 48"W X 41"H 
• Overall Dimension 94"L X 64"W X 60"H 
• Unit Weight 425 lbs. 

• HIGH GLOSS MOLDED FINISH 
• SECONDARY CONTAINMENT TRAYS FOR 

PESTICIDES AND HAND CANS 
• LARGE REAR DOOR (Gas Spring Activated) 
• STORAGE SHELF WITH FRONT ACCESS 

DOOR 
• REINFORCED ROOF RAIL 
• COMPLETELY LOCKABLE 

PHONE (305) 785-6402 
SINCE 1 9 6 8 TOLL FREE (800) 327-9005 

TUFLEX MFG., CO. 1406 S.W. 8th Street, Pompano Beach, FL 33069 
USE READER SERVICE #10 



COVER STORY 

A BIG 
COMPANY 
THAT 

No matter how 
large the landscape entity, 
personalized, professional 
service still gets the 
job done. 

By Cindy Code 

Bruce Wilson, ECI president, and Bob Scofield, vice 
president, corporate relations, are instrumental in 
the success of the Calabasas, Calif.-based land-
scape maintenance firm. (Photo on page 19: Larry 
Kaplan.) 
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BRUCE WILSON DOESN'T place much stock in the bigger is better theory. If 
he did, the president of Environmental Care Inc. would be resting easy. 

Although ECI, a subsidiary of Environmental Industries, Calabasas, Calif., is 
the generally acknowledged sales leader in the landscape maintenance industry, 
Wilson isn't eating crow. 

"I don't think we feel that there's that much to being the largest — if we are the 
largest," he said. "We like to be the best in each area. We're the largest in aggre-
gate...but it doesn't get you a whole lot." 

Regardless, ECI is a big company that works. 
Like such well-known manufacturers as Johnson & Johnson, the secret to ECI's 

success is keeping the business divided into small, manageable units; that is, 
branches able to react quickly to market changes. Splintered into 20 branches in 
seven states, ECI branch managers are given free rein to contract work and get it 
done. That's their entire focus. Things like insurance, legal counsel and banking 
are taken out of their hands and dealt with at the corporate level. 

"All they have to concentrate on is getting the new business, doing the work and 
keeping the customers happy," Wilson said. "It allows them to stay focused. I've 
seen a lot of businessmen get sidetracked, start getting involved in other things and 
take their attention away from the main business." 

As president of ECI, Wilson gives his branch managers lots of latitude, continually 
fine-tuning and massaging the branch structure. Not only are the managers of ECI's 
branches encouraged to act independently, they're expected to. And they produce. 

"We all take a lot of pride in ECI," he said. "As good as people think we are, 
we work really hard and concentrate on being better all the time. We run scared, 
like there's somebody after us every minute." 

It pays off. ECI reported sales of $58 million in fiscal year 1991-92. The most 
recently published sales figure for Environmental Industries, ECI's parent com-
pany, reached $230 million. Except for new branches, individual ECI branches re-
port sales in the $2 to $6 million range. ECI has nine branches in California and 
others in Denver and Colorado Springs, Phoenix, Houston, Las Vegas, Tampa, West 
Palm Beach, Jacksonville and Orlando. Its newest branches are in Torrance, Calif., 
and Atlanta. 

The opening of the Atlanta office is one example of how ECI has grown and ex-
panded by nature of its customer base. 

"We've more or less grown by where our customers have taken us," Wilson said. 
"Our customers manage and own property there (Atlanta). They like what we do, 
how we treat them and, as a business, feel comfortable dealing with us." 

ECI is predicting good things for fiscal year 1992-93, forecasting a 15 percent 
increase in sales. 

"That's slow for us. Some of our branches will have a tough time growing 7 per-
cent or 8 percent, but some are going to grow 50 percent and it's those smaller 
branches that provide bigger growth to drive the company." 

Environmental Industries and ECI have done nothing but grow, reporting sales 
increases each year and increased profits in every year but two. 

"We mow like anybody else.. .we just love the business," said Burton Sperber, 
president and co-founder of Environmental Industries. "Focused, slow growth has 
been the key." 

Still, branch offices are at the center of success for ECI. Establishing itself in 
so many different markets gives the firm opportunities a one-city or one-branch 
company doesn't have. When one market slows down, it generally looks for oppor-
tunities elsewhere. 

And, while every branch acts independently, each staff knows the others are count-
ing on them to succeed. Consequently, each branch manager and supervisor knows 
and is accountable for their individual budgets. Foremen not only know what man-
hours are budgeted for each job, they know that for every minute they go over bud-
get they spent too much time on the job. 

"Some jobs are over budget because there's more work that week, and it's OK 
to be over," Wilson said. "The first thing is that they have to finish the job, and 
if they stay on budget that's a measure of whether they're doing it efficiently or not. 
It's hard to quantify some things, but we keep trying to sharpen our estimating skills." 
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CREATIVE AUTONOMY. One of the 
unique things about ECI is the 
ability of each profit center—con-
struction, maintenance and trees 
— to stand alone. Sometimes the 
divisions do business together and 
sometimes they don't. 

Although it would seem advan-
tageous to frequently conduct 
business with one another, the in-
dependent system works well for 
ECI. A blend of entrepreneuria-
lism and corporate structure, it 
creates a dynamic environment 
in which each manager operates 
his own profit center and, ideal-
ly, makes the best deals, accord-
ing to Wilson. 

Each division, including in-

teriorscaping and arbor care, 
maintains separate budgets. Each 
also has its own formula for deter-
mining overhead, direct costs and 
bottom-line profit. 

"Typically, if we want to do 
maintenance for the construction 
division we have to do it for less 
money than we normally would. 
Sometimes it's worth it to get our 
foot in the door," Wilson said. 
"The company has been very suc-
cessful because it has allowed 
each profit center to work inde-
pendently, and it forces us to be 
competitive and creative and not 
just get the job handed to us." 

Few jobs have come easy in re-
cent years as the recession, linger-

ing drought and reduced housing 
starts have plagued the industry. 
Although somewhat sheltered 
from the economy by its multi-
faceted businesses and its intra-
and inter-state organization, ECI 
is still feeling the effects of the 
recession. 

At first glance, the construc-
tion business has been hurt more 
than maintenance. The reality, 
however, is that with little new 
business to go after, maintenance 
firms are fighting each other for 
the same business. 

"Just as we try to take business 
from our competitors, we have to 
prevent others from taking our 
clients," Wilson said. "We have 

ENVIRONMENTAL 
CARE INC. 

HEADQUARTERS: 
Calabasas, Calif. 

BRANCHES: 
20 in 7 states 

FOUNDED: 
1970 as a subsidiary of 

Environmental Industries 
MAJORITY OWNER: 

Burton Sperber 

PRIMARY SERVICES: 
Landscape management 

services including mowing, 
irrigation installation and 

maintenance, pest control, 
remedial landscaping, 

arbor care, interiorscaping, 
golf course construction 
and maintenance and 

annual color. 

EMPLOYEES: 
1,400 year-round 

1991-92 NET SALES: 
$58 million 
• • • 

to stay close to the client, keep 
our finger on the pulse of what's 
going on and make sure we have 
the last opportunity to save the job 
if somebody is going after it." 

California, where the bulk of 
Environmental's business takes 
place, is dealing with construc-
tion woes in the southern region 
of the state, but is picking up some 
remedial work in the north. 
Freeze damage from a year ago 
and a subsequent shortage of 
water kept plant replacements at 
a standstill. However, better water 
supplies is enabling the firm to 
plant some new plant materials 
this year. 

In areas where drought still per-
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sists, the firm makes up for any 
reduced service levels by reading 
water meters, managing water 
better and doing manual rather 
than automatic watering when re-
quired. 

But while California may not 
currently have a favorable busi-
ness climate, the state does boast 
technical expertise. Wilson sees 
more sophistication in the use of 
horticultural chemicals to save 
labor, and a general understand-
ing of horticulture as it relates to 
ornamentals. 

About 10 percent of ECI's 
supervisory personnel are college 
graduated horticulturists. 

BEHIND THE SCENES. ECI's roots 
date back to 1949 with the start-
up of Valley Crest Landscape 
Nurseries. Valley Crest was a re-
tail nursery in Southern Califor-
nia performing landscape, tree 
moving and irrigation projects. By 
1959, the nursery had closed and 
the firm's name was changed to 
Valley Crest Landscape Inc. 

Services expanded to offer 
landscape design and construc-
tion on apartment projects, in-
dustrial and commercial projects 
and model homes. In the early 
1960s, Valley Crest identified the 
need to grow large quantities of 
trees for major landscape pro-
jects. To facilitate this business, 
Val ley Crest Tree Co. was formed. 

The two firms continued to 
grow and thrive in California and 
in 1969, Environmental Industries 
was formed as a holding company 
for all operating divisions. In 1970, 
Environmental Care was formed 
to handle maintenance. This start-
up coincided with the acquisition 
of Green Valley Landscaping, one 
of the largest independent com-
panies involved in industrial and 
commercial maintenance. 

In 1976, Environmental In-
dustries acquired Western Land-
scape Construction, a residential 
landscape company based in San 
Diego. Over the next 10 years the 
firm continued to expand and 
open new branches. 

Over the years, Environmen-
tal Industries also developed quite 
a reputation in the golf course con-
struction industry. In the mid-
1970s, ECI began offering main-
tenance for golf courses. 

In 1985, ECI started an arbor 
care division and a year later es-
tablished its interiorscape divi-
sion. 

Just this spring. Valley Crest 

Landscape merged with Oyler 
Construction, one of the largest 
landscape construction contrac-
tors in Florida. The deal com-
pletes the acquisition of Oyler by 
Environmental Industries which 
in 1989 merged Oyler's mainte-
nance arm with ECI. 

TEAM STRENGTH. While the 
branch managers are directly re-
sponsible for sales, customer ser-
vice and job performance, a group 
back at corporate headquarters is 
working just as diligently to im-
prove and increase Environmen-
tal^ presence. 

Wilson, who heads this group, 
began as a spray operator for ECI 
in 1971. He worked his way up 
through field operations, was re-
sponsible for opening the Denver 
branch office in 1973 and returned 
to California a year later to man-
age the San Jose branch until be-
coming president in 1980. 

"We have a well-rounded 
group. They all have a good sense 
of humor, have fun doing their 
work and they're all very good," 
Wilson said. "We try to build as 
much as we can on other people's 
strengths. We also recognize that 
everybody has weaknesses and 
that you can get a lot out of peo-
ple's weaknesses." 

Here's a look at the corporate 
players: 

Bob Scofield, vice president, 
corporate relations. Scofield has 
been with ECI since its inception 
in 1970. He started as general 
manager and was responsible for 
opening the first branch in Santa 

Ana. Currently, Scofield is man-
aging golf course maintenance. 

Pam Stark, corporate vice pres-
ident, responsible for administra-
tion and customer service. She's 
been with the company since 1975. 
Stark started in the field like 
everyone else, became branch 
manager of the East Bay branch 
and started the Palm Springs 
branch before moving to corpor-
ate headquarters. 

Howard Mees, regional mana-
ger for southern California. Mees 
started the San Diego branch and 
has been responsible for ECI's 
equipment purchases in addition 
to his branch manager duties. He's 
been with the firm for 20 years. 

Bill Arman, regional manager. 
Arman started in the field in San 
Jose and took over Scofield's post 
in Orange County when Scofield 
took on corporate sales. Now he 
manages branches in the northern 
part of Southern California. He's 
been with ECI since 1976. 

Jack Bangs, vice president and 
regional manager in Colorado. 
Bangs first came to Green Valley 
Landscaping in 1968 (which later 
became ECI). After starting in the 
San Jose branch, he moved to 
Denver in 1973. He now manages 
all branches outside of Califor-
nia, except Florida. 

Dave Hanson, vice president 
and regional manager in Northern 
California and technical support 
manager. Formerly a University 
of Cai ifornia extension agent and, 
at one time, an employee of 
ChemLawn, he now conducts re-
search efforts for ECI's chemical 

Technical expertise and a full-
service arsenal help ECI complete 
successful projects. 

and fertilization programs, and 
trains and supervises spray 
operators. He also manages the 
hazard communications program 
and compliance of ECI facilities. 

Robert Flood is vice president 
of sales and manages ECI's in-
teriorscape division. He's been 
with the firm since 1985. 

Peter Sortwell started and 
manages the arbor care division. 
He's been with ECI for six years. 

To this group, Wilson said, he 
brings the ability to keep the team 
together and focused. He also pro-
vides everyone the opportunity to 
express themselves and to excel. 

BRANCH OPERATIONS. ECI 
employs 1,400 people year-round 
and primarily serves the commer-
cial/industrial sector. In addition, 
each branch is responsible for 
maintaining a good number of 
condominium complexes. 

The average job size is about 
one-half acre and is maintained 
for about $1,000 per month. 

Within each branch, super-
visors are responsible for client 
contact while foremen are in 
charge of production and making 
sure the work gets done. Mostly 
two-person crews are out in the 
field performing a variety of tasks, 
although some branches use 
mowing and detail crews where 
applicable. 

Each branch has one to three 
in-house mechanics and at least 
one full-time sales person depend-
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ing on its size. 
"One of the things that's allow-

ed us to grow is to take qualified 
people and make their span of con-
trol larger so they can control more 
work," Wilson said. "Part of what 
we do is to stretch quality people 
over as much work as possible." 

As far as equ ipment, ECI buys 
mostly through distributors al-
though they do have a couple of 
national accounts with some 
manufacturers. The firm con-
tinually searches for and tests new 
equipment. "We like to have the 
best regardless of who manufac-
tures it and what it costs. It saves 
labor, and labor costs us more than 
anything else," he said. 

CLIENT RELATIONS. Like most 
landscape firms, ECI strives to 
be better than its competition. 
This is achieved through technical 
expertise, responsiveness, a full-
service arsenal and consistency. 

"We give the clients more value 
for what they pay, and I think our 
customer service is better than 
most," Wilson said. "If a client 
needs to talk with a manager, it's 
always the same person. That's 

true of all of our branches." 
Not all branches currently of-

fer arbor care and interiorscap-
ing, but ECI is working toward 
that goal. 

To monitor its work, ECI has 
a survey system in place which 
measures the quality of its ser-
vice through the eyes of its cus-
tomers first after 30 days of ser-
vice and then at each contract 
renewal. Written feedback is 
routed back to the corporate level 
rather than branch offices. 

From there, Stark, corporate 
vice president, conducts personal 
interviews with representative 
clients from each branch. The in-
formation gives ECI insight into 
what customers really want and 
the ability to tailor its services to 
those needs. 

"We do a lot of training of our 
supervisory people; anyone who 
has contact with the customer," 
Wilson said. "What we've learned 
from the interviews is how to be 
truly responsive." 

Any negative survey comments 
are almost always turned into 
positives through quick client in-
teraction. The corporate office 

contacts the branch manager and 
the manager contacts the client, 
all within the same day of receiv-
ing the complaint. 

UNTAPPED MARKET. Wilson sees 
unlimited growth potential in the 
lawn and landscape maintenance 
industry. 

"For as much work as we do, 
we probably don't do more than 
1 or 2 percent of the work in any 
market," he said. "We're seeing 
more big companies doing more 
than just landscaping. They're do-
ing garbage and janitorial ser-
vices. . .we may end updoing some 
of that to compete." 

ECI plans to remain customer-
service oriented and on a planned 
growth track, focusing on clear-
ly defined markets. The firm will 
also continue to refine its train-
ing program. 

"We focus a lot on training, but 
we still don't even come close to 
the amount or effectiveness of 
training we really need," Wilson 
said. "It's a problem." 

As for hindrances to the suc-
cess of the landscape industry, 
Wilson said, he sees the ability 

of weaker firms to perpetuate 
themselves at the expense of 
legitimate firms a critical issue. 
Generous suppliers and liberal 
use of credit enables firms to ex-
ist when they would otherwise 
have little chance of fulfilling their 
financial obligations. 

"If those selling product had 
more stringent credit rules, it 
would prevent a lot of these fly-
by-night companies from staying 
in business," he said. 

Those companies which come 
in, undercut a market's pricing 
level and then are unable to com-
plete a job hurt the client, the end-
user and the suppliers. 

Despite its size, Wilson said he 
tries to be sensitive to the needs 
of the industry and young land-
scape firms. 

"Some people put us up on a 
pedestal and think we're a lot dif-
ferent than they are," he said. "We 
go to industry meetings like 
anyone else, and we put what we 
learn there to good use." • 

The author is Editor of Lawn & 
Landscape Maintenance maga-
zine. 

THE WALKER TOUCH 

The Perfect Touch Many operators are finding the mid-size Walker Mower is the perfect size for their jobs - a compact, 
maneuverable tractor for small areas, combined with open space productivity of a rider, saves time. 

The "Midas" Touch Walker Mowers are moneymakers; one owner explained why he was buying a second Walker, "The 
first one made me money - I like to make money." 

The Finishing Touch To please the most discriminating customer. Walker delivers a beautiful mowing job and with the 
exclusive GHS grass collection option, the turf is vacuumed clean and manicured. 

The Mid-Size Walker Line * * * a 

• 3 tractor models from 11-21 HP with gas or diesel engines I 3 year warranty on maintenance free hydrostatic wheel drive 
• 3 mower deck sizes 36"-54" with grass collection, side • 3 front mounted implements: snowblower, rotary broom 

discharge or mulching available and dozer blade 

WALKER MFG. CO. • DEPT. GM, 5925 E. HARMONY RD., FORT COLLINS, CO 80525 • (303) 221-5614 
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SAFETY 
ENFORCEMENT 

THE ROAD TO SAFETY 

STARTS AT THE TOP 
Pre-employment screening, drug 

testing and ongoing training are among 
the more commonly cited components 

of a successful safety program. 

By Julie A. Evans 

Sign posting is only one component of a comprehensive safety 
program. 

SAFETY - WHO WOULD say 
it's not important? From infancy 
to adulthood, someone is always 
looking out for our well-being — 
if we're not already doing a good 
job of it ourselves. 

But traffic signs warn us and 
street lights stop us and still we 
don't always get the message. 
Safety may be ingrained in our 
consciousness, but accidents hap-
pen — all the time. 

Employees in the lawn and 
landscape maintenance industry 
encounter potentially hazardous 
situations daily — it's inherent in 
the type of work performed and 
the technology involved. But that 
doesn't mean that a company can't 
achieve a clean safety record. 

"Everyone knows that safety is 
important. It's paying attention 
and trying to do something about 
it that counts," said Ronald Dam-
gaard, president of Otto Dam-
gaard Sons, Des Plaines, 111. 

"For some companies, when 
it hurts in the pocketbook, then 
they become safety conscious. We 
try to reach people before it gets 
to that point," he said. 

At Otto Damgaard Sons, the 
safety policy is stated in English 
and Spanish, and employees are 
"made aware that the company 
is a fully conscious safety em-
ployer," Damgaard said. 

"Tool box" talks are held twice 
a month on various safety topics. 
Employees with good safety rec-
ords are rewarded with incentives 
like T-shirts and warm-up suits. 
In return, the company does its 
part to keep the workplace clean 
and equipment painted and in 
good repair. 

"People have more respect for 
things that look good rather than 
a disorganized operation. Neat-
ness is very important," Dam-
gaard said. 

Back injuries related to lifting 
and vehicular accidents are the 
most commonly reported inci-
dents at his company, he said. 

"You have to explain to people 
the proper way to lift to avoid back 
injury. We've had bogus claims 
— back injury is one of the easiest 
things to fake. 

"Unfortunately, there always 
seem to be bogus complaints. 
They're almost impossible to weed 
out and there are certain doctors 

and attorneys that feed on that." 
To cut back on the number of 

questionable claims, Damgaard 
tries "not to hire that type of em-
ployee in the first place. Pre-em-
ployment screening is the best 
prevention." 

He also has a back-to-work pro-
gram that has been fairly suc-
cessful. "If someone feels that 
they're injured, we try to get them 
back to work as soon as possible, 
even if the work is of a lighter 

nature, to avoid the extended 
claim." 

Damgaard said peer pressure 
keeps most employees from abus-
ing the system. "If you've got a 
soft job when you come back to 
work, your peers will keep you 
in line so you don't take advan-
tage of the situation." 

As for reducing the frequency 
of vehicular accidents, Damgaard 
gets the driving records of all 
potential drivers and requires a 
Commercial Driver's License 
(CDL) and drug testing. 

He said the company's track 
record on safety is "absolutely im-
proving." Still, safety can be a 
tough subject to teach in an ever-
changing workforce. "Repetition 
is very important," Damgaard 
said. "We are always reinventing 
the wheel because of turnover and 
new employees on board. We've 
been in business since 1935 and 
still have problems. We are not 
perfect by any means." 

TACTICS THAT WORK. In Dallas, 
Carl McCord has taken a tough 
stance on safety enforcement. He 
said drug testing and selective hir-
ing have drastically reduced the 
number of accident claims at his 
Maintain Inc. firm. 

According to McCord, the 
company had a strong safety pro-
gram and fewer accidents in the 
early 1980s. But as the decade 
progressed, the quality of em-
ployees declined and the number 
of accidents rose accordingly. He 
was troubled by this trend, espec-
ially since his other company. 
Landscape Design and Construc-
tion, had a spotless safety record 
and had won numerous safety 
awards. 

To pull Maintain back on track, 
McCord took a long, hard look 
at the problems plaguing his firm: 



MOWING SAFETY: THE BASICS 
THE TORO CO. and The St. Paul Risk Management Services 
have teamed up to bring lawn maintenance companies a safety 
basics program. Included is an audio cassette, manual and multi-
ple choice quiz for management to share with mowing personnel. 
Among the safety suggestions included in the manual are: 

• Study the operator's manual thoroughly. Review any available 
training videos. Learn to identify all safety and warning decals. 

• Wear clothing that fits snugly, remove all jewelry and wear 
sturdy work boots or shoes. 

• Be careful when lifting. Bend your knees, hold the load close 
to your body and pivot — don't twist. Plan the lift before you 
begin and clear the area. 

• Conduct a pre-operation inspection of the equipment. Test all 
safety interlock devices and don't operate the equipment if any 
aren't working properly. 

• Remove all debris and loose impediments from the area. 
• If equipment becomes damaged or develops an unusual sound or 

behavior, cease mowing and return to the maintenance area for repairs. 
• Never operate a machine that does not have all safety shields 

in place. Be sure the deflector shields and deck guards are ad-

justed correctly. 
• Match your speed to the conditions and terrain. Learn which 

equipment is appropriate for which hills, and in which direction 
to work each hill. Never approach an unknown hill from the top. 

• Approach curbs slowly and at an angle and creep over them 
one wheel at a time before proceeding. 

• Never operate equipment while under the influence of alcohol 
or drugs, or while taking medication that could affect your re-
actions or your ability to concentrate. 

• Always completely shut off the equipment, disengage the trac-
tion and cutting units and remove the key or spark-plug wire 
when getting off equipment or working around it. 

• Perform a visual inspection at the end of the day. 
• Follow safe refueling practices. Cool the engine, refuel out-

doors, use a funnel or nozzle, don't overfill and make sure nobody 
is smoking in the area. 

The complete Turf Maintenance Equipment Safety Education 
Program is available from The Toro Co. For details, write: The 
Toro Co., Commercial Products Division, 8111 Lyndale Ave. S., 
Minneapolis, MN 55420; 612/888-8801. 

tardiness, absenteeism, petty theft 
and of course, an unacceptably 
high number of accidents. 

Today, McCord has done away 
with many of those problems. 
Most training now takes place in 
the winter, when his "students" 
read texts, watch videos and take 
quizzes two days a week. He 
brings in outside speakers and 
field supervisors to lecture on 
various training topics. 

"We realized that these are peo-

ple with a minimum of on-the-
job experience. They're young. 
They're macho. They don't sit 
back and think. Colleges don't 
train them at all." 

McCord said pre-employment 
and random drug testing have had 
a tremendous impact on his com-
pany's safety record. For starters, 
he's managed to reduce the num-
ber of workers' compensation 
claims. 

"Workers' compensation is a 

big fraud," he said. "Insurance 
companies don't like to go to court 
and fight. At Maintain, we had a 
guy fake a back claim. He came 
back and told other employees, 
'this is easy money.' Next thing you 
know, we had two or three more. 

"The control had to come from 
within our company. That's when 
we started drug testing, checking 
drivers' records, issuing safety 
handbooks and improving our hir-
ing practices. We hired a human 

resources personnel manager 
who's also an industrial nurse." 

Workers who miss three days 
of work without phoning in or pro-
viding a doctor's excuse are ter-
minated, McCord said. In addi-
tion, the industrial nurse checks 
up on employees who stay home, 
and "you have to be home or at 
the doctor's office,'' McCord said. 

"Our real intent is to help, be-
cause we do care. What angers us 
are the few who abuse the system." 

PROTECTIVE EQUIPMENT and apparel 
must be maintained on a regular basis to 
prevent the buildup of pesticide residues. 
Clothing and equipment worn during pes-
ticide applications should be dedicated for 
these purposes only. 

If clothing contaminated with pesticides is 
worn during other activities, it increases the 
likelihood that the pesticides will penetrate 
the skin, especially in high-perspiration areas. 

Clothing worn during pesticide applica-
tions should be laundered on a regular 
basis, preferably daily. Exposed clothing 
should be separated from other items of 
family laundry. It's best to use a plastic gar-
bage bag or a "dedicated" laundry hamper 
for collecting contaminated clothing. 

Clothing should be washed as soon as 
possible after each day's use. Residue re-
moval is less complete as the concentration 
of pesticide increases. 

Pesticide removal is enhanced when pre-

SPIC 'N SPAN 
wash products or presoaking is used. If 
using the presoak cycle of a washer, let 
the presoak water drain, then refill with 
fresh water for detergent washing. 

Because pesticide residues transfer from 
contaminated clothing to "clean" clothing 
during the washing cycle, it's important to 
launder pesticide-contaminated clothing 
separately. Also, only garments contami-
nated with the same pesticides should be 
washed together. 

As for wash water, the hotter the better. 
Temperatures of at least 140 degrees Fah-
renheit have proven best. The rinse tem-
perature is not as important. 

During laundering, use a phosphate deter-
gent or a heavy-duty liquid detergent. Heavy-
duty liquid detergents are particularly ef-
fective in removing particulate soils, but 
are not as effective in hard water. If hard 
water is a problem in your area, increase 
the amount of detergent 1.25 to 1.5 times. 

A normal 12-minute washing cycle works 
best. Also, limit the number of garments 
in the load. Too many items in the wash 
tub or too low water volume can decrease 
agitation and reduce soil removal. If the 
washer has a sud-saver feature, it should 
not be used for pesticide-soiled clothing. 

Multiple washings are recommended for 
clothing contaminated with more concen-
trated pesticides. Clothing contaminated 
with highly concentrated pesticides should 
be discarded. 

After laundering, swab down the inside 
of the washer tub and run the washer 
through a cycle before using it for the rest 
of the family wash. 

Finally, line drying is recommended when-
ever possible because many pesticides break 
down in the sunlight. Do not dry clean 
pesticide-contaminated clothing. — Excerpted 
with permission from The Handbook of 
Pest Control by Arnold Mollis. 
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RegaFate 
THE 

FATAL 
ATTRACTION 

FOR INSECTS ! 

Now landscape 
managers can provide 

a service urgently 
needed by homeowners. 

As easily as spreading 
fertilizers, you can control fleas, 

ticks, ants, spiders and many 
other pesky insects while they are 

still outside the home. 

RegalFate ™is a granular 
insecticide. The active 
ingredient is impregnated 
on a 100% edible, organic 
carrier and then baited to attract the 
insects to eat the toxicant. Ingestation 
is many times more effective than 
contact or vapor action of insecticides. 

Just spread a 10 foot band of 
RegalFate" around the house or 
building for complete insect 
control. 

^TCHIIDJcompanv 

Regal Chemical Company 
P.O. BOX 900 / ALPHARETTA, GA 30239 

PHONE 404-475-4837 / 800-621 -5208 
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Like McCord, Bruce Church uses drug test-
ing to weed out undesirable employees. 

As president of D. R. Church Landscape Co., 
Lombard, 111., he offers a $50 reward to em-
ployees with no lost-time accidents or proper-
ty loss within the year. Good attendance counts, 
as well. 

The company holds safety committee meet-
ings twice a month. Representatives from in-
stallation, maintenance, irrigation, administra-
tion and mechanical service departments at-
tend and bring the information back to their 
co-workers. 

The company also requires foremen to come 
into work two to three weeks prior to the begin-
ning of a new season for training. This helps 
"tremendously," Church said. 

Workers' com-
pensation rates 
have declined as 
a result of the em-
phasis on safety, 
Church said. 
"When we start-
ed the safety in-
centive program, 
we had a 1.18 
workers' compen-
sation modifying 
rate. Since 1983, 
we've dropped to 
0.84. That 's a 
huge savings." 
(He estimates total savings at about $140,000 
to date.) 

Church stays on top of safety issues through 
his association involvement. As a member of 
the safety and risk committee of the Illinois 
Landscape Contractors Association, he is con-
stantly learning new strategies and implement-
ing them at his company. 

"An investment in safety is not only mor-
ally appropriate but it's an investment that will 
pay back in real dollars 10 times over," he said. 

To Joe Carpenter, president of Landmasters, 
Gastonia, N.C., safety is "paying attention to 
common sense things, and keeping up with 

'The control had to come 
from within our company. 
That's when we started 

drug testing and improving 
our hiring practices." 

OSHA (Occupational Safety and Health Ad-
ministration) requirements." 

Tool box talks are held once a week and any 
accidents or injuries are critiqued. 

Carpenter noted that it's important to abide 
by your clients' safety requirements as well 
as your own. "You should learn their emergen-
cy procedures, evacuation sites and designated 
places for injured people to go," he said. 

SELLING SAFETY. In Port Orange, Fla., Jim 
Carter has heard his share of accident tales. 
Owner of Jim's Landscape Maintenance, 
Carter is also at the helm of a fledgling com-
pany, W.E. Chapps, that markets protective 
clothing to landscape contractors. 

Because he makes his living from the land-
scape industry, 
Carter knows 
first-hand the im-
portance of safe-
ty. "I just heard 
the story of a lawn 
maintenance em-
ployee in Florida 
who was weeding 
high grass around 
a trailer with a 
string trimmer. 
He kicked up a 
piece of broken 
glass and the 
glass went into a 

muscle in his thigh." The glass was surgically 
removed. Carter said. 

Carter designed leg protectors to reduce the 
number of such incidents by providing a strong, 
removable source of added protection. His 
"Chapps" or leg protectors wrap around the 
leg and cover the areas most vulnerable to string 
trimmer and brush cutter injuries. 

Carter now offers arm protectors and a 
chemical spray protectoras well. All products 
are patented or patent-pending. • 

The author is Associate Editor ofLawn & Land-
scape Maintenance magazine. 

TALKING IT O U T 
THE SAFETY MEETING is a vital com-
ponent of any safety program. Here, all 
levels of personnel come together and dis-
cuss a common theme. The Associated 
Landscape Contractors of America recom-
mends the following tips on planning suc-
cessful meetings: 

• Hold the meeting at least once a 
week. Regular meetings reinforce the idea 
that they are a valuable part of the job. 

• Hold the meeting at the beginning of the 
day or right after lunch, or after a break. 
Perhaps the best time is at the beginning 
of the work day when everyone is alert. 

• Hold the meeting right on the job, 
preferably where persons can sit. 

• Limit each meeting to between five 
and 10 minutes. If discussion gets hot and 

heavy, continue it at the next meeting. 
• Discuss only a single point or subject. 

And don't choose too broad a subject. 
• Spend some time and thought before 

the meeting, so that you are ready to stimu-
late discussion if necessary. 

• While you may open the meeting by 
stating the subject and presenting the haz-
ard or problem, try to get the group to 
develop the discussion and to sum up the 
solution that will provide safety. 

• Use positive approaches and conclu-
sions whenever possible. 

ALCA also recommends maintaining a 
log of meeting topics and attendees. Note 
taking is not recommended because it 
might limit participation. Notes and 
minutes can be made after the meeting. 
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PRODUCT ROUNDUP 

POWERFUL 
TOOLS 
PERFORM IN MANY USES 
Trimmers, edgers and brush cutters 
are mainstays for landscape contractors. 
Take a look at some of the new and revised 
products the green industry has to offer. 

LIGHTWEIGHT YET durable. 
That's what lawn and landscape 
maintenance operators can expect 
to find in new edger, trimmer and 
brush cutter offerings. 

Also look for convenience, 
comfort and safety features such 
as anti-vibration systems, 
comfort-grip handles and coun-
ter-rotating blades. 

To help ease buy ing decisions. 
Lawn & Landscape Maintenance 
magazine rounded up some of the 
latest product offerings from 
manufacturers. Read on to learn 
what's new in the trimmer, edger 
and brush cutter market 

AVAILABLE FROM Echo is a 
lightweight, hand-held power 
edger. Model PE-2400 weighs 13 
pounds and offers a 23.6 cc engine 
and electronic ignition. 

The edger features an 8-inch 
blade for deep-cutting applica-
tions and a pivoting mechanism 

for easy depth setting. Large, steel 
wheels with ball bearings and 
solid rubber thread allow the ed-
ger to maintain consistent depth 

over rough terrain. 
Circle 145 on reader service card 

The new Pro-Line edger from En-
core maneuvers easily to promote 
a clean and manicured edge. A 
counter-rotating blade protects 

the operator from debris. The unit 
is powered by a 3-h.p. Briggs & 
Strattonor4-h.p. Honda engine. 

Other features include belt idler 
design; one-lever control of height 
adjustment and blade engage-
ment; and front-to-rear wheel a-
lignment. The blade shaft has 
wide-spaced, sealed ball bearings 
with trash guards to promote 
longer life. Steel ball bearing 
wheels are designed for added 
durability. 
Circle 146 on reader service card 

The Husqvorna model LE309 
edger is powered by a 3-h.p. 
Briggs & Stratton engine. Its 
9-inch edger blade with "curb 
hop" allows users to adjust the 
height of the wheels for trim-
ming along curbs. 

Other offerings include: mud 
scrapers on the blade shield and 
rear wheels; handle-mounted 
depth control; and 7/8-inch han-
dles. For added stability, the unit 

has a wider 15-inch base and dual 
front wheels. Maximum cut depth 
is 2% inches. 
Circle 147 on reader service card 

Ten lighweight trimmers are also 
available from Husqvarna. Five 
models are powered by a 25.4 cc 
engine; and five models by a 32 
cc engine. They range in weight 
from 11.5 pounds to 13.4 pounds. 

All trimmers include a one-
button injection starting system; 
no choking or half throttle is 
necessary. The muffler is mold-
ed of an aluminum alloy for noise 
reduction. Some models feature 

detachable shafts for easy trans-
port and storing. 
Circle 148 on reader service card 

Edger/trimmers from Jacobsen 
offer 2-cycle, 4-h.p. engines, 5/8-
inch cutter head shaft with steel 
pulley, heavy-duty steel frame and 
10-inch spring steel blade. Steel 
rim wheels with regreasable ball 
bearings and 8-inch semi-pneu-

matic tires are built for smooth 
operation. The front wheel can 
be adjusted from left to right to 

match cutting conditions. An op-
tional curb wheel attachment pro-
vides added stability for edging 
from street side. 

Other features include handle-
mounted throttle control and 
blade depth/clutch lever. The cut-
ter head can be set horizontally 
for trimming in hard-to-reach 
areas. 
Circle 149 on reader service card 

John Deere offers a line of gaso-
line-powered trimmers and brush 
cutters in power sizes from 21.2 
cc to 37.8 cc and cutting widths 
from 16 to 17 inches. 

Optional 8- and 10-inch saw 
blades are available, as well as an 
8-tooth brush blade and a pro tri-
cut blade. The units are powered 
by a commercial grade engine that 
features an adjustable carburetor. 
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primer bulb, electric ignition, dia-
phragm carburetor and an extra 
large spark-arresting low-tone 
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muffler. Anti-vibration mounts 
reduce operator fatigue. 
Circle 150 on reader service card 

an anti-vibration system for its 
rear handle and an air-cooled, 2-
cycle gasoline engine. 

The unit's cutter length is 30 
inches. Other features include a 
21.2 cc displacement engine and 
diaphragm carburetor with purge 
pump. It weighs 12.7 pounds. 
Circle 151 on reader service card 

Gasoline hedge trimmers from 
Little Wonder are available in 16-
and 30-inch blade lengths and cut 
growth up to 1-inch thick. The ful-
ly sealed gas tank is designed to 
allow usage in any position 
without leakage. 

The 2-cycle engine has quick 

t 
— ~ % 

starting electronic ignition. 
Circle 152 on reader service card 

The Titan 2500 trimmer/brush 
cutter from McCulloch is designed 
to trim large areas and thick vege-

tation. It has a 25 cc engine, 56-
inch solid-steel straight drive shaft 
to withstand higher torque loads, 

centrifugal clutch, all-position 
carburetor with primer and a two-
line, auto-feed head. 

Options include a clearing 
blade and "U" handle kit. 
Circle 153 on reader service card 

The T-27 trimmer from Shin-
daiwa offers a 27.2 cc engine with 
1.5-h.p. high-torque power at 

8,000 rpm. It weighs 12.3 pounds 
and has a 60-inch shaft to elimi-
nate stooping. 

Standard equipment includes 
electronic ignition; TK dia-
phragm carburetor; U.S.F.S.-
approved spark arrestor muffler 
with replaceable screen; an anti-
vibration system that encom-
passes engine, grip and handle; 
automatic centrifugal clutch; and 
a fully automatic trimmer head. 

Other features include high-

capacity flywheel fins for forced 
air cooling; automatically ad-
justing fuel tank breather that pre-
vents vapor lock; externally 
mounted polyethylene fuel tank; 
and air filter silencer. 
Circle 154 on reader service card 

The FS 76 trimmer/brush cutter 
from Sfihl features a 23.9 cc 

engine, electronic ignition, anti-
vibration system and single lever 
Master Control (half-throttle, 

(continued on page 30) 

The LHS 3000 single-sided, gas-
powered hedge clipper from 
LESCO offers electronic ignition, 

Commençai 
Line Trimmer 
24CC Engine 

TC3510 
Sale Price 

Big Power 
Commercial 

Shredders 

Dependable and powerful, these aggresive Bear Cats feature 
72 reversible, self-sharpening, serrated shredding knives. For 
maximum chipping performance 4 tool steel chipping blades cut 
a 5" diameter branch into chips in no time flat. Additional 
features include a large loading hopper, diamond shaped chip-
ping chute and heavy guage steel construction. For easy debris 
loading a fan blower attachment and extension tube (shown 
above) are available as accessories. Bear Cat Commercial 
Chipper/Shredders - The Professional Choice. 

=?CRARY= 

BEARffiCAT 
Box 849 • West Fargo, ND 58078 • 701-282-5520 • U.S. & Canadian Wats 1-800-247-7335 

Optional 
Accessories 
• 8* Saw Blade 
• 8-Tooth Brush Blade ^ ^ 
• Fixed Line Cutting Head 
• Automatic Line Feed Head 
• Prewound Spools of Line ^ 
• Precut and Bulk Line 
• Blade Adaptor Kit 
• Spark Arrestor Muffler 

L O N G H O R N 

IRRIGATION 
LANDSCAPE 
WHOLESALE 

ONLY 

DALLAS, TX 
214-406-0222 

TOLL FREE 
1-800-284-0205 
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"In today's economy any edge in efficiency 
is money in the bank." 

USE READER SERVICE #30 Works forthe MoueHs. 

"To be competitive in this marketplace, you 
have to cut operating costs without cutting 
service. Our customers are cost-conscious, so 
we have to manage our business better." George 
and Patricia Morrell own and operate one of Atlanta's 
largest landscape maintenance firms. They have owned 
Isuzu trucks since 1985. 

"After the first two or three Isuzu trucks we were 
hooked. Our mechanics told us 
these trucks were simply built better 
Our Chevrolets are about the same 
age and they're literally falling apart. 

With Isuzu trucks we've had no major problems. 
The mileage is twice what we were getting 

with other trucks. And the employees aren't tearing 
them up. They're solid, quality trucks. The difference 

in initial cost is paid back ten times over during their life. 
"No matter what the competition does, we feel that 

as long as we keep buying Isuzu trucks and manag-
ing our people well, we'll continue to grow" 

To find out where you can 
get the Isuzu Truck edge, 
call (800) 568-6672. " 
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Barricade 
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Herbicide 

i n Water SolubleP«ks 

N E T W E , G H T : 

From now on, herbicide application 
will be just like Christmas, New Year's 
and the 4th of July. 



It will only come around once a year. 
Introducing Barricade® WG ; the new preemergence herbicide that's destined to change your calendar. 

Because where you used to need two or more applications to control crabgrass, goosegrass and other 
tough weeds, you can now just make one. 

It's like adding a holiday to the year. And Barricade WG's season-long control also means you'll 
save time and money, and reduce worker handling. 
Barricade WG even comes in convenient water-soluble packs. 

So let the celebration begin! K o r r i P f l f f l p 

HERBICIDE 
5 SANDOZ 
Use pesticides effectively Read and follow label directions carefully. Barricade® Herbicide is a registered trademark of Sandoz Ltd. 
© 1992 Sandoz Agro Inc. 
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AquaGro 20*Spreadable. 
More Concentrated, 

15% Less Expensive To Use. 

Spread The Word. 
Turf managers everywhere 

are spreading the word that 
the number one selling soil 
wetting agent costs less than 
ever before to apply. All the 
more reason to use the new 
AquaGro 20#S to solve your 
water related problems. 

New AquaGro 20*S gives 
you the same outstanding 
performance as the old for-
mulation, it's just more con-
centrated. And we're passing 
the cost savings on to you. 
What used to cost about 
$4.40 per 1000 sq. ft., now 
costs less than $3 75 — that's 
a 15% savings. 

Just like the other AquaGro 
formulations, AquaGro 20*S 
speeds the movement of 
water into dry spots, com-
pacted soils and slopes, drains 
wet areas and moves water 
soluble chemicals through 
thatch. 

No other soil wetting agent 
manufacturer offers you the 
money-back performance 
guarantee that's printed on 
the front of every bag. 

Lower price, guaranteed 
performance — that's an 
unbeatable value. 

So when the heat is on, use 
AquaGro 20*S; it helps you 
make the most of available 
water. 

To find out how the new, 
economical AquaGro 20*S 
can make you a better 
water manager, call us for 
a FREE copy of the User's 
Guide. 

1-800-257-7797. 

Another 
Reason To 

Use AquaGro. 

riAQUATROLS 
The Water Management People 

5 N. Olney Avenue 
Cherry Hill, New Jersey 08003 

Landscape Tools 
(continued from page 26) 

throttle and stop switch). It weighs less than 
12 pounds. 
Circle 155 on reader service card 

The Efco deluxe trimmer/brushcutter safety 
harness is designed for operator comfort, con-
trol and safety. Available from Tilton Equip-
ment Co., the harness features wide, foam-
padded shoulder straps; a thick, cushioned 
hip pad, a vibration-reducing coil spring mount 
hook; and a quick-release safety feature. 
Circle 156 on reader service card 

Tilton Equipment Co. offers the Jonsered line 
of trimmers and brush cutters. Models range 

from the lightweight, curved-shaft 26 cc loop 
handle to the 51 cc heavy-duty clearing saw. 

Features of the various models include 
chokeless primer bulb carburetors, heavy-duty 
tempered steel shafts supported by multiple 
bearings and mounts, anti-vibration systems, 
chrome-impregnated cylinders, ball bearing-
supported crankshafts and heat-treated, ball-
bearing helical gear transmissions. 
Circle 157 on reader service card 

The Turfco Edge-R-Rite multi-purpose turf 
edger is available in self-propelled and push 
models. Optional blades include a disc blade 
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for cutting straight edges along sidewalks and 
driveways; the "V" blade for removing a strip 
of turf along a sidewalk; and a right angle blade 
for edging along flower beds and golf course 
sand traps. m 

Circle 158 on reader service card 
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The Irrigation Association's 
1992 International Irrigation 

Exposition & Technical Conference 
November 1 -4 ,1992 
New Orleans, LA S A 

feBSA 

It's the showcase for the ^ ^ ^ H 
industry's latest products 
and services...From the m o s t ^ 
complete information on % 
water conservation methods ^ 
to the newest strategies in ^ 
management...The Irrigation 
Association's International Exposition 
and Technical Conference is the only place 
to be if you're involved in irrigation. 

The IA show is excellent for anyone 
involved in irrigation. Trie people who 
stop at your booth have the power to buy, 
so you aren 't wasting your time. 

Eagle Plastics, Inc., Hastings, NE 

The I A show is for exhibiting to a more 
International market. 

Cadman Power Equipment, Ontario 

For more information contact: 
The Irrigation Association: 
1911 North Fort Myer Drive, Suite 1009 
Arlington, VA 22209-1630 
Tel: ((703) 524-1200 
Fax: (703) 524-9544 

For special convention travel rates contact 
Global Travel/Carlson Travel Network 
1-800-447-2455 



FALL CLEANUP 

TURNING 
AUTUMN LEAVES 

INTO COLD HARD CASH 
Although leaf removal is the 

primary service of fall cleanup, additional 
services can boost revenues and protect the 

client's investment in the landscape. 
By Julie A. Evans 

Fall cleanup adds revenues, keeps crews busy and protects the landscape. 

"FALLCLEANUP is prof-
itable, but you have to sell 
it that way," said Monty Mit-
chell, president of Suburban 
Landscape Associates, Dav-
enport, Iowa. Like many 
landscape contractors, Mit-
chell offers fall cleanup to 
his clients, thereby extend-
ing the season of profitability 
to year end. 

But fall cleanupdoes more 
than boost revenues. It pro-
tects the client's year-round 
investment in the landscape 
by reducing potential turf 
diseases. Snow mold and 
other fungal diseases, for ex-
ample, are reduced when 
turf areas are kept free of 
debris in winter. Bare spots 
also are less likely to crop 
up when winter's snow melts 
into spring. 

Despite the obvious bene-
fits of fall cleanup, commer-
cial clients are more likely 
to subscribe to this special-
ty service than residential 
clients. Cost is one factor. 
Depending on the site (heav-
ily wooded vs. lightly wood-
ed), fall cleanup can require 
more time and effort than 
mowing and is often priced 
higher. Another reason is 
that many homeowners see 
fall cleanup as a service they 
can perform themselves. 
This isespecially true for owners 
of smaller or sparsely wooded 
properties. 

Mitchell said he prefers com-
mercial clients for fall cleanup. 

"We got rid of our residential 
accounts," he said. "You can't re-
cover your costs on residential. 
Businesses are more understand-
ing of rates and how they need to 
be charged out." 

Mitchell said that fall cleanup 
is a specialty service and should 
be billed as such. He finds it most 

profitable to itemize each service 
(e.g. leaf removal, tree protection, 
erecting a snow fence). Then, as 
he builds up his relationships with 
clients, "they assume you will 
provide (those) services, and you 
can lump sum them in there." 

"There's a better appreciation 
for payment by the customer if 
we line item it and bill it as a spe-
cialty service," he said. "We've 
found that if you throw it into the 
hat and say 'we're going to do this 
and that' and then do it, they never 

know the service was performed. 
With an itemized bill, the cus-
tomer sees what you've done." 

At Hillenmeyer Nurseries, 
Lexington, Ky., nearly all com-
mercial clients request fall 
cleanup. Although it's up to the 
client whether it will be billed as 
an add-on service or part of the 
seasonal contract, the company 
prefers the latter option, said co-
owner Stephen Hillenmeyer. 

"The advantage of including 
fall cleanup in the contract is 

scheduling. Then we can an-
ticipate how much we can 
do and provide better ser-
vice. Add-ons are good, but 
they create a scheduling 
nightmare." 

He estimated that 75 per-
cent of those who subscribe 
to fall cleanup want it in-
cluded in the contract. "Most 
people are educated enough 
to know they need it includ-
ed in the budget." 

Homeowners are a tough-
er sell. "They see it as 
something they can handle 
vs. mowing 25 to 30 times 
a season," Hillenmeyersaid. 
"We try to sell it as 'we'll 
cover you January through 
December, and here are the 
things you don't have to 
worry about.' " 

R.B. Stout, a full-service 
firm in Akron, Ohio, doesn't 
include fall cleanup in its 
regular contracts. Instead, it 
charges time and amount, or 
"however long it takes us to 
do the job," said Mike 
Roberts, grounds mainte-
nance supervisor. 

"Generally, our clients 
understand they can't be 
charged the same for fall 
cleanup as for regular mow-
ing, because it's going to take 
three times as long." 

Rain fall can dramatical-
ly slow down the work rate. "If 
there's too much rain, we call it 
a washout. It's too difficult to do. 
On a wet day, we can only do three 
houses vs. 10 houses on a dry day." 

In Fort Wayne, Ind., Landscape 
Services provides fall cleanup ser-
vices to an estimated 90 percent 
ofitsclientele (high-end residen-
tial and commercial). Most 
clients are charged an hourly rate 
because "leaf removal can be very 
time consuming and can vary 

(continued on page 34) 
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You'll Never See What 
Makes Stihl Trimmers More Reliable 

People are surprised that we don't allow visitors 

at the Stihl trimmer testing lab in Germany. Sorry, 

but that isn't likely to change. 

Because we put trimmers like the FS 74 and FS 76 

through tests so secret that we don't even allow 

most Stihl employees in the building.Then, when 

they've passed muster in the lab, we send them to » 

professional landscapers in the ruggedest 

parts of the world for more abuse.Then back 

/ to the lab to see what else we can improve. 

So we don't offer tours. Because our trim-

j mer testing lab is more than just a secret facility. 

It's the secret to # # M ® 

our J j g g 

F o r t h e p a r t o f y o u t h a t p r o rr^fi s e d y o u ' d n e v e r c o m p r o m i s e 

For more information on Stihl trimmers, call 1 -800 - 43-STIHL. 
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W H O ' S O F F E R I N G FALL C L E A N U P ? 

Source: LLM Reader Profile/Buying Intentions Survey 

Fall Cleanup 
(continued from page 32) 

from year to year," said Daniel 
Skinner, president. 

"We make it simple," he said. 
"There's no charge for the equip-
ment in our fall cleanups; we just 
charge for the man-hours." 

Skinner said he may charge new 
clients on a materials-use basis 
for two to three years, or enough 
time to estimate the appropriate 
hourly rate. 

Joe Bilskemper, president of 
Lawn Care Specialists, La 
Crosse, Wis., said he doesn't of-
fer fall cleanup as an extra ser-
vice, but he does provide leaf bag-
ging during the Final weeks of the 
regular mowing season. "Instead 
of cutting and mulching clippings, 
we put bagging attachments on 
and pick the leaves up. We're ad-
dingasmall service toourclients 
and keeping crews busy." 

Bilskemper charges the cost of 
a mowing for this service. 

In Dayton, Ohio, Bill Clutter, 
president of TurfGard Co. , 
doesn't offer fall cleanup. Like 
many lawn care firms, TurfGard 
is too busy with fall fertilization 
and seeding to tack on additional 
services such as leaf removal. 

"Fall cleanup gets so labor in-
tensive," he said. "Fall is our se-
cond biggest push to get the work 
done. I've never had the luxury 
of having the available manpower. 

"Most people think of spring 
as being busy. For us, fall mat-
ches the spring." 

WHAT'S INCLUDED? Although 
leaf removal is the primary com-
ponent of fall cleanup, other ser-
vices can be offered to increase 
profits and enhance customer 
satisfaction. 

To Mitchell, fall cleanup entails 
any number of additional ser-
vices, depending on the client. 
Among other services, his com-
pany offers fall bed preparation 
including the removal of annual 
flowers; shrubbery protection; 
and fall fertilization. 

Martin & Associates, Vernon 
Hills, 111., provides deer protec-
tion as a service to some of its 
clients. According to horticul-
turist Cathy Wal ke r, the company 
applies a deer repellent to ever-
greens. 

In addition to leaf removal. 

Skinner said he also applies an-
tidesiccants to all evergreens and 
prepares for snow removal by 
spreading gypsum in salt runoff 
areas. The gypsum locks up the 
salt and prevents it from killing 
off plant materials. 

Pat Bucci, horticulturist for 
Carroll College, Waukesha, Wis., 
said she protects certain plants 
such as the euonymus (burning 
bush) from rabbits. She uses 
lightweight aluminum with 1/4-
inch mesh or chicken wire to keep 
the animals out. 

COMPOSTING LEAF WASTE. To 
dispose of the high volume of leaf 
waste, many landscape contrac-
tors compost the leaves and either 
use the compost in bedding or 
market it to clients. 

Hillenmeyer said leaves are re-
turned to the nursery for com-
posting. From there, the compost 
is used to retain moisture in stored 
plant materials; or it's run through 
a grinder and reused as a soil ad-
ditive in bed preparation. 

The composting operation is 
large enough that the city dumps 
some of its leaves at the nursery 
for composting. 

Skinner started composting last 
year in response to the high cost 
of disposal and impending land-
fill closures in Indiana. He uses 
the compost in his greenhouses 
and sells it to clients for their 
flower beds. 

"We used to just throw the 
leaves in the dumpster or in a field 
but now we're composting it," he 
said. "We mix the leaves with 

KEEPING YOUR SAWS IN SHAPE FOR FALL CLEANUP 
WITH FALL CLEANUP just around the corner, it may be time 
to give your chain saws a once-over before preparing your crews 
to clean up after a fall storm, clear brush or trim unwieldy branches. 
Get the most from saws — and reduce the risk of accidents — 
by following some simple tips on chain saw maintenance. 

Clean the air filter. Remove, clean, check for damage and re-
install the air filter. A dirty air filter is a major cause of poor 
engine performance and excessive fuel consumption. 

Clean the cylinder cooling fins. Clean the area around the 
cylinder for maximum heat dissipation. 

Check the muffler and the spark arrester screen. The muffler 
is equipped with a spark arrester screen that prevents sparks 
which may cause a fire. Inspect the screen once a week. Clean 
with a wire brush, or replace the screen as needed. 

Check the front hand guard. Replace if damaged. 
Clean and inspect the chain brake. Remove the clutch cover 

and clean the chain brake components. Make sure the brake is 
disengaged before the cover is reinstalled. Following manufac-
turer's instructions, check the chain brake band for wear. Manual-
ly test the chain brake. Replace the chain catcher if damaged. 

Check the throttle trigger and throttle lockout. Make sure the 
trigger cannot be pulled until the throttle trigger lockout is de-

pressed, and that the engine readily returns to idle when the trig-
ger is released. At idle speed, the saw's chain must not rotate. 

Inspect the starter and starter cord for wear and damage. 
Thoroughly clean the air intake slots on the starter housing. 

Check the chain tension. To check chain tension, set the saw on 
a level surface and then move the chain around the guide bar by 
hand to ensure the chain moves freely without sagging below the 
bar. Wear gloves. 

Check the chain oiler. With the saw running, point the tip of 
the bar downward toward a light-colored surface. A line of oil 
should spin off the bar. 

Sharpen the chain. Simple chain sharpening guides are avail-
able, and brief instructions on field filing will see your customer 
through the day with a sharp saw. 

Rotate the bar. Chain saw bar maintenance is equally impor-
tant. Rotate the bar for more even wear; file any burrs off the 
sides. Again, use gloves. 

Test the stop switch. Ensure the stop switch shuts off the 
engine. 

Finally, check for loose nuts and screws, and retighten if 
necessary. — John Foster, Forestry Products Service Manager, 
Husqvarna Forest & Garden Co. B 
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clippings collected in summer and 
any other biodegradable material, 
and compost it." 

Skinner also composts leaves 
and other lawn debris on the site 
of some of his larger residential 
accounts. "It's a revenue builder 
throughout the year because we 
have to return and mix up the 
compost. 

"On 12 acres, you get a lot of 
leaves. For them to throw all that 
stuff away is cost prohibitive." 

Skinner, who sells the compost 
for $18 to $38 a cubic yard, said 
he can never get enough compost. 
His success is partly due to his 
willingness to educate the client 
about the value of compost as a 
soil amendment. 

R.B. Stout's Roberts said the 
company is in the process of 
creating a compost area. For now, 
the company uses ground up 
leaves as a temporary moisture 
barrier for trees in storage. 

Bilskemper said that the com-
pany takes its bagged leaves to the 
landfill, but that will change in 
1993 when landfills in Wiscon-
sin begin to close their doors to 
yard waste. Although he has no 

plans to open a composting site, 
his city is exploring the possibili-
ty of a community compost pile. 

EQUIPMENT. From mulching 
mowers to vacuums to sweepers, 
a variety of equipment options are 
available for fall cleanup. 

Walker of Marti n& Associates 
said they use the same equipment 
for fall cleanup as they use dur-
ing the regular season. The staples 
are walk-behind and backpack 
blowers which blow leaves onto 
a tarp for easy disposal, she said. 

Hillenmeyer said his company 
blows leaves into piles, then drives 
a dump truck with a vacuum over 
the piles. 

"It reduces time and labor tre-
mendously," he said. "It also 
shreds (the leaves) as it sucks them 
up so you get more in the truck 
and spend less time traveling back 
and forth dumping." 

Steven Chapman, certified 
grounds manager for Digital 
Equipment Corp., Salem, N.H., 
said some leaves are mulched ear-
ly on in the season with a mulch-
ing mower. This cuts down on 
labor later in the fall as the volume 

of falling leaves increases. He uses 
backpack blowers to move leaves 
out of wooded areas; and a vac-
uum that mounts on the draw bar 
of the trailer for leaf removal. 

Chapman advised other con-
tractors to make sure equipment 
is working properly early on in 
the season. "Make sure you have 
a good leaf vacuum and leaf 
blower," he said. "You don't want 
to get stuck if the equipment 
breaks down." 

For Skinner, fall cleanup equip-
ment includes heavy-duty blowers 
and tractor implements, "espec-

The sweeper is one of many 
fall cleanup equipment options. 

ially ones with PTO off the back 
to develop the necessary thrust to 
heave the leaves." 

Sweepers are another fall 
cleanup tool. Their ability to re-
move leaves from both pavement 
and turf areas make them an at-
tractive option for some landscape 
contractors. • 

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

For a 
future depend on PeCo 
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MASTER BLASTER 
9 HP LO-BLO 
AIR BROOM0 

HEAVY DUTY 
COMMERCIAL 
BLOWER 

America's #1 
Heavy-Duty 
Commercial 

Blowers 
» 9 HP l/C Briggs 

Vanguard (8 HP 
Kohlerand 8 HP 
B&S engines 
available) 

»175 mph air blast 
»2500 cu. ft. air 

volume/min. 
» 8-blade cast 

magnesium 
heat treated 
impeller 

• Full pneumatic 
tires 

~SEf 

CwilLO 
ATWATER STRONG 
P.O. Box 1108* Akron, OH 44309 
(216) 630-9822 • FAX (216) 633-8701 

Lo-Blo°and Air Broom®...Reg. TMs Atwater Strong. Inc. 

YOU AT 
EXPO 92 
BOOTHS 

59A INSIDE & 
9646-50 
OUTSIDE 
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We offer an 
expanding line of 
outdoor power 
equipment that's 
designed and 
built to last. 

Model 7118 Lawn Vac 

Our popular 
Model 12/24 
provides afford-
able big chipper 
performance in 
a compact unit. 

Model 12/24 Chipper 

For information on our full line of products contact us at: 
1-800-438-5823 in NC 704-684-1234 

P.O. Box 1197, Dept. LL, Arden, NC 28704 



FERTILIZERS 
NEW 

CHALLENGES 
Higher-analysis fertilizers, reduced top 
growth and longer lasting products are key 
trends in turf fertilization. 
By Bob Gitlin 

REDUCING TOP growth is still 
a main concern among lawn 
maintenance professionals, as is 
application of slow- or control led-
release fertilizers. Chemical fer-
tilization programs are still cap-
turing the lion's share of the work, 
although organics have been 
adopted as options by more con-
tractors. 

KathyO'Hara, director of pub-
lic affairs. The Fertilizer Institute, 

a trade group based in Washing-
ton, D.C., said slow release is of 
vital importance to lawn mainte-
nance contractors. "The trend we 
see is not so much their increas-
ing availability, but the increased 
awareness of fertilizers as pro-
viding an environmentally sound 
technique." 

Controlled-release fertilizers — 
whose season-long utility is in-
tended to preclude the need for 

repeat applications, and intro-
duces adjusted budgeting con-
siderations — encountered a bit 
of resistance a few years ago. 

"People were afraid they would 
put down a full season's worth of 
expensive fertilizer and lose the 
account in a month," said Mark 
Broxon, group marketing mana-
ger, Grace-Sierra, Milpitas, Cal-
if. "Also, it tends to discourage 
the applicator from coming back. 

which means he might not be able 
to charge as often. Three years 
ago, people were saying, 'What 
do I want to use this for? I want 
to go back four or five times.' " 

CHANGING ATTITUDES. But con 
tractor attitudes have shifted 
dramatically, he said, as the trend 
toward environmentalism begins 
what he sees as a trickle-down, 
starting with the larger lawn main-
tenance companies. "We're now 
finding real interest by these com-
panies in our product." Resistance 
to constant repeat chemical spray-
ing comes mostly from home-
owners rather than commercial 
property managers. 

The benefit of a controlled-re-
lease fertilizer is its coating, which 
releases the nitrogen very slowly, 
whereas traditional fertilizers re-
lease quickly, potentially "burn-
ing" the turf and generating vol-
umes of top growth which cannot 
be dumped in many landfills any-
more. 

With a successful application 
of a controlled-release fertilizer, 
the grass uses up all its nutrients. 
The lawn suffers no leaching or 
famine, nor does the contractor 
have to bear the costs of fixing 
those problems. Sellers of these 
products usually mention this 
when explaining the cost of ad-
vanced technology. 

Sales of controlled-release fer-
tilizer have gone particularly well 
for Grace-Sierra in the East and 
upper Midwest, where seasons 
are easily defined, Broxon said. 

Dean Mosdell, program mana-
ger, fertilizer research, O.M. 
Scott & Sons, Marysville, Ohio 
— which has come out recently 
with its new Pt>ly-S sulfur-coated-
urea product — agrees the trend 
continues toward use of slower-
release fertilizers on turfs. 

"There's a lot more competi-
tion as far as producing slow-re-
lease materials, especially in the 
encapsulated area," he said. 
"Starting in 1986, we looked at 
improvements to sulfur-coated 
urea. We finally achieved an ideal 
formulation reducing the amount 

(continued on page 40) Granular or liquid, slow-release or organic, fertilizers are a high volume lawn-care product. 
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hid 
Turf-Type Tall 
Fescue rated #1 
four consecutive 
years. 

mm 

r 2 

i • 

Nationwide testing at 41 sites 
of turf-type tall fescues 
place ARID as #1, and the first choice 
for athletic fields, parks, playgrounds 
and public area lawns. 

-j lïi . ,... ' •• ^ v ' - V 

Nationwide testing gives Arid the lead. 

Be sure to order Arid from your 
seed wholesaler or sod distributor. 

/ F ^ S 

The Green Seal KGREEN SEAU 
marks Arid as j R 

world premium 
turfgrass variety. 

U S I READER SERVICE #60 

Another fine, quality-controlled 
product of 

Jacklfn Seed Company 

C o - P r o d u c e r 

NORTHRUP KING 



WITHOUT CHIPCO FUNGICIDES ON YOUR ORNA 
It doesn't take much these days for a rosy 

profit picture to wither on the vine. Just a few 
call-backs from valued customers and a couple 
of costly replacement jobs could do it. That's 
why so many landscape professionals are 
protecting their reputations and their bottom 
lines with CHIPCO" ALIETTE* and CHIPCO* 
26019 fungicides. 

CHIPCO" ALIETTE* brand tackles Phyto-

phthora root rot and Pythium with power-
ful systemic action that puts long-lasting 
control inside roots and leaves. And 
CHIPCO" ALIETTE", now available in a 
new, more convenient WDG formulation, 
provides two-way disease protection: 
First, by directly attacking disease organ-
isms; and then, by helping plants build 
up their own defense mechanisms. 

f P RHÔNE-POULENC 
Rhone-Poulcnc Ag Company, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. For additional product information, please call I -800-334-9745 



ENTALS, Y o u MAY NOTE A DISTURBING TREND. 
For even broader spectrum disease 

control, depend on CHIPCO" brand 
26019 fungicide. Just one economical 
application of CHIPCO* 26019 delivers 
lasting protection against 13 of the 
most damaging ornamental diseases-
without causing phytotoxicity problems. 
So you can use it with 
confidence on even 

Alette 
ŵdg 1 

most sensitive varieties. And now 
these two powerful disease-fighters can 
be tank-mixed to provide the ultimate 
in lasting, economical control.This year, 
keep the blush in your profit picture 
with the proven fungicide team from 
CHIPCO; Available from your crop 

the Chipco Aliette/Chipco 26019 
Brand Fungicide FimmoîA» Fungicide 

USE READER SERVICE #48 
As with any crop protection chemical, always read and follow instructions on the label. CHIPCO and ALIETTE arc registered trademarks of Rhonc-Poulcnc. ©1992 Rhonc-Poulcnc Ag Company 



Bridge Your Nitrogen 
Valleys with CoRoN's 
Longer Release Time! 

CoRoN provides more con-
trolled release nitrogen and 
lower burn potential to give 
you superior performance. 
CoRoN is storage stable and 
has low burn volatility of 
nitrogen to atmosphere. 

CoRoN 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. 

CoRoN is excellent in low 
volume systems which saves 
time and money in labor and 
equipment costs. 

CoRoN's 28-0-0 analysis and 
unique two-step manufactur-
ing process allows CoRoN to 
give dry methylene urea per-
formance on turf with the effi-
ciency of liquid handling. 

Call us today for complete 
details on how CoRoN can 
help you bridge both your per-
formance and profit valleys. 

CoRoN Corporation 
Souderton, PA 18964 
800-338-0836 
215-723-5099 

conni 
CONTROLLED RELEASE NITROGEN 

Fertilizer Trends 
(continued from page 36) 

of sulfur and adding a polymer on the outside 
to slow initial release — getting all the urea 
out of the sulfur-coated material. Interest in 
new advances in encapsulated fertilizer are a 
noticeable uptrend this year." 

According to David White, director of mar-
keting, CoRoN, Souderton, Pa., "Many are 
taking a harder look at controlled release be-
cause of consumer/environmental concerns 
about such things as groundwater quality. Penn 
State and other studies show fertilizers can 
leach out, however small the chance." 

Also, a trend industrywide toward total 
maintenance has influenced turf-fertilizer buy-
ing and application decisions, he said. Con-
tractors are starting to see the advantages of 
fewer visits. "With slow release, these guys 
can now apply fertilizer fewer times and main-
tain a more even turf, without the big flushes." 

Sure, a lot of maintenance firms view the 
product's downside of fewer visits; all they 
know is they get paid $35 every time they go out 
and spray. The economies, however, appeal 
to companies involved in total maintenance. 

"These guys contract with a property to fer-
tilize and maintain the turf," White said. "The 
owner of that property could care less about 
how many times they came out, as long as it 
looks maintained. If the contractor can cut his 
fertilization to three applications a year, that's 
saving him money, especially if he's getting 
paid a flat rate to maintain the property." 

Because of recent dry summers, slow-release 
fertilizers are more in demand this year than 
last, said Craig Filley, sales representative for 
The Andersons, Maumee, Ohio. Like most 
traditional synthetic-fertilizer marketers, The 
Andersons offers organic alternatives as well. 
But sales of the latter have lagged far behind 
those of chemical fertilizers. "They're relative-
ly expensive, and most of the time the con-
sumer doesn't want to pay for it," he said. 

"There's a trend from liquid to dry ferti-
lizers," said Greg Richards, chemical product 
manager, LESCO, Rocky River, Ohio. He cites 
transportation costs, and a public perception 
(whether warranted or not) that granules are 
nicer to the environment. 

"Also," he said, "they seem to be switching 
to higher-analysis fertilizers, getting away from 
10:10:10s and the 15:5: 5s and i nto 32:5:7s and 
34:3: lis. They only have to put down 3 pounds 
per thousand to get a pound of nitrogen vs. 
5. People are switching to urea formaldehyde 
or sulfur-coated urea (a nitrogen source lasting 
six to 10 weeks vs. three to four), and more 
people are switching to fertilizers with micro-
nutrients." 

LESCO, which offers both granular and li-
quid fertilizers, sells more turf fertilizers in 
Florida than anywhere else. Indeed, that state 
is the nation's largest fertilizer consumer. 

"Customers know what they want from a 
fertilizer in terms of slow release — the sulfur-
coated-urea portion — but they're sensitive 
about cost," said Harry Math is, national sales 

Once in liquid form, O.M. Scott's fertilizer 
diffuses outward through the coating. 

manager, lawn care and landscape products, 
Lebanon Turf Products, Lebanon, Pa. "But 
people who mow look at it differently from 
those who don't. The smaller landscaper is 
starting to not want to cut hay every week. 
Slow-release nitrogen is not a luxury, but a 
need in overall turf management. They start 
to understand that they pay a little more for 
controlled-release fertilizer, but they get more." 

Parker Fertilizer Co., Sylacauga, Ala., has 
come out with new Polyon control led-release 
fertilizers that the company said are specifically 
designed to meet the prolonged feeding require-
ments of turfgrasses (as well as ornamentals). 

To a great extent, both the traditional chemi-
cal fertilizer suppliers (who generally offer 
organic alternatives) and the original organics 
companies are addressing the same increased 
concern for environmentally benign products. 

Milorganite, a decades-old organic fertilizer 
made from activated Milwaukee sewage 
sludge, is the "corn flakes" of lawn care; peo-
ple are discovering it as if for the first time. 

Terry Ward, sales and advertising manager 
for Milorganite, explained: "People are re-
discovering the slow-release and the organic 
side of Milorganite. We even predate our 
friends at O.M. Scott by a couple years. Our 
business this spring has been nothing short 
of tremendous. 

"I was just down in Florida doing car-seat 
market research, driving down the road and 
stopping at outlets, any place with a fertilizer 
sign out. I got out and talked to people, asked 
them how things were going. People told me 
they were having a pretty average year, but 
Milorganite was booming." 

New England also has been strong, he said. 

BRIDGE PRODUCTS. "We've seen slow-release 
synthetics on the uptrend for 10 years," said 
Mark Nuzum, president. Harmony Products, 
a manufacturer of organic fertilizers, based 
in Chesapeake, Va. "The secret of good turf 
fertilization and management is slow-release 
mechanisms, whether sulfur-coated urea, urea 
formaldehyde, IBDU or whatever. We see the 
trend also in incorporation of natural organic 
materials into the soil. Organics fertilize the 

(continued on page 42) 
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We were going to tell you 
fower-pricea Roundup gets 

more done for less. 
But our customers said it better. 

During a recent survey, we asked our customers for new ways they could 
use the time- and cost-savings of lower-priced Roundup® herbicide. After 2,361 

responses like these, we realized we couldn't say it better. 

"Ii eliminates 
trimming totally. 
No more hand 
weeding. Thanks." 
- John A. Lucas 
President, Lakes Region 
Landscaping, Inc. 
Laconia, NH 

"My lawn mow-
ing crews carry 
Roundup pre-
mixed in a spray 
bottle, so they 
can treat grass 
and weeds in 
crack-n-crevice." 
- Mark Davis, Owner, AAA 
Yard Care, Spokane, WA 

"We use Roundup to trim around 
trees and prevent damage from 
line trimmers. This saves labor 
and money, not to mention trees." 
- Slade Strickland, Director of Parks Recreation and 
Landscape Development, Addison, TX 

"We just did 
Q job for the 
airport and I 
didn't hove to 
go bock to see 
if it worked. 
Roundup 
always does." 
- Patricia Ann McCurry 
Owner, The Lawn Dr 
Lawton, OK 

really appreciate the lower 
cost of Roundup because it 
helps me hold the line on 
my contract jobs." 
- Rusty Holt, Owner, Property 
Management Services, Greensboro, NC 

ndO? 

"Best product since the 
shovel. Creates a clean 
landscape and makes my 
good job look better." 
- Orin Tidyman, Supervisor 
T & S Services, Germantown, Wl 

*After treating with 
Roundup one time, I 
eliminate the use of a 
weedeater all season." 
- James Rhoden, Superintendent, 
Deerfield Country Club, Weston, WV 

"We are going to expand a city-wide program 
to control vegetation growth on 75 miles of 
streets and sidewalks with Roundup." 
- H. Layton Paul, Public Works Director 
Thomasville, NC 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP HERBICIDE. 
U C K B E A D E D C E B V I C E # 1 ? Roundup" is a registered trademark of The Agricultural Group of Monsanto Company. 

# * © Monsanto Company 1992 
RIP-2-270B 



Fertilizer Trends 
(continued from page 40) 

soil, not the plant directly. We feed 
the soil; the soil feeds the plant." 

Organic fertilizers, by their very 
nature, provide slow release. Be-
cause of its sandy soil, Florida is 
the biggest organic-fertilizer mar-
ket in the United States, he said. 
"They need organic matter and 
slow-release products so they 
don't leach right through the soil." 

The big thing to look for: hybrid 
products combining the advantag-
es of synthetic and organic ferti-
lizers. 

"People are using more straight 
organics now," Nuzumsaid, "but 
some complain about lack of the 
quick response that satisfies cus-
tomers. I developed bridge prod-
ucts that take a natural organic 
material and combine a synthetic 
slow-release product to it. The 
bridge has at least 60 percent (by 
weight) natural organic matter. 
You get the benefits of the organic, 
but a higher-analysis material." 

The bag contains hard, smooth, 
odorless particles — another inno-
vation as far as many homeowners 

and contractors are concerned. 
"Most oiganics are associated with 
smell, and they 're dusty and diffi-
cult to use. We looked at the differ-
ent problems organics and synthe-
tics were having, and combined the 
two into a product with the bene-
fits but none of those problems." 

Synthetic/organic hybrids are 
also offered by a variety of manu-
facturers. 

"Maybe 20 percent of our pro-
fessional fertilizer buyers are 
mom-and-pop lawn maintenance 
companies motivated strongly by 
the environment," said Scott Bou-
tilier, commercial marketing di-
rector, Ringer Corp., Minneapo-
lis, which sells organic fertilizers. 
"Another40 percent buy because 
their customers are beating them 
over the head for this kind of pro-
duct. The final 40 percent say they 
have to offer something like this 
because the competition is." 

Most buyers of Ringer organic 
fertilizers also buy and use syn-
thetic products on turfs, he said. 

"There is a desire for products 
that bring together the best of both 
worlds: the slow-release capabili-
ties of products like 1BDU and 

methylene urea, with benefits you 
get from natural organic sources. 
These hybrids will let people who 
haven't used high-end slow-re-
lease products or natural organic 
sources investigate these more so-
phisticated, efficient, environ-
mentally responsible fertilizers." 

TOO MANY CHOICES? Contrac 
tors are caught in the middle all 
the time. Granular or liquid? Syn-
thetic or organic? Slow or fast 
release? For most, it seems tradi-
tional chemicals do the job best, 
and actually keep the property 
owners happiest. 

Steve Hyland, president, Hy-
land Bros. Lawn and Tree Care, 
Ft. Collins, Colo., uses CoRoN 
(methylene urea) in his all-liquid 
operation. 

"In all our 11 years, we've used 
controlled-release materials. 
We've always tried to slow top 
growth. We even get complaints 
from some people that we're not 
mowing enough off their yard! It's 
an education process." 

He's also using a lot of iron to 
correct for iron chlorosis, a prob-
lem with many of Colorado's poor 

growing soils. "People around 
here do a lot of work with iron. 
Micronutrient problems pop up, 
so we shoot quite a few vitamins 
in there." 

Hugh Kramber, president/ 
CEO, Outdoor Environments, 
Shakopee, Minn., said his cus-
tomers (all commercial) want one 
thing from his company: "Green 
grass and no yellow flowers." 

His most popular fertilizer 
package begins with an applica-
tion of a preemergent with slow-
release fertilizer in April, before 
the ground heats up to germina-
tion temperature. 

Next visit involves a liquid ap-
plication with weed control and 
fertilizer. The nitrogen is reduced 
a bit from full quick release. This 
application is supplemented with 
a full micronutrient package. 

Kramber's people come out a 
third time in very late summer with 
a broad-spectrum broadleaf weed 
control application. Finally, a fall 
fertilization is put down high in 
K and P to develop turfgrass roots. 

The author is a free-lance writer 
based in Shaker Heights, Ohio 
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OLDHAM CHEMICALS 
COMPANY, INC. 

USE READER SERVICE #14 
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f IS YOUR COMPUTER A 
A TOY or A TOOL? 

A. 200 gal. poly tank in a metal frame with dual 
port agitation. 

B. 5.5 HP Honda engine coupled to a Hypro D-30 Pump. 
C. Electric hose reel with 300 ft. of 1/2" nose mounted 

curb side or to back of truck. 
D. Unit is pre-tested & ready to use. ^^QHAJV 
E. Custom built units available. \ 

" C^P^Tê D C a I 1 f o r d e t a i I s 

1-800-888-5502 
^T/TK-jitff Or write: PO. Box 18358 

™ Memphis, TN 38118 
44EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 

BILLMASTER Let UILLIVIHUILII make it a power tool! 

GALL for FREE DEMO DISK 
1-000-572-8713 

Please specify disk size 5" or 3" 

Customized Business Software • Glen Rock, New Jersey 

• Quick Professional Invoici— 
• Chemical Tracking 
• Tax Reports 
• Scheduling 
• Unlimited Training & Suppo.. 
• Much More for only $695.00 
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ACHIEVING 
GOOD WATER 

MANAGEMENT 
PRACTICES 
Before designing and 

installing an irrigation system 
soil plant and climatic conditions 

must first be investigated. 

By Larry Keesen 

THE PURPOSE OF THIS article is to learn how to 
identify soil types, how plants use water and how 
plants affect the operations of irrigation systems in-
cluding the selection of sprinkler heads and nozzles 
and the spacing and size of emitters and bubblers. 

Why is the soil type so important when designing 
and operating the irrigation system and adhering to 
good water management practices? Soil is the water 
storage reservoir or "gas tank" for most plant 
materials. Plants require water to maintain their 
structure and to cool leaf surfaces by means of 
transpiration. Additionally, water movement into the 
soil is important in order to prevent runoff and con-
serve water. 

How plants interact with soil and available water 
supplies is critical to understanding how water 
moves in and out of the soil and how good water 
management practices can be achieved. 

o : ó ¿ 



I R R I G A T I O N T R A I N I N G SERIES 

This turf suffers 
from a soil al-
most like rock, 
and reflects the 
effects of poor 
water holding 
capacity. Photo: 
Larry Keesen 

SOIL SUBSTRATES. Soil types and 
texture are determined by the particle 
size of minerals that make up the soil. 
Soil types range from very coarse 
sand with a particle size of up to 20 
mm to clay soil with particle sizes 
below 0.002 mm. For our purposes we 
will group the soil categories into 
three types: 

Soil structure is determined by the 
organization and grouping of soil 
particles. Crumb and granular struc-
ture are the most beneficial for water 
storage and infiltration. This preferred 
structure is generally achieved after 

soil preparation takes place. 
Soil pore space is the area between 

particles that is available to hold water 
and air. Sandy soil has the least a-
mount of pore space at approximately 
35 percent of total volume, while clay 
soils have up to 60 percent pore space. 
A high percentage of pore space results 
in a greater soil water holding capa-

city. 
When com-

pacted, clay 
soils have re-
duced pore 
space that can 
be as low as 25 
percent of the 
total volume. 

Tilling the soil prior to planting is im-
portant to create space for needed air 
and water. 

The water holding capacity or field 
capacity of a soil type is defined as 
the amount of water that remains in 

the soil after the gravitational water 
has drained away, and after the rate of 
downward movement has decreased to 
a significant extent. 

Water holding capacities in turf will 
vary by soil type and are generally 
measured in inches of water per inch 
of soil thickness as shown in the table 
below. 

1 INCHES OF WATER 
SOIL TYPI 1 PER INCH OF SON. 

Sandy soils 0.083 

Loamy soils 0.125 

Clayey soils 0.167 

A 12-inch layer of sandy soil holds 
0.996 inches of water and a 6-inch layer 
of clayey soil holds 1.002 inches of 
water. 

If the plant root zone is 4 inches 
deep in a loamy soil the water holding 
capacity would be 0.50 inches. A clay 

SON. TYPE TEXTURE APPEARANCE/DRY APPEARANCE/WET 

Sandy soils Coarse Loose, single-grained; 
flows through fingers 

Sticks together and 
may form a ball 

Loamy soils Medium Powdery, sometimes 
slightly crusted 

Very dark; water can 
be squeezed out 

Clayey soils Fine Hard, baked, cracked; 
may have loose 
crumbs on surface 

Very dark; free 
water puddles on 
the surface 
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soil 4 inches deep would have a water 
holding capacity of 0.668 inches. 

WATER AVAILABILITY. Wilt results 
when plants can't retrieve enough 
moisture out of the soil. The difference 
between field capacity and the wilting 
point is known as available water 
holding capacity (AWHC), and is the 
percentage of moisture available to 
the plant from the soil. 

Management allowable depletion 
(MAD) is the percentage or fraction of 
water - of the total available water -
which can be removed from the soil by 
the plant before irrigation should oc-
cur. For example, a clay soil 12 inches 
deep has an AWHC of 2 inches and a 
MAD of 1 inch. The MAD is commonly 
calculated at 50 percent of the AWHC 
for turfgrass. This is usually a safe 
percentage to start with and can be 
fine-tuned with experience. 

MAD, coupled with évapotranspira-
tion rates (ET) can tell us when to ir-
rigate (frequency) and how much 
water to apply. Soil water extraction 
by plants will vary, but a safe assump-
tion for calculating soil water extrac-
tion is the 40-30-20-10 rule. 

This rule states that 40 percent of 
the water will be withdrawn from the 
top 25 percent of the root zone, 30 
percent will be withdrawn from the 
second 25 percent of the root zone, 20 
percent from the third 25 percent and 
10 percent from the lowest 25 percent 
of the root zone. 

TVanspiration occurs when the plant 
moves water through the roots and 
stomates into the air as a result of a 

Ideal irrigation run times can be 
determined by comparing infiltra-
tion and precipitation rates. 

difference in tension or atmospheric 
suction. The plant uses this water to 
draw up nutrients, maintain structure 
and to cool the leaf surface. ET is the 
combination of transpiration and 
water that is evaporated from the soil 
surface. It is usually defined as the 
quantity of water in inches or milli-
meters that needs to be replaced in 
the soil in order to maintain ideal 
growth and appearance. 

Evaporation from the soil surface 
usually affects only the top few inches 
of soil. Daily irrigations of a clay soil 
with turfgrass can result in a higher soil 
evaporation rate than every other day 
or every third day watering. This is 
not much of a problem in sandy soils. 
Crop cover and mulches will also re-
duce the amount of soil evaporation. 

The climatic factors that affect ET 
are air temperature, wind speed, rela-
tive humidity and solar radiation. 

Solar radiation is the primary climatic 
factor that affects ET. It is the source 
of energy necessary to transfer water 
from a liquid to the vapor phase in 
both plants and soil. Solar radiation 

peaks during the month of July. In 
August, the ET rate begins to decline 
leading to reduced irrigation frequency 
through the remainder of the season. 

Weather stations can provide ET 
data on a daily basis in order to deter-
mine when next to irrigate. California 
and Arizona have a series of weather 
stations in various parts of their states 
that provide a daily ET rate for irriga-
tors. Historical monthly ET rates can 
also be used for scheduling irrigations 
and these are available from the Na-
tional Climatic Center in Asheville, 
N.C., or from your local weather 
service. 

The soil infiltration rate or intake 
rate is the maximum rate the water 
enters bare soil during an irrigation, 
and is usually measured in inches per 
hour (in/hr). Initially, water moves in-
to the soil by gravity and then by 
gravity and capillary action. 

The top layer of soil fills with water 
to field capacity before the water 
moves downward and each subse-
quent layer does the same. Soils that 
are high in organic content will 

INFILTRATION RATE 
v s . PRECIP ITATION RATE 
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ÊOWER IRUNER 
PélfHrd 

Call 1-800-243-9592 for additional information. 

Technic Tool Corporation 
725 29th Street N.. Lewiston. Idaho 83501 

DAILY E V A P O T R A N S P I R A T I O N 
EVAPOTRANSPIRATION 

ET 
Inches/Doy 
0.30 
0.30 
0.30 
0.30 
0.30 
0.30 
0.30 

Doy 
1 
2 
3 
4 
5 
6 
7 

2.10" (50% MAD) 

IRRIGATE 
When? After 7 days 
How Much?.. 2.10" + losses 

have a higher infiltration rate than 
soils that are low in organic content. 

BASIC TURF/SONL 
SOE. TYPE INTAKE RATE INTAKE RATE 

Sandy soils 0.60 to 1 in/hr 0.30 to 0.50 in/hr 

Loamy soils 0.30 to 0.60 0.15 to 0.30 

Clayey soils 0.10 to 0.30 0.05 to 0.15 

The turf cover as well as compac-
tion, slopes and thatch will slow down 
the infiltration rate. During the first 
few minutes of irrigation the infiltra-
tion rate is very high at 5 to 10 inches 
per hour and then it rapidly decreases 
to the rates described above. Sprinkler 
heads with a precipitation rate of 1 
inch per hour have a maximum irriga-
tion run time in bare clay soil of eight 
minutes; 18 minutes of run time for 
loamy soil before runoff occurs. 

With the turf crop cover I would rec-
ommend a maximum run time of 
five minutes for clay soil a n d 10 minutes 
for loamy soil and then repeat the cy-
cle after 30 minutes if additional 
water is needed. 

Plant roots need oxygen to function 
and grow. A soil that is at field capaci-
ty most of the time is not conducive to 
healthy plant growth because oxygen 

movement in the soil is limited. In 
clay soils this can be a problem and 

can be avoided by 
infrequent or "just 
in time" irrigation, 
and in sandy soils 
this is not much 
of a problem. 

Frequent aera-
tion allows oxygen 

to readily enter the soil and also im-
proves the intake rate of the soil. The 
depth of the active root zone for many 
species of turfgrass is less than 6 inches 
and in some cases may be only 1 to 2 
inches. Root growth does not search or 
hunt for water and they will not grow 
through dry soil in search of water. 

When selecting irrigation equipment 
and nozzle sizes it is helpful if the appli-
cation rate of the sprinkler head mat-
ches the intake rate of the crop cover I 
soil combination. With certain soil 
types and sprinkler head combinations 
this is not possible, such as a clay soil 
combined with pop-up spray heads. 

Clay soils have a very slow infiltra-
tion rate at less than 0.15 inches per 
hour, while the pop-up spray head has 
an average application rate or precipi-
tation rate of 1.5 inches per hour. 
Bubbler heads can be spaced further 
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Management allowable depletion 
together with évapotranspiration 
rates can determine necessary irri-
gation frequency; Chart appears on 
facing page. 

apart in a clay soil because the capi-
llary action of the clay soil will in-
crease the lateral movement of water, 
whereas in a sandy soil there is little 
lateral movement. 

The information in this article is cri-
tical for understanding how water 
moves in and out of the soil, how 
water is stored, how the plant uses 
the water and how good water man-
agement practices can be achieved. 

Next month we will continue with 
water management and look at irriga-
tion scheduling, methods of calculat-
ing precipitation rates, controllers and 
programming and weekly applications.« 

The author is president of Keesen Water 
Management Inc., Denver, Colo. 

IRRIGATION QUESTIONS 

1. What type of soil has the least 
amount of pore space? 

2. What is the approximate infiltra-
tion rate for a bluegrass lawn 
with a clay soil? 

3. What is the available water 
holding capacity of a 6-inch layer 
of loam soil? 

4. What is the MAD for fescue turf-
grass planted on sandy soil with 
a 4-inch active root zone? 

5. With a daily ET rate of 0.20 in-
ches, what is the irrigation fre-
quency and amount applied for a 
turfgrass lawn on clay soil with a 
5-inch active root zone? 

6. What is the maximum runtime 
for small spray heads watering 
turfgrass on a clay soil? 

Answers appear on page 62 of July LLM. 

In the August issue of Lawn & Landscape Maintenance magazine, we'll 
discuss calculating precipitat ion rates and weekly irrigation applications. 
Control lers and p rogramming will also be addressed. 

To advertise in this 
ongoing irrigation training series, contact 

Maureen Mertz, 
National Sales Manager at 313/685-2065 

or Dave Miethke, 
Regional Sales Manager at 800/456-0707. 

IRRIGATION DESIGN SEMINAR 
by N. Warren Johnson, author of 
"Basic Landscape Irrigation" 

A two day seminar stressing the basics of landscape irrigation. 
• Aug. 1, 2 Tampa, FL • Oct. 17,18...Albuquerque, NM 
• Aug. 29, 30...Orlando, FL • Oct. 24, 25...Denver, CO 
• Sep. 12,13....Ft. Lauderdale, FL • Nov. 7, 8 Kansas City, MO 

For information, mite or call: 
^ P.O. Box 450054, Garland, TX 75045-0054 / (214) 530-3631 

USE READER SERVICE #16 

SOFTWARE 
Mr. Accountant the ultimate 

landscapers accounting package 
Accounts Receivable • Invoices • Statements • Aging Reports • Truck 
Routes • Plant List • Proposals • Accounts Payable • Payroll • General 

Ledger • Equipment Maintenance • Menu Driven • Simple to Use 

Customization Available 
Demo SPS Consulting Complete 

Available 1032 Raritan Road - Cranford, NJ 07016 Program 
(908)272-1398 $695.00 

USE READER SERVICE #27 

DISCOVER The Savings A t Longhorn 

3/4" Pressure Vacuum Breaker $48.50 ea. 
1" Pressure Vacuum Breaker 49.50 ea. 
3/4" Double Check, "Y" Pattern 61.50 ea. 
1" Double Check, "Y" Pattern 67.00 ea. 

• IRRIGATION 
• LANDSCAPE 
• WHOLESALE ONLY 

3/4" Atmospheric Vacuum Breaker' $11.50 ea. 
1" Atmospheric Vacuum Breaker 16.50 ea. 
3/4" Reduced Pressure Assembly 120.50 ea. 
1" Reduced Pressure Assembly 148.50 ea. 

Three Or More-Mix Or Match I 
CALLTOLL FREE 
1-800-284-0205 
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Source: B. R. Blackmarr A Associates study for Trade Show Bureau. 

Editor's Note: Hands On is designed to 
provide our readers with ideas and re-
sources for running your businesses. We 
need you to share ideas, lessons learned 
and successes with your peers. Submit 
your stories to: Hands On, LLM, 4012 
Bridge Ave. Cleveland, OH 44113. Or if 
you want to phone us with your tips, call 
800/456-0707. 

Setting Up 
Brandt Offices 
Opening a branch sales office sounds sim-
ple, but many companies find that protec-
ting the corporate culture, motivating em-
ployees and keeping tabs on the cash are 
difficult to do from a distance. One for-
mula to success: 

• Promote from within for the sales mana-
ger slot. Only top sales performers who 
have at least two years of selling under their 
belts and want to go into management should 

be considered. Those selected must have 
clearly demonstrated leadership abilities. 
Match candidates with rural backgrounds 

to rural territories and those with urban 
backgrounds to urban territories. 

• Grow your own salespeople for sales 
positions. It's cheaper than hiring seasoned 
professionals, and internally trained sales-
people usually haven't picked up bad hab-
its at other companies. Training includes 
field experience as well as selling skills. 

• Set goals. 
Ex: At mini-
mum, each 
account is 
visited twice 
a month 
and each 
large account 
weekly. Two 
days a week 
the sales 
managers 
work their 
own territories, calling on customers with 
their staff on the other days. Thirty sales 
calls per day is the target. 

• Stay in touch. Supplement personal 
visits to branches with customer surveys 
to keep branches up to standard. Mail 
quarterly customer-satisfaction surveys 
directly to headquarters. Send negative 
responses to the territory's sales manager. 
— Inc. magazine 

Success Tips 
To keep your staff and clientele happy, try 
this approach: Regard your employees as 
your partners and treat your customers 
like family. Provide the best service possi-
ble, give fair value and act with integrity. 
Make it fun for everyone to do business 
and remember to enjoy the process. — 
Poulan/Weed Eater m 

Who An You Kidding? 
EVERY COMPANY has a right to establish prices at whatever level is deemed 
appropriate. But too often, price-cutters don't take the time to calculate what a 
price-cut really means. Seldom do people think through what real effect a 5 per-
cent, 10 percent or 15 percent price-cut will mean to the company's profitability 
and ultimate market survival. 

The following chart illustrates the effects of price-cutting on profits. All num-
bers and calculations are based on 30 percent profit margins. Different numbers 
can be calculated on any profit rate. 

Price 
Off 

Selling 
Price 

Dollar 
Profit 

% Increase In 
Total Sales $ Vol-
ume Needed To 
Make Same $ Profit 

$ Sales Needed 
to Make Same 
$30 Profit 

0% $100 $30 
-1% $99 $29 3.45% $102.42 
-2% $98 $28 7.14% $105.00 
-3% $97 $27 11.11% $107.78 
-4% $96 $26 15.38% $110.76 
-5% $95 $25 20.00% $114.00 
-10% $90 $20 50.00% $135.00 
-15% $85 $15 100.00% $170.00 
-20% $80 $10 200.00% $240.00 
-25% $75 $5 500.00% $450.00 

Cutting price by just 5 percent means that to generate the same amount of real 
profit, the seller will have to increase volume by 20 percent. 

If sales weren't coming in fast enough at the 100 percent price, will a 5 percent 
selling price-cut really be sufficient to generate an additional 20 percent in 
volume? It's highly doubtful, yet too often businesses attempt to fool themselves 
into thinking that will happen, so they cut the price and then wonder why they 
went out of business. A 15 percent price-cut would slice your profit margin in half. 
Thus, you would need to double your sales volume (increase by 100 percent) 
to make the same profit you would have had if prices had not been cut. — 
American Sod Producers Association 
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THE TERRA TOPPER 
A New Concept in Topdressing 

Look At These Advantages 

•FAST: Does not lay the topdressing on top of the 
grass. No brushing is necessary. 

•SAVE: With a light topdressing 18 greens can be 
done in less than 2 hours with only 3 passes 
for average green. 

•CLEAN: Very little or no sand pick up when mowing. 

•QUALITY: Cut your greens longer and still maintain fast 
putting surface. 

•RESULT: Best putting surface available. 

THE TERRA T200 

Greens - Tees - Approaches 
The Terra 200 will give you a fast, quality job with a 
minimum of maintenance cost. It will do 1 1/2 acres per 
hour -10 minutes per green. 

This is the ideal machine to use for spiking. The new 
double 4" spiking blade does the job so smooth the golfer 
will never know you've been on the green. It will leave 400 
spiking holes in a 3 foot width. 

TERRA SOFT BROOM 

For brushing in topdressing or windrowing aerating cores: 
Do it with the Terra Soft Tender Rotary Broom. 

One pass over -- 4 or 5 passes is not necessary as with 
a dragmat or barn brooms. 

THE TERRA T320 

Get the job done before the golfer knows you've started. 
Designed forfairways and large turf areas, the Terra 320 
can aerate 3 acres per hour with 3 1/2" X 4" hole spacing. 
High production combined with low maintenance and 
initial cost make it the cheapest way by far to put holes in 
the ground. 

Get the work done when the ground is ready to aerate and 
end up with a clean quality job. 

TERRACARE 
PRODUCTS CO. INC. 

P.O. Box 248 
Pardeeville, Wl 53954 

608/429-3402 FAX: 608/429-2889 

U S I READER SERVICE #39 



People« 
GERALD KNIGHT was named vice presi-
dent and chief financial officer of The 
Toro Co. He succeeds Robert Peterson, 
who retired after 31 years with the firm. 

Dexter Defnet, director of business de-
velopment for Ariens Co., has assumed 
the same post for Promark, as well. Pro-
mark is a wholly owned subsidiary of 
Ariens. 

The irrigation division of The Toro Co. 

has appointed Jeonne Contu to the posi-
tion of key account sales manager in the 
Texas area. 

Rich Moguire, Forrest Loftis and Mac 
Flte were named territory managers by 
Husqvarna. Maguire services eastern Vir-
ginia and northeastern North Carolina; 
Loftis, northern Florida and southern 
Georgia; and Fite, northern Georgia. 

Pepco Water Conservation Products 
Knight Defnet 

made the following appointments: Donald 
Dungjen, national sales manager, commer-
cial division; and David Bane, vice presi-
dent of manufacturing. 

Randy Rogers joined Lebanon Turf Prod-
ucts as senior market specialist for the pro-
fessional and golf course product group. 

Ames Lawn & Garden Tools named C. 
Michael Coyne director, national account 
sales; and P.D. Thomas, general sales 
manager, northern midwest region. 

Hugo Kelti was elected a corporate of-
ficer of Briggs & Stratton. In his 14 years 
with the company, Keltz has held various 
service and distribution positions, most 
recently vice president — international. 

Also at Briggs & Stratton, Rick Zeck-
meister was named product manager for 
the company's small engine division. 

Todd Mohr joined the commercial and 
contractor divisions of Rain Bird Sales as 
area specifications manager. Mohr's 
Southern California territory comprises 
San Diego, Imperial and southern River-
side counties. 

Ed Baumann was promoted to western 
distribution operations manager for Rain 
Bird Sprinkler Mfg. Corp. Baumann is re-
sponsible for daily operations at the Rain 
Bird Distribution Center in Azusa, Calif. 

Jacklin Seed Co. announced the addi-
tion of Lisa Dacey and Rick Miller to the 
domestic marketing department. Dacey 
works with turfgrass accounts throughout 
the United States, assisting in customer 
communications and sales support. Miller 
provides sales support and product infor-
mation to new and existing customers. 

Suzanne Mariucci joined the Garick 
Corp. as sales representative for the east-
ern Nebraska and western Iowa territories. 

Jeff Boyd was appointed president of 
Eco Inc.; Martin Green was named vice 
president of sales. 

Rick Oberg joined Kelly Lime & Rock 
Co. as national sales manager. He heads 
up research and development, sales and 
marketing efforts. Formerly, Oberg was 
regional sales manager for the professional 
turf, lawn and garden division at AMPEL. 

The Yazoo Co. named Jack Talin terri-
tory manager for New York and New Eng-
land and Bob Morgan distributor sales. • 

count on 

The Encore 
PRO-Line offers 
maintenance profes-
sionals top quality 
features that maxi-
mize productivity— 
not price. Like the 
welded steel decks 
and double V band 
belt design on 
PRO-Line inter-
mediate mowers. 
And the counter 
rotating blade on 
PRO-Line edgers. 

Encore quality is 
something you'll 
ask for again and 
again. That's the 
value of a PRO! 
• Intermediate 

Mowers: 32", 
36", 48", 60" 

• Edgers 
• Blowers 
• Power-Thatchers 
• Power-Slicers 
• Mower 

Accessories 

To find out more 
about the complete 
PRO-Line of Encore 
equipment, circle 
the reader response 
number or call us at 
402-228-4255. 

LEASING 
PLANS 

AVAILABLE! 

MANUFACTURING CQ. INC 

P.O. Box 888 • Beatrice, NE 68310 • Ph. 402-228-4255 • FAX 402-223-4103 
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Now the 
environment 

Effective, 
economical 
control of 
all major turf 
insects as 
you fertilize 
The Andersons 
Lawn Fertilizer Division 
P.O. Box 119 
Maumee, OH 43537 
1-800-225-ANDY (2639) 

USE READER SERVICE #63 



CompuScapes 
Landscape Software 

If You Plan to Bury Your 
Compet i t ion , You'd Better 

Bring the Right Shovel 

CompuScapes Landscape Sof tware 
is the right tool for the job . Power-
ful , ful l featured, totally integrated. 

It's the perfect way for you to get 
control of your business and 
generate handsome profi ts . 

And that just might scare your 
competi t ion to death! 

• 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. 

USE READER SERVICE #69 

N0MANC0 LAWN 
MAINTENANCE 

MODEL LMT 6,000 
Loading Capacity 6,000 lbs. 

STANDARD EQUIPMENT: 78" x 16'4" chan-
nel iron frame, class "A" lights, electric brake, 
2" coupler. Safety chains, stake pockets, tie 
downs, 2" treated floor full width tool box on 
front & side. Fold up ramp on curb side. Trailer 
width is 8 ft. behind fenders, with full width 
fold up ramp. H7815LRC tires, white spoke 
wheels. 
OPTIONAL: Surge brake, jack, winch, trailer 
bed lengths 16', 18', 20'. 
Shipping Weight 1,680 lbs. 

Nomanco Trailers Inc. 
Schuler Manufacturing 

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

Phone: (317) 833-6711 

Product Spotlight 
A VARIETY OF Jacobsen Turfcat™ attachments are 
available, including front-mount rotary decks in 50-, 
60- and 72-inch cutting widths. Cutting height is ad-
justable without tools. 

Fine-cut flail decks in 50- and 60-inch cutting 
widths eliminate clippings collection and can mulch 
leaves and scalp turf prior to overseeding. 

For year-round use, a front-mounted blower, a 51-
inch two-stage snow thrower and a 60-inch straight 
blade are also available. 
Circle 125 on reader service card 

GUMOUT OFF SEASON Small Engine 
Gas Treatment promotes easy starting for 
2- or 4-cycle engines after summer or 
winter storage by preventing the formation 
of gum and varnish. 

From Pennzoil, the fuel additive also 
prevents rust and corrosion from forming 
in the fuel system and eliminates the need 
to drain fuel at season's end. 

The product is available in 8- and 16-
ounce bottles. 
Circle 126 on reader service card 

The Articulator from LasTec is a wide-
area finish mower that consists of a series 
of 21-inch fully floating cutting heads. 

Three different configurations of the mow-
er are available. 

The R Series rear-mount floating rotary 
mower cuts in forward and reverse. The F 
Series front-mounted floating rotary offers 
cutting capacities up to 10 feet wide and 
can cut up to 4 different widths by adding 
or removing cutting decks. The 3-point 
series is designed for large, open areas. 
Circle 127 on reader service card 

Vantage™ herbicide, an over-the-top her-
bicide that controls annual and perennial 
grasses, has a new product label that in-
cludes all registered uses in one com-
prehensive label. 

The label also includes two new regis-
tered uses: weed control in wildflowers; 
and tank-mixing with Basagran® T/O her-
bicide for control of yellow nutsedge and 
grass and broadleaf weeds in ornamentals. 

From BASF, Vantage can be applied as a 
broad spectrum herbicide to trees, shrubs, 
ornamentals, bedding plants, ground 
covers and certain non-bearing food crops. 
Circle 128 on reader service card 

The Mighty Mac Speedy Soil compost 
tumbler from MacKissic is a 14-day com-
post maker. The drum is made of rust-
resistant galvaneal steel and features 
powder-coated paint, high-density poly-
ethylene ends and patented aerators. 
Circle 129 on reader service card 
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A new 21-inch walk-behind mower from 
Arlens features the Swivel System, front 
wheels that swivel to provide easy handl-
ing. Zero-turning radius helps make trim-
ming around obstacles easy. Fixed rear 
wheels help keep the mower on course. 
Locking pins hold the front wheels in 
place when mowing across an incline. 
Circle 130 on render service card 

The Slsis Auto-Seeder is self-propelled for 
rapid overseeding of small, worn-out turf 
areas. 

The tines rotate against the direction of 
travel and cut shallow, open grooves 2 in-
ches apart. In the same pass, grass seed is 
metered from a positive feed seeding 
mechanism directly into the grooves. 
Circle 131 on reader service card 

The 036 mid-size saw from Sfihl features 
a slim profile and low weight. The saw 
has a 61.5 cc/3.75 cu. in. engine and 
weighs 11.9 pounds without bar and chain. 

Other features include electronic igni-
tion, anti-vibration system, Quickstop™ 
inertia chain brake and an improved 
cylinder design that provides more fin sur-
face with increased air flow and greater 
cooling capacity. 
Circle 132 on reader service card 

Scag Power Equipment and Sweepster of-
fer a new sweep option for Scag walk-be-
hinds. The 24-inch-diameter brush comes 
in 4- or 5-foot widths and is available in 
polypropylene or 50/50 poly/wire con-
struction. It mounts on the engine deck of 
Scag belt-drive and zero-turn walk-behinds 
with 14-, 18- and 20-h.p. engine decks. 

The mounting frame features a sweep 
angle adjustment so the brush angle can 
be manually adjusted from 30 degrees 
right to 30 degrees left. 
Circle 133 on reader service card I 

'He Thinks He's Lam$kiïngc 

LAWN-WRIGHT, INC-
18761-A North Frederick Ave. 
Gaithersburg, MD 20879 

the uses of your ^ ^ I ^ e e m e d a hopeless 
One of my employees^O^ear ^ ^ payoheCk, 

» « S S S S S K - - - - -
twice the work done. ̂ d m y p ^ » ^ ^ ^ 
the thing! He thmfe^e s ^wnstomg ^ p r o d u o i n | s0 
he's b^me one of g f ^ S h i s lost pay, hut a raae. 
much I've not only given n«u ^ newfound 
N o w I just smile ̂ « j j i making 
attitude. What more can I say excey 
such a great product. 

Gratefully yours 

^ S o u n d s Maintenance 

velke 
For More Information Call 800-635-8485 

From Lawn-Wright, Inc., makers of the Grass Gobbler. 
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m 
APRIL 20-OCT. 12 AmeriFlora '92, Frank-
lin Park, Columbus, Ohio. Contact: Ameri-
Flora '92, 1995 East Broad St., Colum-
bus, OH 43209-1679; 800 /BUCKEYE. 

AUG. 7-9 TAN-MISSLARK Regional 
Nursery & Garden Supply Show, George 
R. Brown Convention Center, Houston, 
Texas. Contact: Texas Association of 
Nurserymen, 7730 IH-35, Austin, TX 
78745-6621; 512/280-5182. 

AUG. 9-12 Cornell Compost Management 
Symposium for Professionals, Cornell 
University, Ithaca, N.Y. Contact: Ken 
Cobb, 607/255-1185. 

AUG. 19 Michigan Nursery and Landscape 
Association's Third Annual Summer Field 
Day, Lincoln Nurseries, Grand Rapids, Mich. 
Contact: M N L A , 819 N. Washington Ave., 
Suite 2, Lansing, MI 48906; 517/487-1282. 

AUG. 19 1992 Annual Turfgrass Field Day, 
University of Rhode Island, Kingston, R.I. 
Contact: Dr. Noel Jackson or Dr. Bridget 
Ruemmele, Dept. of Plant Sciences, Wood-
ward Hall, The University of Rhode Is-
land, Kingston, RI 02881-0804; 401/792-
2932. 

AUG. 19-21 Field Diagnosis: Insects and 
Diseases of Trees and Shrubs, Cornell 
University, Ithaca, N.Y. Contact: New 
York State Arborists Association, P.O. Box 
58, Latham, NY 12110; 518/783-1322. 

AUG. 20 Michigan State University Turf-
grass Field Day, Hancock Turfgrass Re-
search Center, M S U Campus, East Lansing, 
Mich. Contact: Dr. Frank Rossi, Dept. of 
Crop and Soil Sciences, MSU, East Lans-
ing, MI 48824-1325; 517/353-0860. 

AUG. 20-21 Pennsylvania Landscape and 
Nursery Trade Show and Conference, Ex-
po Mart, Monroeville, Pa. Contact: Penn-
sylvania Nurserymen's Association, 1924 
North Second St., Harrisburg, PA 17102; 
717/238-1673. 

AUG. 27-30 1992 Farwest Show and Ornamen-
tals Northwest Seminars, Oregon Convention 
Center, Portland. Contact: Oregon Association 
of Nurserymen, 2780 S.E. Harrison, Suite 102, 
Milwaukie, OR 97222 ; 503/653-8733. 

SEPT. 11-12 Southwest Horticultural Trade 
Show, Phoenix Civic Plaza Convention 
Center, Phoenix, Ariz. Contact: Arizona 
Nursery Association, 1430 W. Broadway, 

Suite A-125, Tempe, AZ 85282; 602/ 
966-1610. 

SEPT. 11-16 Responsible Industry for a 
Sound Environment Second Annual Con-
ference, Washington, D.C. Contact: RISE, 
1155 15th St., NW, Suite 900, Washington, 
DC 20005; 202/872-3860. 

SEPT. 20-23 Florida Turfgrass Association, 
40th Annual Conference and Trade Show, 
Prime F. Osborn Convention Center, Jack-
sonville, Fla. Contact: Florida Turfgrass 
Association, 302 S. Graham Ave., Orlan-
do, FL 32803-6399; 407/898-6721. 

SEPT. 21-24 Northwest Turfgrass Con-
ference & Exhibition, Sun River Lodge 
and Resort, Sun River, Ore. Contact: 
NTA, 206/754-0825. 

SEPT. 24-28 Oregon Association of 
Nurserymen, Annual Convention, Shilo 
Inn, Lincoln City. Contact: OAN, 2780 
S.E. Harrison, Suite 1022, Milwaukie, 
OR 97222 ; 503/653-8733. 

OCT. 22-23 Xeriscape '92 — San Diego 
Style, San Diego Convention Center. Contact: 
Jan Tubiolo, Cuyamaca College, 619/443-1756. • 

Send for Free 
Information from 

- . Lawn & Landscape 
MAINTENANCE 

Advertisers 
Our advertisers want to help your business grow, so why 
not take advantage of the free information about the 
products and services advertised in this issue. 

Simply turn to the reader service card in this issue, circle 
the corresponding reader service numbers and complete and 
mail the postage paid reply card. Our computerized 
response system will speed the requested materials to you. 
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OFTANOL USERS KNOW THE 
BEST WAY TO OUTSMART GRUBS IS 

WITH A LITTLE EXTRA HOMEWORK. 

Getting rid of grubs that attack your cus-

tomers' lawns can be pretty tricky some-

times. Unfortunately, simply treating against 

these destructive pests doesn't always guar-

antee success. 

But many lawn care oper-

ators have learned that all it 

takes to outsmart grubs is a 

little preparation—finding 

the right product and the 

right time of year to make 

the application. The prod-

uct is OFTANOL Insecticide, j i u u i w z>nuw 

that time after time, OFTANOL provides 

grub control. And delivers better control 

than other widely used products 

such as Sevin® and Diazinon 

Insecticides. 

The right time to apply it? That 

will vary from region to 

region. But a good 

rule of thumb is 

PERCENTAGE OF 
CONTROL 

OFIANOL Sevin Diazinon 
Insecticide Insecticide 

SOURCE: 18 trials conductcd by Miles in 1990. 

Sriidipç ç h n w 

Sevin is a Reg TM of Rhone-Boulenc Ag Company 

to treat with OFTANOL when grubs are at 

or near the surface. An easy way to check 

is by just pulling back a bit of sod and look-

ing for an infestation. Or call your local 

Extension office to determine peak periods 

-i of grub feeding in your area. 

These are, of course, just the basics 

of effective grub control. If you'd like to 

learn more about OFTANOL and its 

proper usage, contact your local Miles 

representative. Or just give us a call at 

(800) 842-8020. One of our trained pro-

fessionals will be stand-

ing by to answer your 

questions. Miles Inc., 

Specialty Products, 

Box 4913, Kansas City, 

MO 64120. 

So why let grubs 

continue to test your 

patience when the easy 

answer is OFTANOL. 
MILES ^ 
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LAWN CARE PROS 
Get on the Fast Track to Success! 

The Professional Lawn Care Association of America 

( ¡ w u X A 

"RACE WITH THE BEST" 
THE 13th ANNUAL CONFERENCE 

Nov. 16 -19 ,1992 
Indiano Convention Center 

Indianapolis, Indiana 
You'll gain the competitive edge, 

stay informed[ and have fun! 

Seminar "Hot Topics" 
Include: 
• New Technology for Old 

Problems 
• Business Concerns: Taxes, 

Estimating, Diversifying, etc. 
• Organic Programs 
• Risk Communication 
• Marketing Tips 
• Maintenance & Mowing 

Plus: 
• Recertification Track 
• Round Table Discussions 
• "Shop" the Green Industry 

Expo/92, Nov. 16-18, and 
the Giant Outdoor Equipment 
Demo Nov. 19. 

Tell me more about PLCAA's Educational Conference! 

City/State/Zip 

FAX 
PLCAA '92 November 16-19 Clip & return to PLCAA,, 1000 Johnson Ferry Rd„ NE, Suite C-135, Manetta, GA 30068-2112; 

(404) 977-5222; FAX (404) 578-6071. 



A U N I F I E D I N D U S T R Y 

W O R K I N G T O W A R D 

A C O M M O N G O A L 

Nearly every key issue affecting one part of the Specialty Pesticide 

Industry affects the entire industry. 

RISE (Responsible Industry for a Sound Environment) is bringing 

industry leaders together to identify critical public issues and 

legislation, and address them as a unified body. 

We're proud of our industry's commitment to enhancing and 

preserving the environment. And we're committed to educating policymakers 

and the public about the environmental, health and safety 

benefits of proper pesticide use. 

A wide variety of companies and organizations are already members 

of RISE, and have contributed to successes like we enjoyed recently in 

Missoula, Montana, which demonstrates the industry is 

able to work constructively with local government bodies. 

If you're a manufacturer, formulator, distributor, supplier or associa-

tion involved with the use of specialty pesticides, we invite you to join RISE 

and participate in our future successes. 

For more information, call RISE at 

(202) 872-3860, or write to 1155 15th St. N.W., 

Suite 900, Washington, D.C. 20005. Rfsponsèlf Industry tor i Sound Emmura*« 
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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 first of the month preceding publica-
tion and be accompanied by cash or money 
order covering full payment. Submit ads to: 
Law n & Landscape Maintenance magazine, 
4012 Bridge Ave., Cleveland, OH 44113. Fax: 
216/961-0364. 

BUSINESS FOR SALE 

GARDEN CENTER 
Garden Center on 2.88 acres in fast growing 
Delaware Resort area. Home on site. $195,000. 
Additional land available. 800/321-5914. 

BUSINESS OPPORTUNITY 

GROWTH OPPORTUNITY 
Exclusive franchise areas available for existing 
green industry operations. Come grow with the 
leader in organic-based lawn care. NATURA-
LAWN OF AMERICA. Call Mike Catron, 800/ 
989-5444. 

DEALERS/DISTRIBUTORS 

$ $ SELL BLOWERS $ $ 
The Atwater Strong Co., manufacturer of 
blowers 5-50 HP, seeks aggressive dealers and 
distributors in many parts of the country. Dis-
counts up to 40 percent. 

Call: Eric 216/630-9822 

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, $54.95; 
glycerin-filled gauges, 0-60 psi to 0-1,000 psi, 
$19.95; ChemLawn guns, $81.95; lawn spray 
boots, $16.95; lawn spray gloves, $1.95/pair. 
Call Hersch's Chemical Inc. 
800/843-LAWN - outside of Michigan 
313/543-2200 

PIPE LOCATOR 
INEXPENSIVE. Locates, traces underground 
drain, water pipelines of clay, PVC, ABS, steel 
and cement. Bloch, Box 18058, Cleveland, OH 
44118; 216/371-0979. 

• • • 

INTEGRATED SOFTWARE 
An integrated business management system for 
$495. A single dBASE, compiled EXE with A/P, 

A/R, G/L, payroll, job costing, laser labels and 
much more. Ideal for Serv. Business. Demos 
available. Dealers wanted. New Serv, 1615Gelhot 
Dr. #34, Fairfield, OH 45014; 513/829-1585. 

Raising Money 8c Having Fun 
(sort of) 

A "How To" Book for 
Small Non-Profit Groups 
Learn where and how you can start to 

fundraise. Learn how to target potential 
donors. Learn how you can market your 
snail but unique group, 8c how you begin 
an endowment program. Learn how to 
believe you can compete for dollars. 

$21.68, includes tax and shipping. 
Make checks payable to: 

MAYDUGAN CENTER, 4115 Bridge, 
Cleveland, Ohio 44113 
Phone (216) 631-5800. 

EQUIPMENT 
LOST CONTRACT MUST SELL: 4 Mitsubishi 
SU-27-F Trucksters, 3 340 Excel 72-inch high-
deck mowers, 1 340 Excel Rangewing, 1 Chevy 
1500 Extended Cab, 5 S-101989-90 CheVy Pick-
ups and much more. Call 209/485-0311. 

COMPUTER SOFTWARE 

SuperScape Management 
system offers the landscape 
professional the following: 

* Ease of use 
* Reduced support costs 
* Reduced training costs 
* Excellent management info 
* Large time savings 
* Increased sales 

Benefits too numerous to list. 
Simply the best software in the 

industry. Don't buy until you call. 

1-800-580-5880 
S j ISo f tQues t , Inc . 

SOFTWARE 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. Free 
recorded message: 707/448-0270. (NK8). 

SPRAYER REPLACEMENT PARTS 
Sprayer Replacement Parts — FMC, Hypro, 
Spraying Systems, Raven Tanks, Hannay Reels, 
plus more. Also Canaan sprayers and hydro-
seeders. FREE CATALOG. CANAAN INDUSTRIES, 
800 633-7560. 

SPRAY EQUIPMENT 
Walkover sprayers and siteline athletic field 
stripers — Innovative, precise ground-driven 
sprayers. FREE CATALOG. Dealers wanted. CA-
NAAN INDUSTRIES, 800/633-7560. 

• • • 

GOVERNMENT LAND 
FREE LAND - GOVERNMENT LAND now 
available for claim (including agricultural). Up 
to 160 acres/person. Free recorded message: 707/ 
448-1887. (4NK8) 

SPRAY EQUIPMENT 

SPRAY EQUIPMENT 
WHOLESALE, METERING, 

CENTRIFUGAL, TURBINE, ROLLER, 
PISTON AND 12-VOLT PUMPS. 

Complete Line of Spray Equipment 
Savtdia Sprayer, Inc. 

806/546-2242 

DESIGN KIT 

LANDSCAPE DESIGN 
KIT THREE 

COMPLETE 
PROFESSIONAL 

1 LANDSCAPE PLANS 
IN MINUTES! 

48 rubber stamp symbols 
of trees, shrubs, rocks, 
stepping stones, vine. 
&more Use at 1/8 or 

1/10 scale Stamps 1/4 to 
1 3/4 inches in diameter. 

30 PAGE STAMP CATALOG • $1 
AMERICAN STAMP CO. 
12290 RISING RD., #792 

WILTON, CA 95693 
(916) 687-7102 

$74.95 
+ $4.50 ship /hand. 

Cal only add 7 3/4% tax 
V ISA/MasterCard 

By MAIL Or Phone 

(continued on page 62) 
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NOW—A Tradition in Selling 
GREEN INDUSTRY EXPO/92 

NOVEMBER 17-19, 1992 

THE Lawn & Landscape Show of the Decade 
Indiana Convention Center 

Indianapolis, Indiana 

Don't miss your opportunity to sell to 3 industries at once: 
Lawn, Landscape & Grounds Management 

The Expo runs in conjunction with dynamic educational conferences sponsored by: 

MAA -Ptffift- HgMS 
Associated Landscape Professional Lawn Care Professional Grounds 
Contractors of America Association of America Management Society 

• Yes! Send me more information on Exhibiting at the 3rd annual 
Green Industry Expo or Call (404) 973-2019 

Company 

Contact Name 

Address 

City/State/Zip 

Phone FAX 

Clip & Mail to: GREEN INDUSTRY EXPO, 1000 Johnson Ferry Rd., NE, Suite C-135, Marietta, GA 30068-2112 
^(404) 973-2019/FAX (404) 578-6071 ^ 



Classifieds 
(continued from page 60) 

HELP WANTED 

SALES/MANAGEMENT 

LAWN AND TREE 
SALES AND MANAGEMENT 

EHRLICH GREEN TEAM 

Our continued growth and expansion has created 
several openings in sales and branch management. 

The Ehrlich Green Team is an established, well-
diversified lawn and tree care company, servic-
ing six Mid-Atlantic states. We are a division 

of the J.C. Ehrlich Co. with a commitment to 
quality customer services since 1928. The Ehrlich 
Green Team has pioneered integrated pest man-
agement principles in lawn care and tree care. 

We are seeking individuals who are achieve-
ment and results oriented and enjoy hard work. 
Green industry experience will be helpful. If you 
have a desire for advancement and self develop-
ment, you need to talk to us. 

Prompt attention will be given to responses 
which include a resume and compensation his-
tory. Strict confidentiality is assured. 

John A. Carson, Division Manager 
Ehrlich Green Team 
J.C. Ehrlich Co. Inc. 

P.O. Box 13848 
Reading, PA 19612-3848. B 

BAKER QUALITY. 
PRO PERFORMANCE. 

Tractor PTO Drive 
•Jll.viil A YARD WASTE RECYCLING SYSTEM 
THAT WORKS LIKE YOU DO. HARD AND SMART. 

COMPLETE DEBRIS CLEAN-UP. CHIP LIMBS 
UP TO 6" THICK. SHRED 1" TREE TRIMMINGS. 
A N D TURN GIANT LEAF PILES INTO MULCH IN 
MINUTES WITH THE UNIQUE VACUUM KIT. 

CALL TODAY AND ASK ABOUT OUR IN-HOME 
VIDEO DEMONSTRATION. 

M-F, 8AM-

5PM. CST 1-800-945-0235 
RECYCLE NATI RE'N WAST t . . .NATI RALLY 

TORNADO Products, Inc. 3 
W190 N11260 Carnegie Drive 
Germantown, Wisconsin 53022 

I R R I G A T I O N 
T R A I N I N G SERIES 

L E S S O N O N E 

Answers to questions on page 47. 

1. Sandy soil. 

2. 0.10 inches per hour. 

3. 0.75 inches of water. 

4. 0.166 inches of water. 

5. Apply 0.4 inches of water 
every other day. 

6. Five minutes. 

ALCA* 56 
Andersons 51 
Aquatrols 30 
At water-Strong 35 
Back to Earth 47 
Badger 16 
Boss Products 15 
CBS Software 42 
Ciba-Geigy* 31 
CoRon 40 
CompuScapes 52 
Crary 26 
Creative Curb 62 
Cushman 64 
Dilloware 16 
Earth Gro* 56 
Encore 50 
Grace-Sierra 2 
Green Industry Expo 61 
Harmony 13 
IA* 31 
Isuzu 27 
Jacklin 37,63 
Lawn-Wright 55 
Longhorn 26,47 
Miles 8,9,57 
Monsanto 41 
Nor-Am 5 
Oldham 42 
PLCAA 58 
PeCo 35 
RISE 59 
Regal 24 
Rhone-Foulenc 38,39 
Royer 14 
SPS Consulting 47 
Sandoz 28,29 
Schuler 52 
Shindaiwa 7 
Stihl 33 
Technic Tool 46 
Terracare 49 
Tornado 62 
Tuflex 17 
Turfco 14 
Walker 21 
*Denotes regional advertising 

OER SERVICE #29 

Creative 
curb marketing 

Permanent Landscape Borders 

Create profits 
by offering your customers 

beautiful borders. 

26041 Pala 
Mission Viejo. CA 92691 
(714) 587-8488 
(800) 292-3488 
FAX: (714)951-2656 

Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and 

an important 
addition 

to your 
bottom tine. 
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The next generation 
of perennial ryegrass. 
For a number of reasons. 

rar;_ •»•>.. • 

P r W : T* > 

m 

Advent perennial ryegrass 
has shown clearly that it's a 
new class of turfgrass in 
Rutgers University 
performance trials. Advent 
scored top marks for heat 
and drought tolerance, 
improved disease resistance 
and high density. Which 

makes low-growing 
Advent the top seed 
for home lawns, golf 

The Green Seal marks Advent as 
a world premium turfgrass variety. 

Request Advent by name 
from Jacklin. Or simply ask 
for the next generation of 
perennial ryegrass. We'll 
know what you mean. 

course fairways, tees and 
roughs. 

In dormant winter grass 
overseeding trials in the south, 
Advent's high turf quality 
rating was superior to Palmer, 
Manhattan II, Pennant, 
Prelude, Premiere, Omega II, 
Citation II and Dandy plus a 
host of others. Advent is an 
excellent choice to overseed an 
entire golf course. 

Another fine quality-controlled product of 

Jacklin Seed Company 
5300 W. Riverbend Avenue • Post Falls, Idaho 83854-94W • 208/773-7581 • FAX 208/773-4846 • TWX 5107760582 Jacklin PFLS 

USE R E I S E R SERVICE #15 

adyent 
TURF-TYPE PERENNIAL 

RYEGRASS 

C Jacklin Seed Company 

; 



Introducing the new 
Ryan Lawnaires V 
Aerator 

No one goer, to greater 
lengths to meet your every 
aeration need than Ryan. 
The new Lawnaire V 
proves it. 

Whether you're on slopes 
or in hard-to-reach areas, 
the LA V lets you aerate 
more quickly and effec-

tively than any other 
aerator on the market. 
And, with Ryan quality to 
back it up, the LA V will 
keep aerating over hill and 
dale, year after year. It's 

another outstanding 
example of our commitment 
to being the aeration leader 
in the lawncare industry. 

For a new slant on 
aeration, contact your local 
Ryan dealer or call toll free 
1-800-228-4444 today. 

RANSOMES 

%OJSHMAN 

6105 Cushman, P.O. Box 82409, Lincoln, NE 68501 ©Cushman Inc. 1990. A Ransomes Company. 1990. All rights reserved. 

U M i l A M U R I C K #37 


