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FAMILY AFFAIR 
Diversification has bolstered Messer 

Landscape; a family- firm founded on strength 
and personal conviction. 
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Some Thing? Are Just Made 
to Work Better in the Dark 

7isease resistant, shade tolerant and beautiful, Glade Kentucky 
Bluegrass is one variety you can't help but fall in love with. 

Call your Jacklin Seed marketing representative at 800-688-SEED and 
find out why. It could be the beginning of a beautiful relationship. 

3 M f 
K e n t u c k y b l u e g r a s s 

U.S. Plant Patent 3151 License in Canada No. 2133 

Jacklfn Seed Company 
5300 W Riverbend Avenue • Post Falls. Idaho 83854-9499 

208/773-7581 • 800/688-SEED • TWX 5107760582 Jacklin PFLS 
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OA A Family 
( A Affair 
Once their business fleet consisted of three pairs of legs and a few pieces 
of equipment. But now Buel, Chuck and Mike Messer provide landscape 
management and nursery services to a growing chunk of Southeast 
Virginia. 

^ Q Maintaining 
The Cutting Edge 

Top contractors are using a no-nonsense approach that defies skeptics to 
question their professional integrity. 

QC The Continuing 
OU Debate 
Contractors and dealers are at odds as to what can be done to improve service and 
communication between them. 

Af\ TappingAn 
i U Uncertain Market 
The European Community finally is breaking trade barriers to invite 
competitive selling and to harmonize standards. The accord opens doors 
for chemical and equipment manufacturers worldwide, but most likely 
leaves the western European landscaping market untapped. 

Record Crowd Attends 3rd 
J Annual Green Industry Expo 

Returning to the heart of the lawn and landscape industry, attendees turned 
out in record numbers for both educational conferences and trade show. 

52 Contractors Optimistic 
About Business Future 

Our 1993 market trends survey revealed a lot of statistics 
about the professional lawn and landscape industry. Perhaps 
most important is the enthusiasm with which our readers look 
to the future. 

CO The Making 
J O OfRirfCultivars 
A general understanding of the basic steps in turf breeding programs 
will help distinguish the advantages and disadvantages of today's 
cultivars. 

CO Sprinkler Head 
0 0 Selection and Placement 
Trees, shrubs, ground covers and turf vary in their watering requirements. 
Consequently, the best type of equipment should be selected for specific 
applications. 
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Editor's Focus 
FILLED WITH WARM wishes from the 
fun-filled holiday season, I look toward the 
new year with enthusiasm. My newly found 
optimism stems not only from the new 
political regime in Washington D.C., and its 
"plans" of change for the future, but my 
hope that the green industry will soon 
receive its just desserts. 

Only time will tell what environmental 
undertakings Vice President A1 Gore has in 
mind, but I figure it's about time the lawn 
and landscape industry received a mountain 
of pleasant tidings for the new year rather 
than doom and gloom. 

If I had it within my power to make 
dreams come true, I would opt for the fol-
lowing: 

I would give lawn care operators the 
courage to vocalize the passion they have for 
their field of occupation. Too often, lawn 
care operators take a bad rap for their pro-
fession and the products they use, succumb-
ing to uninformed attacks from local, state 
and federal governments, local newspapers 
and an assortment of people who spread 
tales of woe from alleged pesticide run-ins. 

With emotions in check and an armful of 
carefully thought out ideas, lawn care opera-
tors should be able to convey to their cus-
tomers, the media, legislators and others the 
importance of specialty pesticides. The Pro-
fessional Lawn Care Association of Ameri-
ca, the Responsible Industry for a Sound 
Environment and others have made it pos-
sible to intelligently convey the appropriate 
answer, and possibly curtail unnecessary 
pesticide regulation. 

We've seen unreasonable posting requests 
stopped in their tracks, and we've seen state 
law take precedence over municipalities 
valiantly trying to usurp established noti-
fication laws in favor of their own tedious 
pesticide mandates. 

And just recently, the hot issue of multiple 
chemical sensitivity registries were dealt a 
small, but significant setback when politicos 
in Virginia tabled legislation for a state 
sensitivity registry (see page 20). 

It all boils down to preparation. What hap-
pened in PLCAA's mock city council hear-
ing (see page 48), should be a rarity rather 
than commonplace in cities across the 
United States. 

To continue, I would like to blow up those 
city councils who find it their civic duty to 
ban power blowers. 

With all the problems this country has to 
deal with ~ homelessness, unemployment, 
political corruption, unbalanced budgets, the 
list goes on - the elimination of a vital in-
dustry tool such as a blower should not be 
high on someone's priority list. 

But in all fairness, lawn and landscape pro-

fessionals should take care to operate these 
time-saving, efficient tools in an intelligent 
manner. Don't make them a nuisance for 
your customers. 

To those mowing professionals, I wish 
for you a season free from landfill woes, 
drought and idled equipment. Additionally, 
as the professional mowing industry gains 
recognition with suppliers of commercial 
mowing equipment, it's my wish that the 
link between the warehouse and field — 
the dealer network — be solidified (see 
page 36). 

With all of the rain and snow much of 
the United States is receiving this winter, 
we can only hope that drought won't be a 
major issue in 1993. Along those lines, it's 
hoped that the industry won't take the 
expected snow pack in Northern California 
for granted, and that water management 
and quality water use will become more 
prevalent — even in areas traditionally not 
lacking water supplies. 

And finally, to all of you struggling to 
understand appropriate ways to recycle 
yard waste and proper ways to apply 
finished compost back into the environ-
ment, more simply written regulations 
from state governments. 

Realistically, (don't you hate that 
word?), all of these scenarios won't come 
true in 1993. However, Lawn & Land-
scape Maintenance magazine will continue 
to bring you insights into these and other 
is-sues throughout the year. We'll identify 
pertinent legislation, methods to grow your 
business, technical developments and 
product innovations. 

We wish you a prosperous new year and 
look forward to hearing from you. — 
Cindy Code • 
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The Toughest Tiling To Emerge Since Crabgrass 
Just Got A Whole Lot Toughen 

WITH 

•i 
/ 7 / M E I M S l O U Turf Herb\cVSfe 

LEBANON C H E M I C A L . C O R P O R f c , T \ O H 
L E B A N O N , P A . H O A 2 

Chances are, you already know how tough Dimension® you can buy Dimension in combination with the proven 
turf herbicide is on crabgrass. It offers season-long pre- h o m o g e n e o u s f e r t i l i z e r f o r m u l a t i o n of G r e e n s k e e p e r 
emergence weed control with less act ive ingredient 20-4-10. For more in format ion on th is powerfu l new 
per ac re t h a n o t h e r he rb i c ides . And wi th a G r e e n s k e e o e r Pr°duct, contac t your Lebanon sales represen-
longer application window, it allows you more 20-4-10 o r ' o c a ' ^ e ^ a n o n Products distribu-
t i n g to t reat more customers ' lawns. And now w , T H dimension- tor. Or phone 1-800-233-0628. 

C 1992 Lebanon Turf Products. Dimension* is a registered trademark of Monsanto Company. Greenskeeper is a product of Lebanon Chemical Corporation. 
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Business Watch 
CONSUMERS ARE LOOSENING their 
purse strings as the economy continues to 
improve. 
The Consumer Confidence Index soared 

more than 10 points in November, indicat-
ing renewed confidence in an economy that 
has limped along for much of the past two 
years (see chart). 
Analysts attribute the increase to two 

factors: a series of better-than-expected 
economic reports and the election of Bill 
Clinton, former Arkansas governor. 

As the economy continues to recover, 
President Clinton is reportedly reappraising 
the need for a short-term economic stimulus 
package. Corporate profits are up, the 
unemployment rate is down and the gross 
domestic product grew at a $4.94 trillion 
annual rate in the third quarter, lending 
support to the growing belief that a stimulus 
package, once the focus of an election 
battle, may not be necessary. 

"We have some distance to go before we 
restore the sense of prosperity we had, but 
we're back on track," economist Erich 
Heinemann recently told USA Today. 

MORTGAGE RATES 
SEPT. 
7.60 

OCT. 
7.91 

NOV. 
8.05 

DEC. 
8.02 

'Posted yields on 30-year mortgage commit-
ments for delivery within 30 days. (Source: 
Federal Home Loan Mortgage Association) 

RETAIL SALES * 
AUG. 
+0.1 

SEPT. 
+0.7 

OCT. 
+1.9 

NOV. 
+0.4 

* Percent change from preceding month. 
(Millions of dollars, seasonally adjusted) 

G D P I M P R O V E S 
The gross domestic product passed 
pre-recession levels in the third 
quarter of 1992, indicating that 
the economy is 
expanding. 

UNEMPLOYMENT DECLINES 
Tibe employment rate has dropped 0.6% since June. 

Source: The Commerce Department 

CONSUMER CONFIDENCE 
From a monthly survey of 5,000 U.S. households. 
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ECONOMIC REPORT: MOWING IN 1993 
MOWING CONTRACTORS nationwide forecast a 5 percent to 20 
percent growth in landscape maintenance divisions for 1993. Com-
panies predicting increases on the low end are based mostly on the 
West Coast, where the recession lags. 

Cagwin & Dorward, Novato, Calif., experienced a loss in the first 
half of 1992 due to clients facing budget cuts, but had a slow 
upswing in the last half. 

"In maintenance, we're doing better than 12 months ago. We'll see 
some new growth in 1993, but not as much as we've experienced in 
the past," said C&D's Wayne Richards. 

Rich Akerman of Northwest Landscape in Tigard, Ore., whose 
company targets mainly high-end commercial office facilities, 
larger office parks and upscale multifamily housing, believes the 
economy fared better in the Northwest than other regions, but that 
his clients remain cautious. 

'They're watching their costs very tightly " he said. 'They're 
waiting to see what the new administration will do. They'll watch 
their leaders for policy." One hopeful sign is that banking is 
"loosening up," he added. 

While his company sustained about an 18 percent growth in 1992, 
Akerman predicted a slight upturn for 1993. "I would guess a 
minimal to mild growth," he said. 

ISS Landscape Management Services in Tampa, Fla., and Ground 
Control Landscaping in Orlando, claimed substantial growth in 
maintenance for 1992 and each expect 15 percent to 20 percent 
increased business in 1993. 

ISS' landscape maintenance picked up in 1992 despite a drop in 
construction sales. Several clients began upgrading their facilities, 
"which we were able to give what we call actual work items — 
above and beyond contract. Those jobs produce very high profit 
dollars," said ISS' Dale Elkins, whose company does about 70 
percent large-scale commercial maintenance work. 

Maintain Inc. in Dallas, Texas, grossed about $3.8 million in 1992 
and expects to gross $4.5 million this year, according to James 
Rhodes, general manager. 

David Frank of David Frank Landscape Contracting in German-
town, Wis., estimated a 20 percent growth in maintenance next year, 
the same division which experienced 24 percent growth in 1992. 

"We're actively promoting our services," he said. "We're hitting 
right on our profit objectives. We're real happy." 

Michael Byrne of Byrne Brothers in Essex, Mass., said mainte-
nance, which makes up about 65 percent of the business, has devel-
oped 25 percent the last two years, and he anticipated the same for 
1993. • 



WALKER DOES TOP LEVEL WORK 
ON THE ROOF 

WALKER MFG. CO. • 5925 E. HARMONY RD. • FORT COLLINS, CO 80525 • (303) 221-5614 
USE READER SERVICE #35 

When Atlanta based 
landscape contractor, Scapes Land-
s c a p e M a n a g e m e n t , w a n t e d to 
improve efficiency in mowing the 
award winning Northpark Town Center Rooftop Park, they found Walker fit the job. 
Steven Coffey, owner of Scapes, told us: 
We were surprised to find the Walker gave a better quality cutting job on the Zoysia turf 
grass than the walk behind reel mower we had been using. In fact, the building management 
asked us to continue using the "new" mower on their project after the first week we used 
Walker. Best of all, while improving quality, we cut our job time with the efficiency of the 
Walker rider. And Walker fits the job because it was compact enough to fit in the service 
elevator to ride to the third floor park. 
We invite you to discover Walker quality and efficiency on your top level work. 



News in Brief 
'Twos the Season to Quarantine Trees 
THE U.S. DEPARTMENT of Agriculture quarantined pine tree nurseries in 43 counties in six 
Midwest states to prevent the spread of the pine shoot beetle, an exotic pest of pine trees. 

The beetles, native to Europe and Asia, attack new shoots of trees, stunting their growth. 
The pests prefer Scotch Pine but also feed on Eastern White Pine, mugho, Austrian, Jack 
and Red pines, spruce, larch and fir trees. 

Growers first discovered the pine shoot beetles in the United States on a Christmas tree 
farm in Lorain County, Ohio, last July. The pests have since been sited throughout Ohio, 
Michigan, Illinois, Pennsylvania, New York and Indiana. 

The pests are thought to have arrived in the United States on shipments illegally unloaded 
on the Great Lakes, said Craig Regelbrugge, director of regulatory affairs for the American 
Association of Nurserymen. 

The USD A Animal and Plant Health Inspection Service's quarantine "requires a certif-
icate or limited permit for the movement of pine Christmas trees, nursery stock and bark-
covered pine, spruce, larch and fir logs and lumber," said B. Glen Lee, deputy administra-
tor for APHIS' Plant Protection and Quarantine. "This action will significantly reduce the 
risk of the beetle spreading to other regions of the country while allowing most producers 
to move their product." 

The quarantine did not affect Christmas tree sales, but the quarantined area represents less 
than 5 percent of the market, according to Joan Geiger, a representative for the National 
Christmas Tree Growers Association. "There is potential for financial damage to growers 
and suppliers in the industry by next year," she said. 

APHIS and state officials continue to conduct surveys on Christmas tree farms to deter-
mine the extent of infestation. They plan to extend the surveys to all pined areas later this 
year, said Lee. APHIS scientists agree the pest could cause serious damage if it invades 
commercial pine forests. 

NEWS DIGEST 

Barefoot Grass Buys 
Ever-Green Lawn Care 
Barefoot Grass Lawn Service Inc., a sub-
sidiary of Barefoot Inc., acquired ADT 
Limited's Ever-Green lawn care business. 
Barefoot declined disclosing terms and con-
ditions of the sale. 

Barefoot services 315,000 customers sys-
temwide in 68 markets including franchises. 
Ever-Green maintains about 100,000 
customers in nine cities. 

"All of Ever-Green's markets are also ser-
viced by Barefoot. Therefore we believe the 
acquisition will be synergistic and will have 
a positive impact on next year's earnings," 
said Patrick Norton, president of Barefoot. 

Ecogen Opens 
U.S. Sales Office 
Ecogen Inc. plans to open a sales office in 
Fresno, Calif., early this year. John Cooper, 
director of field sales, will head the office. 

Ecogen, an agricultural biotechnology 
company which has developed a number of 
proprietary biopesticides, is in the process 
of developing products for ornamental use. 

O.M. Scoff Completes 
1 of 3 Expansion Projects 

O.M. Scott & Sons Co. opened its Bulk 
Blend facility in Marysville, Ohio, the first 
of a three-part expansion project. The com-
pany also plans to add a polymer encapsula-
tion plant and a methylene urea granulation 
technology division in fall. 
All of the new facilities will have state of 

the art engineering controls that will reduce 
emissions to the lowests levels ever, said 
Dr. Mike Kelty, vice president, research 
and development. "The switch to the new, 
methylene urea process alone will reduce 
already low emissions by 35 percent." 
Combined expansion costs total $14.7 

million in capital investment, the largest in 
company history 

Associations Merge 
For New England Show 
The New England Grow trade show is 
slotted for Feb. 3-4 at the Hynes Conven-
tion Center in Boston. 

Several associations, including the New 
England Nurserymen's Association, the 
Massachusetts Arborists Association, the 
Associated Landscape Contractors of 
Massachusetts and the Massachusetts 
Nurserymen's Association, merged their 
winter trade shows. At least 15 other 
regional green industry organizations also 
plan to co-sponsor the event. 

Study: Finul Compost 
Contains No Pestmdes 
One-year results from a yard compost study 
conducted by O.M. Scott & Sons, 
Marysville, Ohio, finds no detectable levels 
of pesticides, herbicides, PCBs or dioxins 
in the final compost, said a company 
representative. 

O.M. Scott is testing yard compost from 
several counties in central Ohio. The 
company also plans to run additional field 
tests to determine the effectiveness of com-
post in various soil mixes to grow annuals. 

Professional 
Business Group 

In other regions, the University of Illinois 
continues to study the movement and 
leaching of pesticides and heavy metals in 
yard waste compost. The study focuses on 
metals such as lead, cadmium nickel and 
zinc, and will determine whether they are in 
a form that can actually move out of the 
compost, said Dr. Michael Cole, head of the 
investigation. 

The university's Center for Solid Waste 
Management and Research completed a 
similar report on pesticides. Titled "An 

Evaluation of Yard Waste Composting with 
Regard to Pesticides and Other Toxic 
Residues," the report is available from the 
University of Illinois' Institute of Environ-
mental Research, 1101 W. Peabody St., 
Urbana, IL 61801; 217/333-4178. Cost for 
the 360-page report is $20. 

Florida Benlate 
Battle Continues 
The Florida Department of Agriculture is 
suing Du Pont Corp. to obtain more infor-
mation about whether the company's 
Benlate DF fungicide caused millions of 
dollars in plant damage in addition to 
creating health hazards. 

Du Pont, which had paid $500 million in 
claims nationwide, including $395 million 
in Florida, announced in November that 
Benlate did not cause damage and ceased all 
outstanding claim settlements. Only about a 
dozen claims nationwide covered damage to 
turf and ornamentals, mainly bluegrass. 

Du Pont officials released research show-
ing Benlate does not damage plants. Florida 
state officials called for more evidence and 
are conducting their own research to eval-
uate the product's potential plant and human 
health damage. 

A chemical in Benlate has been detected in 
the urine of several people who complained 
of illness after exposure to it, a toxicologist 

(continued on page 12) 



Mow it down fast. With CLIP, the 
Computerized Lawn Industry software 
Program that cuts down your paper-
work to just minutes a day. 

At the push of a button or the 
click of a mouse, CLIP handles your 
most time-consuming chores. Routing. 
Billing. Financial reports. Scheduling. 
You can even use CLIP to monitor 
crew activities throughout the day. 
And now we've upgraded CLIP for 
even easier use. 

What's all this mean? You'll spend 
less time with paper and more time 
with people. You'll make fewer errors. 
You'll service your customers better. 
And you'll increase your business. 

Never used a computer? No 
? • HP 

Simply ke\ in information and CUP tracks your 
scheduling and routing. 

problem. CLIP's easy-to-use menu 
guides you every step of the way. 
just supply the customers and jobs, 
and CLIP does the rest. 

You also get complete user 
support through our CLIPnotes 

newsletter, direct helpline, and 
annual users conference. 

What's more, CLIP grows as your 
needs grow. When you're ready, you 
can add other modules such as 
general ledger, payables, and payroll. 

So cut yourself a break. Call for 
the latest CLIP 
free demo 
disk right now. 

Specify 
IBM disk size 
when ordering. 

For a free demo disk and sample 
print-outs, call: 

1-800-635-8485 

f l i p ...Cuts Paperwork Down To Minutes A Day. 
©1992 L-W Software, a division of Uwn-Wright, Inc.. 18761 N. Frederick Ave.. Suite A. (.aithersburK. MI) 20879. (301)330-0066 
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Why this publication 
and more than 1,300 
others let us go over 
their books 
once a yean 

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

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

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

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

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



News in Brief 
(continued from page 8) 

told the Florida Pesticide Review Council. 
The preliminary data could link Benlate to 
human health problems, a possibility Du 
Pont denies. Since reversing its evaluation 
of Benlate, Du Pont has made no moves to 
put the product back on the market. "We 
have no specific plans at this point. That is 
a potential option down the road, said Du 
Pont spokeswoman Pat Getter. 

Brouwer Manufacturing 
To Transfer to Ohio 
The manufacturing operations of Brouwer 
Turf Equipment will move from Keswick, 
Ontario, Canada, to the Steiner Turf 
Equipment plant in Orrville, Ohio, by the 
middle of 1993. Brouwer and Steiner are 
both owned by Ransomes pic. 

Brouwer has been manufacturing sod har-
vesting machinery in Keswick since 1972, 
but the sales volume of the products in 
relation to the large manufacturing plant 
could not justify the continued operation of 
the current facility, according to Irv Aal, 

president of Ransomes America Corp. 
Brouwer will continue to maintain a 

marketing and service office in Keswick. 

Veteran Seed Man 
Forms Own Company 
John Glattly, Minneapolis, recently formed 
the Twin City Seed Co., which emphasizes 

professional turfgrass 
seed sales in the 
Midwest. The 
company dis-tributes 
and markets all types 
of seed to garden 
centers, lawn care 
companies, sod 
growers and other 
chains. Glattly 

formerly served as director of NK Lawn & 
Garden Co.'s medalist turf division. 

Turfgrass Division 
Offers Teadiing Guide 
A new Turfgrass Management Teaching 
Resource Guide provides a range of 
resources for turfgrass education and 
training programs. Offered by the 

Turfgrass Science Division of the Crop 
Science Society of America, the guide is 
geared toward high school curricula, two-
and four-year programs, extension 
programs and private industry. 

Resource materials include videos, slides, 
computer services, periodicals and plant, 
insect, seed and fertilizer specimens. 

Guides can be ordered from Dr. Keith 
Karnok, Agronomy Department, Plant 
Science Building, University of Georgia, 
Athens, GA 30602; 707/542-0931. 

Ohio Revises Yard 
Waste Compost Rules 
The Ohio Environmental Protection 
Agency agreed to simplify composting 
requirements for yard waste after several 
municipalities complained the cost and 
burden of meeting the regulations would 
force composting sites to shut down. 

The regulations, implemented last June 
by the Ohio EPA, required yard-waste-only 
composting facilities to employ certified 
operators and to meet the same criteria set 
for other types of compost sites. 

"Our intent with the rules was to provide 
a minimal regulatory program for yard 

Glattly 

Now, the 
original 
Bridge 

Product 
comes 
with 

crabgrass 
control! 

OFESSIONAL 
FOOD 
CRABGRASS 
CONTROL I TEAM 

HARMONY makes organic based 
programs effective, affordable, 

and easy. 

HARMONY 
^ InTunc With Nature 

1-800-343-6343 

h t 

SAFETY SUPPLIES 

RESPIRATORS 

POWER TOOLS 

BLOWERS 
BACKPACKS 

ARBORIST 
SUPPLIES 

ROPE 
SADDLES 

SAWS 

NEW & USED SPRAYERS-
PARTS & ACCESSORIES... 

...WE'VE GOT IT ALL! 

PROFESSIONAL TREE 
& TURF EQUIPMENT 

6 9 4 5 Indiana Court , W400« Go lden , C o l o r a d o 80403 

303422-7608 800-237-7785 

U S E R E A D E R SERVICE #11 



waste composting," said Ohio EPA 
Director Donald Schregardus. "We do not 
want successful composting operations to 
close down or face unreasonable costs. It 
has become clear that the existing rules do 
not accomplish our objective." 

After listening to municipal mayors, the 
EPA is considering a new proposal that 
would require facilities that compost only 
yard waste to simply register with the Ohio 
EPA and to notify the EPA of any own-
ership transfer or closures. 

RISE'S Booklet Boasts 
Specialty Pesticides 
The Responsible Industry for a Sound 
Environment is offering "Pesticides in 
Your Environment," a 16-page booklet 
explaining health, safety and environmen-
tal bene-fits of specialty pesticides to the 
average consumer. 

The booklet can be obtained from RISE, 
1155 15th St., N.W., Ste. 900, Washington 
DC 20005; 202/872-3860. 

the soil, possibly enabling them to gen-
etically engineer plants to protect them-
selves from sodium, chemicals and toxics, 
according to The Wall Street Journal. 

Microscopic channels on plant roots 
which take in calcium, potassium and other 
nutrients also allow unhealthy amounts of 
sodium into the plants, according to re-
searchers. Scientists believe isolating the 
gene responsible for the channels will 
eventually enable them to alter the flow of 
sodium and other unwanted chemicals. 

Lawnmark Acquired 
Nature's Helper 
Lawnmark purchased the assets of Nature's 
Helper, including branches in Elmira and 
Binghamton, N.Y., and Burlington, Vt., and 
the Albany, N.Y., customer base of Orkin 
Lawn Service. The combined revenue totals 
nearly $1.5 million and is consistent with the 
com-pany's strategy of growth in New York 
and New England, said company president 
Martin Erbaugh. 

We grow bright ideas...let us plant a f e w for you. 

I N - H O U S E CREATIVE SERVICES T H A T SHINE • 
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Redmax Adds 
New Facilities 
Komatsu Zenoah Japan, the parent com-
pany of Redmax, broke ground in Septem-
ber at its 74-acre site in Koriyama Japan, 
150 miles north of Tokyo. 

The new facility, equipped with state-of-
the-art robotics, will support an expanded 
research and development division. 
Company officials expect the facility to be 
completed in May 1994. 

Discovery May 
Prevent Toxicity 
United States scientists discovered how 
plants soak up excess sodium from salt in 
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THE PROFESSIONAL Lawn Care Associa-
t ion of America will hold its Legislative 
Day on the Hill Feb. 23-24 in Washington 
D.C. Lawn care company owners and 
managers will gather in small groups with 
members of Congress and the Senate to 
discuss and promote current issues, legis-
lation and reg-ulations facing Congress. 

"Personal contact such as this is an inval-
uable method of persuading legislators to 
understand our side of the issues," said Tom 
Delaney, PLCAA's director of state govern-
ment affairs. 

Events for PLCAA members include attend-
ing the U.S. Chamber of Commerce National 
Business Rally, at which President Bill 
Clinton is expected to make an appearance. 

The Associated Landscape Contractors 
of America scheduled its Student Field 
Days March 26-28 at the State University 
of New York's College of Agricultural 
Technology, Cobleskill, N.Y. 

Students enrolled in horticulture and land-
scape architecture programs from colleges 
and universities nationwide compete in de-
sign/build, sales, surveying, equipment 
operations, plant identification and irriga-

tion events. The program allows students to 
meet prospective employers in the industry. 

Landscape contractors sponsoring the 
events include Allen Keesen Landscape, 
Denver,; Greenspace, Holly Springs, N.C.; 
Kujawa Enterprises, Cudahy, Wis.; The 
Brickman Group, Long Grove, 111.; Thorn-
ton Computer Management Systems, Maine-
ville, Ohio; Environmental Industries, Cala-
basas, Calif.; Chapel Valley Landscape, 
Woodbine, Md.; and Lied's Inc., Sussex, 
Wis. 

The American Landscape Horticulture 
Association initiated a series of industry 
certification programs for supervisors, land-
scape contractors, nurserymen, horticultur-
ists, arborists and lawn and pest control 
specialists. 

Certified Landscape Professional is a two-
year program requiring ongoing education 
for recertification. Applicants must provide 
a biography of their qualifications and 
experience. Classroom training, correspon-
dence courses, educational programs, certi-

IT TOOK US ONLY 30 YEARS 
TO CREATE AN AERATOR 
GOOD ENOUGH TO BE 

A BLUEBIRD. 

x i r / /V r £ ff A/ A T / O /V A L 
USA-made by BlueBird International, 2778 S. Tejon, Englewood, Colorado 80110 

After all, our Lawn Aerator had to be as rugged and 
reliable as our world-renowned Lawn Combers. It had 
to be easy to transport, easy to operate and easy to 
maintain. Our customers say we've succeeded even 
beyond their expectations! 

You owe it to yourself to look at BlueBird—the 
Aerator that works is priced to make you money. 

Fax us at (303) 781-1873 or call our Action 
Center® today for information and the name of your 
distributor: (303) 781-4458. 



ficate programs, specialty certification or 
licensing, hands-on training and job ex-
perience are accepted as qualifications. 

Continuing education requirements for 
recertification include water management, 
pest control, sprinkler system design, bus-
iness administration, time management and 
general education. The program requires 
completion of 80 hours every 24 months, 
said an ALHA representative. 

The Horticultural Research Institute 
plans to conduct a uniform nationwide sur-
vey of nursery crop producers and dealers 
to measure crop production, inter- and 
intrastate sales, exports and relative market 
share provided by various retail channels. 
HRI expects to distribute the survey this 
month and to publish the results in June. 

The study also measures sales of retail 
nursery garden centers, landscape and in-
terior plantscape firms, mail order firms, 
multiproduct line retailers (grocery, dis-
count outlets, hardware and department 
stores), and horticultural distribution firms, 
related supplies and hardgoods and land-
scape services. 

The survey was prompted by a growing 
"lack of, and increasing need for, reliable 
national nursery and landscape industry 

statistics" said Frank Kearney, HRI 
president. 

The American Association of Nursery-
men, the Associated Landscape Contrac-
tors of America, 49 state departments of 
agriculture and 16 state nursery and land-
scape associations plan to help coordinate 
the survey. 

The California Landscape Contractors 
Associat ion developed an information kit 
on the California Department of Water 
Resources' Model Water-Efficient Land-
scape Ordinance to help contractors pre-
pare to meet new state regulations. 

The state required municipalities to adopt 
some type of landscape water ordinance by 
Jan. 1 unless they showed evidence 
proving it unnecessary. Many jurisdictions 
planned to adopt the DWR's model 
ordinance. 

CLCA's informational kit includes a 
model ordinance, a CLCA San Diego 
chapter paper on the ordinance, CLCA's 
booklet on California's water problem and 
tips on how to establish a local landscape 
water advisory board. 

"This information will also give you the 
ammunition you need to influence local 
jurisdictions to adopt the Model Ordin-

ance's unique water-saving approach," said 
Pat Marion, CLCA Water Management 
Committee chairman. "What the kit doesn't 
do is answer all your questions about the 
model ordinance. In all likelihood, you will 
still need to take a water auditing class and 
attend a compliance seminar at some point. 
And, you'll still have to become familiar 
with local ordinances." 

The CLCA information kit costs $20 for 
members and $30 for non-members. 

IN BRIEF The American Association of 
N u r s e r y m e n offers a compact guide to help 
landscape professionals determine whether 
workers are employees or independent 
contractors under an Internal Revenue 
Service ruling. The IRS is disputing many 
businesses' classifications of individuals as 
independent contractors...The Michigan 
Nursery and Landscape Association 
published its eighth annual Nursery Stock 
Index, listing 1,300 varieties of trees, shrubs, 
rhododendrons, vines, ground covers, 
perennials, ferns, grasses, bulbs and small 
fruits grown...The Pennsylvania 
Nurserymen's Association offers its 1993 
Pennsylvania Guide to Nursery Stock, listing 
more than 500 varieties of plants from 
Pennsylvania growers. • 
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S o f t w a r e 

USE READER SERVICE #28 

Knowing Your Bottom Line 
May Save Your Bottom... 

If you are serious about making a 
profit in your landscape business, 
invest in CompuScapes Software. 

Designed specifically for the Green 
Industry, CompuScapes will give 
you more control of your business 
than you ever thought possible. 

CompuScapes Software offers the 
BEST in ease of use, features, 
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• Job Costing 
• Routing & Scheduling 
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• Spreads and sprays over 4000 sq. ft. per minute. 
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Cloud 

Bob Cloud Awarded 
Industry Achievement 
IRRIGATION PIONEER Robert Cloud 
was recently presented the Edwin J. Hunter 
industry achievement award at the annual 
Hunter Industries' distributor meeting. 

Cloud is president of the Associated Irri-
gation Consultants of Los Angeles, an in-
ternationally known company that designs 
large-scale irrigation systems for commer-

cial and private develop-
ments around the world. 

As he presented the 
award, Ed Hunter, 
founder of Hunter In-
dustries, recognized 
Cloud for his more than 
40 years of distinguished 

service and exemplary leadership in the 
green industry. 

"Bob Cloud is responsible for many of the 
irrigation industry's high standards, meth-
ods of installation and innovative system 
techniques," Hunter said. "He was an early 
proponent of energy and water conservation 
through system design, and he has encour-
aged manufacturers to produce equipment 
to facilitate that goal." 

AIC was one of the first firms to use mul-
tiple-schedule clocks, and advocated repeat 
cycles to complement soil infiltration rates. 
As early as 1962, AIC supported the use of 
reclaimed water for landscaping and the 
importance of irrigation master plans on 
large projects. Cloud started in the irriga-
tion business in 1947 as a contractor. In 
1957 he launched AIC, recognizing the 
need for site planning and independent, un-
biased irrigation consulting. 

Hunter Offers Free 
Irrigation Poster 

"Innovations in Irrigation," a full-color 
poster on the history of irrigation, is again 
available free from Hunter Industries. 

Hunter 
Industries 
brings the 
past to the 

present 
with a 

rendition of 
milestones 

in the 
irrigation 
industry. 

Jack Anderson 

IA Attendees Take 
Advantage Of Educational 
Opportunities 
Jack Anderson, nationally syndicated 
columnist as well as the keynote speaker 
for the International Irrigation Exposi-
tion and Technical Conference, held the 
crowd spellbound as he regaled the 
audience with tales of Washington's 
political elite. 

Throughout the morning session and 
the show's other educational and 
technical sessions, attendees listened and 
participated with inordinate interest as 
they strived to understand the nation's and industry's issues. Additionally, several people 
were honored for their service to the Irrigation Association and the irrigation industry. 
Among those recognized were: 
Texas Agricultural Extension Service engineer Leon New was named the IA's 1992 
person of the year. For more than 20 years, New has conducted an extension education 
program on irrigation water management and operation systems across the Panhandle 
and South Plains of Texas. 

The award is presented annually to someone outside of the irrigation industry who has 
made outstanding contributions to further the acceptance of good irrigation practices. 

Marion Miller was presented with a special Association Achievement Award ack-
nowledging nearly 50 years of outstanding service, dedication and achievement. One of 
the founding members of the association in 1949, Miller has worn many hats with the 
IA including its third president, vice president, director and historian. He was founder 
and president of Anderson-Miller Manufacturing Co. and is now the Rocky Mountain 
representative for Senninger Irrigation Inc. 

Roy Rogers, senior vice president of planning and government relations for Arvida/ 
JMB Partners of Ft. Lauderdale, was presented the I A's 1992 Water and Energy Con-
servation Award for his work in the plan, design and implementation of the irrigation 
system of the Weston Community in Ft. Lauderdale. 

Weston is a 10,500-acre, mixed use, master-planned community featuring 2,642 
dwelling units, 321 acres of parks, eight schools and a Robert Trent Jones Jr. golf 
course. The entire system is designed around a single controller which maximizes the 
system's ability to precisely control the amount and placement of water. 

Next year's IA show is in San Diego. 

Illustrated by Texas artist Mark Weakley, 
the 25-inch by 38-inch poster depicts 
milestones in irrigation history. There are 
primitive, one-man efforts such as the 
Archimedean water screw, and massive 

engineering feats including Roman aque-
ducts. Many of the ingenuous devices 
documented on the poster are still used in 
parts of the world today. 

For your free copy contact: Hunter In-
dustries, 1940 Diamond St., San Marcos, 
CA 92069; 619/744-5240; Fax 619/744-
7461. 

Rain Bird Wins 
Environmental Award 
Rain Bird National Sales Corp. was be-
stowed the ACE 1992 Environmental 
Award for Packaging, and was recognized 
by ACE and the United Nations Environ-
mental Program as being among the ranks 
of environmentally conscious companies. 

More than 92 percent of all Rain Bird 
master cartons are made from recycled 
material. Additionally, all Rain Bird 
consumer products are carded and boxed 
using recycled and recyclable material. i 



Test Drive 

Just about everyone who gets their 
hands on a Grasshopper is so 
impressed with it, they buy it. Your 
operators will like it because they can 
work all day in comfort, with less 
fatigue and virtually unlimited visibil-
ity. You'll like it because of its produc-
tivity, so you can handle more jobs in 
less time. Everybody likes its advanced 
dual-hydrostatic direct drive, easy 
serviceability and long life. 

Grasshopperability gives you 
"hands on" control of Zero-Radius 
Maneuverability, Outfront Reach-
ability and smooth continuous motion, 
with Alternating Forward/Reverse and 
Square Comer Turnability. 

... and you'll 
drive it to 
work! 

Selectability lets you choose from the 
most complete line in the industry, 

with nine models, 12 to 25 hp, cutting 
widths from 44" to 72", interchangea-

ble side discharge or mulching deck 
options, Quik-D-Tatch Vac® grasscatch-

ing systems, plus a full range of year-
round attachments. 

Make the smart move. Take a test 
drive on a Grasshopper. You'll 

want to take it with you. 
Call or write for free literature and 

the name of your nearest dealer. 

First to finish ... Built to last! 



DEBATING MULTIPLE CHEMICAL SENSITIVITY REGISTRIES 

PUBLIC REGISTRIES, WHEN needed, 
should be open to all persons who want 
notification of pesticide applications on 
abutting properties. That is one opinion. 

The registry issue has reached a critical 
point. Legislative and regulatory activity can 
be expected to increase. That is another. 

Currently, 15 states have or are consider-
ing multiple chemical sensitivity (MCS) 
registries; a topic receiving increased 
attention with state and federal policy 
makers and in the media. 

Of the 15 states involved with MCS 
registries: Eight have registries of chemi-
cally sensitive individuals requiring some 
form of medical verification. Wisconsin and 
Connecticut have open registries (no medical 
verification); individuals on the registry, 
either open or medical, must be prenotified 
of pesticide applications to abutting 
properties. Hawaii, Michigan, New Jersey, 
South Carolina and Virginia are considering 
notification registries. 

At the federal level, S. 849, introduced by 
Sens. Harry Reid, D-NV, and Joseph 
Lieberman, D-CT, if passed, will create a 
national statute requiring the creation of a 
registry of MCS individuals. 

Interest and subsequent requests for regis-
tries and other forms of notification began in 
the spring of 1990 and continued the fol-
lowing year when alleged victims of lawn 
care testified during senate hearings. Sub-
sequently, in 1992, the U.S. Environmental 
Protection Agency established a lawn care 
focus group to advise the agency on lawn 
care policy issues. 

One of the focus group issues is sensitivity 
registries. 

BACKGROUND. In the 1940s and 1950s, Dr. 
Theron Randolph put forward his theories on 
chronic health problems caused by exposure 
to common foods and synthetic chemicals in 
the environment. He eventually became the 
founder of the controversial field of clinical 
ecology. 

Formed in 1964, the Society of Clinical 
Ecologists (renamed the American Academy 
of Environmental Medicine) boasts 600 
members and growing. 

Clinical ecologists observe disease caused 
by prolonged environmental exposure. Once 
sensitivity is triggered, individuals become 
irritated by multiple other environmental ex-
posures (foods, chemicals, etc.). Total body 
load or multiple exposures trigger a wide 
range of symptoms or illness in the patient. 

These symptoms include behavior dis-
orders, chronic fatigue, learning disabilities, 
gastrointestinal symptoms and respiratory 
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problems to name the most common. 
Drugs are usually avoided in treatment. 

Instead herbs are often used to desensitize 
patients to synthetic chemicals. In the ex-
treme, treatments have included placing 
the patient in a stainless steel trailer lo-
cated in the desert. More common treat-
ments involve moving to another house or 
switching jobs. 

A patient's quality of life often suffers. 
The most sensitive populations seem to be 
women, infants, children, the allergic and 
elderly. 

Critics of clinical ecology, the traditional 
allergists, refer to clinical ecology as a be-
lief system without satisfactory immuno-
logic studies to support the concepts or 
existence of the syndrome. The American 
medical establishment has not recognized 
clinical ecology or its practitioners, the 
clinical ecologists. 

Both the American Academy of Allergy 
and Immunology and the American Col-
lege of Physicians have taken strong 
positions refuting the concepts of clinical 
ecology. 

An active grassroots network exists along 
with a national organization, the Human 
Ecology Action League (HEAL) based in 
Chicago, 111. The network consists of 
sufferers and strong believers in the 
environmental illness theory. They are 
actively gaining recognition of the issue in 
the media and with state and federal 

* Tabled 

legislative bodies. In addition, legal actions 
by alleged sufferers of MCS are on the 
increase (reported in the grassroots press). 

GOALS. The main goal of MCS sufferers is 
to have the syndrome recognized as a legiti-
mate illness. Legitimacy will open the door 
for Medicaid, vocational rehabilitation, wel-
fare, social security benefits, disability pay-
ments, anti-employee discrimination rights, 
handicapped rights, workers' compensation 
and health insurance coverage. 

Recently, the issue of rights associated with 
MCS surfaced in Illinois when three women 
filed suit that their civil rights, under the 
state Human Rights Act, had been violated. 
They claimed they were not notified of a 
pesticide application to a public park and 
were denied access because of their illness. 
The trio wanted all pesticide applications 
stopped as a solution to their problem. 

The debate over the legitimacy of MCS 
rages on between the mainstream medical 
establishment and the clinical ecologists. 
Dr. Donald Black, University of Iowa Col-
lege of Medicine, stated on CNN's "Health 
Week" that MCS is a media-popularized 
condition. He attributes the majority of his 
patients' MCS claims to a common type of 
psychiatric disorder such as depression or 
anxiety. 

Whether Dr. Black and the mainstream 
medical community is correct about MCS 

(continued on page 22) 



A PRE WITH OUR POST 
Urabgrass escapes are almost impossible to avoid, even when using the best 
preemergence herbicide. But unsightly crabgrass and costly callbacks can be 
avoided by using the best postemergence crabgrass herbicide available, Acclaim® 
1EC Herbicide. Crabgrass treated with Acclaim just melts away, leaving no ugly 
brown patches that the older arsenicals commonly leave in lawns. 
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because no PRE is perfect. •Wait 3 weeks for bluegrass, zoysiagrass, bentgrass Roussel A 
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Specialty Pesticides 
(continued from page 20) 

or the clinical ecologists are correct, the 
issue is best left to the medical community. 
The lawn and landscape industry should not 
become party to legitimizing the syndrome 
through legislation or regulation. 

A registry that requires a doctor to claim a 
person has MCS is one additional step in 
establishing legitimacy. The Responsible 
Industry for a Sound Environment does not 
believe this position is in the best interest of 
the industry or the person who claims 
MCS. 

Persons placing their name on a public list 
set themselves up for potential harassment 
at work, school or at home. Loss or denial 
of medical insurance and the impact on 
their ability to work or advance in careers 
must be considered. 

If the mainstream medical community is 
correct about MCS, treatments are being 
given to patients that lower their quality of 
life, they are not being cured and they are 
being drawn into a subculture from which 
they may not be able to escape. If the clini-
cal ecologists are correct then medical reg-
istries will become an issue society will 
have to wrestle with because MCS is not 

just a pesticide issue. MCS will impact 
everything from perfumes, carpets, VCR's, 
molds, yeast to every chemical known to 
man. 

The question of open vs. medical regis-
tries is often discussed in terms of the im-
pact on numbers. Opponents of the open 
registry feel that the number of individuals 
signing up will be too great and overwhelm 
the ability of the applicators to notify. This 
is a reasonable concern. However, experi-
ence in Connecticut, one of the open regis-
try states, has not shown this to be the case. 

Connecticut currently has only 120 
persons on its registry in a state of several 
million. In West Virginia, a notification 
registry for spraying on rights-of-way, did 
not produce more than 50 names at its peak. 
The numbers have continued to decline 
each year. Today, fewer than a dozen 
remain on the list. 

RECOMMENDATIONS. RISE feels that 
registries associated with the application of 
pesticides are not necessary to further 
assure human health. The EPA requires 
adequate label instructions for the applica-
tion of pesticides. 

Notification as a right-to-know is a dif-
ferent issue. It is not based on health, but on 

the desire to have options like keeping pets 
indoors, closing the windows and avoiding 
contact. 

RISE recognizes that a state may decide to 
have a registry. In these cases, notification 
registries for all individuals (open) who 
wish to be notified of pesticide applications 
could be developed if the following 
requirements are met: 

* Individual registration with state regu-
latory authority. 

* Payment of appropriate registration fee. 
* Annual renewal. 
* Notifications apply only to abutting oc-

cupants, as listed by the registry applicant. 
* Notification requirements must not ad-

versely affect integrated pest management 
techniques and programs. 

The registry issue will continue to be an 
active issue at the state and federal level in 
the future. Our industry needs to be united 
in our position as we interact with policy 
makers. • 

The author, Fred Langley, is a government 
relations manager, Eastern region, for 
DowElanco based in Indianapolis, and 
chairman of the RISE government issues 
committee. 

OUR STANDARDS: 

T U F F 
TUFFER 
TUFLEX! 

Some spray tanks are tuff. Others are tuffer. Tuflex-built tanks are the 
toughest because of our uncompromising standards in design, materials ^ 
and craftsmanship. 

Tuflex is the only manufacturer that specializes in hand-crafted seamless 
fiberglass tanks and spray systems for the pest control and lawn care 
industry. Our 10 to 1200 gallon tanks won't leak, rust or pit, so they can 
handle your toughest jobs with little or no future maintenance. And we 
stand behind our tanks with a full five-year warranty. 

After 20 years of servicing the world's leading lawn care companies, 
we've proven that nothing compares to Tuflex because nothing is tougher 
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Call tol l-free 1-800-327-9005 for prices on our complete line of tanks. 
In Florida, call col lect (305) 785-6402. 

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



" T h i s B a b 
S t o a n b o r 

"When you put as much into something as 
I have with tnis new 30-H, it gets close to you. But 
1 think its the kind of machine you're going to 
love It's got a Yanmar diesel that turns out 30 
horses for all the power you'll ever need. The 
72" deck gives you the big cut you want for 
wide area mowing. Talk about smooth. The 
hydrostatic transmission really gets the job 
done And our special rear-wheel steering 
leaves a u0" uncut circle Naturally the 30-H 
has all the dependability we build into ^ 
every Gravely. Let me tell you, this baby * 9 % 

will steal your heart; 
Ask your local Gravely dealer to 

introduce you to the powerful new m , 
30-H today Q G R A V E L Y . f 

i f 
^yTirry Miller, Director of Engineering 30-H 

Gravely International. 
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COVER STORY 

Family 

Af fa i r 
BUELMESSER STARTED his bus, 
ness about as small as they come. 
It was neighborhood lawn care, 
restricted to the area he and his 
two young sons could cover by 
walking. 

That was back in 1980. Thir-
teen years later, Messer Land-
scape in Staunton, Va., is knock-
ing on the door of $2 million 
worth of business with its whole-
sale nursery, a retail center and 
loads of landscaping business. 

In all that time, the man who is 
president of the company has never 
pocketed a dime out of the busi-
ness. He is 55. 

Messer, legally blind since birth, 
couldn't drive, and his sons, Chuck 
and Mike, were just 14 and 11 
when the three teamed up to offer 
lawn services in the neighbor-
hood in Staunton. 

"My wife had gone to work as 
a social worker and with our kids 
at an impressionable age, one of 
us needed to be home with them," 
Messer said. He had left a job as a 
parts warehouse manager. 

"The first weekend after I left 
the work place, there was a large 
snowstorm here. The boys and I 
went out shoveling snow for 
people. That was when we started 
talking about some kind of ser-
vice-oriented business. We fig-
ured the same people we just shov-
eled snow for also have lawns that 
need mowing. 

"We ran an ad in the local paper, 
wanting to do lawn maintenance in 
the north end of town. It was just 
something we were looking to do 
primarily in the summer." 

The first year, the Messers cared 
for just 15 lawns, doing mowing, 
pruning and mulching. They 
grossed under $ 10,000, using only 
the same basic residential equip-
ment they used on their own lawn. 

"It was a joke," Messer said 

Once their business 
fleet consisted of 

three pairs of legs 
and a few pieces of 
equipment. But now 

Buel, Chuck and 
Mike Messer provide 
landscape manage-

ment and nursery 
services to a grow-
ing chunk of south-

east Virginia. 

By Kevin Tanzillo 
with a laugh as he recalled that 
first year. "I think we did buy one 
new push mower. We didn't know 
what to buy. We had an electric 
Weed Eater, too, which is kind of 
ridiculous. We had a small riding 
mower; any pruning equipment 
was just hand equipment." 

The second year, the Messers 
hired a part-time employee with 
his own truck, and began doing a 
little bit of landscaping for a realtor 
who was building houses on specu-
lation. The realtor let the Messers 
do some of those houses for him, 
putting in lawns and a minimal 
amount of shrubbery. 

"We started thinking we were 

landscapers then, but we had an 
awful lot to learn," Messer re-
flected. "But having grown up on 
a farm, it felt pretty natural to 
me." 

Messer, 55, grew up on a farm 
in Lima, Ohio. In college, he spe-
cialized in education of children 
with multiple handicaps. After 
graduating from Ohio's Findlay 
College, he went to Wisconsin 
where he worked five years in 
coaching and teaching at the Wis-
consin School for the Visually 
Handicapped. 

What brought him to Virginia 
was a job as curriculum coordina-
tor and coach at the Virginia 
School for the Deaf and Blind. 
While there, he completed study 
on a master's degree in school 
administration from the Univer-
sity of Virginia. 

Eventually disenchanted with 
that line of work, he took a job as 
a parts warehouse manager with a 
company run by a friend. That 
was the last time he had a boss. 

"I am one of those people who 
never really worked well for other 
people," Messer said of himself. 
But as the man in charge, he has 
steadily built a business that has 
outgrown Staunton, and is ex-
panding into other areas. 

"We never intended for this to 
be a year-round business in the 
beginning. We weren't looking 
for anything from November to 
the first of April. But that only 
lasted about two seasons and then 
we started looking for year-round 
opportunities." 

Those opportunities came in the 
form of maintaining commercial 
properties. In its third season, 
Messer Landscape had grown to 
four or five full-time employees, 
not counting Messer and his sons. 

Customers included United Vir-
ginia banks (now Crestar), along 

Buel Messer and sons Chuck 
(left) and Mike started the 
business shoveling snow. 

with Hardees and Shoneys res-
taurants, which provided year-
round cash flow for the business. 
Shoneys became a cornerstone 
for Messer Landscape, in 1986 
accounting for almost two-thirds 
of the company's gross income, 
which at that time was $600,000 
to $700,000. 

Interestingly, what brought 
Shoneys to the young landscape 
company was Messer's small ad 
in the Yellow Pages. 

"We had the biggest Yellow 
Pages ad. Thats what they told 
me, anyway. The job was to do 
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additional landscaping when they 
added atriums to their restaurants. 
We landscaped one of them, did a 
re-landscape and one thing led to 
another," he said. "Shoneys was 
doing a lot of expansion in Vir-
ginia and Maryland, and we trav-
eled for them, landscaping new 
installations. We did that from 
central to northern Virginia and 
into the D.C.-Baltimore corridor. 
We did work for their whole chain, 
including Pargos, Captain D's and 
some big motels." 

A sudden management change 
at Shoneys reduced that business 
to only a sliver of what it had been. 
It also taught Messer a lesson. 

"It really put a streak of terror in 
our hearts, but we were able to 
pick it up and get rolling with a 
couple of banks and the Hardees 
restaurants," he said. "We don't 
do the Hardees at all now, but we 
still do some Shoneys and we 
work quite a bit with Cracker 
Barrel. It seems like as one leaves, 
another takes its place." 

Despite that optimistic outlook, 
Messer did learn from the experi-
ence. Now the company doesn't 
put so much emphasis on a single 
customer. 

"We are much more diversified 
now. We did learn you don't want 
to hang that much with one com-

pany. These things are too tenta-
tive." 

On the maintenance side of the 
business, Roanoke, Va.-based 
F&W Management is one of the 
firm's largest clients. According 
to Messer, the maintenance divi-
sion represented about half of the 
nearly $2 million the company 
grossed in 1992. 

"Maintenance is what our busi-
ness was founded on. If you tie the 
commercial and residential sides 
of the landscape division together, 
last year that would have been 
about half," Messer said. "But 
four or five years ago we began a 
wholesale nursery division which 

has grown into the strongest part of 
the business. The company leases 
the 375 acres the nursery occupies, 
divided among several parcels." 

On a percentage basis, it is going 
to take the lead, said Messer of the 
nursery's growing importance. 

Nursery customers range from 
one-person operations to large land-
scape contracting firms and retail 
garden centers, primarily from the 
Baltimore-Washington area but al-
so from as far away as Columbus, 
Ohio, and New England. With re-
tail centers a growing source of 
business, Messer has added three 
commission salespeople to target 
that market. 



Messer has operated a retail gar-
den center in Staunton since 1986. 

"For 1992, we were up prob-
ably 104 percent in the wholesale 
nursery, up 36 percent in retail 
sales and up about 40 percent in 
overall landscaping," Messer said, 
to show how well the company 
did last year. 

In fact, the company has done 
well every year except 1991. 

"We never had anything less 
than 30 to 35 percent growth," 
Messer said, and some years busi-
ness quadrupled. We only had one 
year we were at a standstill, and 
that was 1991. We might have 
grown 2 percent, but I call that a 
standstill." 

This year, the company will 
realize a substantial profit, maybe 
the best in company history, 
Messer said. He and his sons have 
reinvested heavily in the business, 
and that has historically kept prof-
its on the slim side. 

Messer attributes the strength 
of his company to the quality peo-
ple that work for him. Son Mike is 
vice president, nursery manager 
and a lot of other things; son Chuck 
heads the new Richmond office. 
Messer also points to Dennis 
Hastert, the landscape chief; Laura 
King, landscape architect; Eric 
Von Seldeneck, who runs mow-
ing crews; Charles Halberg, who 
heads commercial maintenance; 
Kenneth Lockhart, nursery sales 
director; and Carl Van Devander, 
mechanic. 

In the 13 years that Messer has 
been in charge, he has never taken 
a paycheck from the company. 

"I don't draw a cent out of it," 
he said, "But if I had it to do over 
again, I would draw a salary from 
the beginning. I wouldn't recom-
mend this for others. 

"There were a couple of crunch 
times where if I had drawn a sub-
stantial salary the business would 
have failed. Once you start bor-
rowing, it's a vicious circle." 

Messer's wife, Becky, who is 
also blind, is a social worker for 
the Woodrow Wilson Rehabilita-
tion Center, a state agency. The 
Messers live in the same house as 
they did when the business started. 

"I may do something about this 
and actually start a salary this 
year," Messer added. "I always 
said when I start one, it will be a 
good one." 

This spring, Messer Landscape 
will employ a staff of 70 to 75. 
About 40 are on the payroll year-

round. The company has 40 trucks, 
ranging from economy-sized cars 
to tractor-trailers. A subsidiary, 
Three M Transport, mainly deliv-
ers product to nursery customers, 
but also includes some general 
cargo hauling. 

Only a few longtime residential 
customers remain with Messer 
Landscape. Messer said he'll stick 
with them as long as they stick 
with him. The company seeks out 
only larger residential work, such 
as the 10-acre estate of one mem-
ber of the country singing group 
the Statler Brothers. 

Feeling geographically hem-
med in, and with the Staunton area 
saturated, Messer launched the first 
satellite office in Richmond, Va., 
100 miles away, last year. Son 
Chuck Messer, now 26, is respon-
sible for the branch. The second 
office effectively doubles Messer 
Landscape's range, Messer said. 

"We did a very large, $250,000 
commercial job in Richmond that 
started three years ago. That got 
us going down there, along with 
lawn maintenance for F&W," 
Messer said. "Chuck this year did 
several other commercial jobs, and 
we are projecting that next year 
they will gross as much as we did 
just two years ago here." 

Messer predicts the Richmond 
office will grow a lot faster be-
cause it is a better market. The 

firm is also considering opening 
another branch in Greensboro, 
N.C., in the next 12 to 18 months. 

"We're the small kid on the 
block there (Richmond), but we 
will probably do the same things 
we do here," he said. "We go in 
with a couple of companies we 
worked for previously who have 
locations there. They are familiar 
with the quality of our work. 
Chuck is a strong marketer, too." 

Messer said he and his key 
people are considering other pos-
sible satellite branches beyond Rich-
mond and Greensboro. They have 
a few places in mind, but want to 
observe for a while before com-
mitting themselves. Eventually, 
they project the company will grow 
to five or six branches. 

Messer has never let his blind-
ness - he has 5 percent of normal 
eyesight - hold him back. 

"It was a hindrance in the be-
ginning, when none of us could 
drive, but there aren't many other 
limitations," Messer said. "I used 
to do all the design work. Not that 
I put it on paper, but I created it. I 
think it was a gift from the Lord, 
the vision to be able to create 
something out of a sense of what 
it should look like. I never did 
have any training in landscape 
design." 

In the following interview, Buel 
Messer discusses how he has man-

Messer Landscape Inc. 
produces general nursery stock 
for Virginia and northward. 

aged the addition and growth of 
his nursery business as well as his 
maintenance firm — the place it 
all started. 
Q. What is the secret of your 
success? 
A. We emphasize the special needs 
of our customers, particularly in 
the retail and homeowner seg-
ments. It has always been the boys' 
desire to satisfy the customer re-
gardless of the bottom line. That is 
very contagious in a service-ori-
ented business. If you please that 
kind of person you won't need a 
lot of other advertising. 
Q: How did you develop the whole-
sale nursery? 
A: We started the retail center in 
1986, primarily buying from a re-
wholesaler. We wanted to control 
the quality and prices so we did 
some investigating and in 1987, 
started advertising that we were 
re-wholesaling. It didn't amount 
to a lot beyond our own needs. We 
leased a couple of properties of 
existing stock in 1988 and 1989, 
and started planting our own. We 
began to see our niche in the busi-
ness as supplying the needs of 
landscape contractors and some 
retail centers. Judging from spring 
orders, we are seeing stronger in-
terest among retailers. 

(continued on page 28) 
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Family Affair 
(continued from page 26) 

Q: What do you produce in the 
nursery? 
A: We produce general nursery 
stock for zones 4 through 7. We 
grow for Virginia, Tennessee and 
northward. We are strong in the 
whole range except the container 
section is largely re-wholesale. 
That is one area we will focus on 
this year, developing more of an 
in-house container operation. 
Q. What kind of challenges did 
the wholesale nursery present? 
A. In the beginning, we spun our 
wheels a lot. We did a lot of cold 
calling on people for the business 
and some of the early customers 
were not solid leads. They were 
people looking for easy credit. 
We sold to one person who went 
bankrupt. I lost $20,000 on that. 
We're still trying to collect on 
some out-of-state sales from 1988. 
I guess my advice is to know your 
customers. 
Q. How do you prevent similar 
situations? 
A. It's rare that we'll give credit 

on a first-time order. We have a 
policy to collect a deposit prior to 
digging on a first-time order. Also, 
we do a very thorough credit check. 
We have a form that asks for four 
trade references, a bank reference 

and an installment reference. We 
follow up on that and don't give 
any credit until it is solid. 
Q. How does your nursery meet 
the needs of landscapers? 
A. We do market surveys. We 

Workers move a 10-foot sugar 
maple with the aid of a 90-foot 
Big John Spade. 

send out questionnaires to people 
who buy a reasonable volume. 
We ask them what they are likely 
to buy this year, what they see as 
a need not being met in the mar-
ket, what will be strong next year 
and five years from now. We also 
ask people these questions at trade 
shows in our market area. In the 
beginning we tried to supply some 
material that was too common, 
because we weren't knowledge-
able. 
Q. What changes do you plan in 
the nursery? 
A. We probably won't expand our 
acreage, but we will try to make it 
more productive. I see us owning 
some land instead of leasing so 
much. I'm not so sure it's a solid 
place to put money if you have 
any, but we are going to pursue it. 
Q. Your nursery sites are scat-
tered, is that a problem? 
A. It really isn't cost-effective 
traveling back and forth. If you 
have an order that needs plant 
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material off three or four different 
properties, it takes a lot of running 
to put it together. We have plans 
this year to phase out two of the 
properties, so we will be back to 
five. As we buy a real home base 
for the nursery, we will try to rent 
land in the immediate area. 
Q. You have big plans for the 
nursery's future. How do you fig-
ure to achieve your goals? 
A. Service. We are going to meet 
the customer's needs even if it 
means working all night to find 
something someone needs planted 
the next morning. That is a chance 
to land a regular customer. Some 
of our competitors won't move a 
customer ahead for any reason. 
That's not our theory. We may 
have to go two or three states away 
to find a particular plant to finish 
a job. Maybe we won't make a 
profit on that order, but we will 
serve the customer. 
Q. How do you see your overall 
business in the next few years? 
A. We think the wholesale nurs-
ery will grow significantly. We 
will probably gross $3 million out 
of that segment within three years. 

I think that will level off then. 
Landscape maintenance will prob-
ably not increase a lot out of our 
Staunton facility because it is close 
to saturation. As far as retail, we 
are not sure what we are going to 
do about that. We are not in a 
high-traffic area so we have to 
market our ears off to make it 
work. It is a lot of work for what 
we get out of it. We will decide 
whether to continue with that or 
not. 
Q. You started business in the 
depths of a recession in 1980. 
How did you cope with that? 
A. Early in the business we had a 
policy of not borrowing money. 
The first new tractor I ever bought 
was a large mowing tractor we 
purchased with the understanding 
we would pay it off by the end of 
the season, with no interest. That 
worked out. Those are the kinds of 
deals people can make if they 
develop a good reputation. Also, 
most of our equipment is used. 
We've only bought one new truck 
since we've been in business. We 
have a good mechanic and we do 
our own body and fender work, 

painting, rebuilding motors, ev-
erything. 
Q. What decisions do you regret ? 
A. There are a lot of areas where 
we should have resisted growth. 
We grew before the cash flow was 
there to purchase equipment. 
Maybe if we had contained 
growth, we might have been more 
solid at first. That is what I recom-
mend to others; if you are two or 
three years into a business, resist 
those challenges until you are 
ready. 
Q. How do you motivate your em-
ployees? 
A. They really motivate each other. 
It is a family atmosphere. Every-
body is striving for the same goal. 
I want all of these people to own 
a piece of the business. I want it to 
be something that always makes 
them proud. These people get a 
thrill out of every bid. It is like an 
athletic contest. My wife thinks 
it's the coach in me. They are just 
a great bunch of people. 
Q. You may not take a salary, but 
what about your sons? 
A. Chuck has gotten a subsistence 
salary, but will get a better one this 

year. He has done extremely well. 
Mike has never drawn as much as 
other key employees. We want 
them (sons) to know some of the 
pain, and I think the boys them-
selves have not wanted more than 
what their counterparts are mak-
ing. 
Q. What is your typical workday? 
A. Mike picks me up in the morn-
ing about 6 or 6:15 a.m. The su-
pervisory staff gets together until 
about 7 a.m. We go over what we 
will do that day and what we 
project for the next few days. It 
helps set the tone for the day. 
Usually I get home by 6 p.m. I 
like dealing with customers, so I 
do most of the selling on Satur-
days in the retail garden center. 
Q. With Saturdays, you're work-
ing about 70 hours a week? 
A. Yes, conservatively. We are real 
strong on family life, though. We 
believe the Lord made a day to rest. 
The retail center is not open on 
Sunday, and even I don't go down 
to work some Sundays. 

The author is a free-lance writer 
based in Norwalk, Ohio. • 
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MOWING PREDICTIONS 

ASK OWNERS OF profitable 
landscape management firms what 
makes their companies successful 
and they'll likely collaborate on at 
least one objective: Maintaining a 
professional image. 

How the companies go about at-
taining that varies as widely as the 
services each provides. Many at-
tribute their ability to skilled staff, 
expert sales people, superb market-
ing and outstanding management. 
Whatever the recipe, there are sev-
eral multimillion dollar companies 
out there that have overcome the 
image of "yard apes" and "mowing 
jockeys," as one contractor deli-
cately termed it, and built solid, 
professional reputations. 

"The 1980s were tough as far as 
overcoming the yardman image. 
Now with the help of associa-
tions, environmental awareness 
and being more active in legisla-
tion, the industry is gaining a lot 
more respect," said Dale Elkins, 
regional manager for ISS Land-
scape Management Services in 
Tampa, Fla. 

"If there is a pecking status in 

Maintaining the 

Cutting 
Edge 

Mowing contractors have fought to 
shed the "yardman " image often while 

struggling to mature into full-service land-
scape maintenance firms. The negative 

stereotype may still linger, but top 
contractors are using a no-nonsense ap-
proach that defies skeptics to question 

their professional integrity. 

By Cathy Hoehn 

the green industry, I would say 
mowing contractors are the low-
est. Landscape architects and 
nurseries probably come out first. 
Large botanical gardens and 
theme parks next, then irriga-
tion, suppliers and then the 
people that put it all together to 
make the park, complex or house 
look the best." 

David Frank of David Frank 
Landscape Contracting in Ger-
mantown. Wis., believes the 
jaundiced image of mowing dis-
sipated years ago. "I don't think 
there's a negative stigma at all 
attached to horticultural man-
agement, mowing or selected 
services," he said. "Almost 100 
percent of the premier compa-
nies all over the United States 
have gotten into maintenance, 
albeit full-service maintenance. 
I think it's one of the good places 
to be." 

Mowing contractors don't 
need to portray themselves as 
behemoth, internationally repu-
table corporations in order to 
claim success. Even sizable com-

DYNAMIC MOWING TRENDS 
THE MOWING INDUSTRY grew and changed dramatically in the 
past decade, according to landscape maintenance contractors. Prop-
erty owners that once only worried whether or not a maintenance 
crew would show up are scrutinizing every aspect of their land to en-
hance its appearance and value. 

Contractors expanded their services to accommodate the property 
owners, and equipment manufacturers, finally recognizing landscape 
contractors as major users of product, responded with an onslaught of 
walk-behind and rider mowers geared specifically for the landscape 
industry. 

"Years ago, you had two or three companies that made walk-be-
hinds and some larger rider mowers. Now they all essentially make 
the same mower," said Dale Elkins of ISS Landscape Management 
Services in Tampa. "You're no longer looking at efficiency so much 
as where you can get the best service. Or, efficiency is no longer how 
much you can mow and cut but how long the mower will be broken 
down." 

Elkins claims walk behinds have made a comeback, which may 
cause a decrease in rider purchases. 

"It seems like we're back to where we were 10 years ago," he said. 
"Front-end riders came in, everybody had fancy $15,000 machines and 
discarded their walk behinds. All they ran into were more repairs, injury 
to the surrounding landscape. They found out they didn't save on labor 
because they had to come back and trim the hours." 

Of all the types of mowers on the market, Ground Control of 

Orlando finds hydrostat mowers most adequately meets its needs. 
"We looked at the technology, what's advantageous to us and the 
client, what's cost effect ivesaid Mike Guthrie. "Manufacturers 
have done a very good job. They've made constant improvements 
that benefit the industry." 

David Frank of David Frank Landscape Contracting in 
Germantown, Wis., said mulching mowers need the most improve-
ment. "There are a lot of considerations when looking at a 
mulching mower. Does it mulch grass, does it mulch leaves, does it 
mulch wet grass, does it mulch deep grass or can you get a piece of 
equipment to work in a number of situations? The quest is finding 
the best system to mulch where the turf looks great when you're 
finished and you don't have a real abnormal increase in frequen-
cies," he said. 

Looking ahead, Elkins muses the dubious role robotics may play 
in upcoming years. "There was talk back in the mid- to late-1980s 
about robotics, a mower run by a handheld remote control. I don't 
see that coming into play, but maybe in 10 years. Who knows? 
There wasn't a fax machine 10 years ago." 

Others ponder the role growth regulators will serve in the 1990s. 
"We use a lot of growth regulators in utility areas, hillsides, ditch 
areas that are under water half the time, areas you can't get to with 
mowing equipment," Frank said. "I think the potential development 
of growth regulators with no negative side effects could change the 
mowing industry a great deal." 



said being located in New En-
gland has made it less important 
for his company, which focuses 
mainly on high-security office 
parks, to concentrate on image. "I 
don't think (lawn maintenance) 
has reached the level of maturity 
in this part of the country as it has 
in other parts. We' re able to present 
ourselves much easier than we 
expected to." 

Frank insists that small, startup 
companies can present a positive 
image regardless of financial re-
straints. The key is knowing the 
right image to present. 

"A friend of mine runs a small 
company in Milwaukee. He pro-
jects a frugal image by having 
very mundane-painted trucks, but 
clean, with the company logo in 
real small letters," he said. "It has 
a utility-type image, and I think 
that's useful in marketing to in-
dustrial clients. You have to have 
a cohesive marketing plan even at 
the onset." 

Of course that plan has to carry 
through to every step in the deliv-
ery of services. "That's a key ob-
jective throughout the company, 

panies start out humbly. 
Frank, for example, be-
gan business in 1959 "as a 
young lad," running a 
neighborhood gardening 
service. Later, he hired 
high school buddies to as-
sist him in mowing and 
sometimes fertilizing near-
ly 300 lawns a week in 
suburban Milwaukee. 

"We had an embarrass-
ingly pathetic image, or 
no image, in the early 
years," Frank said. 

Upon graduating from 
college in 1972, he de-
cided to pursue a career in 
lawn maintenance. "The 
first thing I did was get 
active in the Associated 
Landscape Contractors of 
America and the Wiscon-
sin Landscape Contractors 
of America and start work-
ing on developing a better 
image. 

"The second thing I did 
that was a big mistake was 
expand into design/build. That was 
a very costly decision that took 
about six years to learn, by mis-
takes and experience, all the vari-
ous ways not to go about getting 
work done." 

Most top contractors insist that 
image plays a vital role not only in 
securing contracts, but expanding 
on them. 

"The first 30 days of an account 
are the most critical," said Mike 
Guthrie of Ground Control Land-
scaping in Orlando. "You're go-
ing to form an impression to win 
a potential client over or you're 
going to lose them forever. 

"What (the client) is looking 
for - do the maintenance opera-
tors get there on the same day 
every week, what are they dressed 
like, what do their vehicles look 
like, do they park in the correct 
areas? These are all little things, 
but they make a big impact. Most 
importantly, can the client see a 
noticeable difference in the prop-
erty within the first two weeks and 
at the end of the first 30 days?" 

Michael Byrne of Byrne Broth-
ers Landscaping in Essex, Mass., 

promoting a strong and positive 
professional image " Frank said. 
"We do that in hundreds of ways 
- equipment and uniform poli-
cies, how to handle time requests 
and so on." 

Company officials interviewed 
touched on five facets of their 
business that go hand-in-hand with 
maintaining a professional image: 
marketing strategy, customer ser-
vice, communication, financial 
management and diversification 
of services. 

TARGETING CLIENTS. Market 
ing seems to carry a loose defini-
tion among top mowing contrac-
tors. Some develop elaborate strat-
egies and hire a full-time staff to 
promote the company. Others, 
such as ISS, have a marketing de-
partment but depend on all com-
pany employees to sell its ser-
vices. 

"We have no salesmen on our 
staff. Everybody sells. Of course 
it's a little bit easier when you're 
larger, a little more well known," 
Elkins said. 

Regardless, every company ad-

As property owners seek 
better service for fewer 
dollars, contractors need 
to strive to impress. 
Photo: Yardmaster 

ministers some sort of mar-
keting program based on 
what type of client meets 
their specifications. Ground 
Control Landscaping targets 
its market Jan. 1 each year, 
developing "a hit list that 
goes after the type of client 
we're interested in," said 
Guthrie. 

Ground Control's sales 
staff presents prospects with 
what Guthrie calls a "propa-
ganda package," stocked 
with a brochure, company 
profile, brief history, out-
line of services, a list of 
awards and a list of associa-
tions with which the com-
pany is involved. It also in-
cludes a client reference 
sheet listing six clients from 
the multihousing division 
and six from the commer-

cial side. 
"The (potential client) can then 

call our past clients and get a very 
honest evaluation of who we are 
and what we do. It's the best adver-
tising we can get," Guthrie said. 

Most contractors agree referrals 
bring in the most business. 

"The success rate of closing a 
deal is much higher on a referral 
call. If you cold call on 100 poten-
tial clients, 10 will give you the 
opportunity to bid, one will sell," 
Guthrie said. He maintains that 
cold calling remains an essential 
marketing tool, however. 

Frank stressed that a company 
must develop a profile on a typical 
prospective client and cater its 
marketing program to the usual 
needs of that profile. "Economy, 
for example. If money is the single-
most important thing to the com-
pany you're targeting, you'll em-
phasize cost effectiveness and cer-
tainly won't use some line about 
the extra money that you charge," 
he said. 

He added that industrial prop-
erty maintenance demands less 
stringent standards than office parks 



ISSUES TOUCHING THE INDUSTRY 

CONTRACTORS INTERVIEWED pinpoint several industry issues as areas of concern for 1993. 
Mike Guthrie of Ground Control in Orlando points to debris disposal. "It's a big concern, particularly 

the cost factor. A lot of contractors don't know how to deal with it properly or just aren't dealing with it." 
He also cites chemical regulations as a pressing issue. 
"Municipalities each have their own regulations, which means we have to take constant care to put forth 

a professional image, knowledge and expertise when the competition does not." 
Workman's compensation and insurance are the biggest issues in Massachusetts, said Michael Byrne of 

Byrne Brothers in Essex, Mass. "Pesticides aren't as much of an issue for us, but we have a couple of 
claims right now that as an employer we have very little recourse," he said. 

Safety is always an ongoing issue, contends David Frank of David Frank Landscape Contracting in Ger-
mantown, Wis. "When we buy or rent equipment, we're very concerned about the operator's safety, as 
well as people around the equipment," he said. 

Lee Greathouse, Greathouse Landscape Co. in Nashville, Tenn., considers drug testing an issue that 
eventually will affect all contractors. He's already received an invitation to bid on a job that requires all 
employees to take drug tests. "It's the wave of the future. I think it has helped us, certainly. We have a 
better class of people working for us, a lower turnover rate, less training and less loss of time," he said. 

and multifamily housing, and thus 
calls for lower-keyed marketing. 

Most of the larger companies 
mainly serve commercial and in-
dustrial properties. Few, if any, 
depend on residential maintenance 
for their entire revenue. Some 
claimed they can't compete with 
the small, one-man operations in 
that field. Others just outgrew that 
aspect of the business. 

"In residential work, you have 
to be committed to working week-
ends and nights, and seeing your 
clients when they want to see you. 
It 's pretty demanding work," 
Frank said. "It is my opinion that 
commercial work is a little bit 
easier to manage." 

A V O I D I N G PROBLEMS. Effec-
tive communication and customer 
service work hand-in-hand to bol-
ster relationships with clients. 
Maintaining regular communica-
tion, both within the company and 
with clients, keeps everyone on 
the same page and nips potential 
problems in the bud before they 
get out-of-hand. 

Some companies contact cli-

ents on a weekly basis. Others, 
such as Ground Control, schedule 
daily meetings. 

"The foremen sets up a time to 
meet briefly in the morning with 
the property manager to discuss 
any problems that need to be ad-
dressed, any work orders, and 
communicate what we're going 
to do," Guthrie said. "Then they 

meet at the end of the day to walk 
the property to see what we've 
done, or review the property sheet 
that tells what we've done. De-
velop that line of communication 
and you're going to catch a prob-
lem before it festers and really 
becomes a major problem." 

Michael Byrne of Byrne Broth-
ers Landscaping instructs his fore-

men to stress some-thing positive 
the contractors did on the job each 
day. "We really paid a lot of atten-
tion to communication and cus-
tomer service this past year and 
saw a big difference in our re-
newal rate " he said. 

As far as customer service goes, 
things which seem like mere signs 
of courtesy go a long way in cre-
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ating a favorable "serve-oriented" 
impression. For example, "should 
the client ever call into the office 
with additional needs, the recep-
tionist has to recognize that it's a 
client with needs and get the call 
to the proper person in a timely 
fashion," warned Guthrie. "That 
return call is key. If they call at 9 
a.m. and you don't call them back 
until 4 p.m., they've had seven 
hours to fester and that's not good. 

"You've got to have response 
time. You may not be able to solve 
their problems right then, but at 
least acknowledge a problem ex-
ists and set a timetable to resolve 
it. Then follow through and make 
sure it was done in the fashion you 
said it would be. That's key." 

BUDGETING RISKS. Sound fi-
nancial management plays a vital 
role that often snares smaller com-
panies, Guthrie said. "They can 
put together a budget, but they 
may not understand the nuts and 
bolts of different accounts, taking 
into consideration the cost of a 
mowing truck, insurance, depre-
ciation, wages, how much profit 

they should be making. There are 
a lot of hidden costs in this busi-
ness. You have to have a sharp 
financial head, or you can get into 
trouble overnight." 

He quoted figures indicating 
that only one in five maintenance 
contractors that started compa-
nies in 1992 will remain in busi-
ness by 1995. He also noted that, 
on average, 92 percent to 96 per-
cent of contractors over a five-
year period close up, sell or go 
bankrupt. "It's easy getting into 
this business. It doesn't take much 
capital. It's staying in the business 
that presents a challenge," he said. 

Most companies said they re-
view daily or weekly reports on 
costs incurred. "We're real big on 
strategic planning - setting bud-
get against plan, percent growth, 
percent profit," said ISS' Elkins. 
"We're a day-by-day, number-
watching company. We're not 
month by month and that helps us. 
We're able to see things before 
it's too late, such as labor, which 
is 40 percent to 50 percent of our 
entire revenue, and federal tax 
burdens. 

"We also have an aggressive 
budget. Like for '93, we need to 
show a 10 to 15 percent growth. 
When you're doing well over $20 
million, that's pretty good. You 
get to a point where profit won't 
grow by that much." 

GROWTH CONSIDERATIONS. 
Diversifying services can be a cru-
cial move for companies looking 
to grow or sometimes just retain 
current contracts. As property own-
ers seek better service for fewer 
dollars, contractors need to hone 
their skills and strive to impress. 

"The question of diversifica-
tion from a broader standpoint is 
something businessmen ask them-
selves all the time," Frank said. 
"Look at the lawn care industry. 
Many, many of the companies 
have at least dabbled in mowing 
or provided a broader scope of 
maintenance services. And almost 
all design/build companies and 
construction companies have got-
ten into maintenance in the last 
decade. So you have all these com-
panies expanding in different di-
rections." 

"It's difficult to offer just mow-
ing, particularly on the West Coast 
where there isn't as much turf as 
in the Midwest and on the East 
Coast, and where the industry is 
so competitive," said Ground 
Control's Guthrie. "Clients don't 
want to have to go through sev-
eral companies; they want a full-
service company to meet all their 
needs, and that is better for the 
mowing company as well. It main-
tains constant communication and 
keeps competition off the site." 

But, he cautioned, there is a 
downside - two key factors that 
need to be regarded. "You have to 
know your target market that 
you're geared to handle and can 
handle, and two, know your limi-
tations and where to draw the 
line. 

"We didn't get into chemicals 
until three years ago. Ten years 
prior to that, we subbed it out. We 
didn't have the knowledge or 
expertise. After deciding to do it, 
we spent a year and a half devel-
oping a training program, and 
getting the right people, equip-
ment and technology to do it." 
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Frank, reflecting on the early 
days when he expanded into de-
sign/build, said, "I don't think we 
were knowledgeable enough at 
that time. It would have made 
sense to get better training. The 
key to diversification is really 
understanding the business you're 
getting into and we didn't. It was 
very discouraging." 

Once Byrne Brothers expanded 
its services to include maintenance, 
they feared the impending reces-
sion might hurt their business, but 
it actually spurred the new divi-
sion's growth. 

"The recession hindered our 
construction business but really 
helped our maintenance," Byrne 
said. "It made us work harder to 
get out and get more work, which 
we probably wouldn ' t have 
worked as hard to develop other-
wise." 

While boasting a range of ser-
vices from tree and shrub care to 
landscape construction, Byrne 
Brothers' maintenance exceeds the 
other divisions, growing 30 per-
cent each year. "We're expecting 
to do that if not even better this 

year. I think we got into the busi-
ness at the right time, grew tre-
mendously fast with our real es-
tate economy," Byrne said. "Once 
that fell out, it really taught us to 
be much better business people, 
pay attention to what's going on." 

Overall, say contractors, there's 
nothing wrong with companies 
wanting to grow and expand, but 

"Don' t look for 
quick g r o w t h 
in one year . 

Take t ime 
to consider 

cost factors.11 

they need to guard against some 
pitfalls. 

"Companies need to identify 
what they do well, what made 
them successful, and stick to that," 
said Rich Akerman of Northwest 
Landscape Industries, Tigard, Ore. 
"If they can deliver other services 
with quality that will easily adapt 

to services they already provide, 
then OK." 

Byrne advised smaller compa-
nies aiming to expand to look first 
to their existing clients for more 
opportunities. "Look at your own 
accounts for more work. That's 
an area that was very successful 
for us last summer. We were con-
stantly submitting proposals for 
different work to our own cus-
tomers. It's all non-bid, negoti-
ated work," he said. 

Bruce McQuay, production 
manager for Maintain Inc. in Fort 
Worth, Texas, warns companies 
against delving into new areas too 
quickly. "Don't look for quick 
growth in one year," he said. 'Take 
time to consider your cost factors 
and how they are affected by your 
need for new equipment, etc." 

Akerman anticipates that mid-
die-size companies eventually will 
be squeezed out of the market due 
to stricter government regulations, 
making room for more small and 
fairly large companies. "I think with 
insurance, overhead and other stipu-
lations, middle-size companies are 
finding it harder to survive." 

Most contractors foresee mow-
ing markets continuing to expand, 
despite recent innovations in self-
maintaining grass. "The appear-
ance of residential and commer-
cial properties continue to be of 
importance to property owners," 
Frank said. "Commercial prop-
erty managers 20 years ago might 
have had the attitude that mowing 
was just another service like gar-
bage collection, and as long as 
you showed up they weren't re-
ally sensitive about more than that. 
Now they're calling for lot of 
annual color, they're concerned 
about how you're going about 
your work, and the appearance 
and results of your work." 

Property owners will become 
increasingly sensitive about the 
appearance of their properties, he 
added. "I think that is our attitude 
as a culture. We're very environ-
mentally oriented and getting more 
and more sensitive as time goes 
on." • 

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

The 
Continuing 

Debate 
How well does the servicing dealer 
network really work? 

By Bob Gitlin 
PHIL CHRISTIAN has a horror 
story to tell. 

It seems, according to the 
Alpharetta, Ga., consultant to the 
lawn care industry, that a big St. 
Louis contractor had a hydrostatic 
motor go out on a mower. He 
called his dealer who said he didn't 
have one. He took the motor to 
another dealer to trade in on a 
functioning unit. The dealer said, 
"I'm sorry, I can't do it. You're 
not in my territory." 

The contractor argued that the 
customer was in the dealer's terri-
tory. Could he get his customer to 
write a check? The dealer said no. 
The front lawn of a world head-
quarters didn't get mowed. The 
boss came in on inspection day 
and fired the contractor. 

DESPERATE STRAITS. Christian 
monitored a meeting among lead-
ing manufacturers and contrac-
tors two years ago for Lawn & 
Landscape Maintenance. 

'There was a lot of talk about 
territories," he recalled. 'The con-
tractors said, 'We're not inter-
ested in your territories. What we 
want, when we buy a $19,000 
piece of equipment, is to get the 
part wherever we can.' " 

But don't lawn and landscape 
contractors have to be judicious in 
their buying practices? 

"Anything over $3,000, you've 

got to shop it," said Rich Gaffney, 
whose Gaffney Landscaping, 
Cleveland, employs as many as 
10 men in peak season. 

Yet many servicing dealers 
impose territorial restrictions that 
contractors don't have any con-
trol over and can't possibly re-
spect, Christian said. "Often the 
dealer is trying to wait to accumu-
late a big enough volume of parts 
so he can adjust for the next dis-
count. The poor contractor sits out 
there with the season eating him 
up while there is an argument 
about parts." 

In the case of the St. Louis 
contractor, there were plenty of 
motors in stock, right outside of 
St. Louis. "The contractor was in 
a desperate situation and nobody 
would listen to him." 

If dealers play funny games 
with contractors' heads, maybe 
you have to understand the pres-
sure they are under, said Carl 
Iofredo, who for 47 years has sold 
everything from mowers to ferti-
lizers. 

Iofredo, president of Lee Road 
Nursery, Cleveland, used to give 
credit freely. He was proud to help 
many a novice grass cutter grow 
to prosperity. But he can't be nice 
anymore. He said 50 percent to 60 
percent of landscapes do not pay 
their bills. From this army of one-
or two-man operations getting in 

business with a pickup and a 
mower has emerged $20,000 Io-
fredo can't collect. 

In some areas, dealers won't 
sell to an end user outside of a 
certain radius. The restriction gen-
erally pops up only in territories 
manned by a closer dealer. The 
problem is that some landscapers 
go to one dealer over another 
searching for a better price, then 
go to the dealer closer for service. 
The dealer farther away suffers 
when he can't make money off 
service contracts; contracts which 
generally represent the lion's share 
of the profits. 

Iofredo said dealers have the 
right to assert certain strictures. 

"Most people who buy a lawn 
mower or tractor at one dealer and 
then want service from another, 
generally don't get it. That's true 
throughout the trade. Wherever 
they buy it, that's where they go to 
have it serviced. Lawn Boy's got 
a contract out now that states that 
if anybody buys a Lawn Boy, no 
matter where they buy it, and they 
take it to a service dealer, he has to 
do it. But you see, they can turn 
that down. It just doesn't hold 
up." 

DEALER/DISTRIBUTORS. Stock 
ing distributors try to keep dealer 
shananigans to a minimum. "We 
give dealers price sheets," said 
Christina Harris of Outdoor Equip-
ment Distributors, Raleigh, N.C. 
"We have a suggested retail and 
on some of them we have promo 
prices. If it's just a suggested re-
tail, without a promo price, they 
cannot run at 10 percent lower and 
get co-op on any advertising they 
place." 

Harris said two-step distribu-
tion works and is here to stay. 

"We cover four states. Two-
step lets us be on a more personal 
level with our dealers, offer them 
more personal service than a manu-
facturer covering the whole United 
States. Most of our customers, we 
know by first name. We do our 
best to get parts to them next day. 
If we don't have it we'll have it 
shipped directly from the factory." 

Different sized lawn/landscape 

contractors buy whole goods, 
parts and servicing differently. 

"We're a licensed lawn care 
contractor," said Bob Scofield, 
vice president in the golf man-
agement section of Environmen-
tal Care Inc., a multimillion dol-
lar company based in Calabasas, 
Calif. "We deal directly with the 
distributor. There are probably 
some very small one-man gar-
dening people that buy their 
mowers from a local Toro dealer, 
a garden center that's in their 
locale, where they also buy their 
plants and stuff like that. 

"If you are a licensed land-
scape contractor you're going to 
buy from distribution houses for 
both equipment and materials, 
fertilizers, chemicals, supplies." 

The two heavy-equipment 
manufacturers ECI deals with 
mostly have done a good job of 
making sure dealers don't com-
pete with one another at the ex-
pense of the end user, Scofield 
said. Bypassing the middleman 
with national-account status is 
what does the trick for ECI. 

"This means you can in fact 
buy the equipment at a predeter-
mined price you're happy with 
and can have that equipment 
delivered from any number of 
dealers that are convenient, who 
are bound to service it as well." 

But even ECI, which enjoys 
such arrangements, still runs into 
problems with the servicing 
dealer network. 

"We deal with manufacturers 
who have independently owned 
distributors, who are not uni-
form in the way they look at us. 
A dealer in city A services us 
very well. Down the road 200 
miles in city B, our people are 
saying they don't want to buy 
that equipment anymore because 
they can't get it repaired or ser-
viced. That fouls us up. It's to 
our advantage to zero in on cer-
tain pieces of equipment we deem 
efficient and safe, and duplicate 
that in all our branches." 

ECI will continue to press 
manufacturers to take stronger 
hold of their end user situations, 
Scofield said. 



Timely parts distribution is 
critical to a good relationship 
between manufacturer, dealer 
and end-user. Photo: Cushman 

Ready parts availability has 
everything to do with policy set 
by top-level parent ownership. 

OBSTACLES. Doug Hinkle, shop 
manager, Northwest Landscape 
Industries, Tigard, Ore., is angry. 
His love affair with a major manu-
facturer of lawn maintenance 
equipment is officially at an end, 
even though it means he may have 
to revamp his whole fleet, which 
includes 150 of this company's 
blowers. 

"I can't get the parts. They have 
no sales staff, no service staff. 
Now I have to go through another 
dealer to get parts. I pay next-day-
air rates and still have to wait over 
a week every time." 

He's tried to make the distribu-
tor aware of his problem, to no 
avail. 

"We talked to their salesmen, 
whoever is in control there, and 
they blew us off like we weren't 
there. From what I understand, 
the dealers complained they were 
selling direct to us. A couple deal-
ers wanted our business." 

He has no complaint with most 
distributors/dealers. "They do a 
great job." 

Gaffney said he's also gotten 
slow response from certain dealers. 

"It's no small problem," said 
Hinkle, who manages three shops, 
keeping parts at the main shop and 
distributing them to the other two. 
When getting parts is like pulling 
teeth, he's forced to overorder and 
overinventory, creating a debt bur-
den for his company. 

SUPPLIER SUPPORT. A John 
Deere spokesman, Bob Tracinski, 
sheds some light on efforts of the 
big boys to be a little faster on 
their feet. For one, dealers get a 
helping hand in moving product. 

"John Deere has an advertising 
co-op package for our dealer or-
ganization, a very generous one," 
he said. "It encourages the dealer 
to advertise Deere products: news-
paper, TV, radio, billboards. The 

dealer spends X amount of dollars 
on advertising and sends us proof 
it was run. We reimburse him for 
half his expenses." Sales incen-
tives include discounts for quan-
tity and early orders. 

A new computerized program 
will further protect dealers from 
being locked into order volumes 
that may not fit in with unfor-
seeable factors. 

"As the dealer sells the product 
he can settle immediately with the 
manufacturer," Tracinski said. 
"We keep a better finger on the 
pulse of sales activity around the 
country. Now dealers have to guess 
how much they'll sell next year 
and place their order on that basis. 
But there could be a drought, or a 

problem with the economy in their 
region. Other dealers may get more 
sales than expected. By keeping 
track of electronic settlements 
coming in immediately, we can 
slow distribution of products to 
sluggish areas, speed it to where 
sales are going strong. You don't 
have inventory piling up in 
dealerships that are having a chal-
lenging year." 

"You always have a certain cross 
section of end users that, for whole 
goods, will really shop for the 
deal," said John Smith, president 
of Exmark, Beatrice, Neb. "He 
may go a longer distance to shop 
those deals on whole goods than 
he will for parts. And what he'll 
do is shop and get the cheapest 

price. Then when parts are required, 
he will go to his local dealer. He is 
more than likely going to go to that 
dealer who's going to provide qual-
ity service. He'll usually become 
loyal to that dealer and use him as 
a one-stop source." 

"We have some effective parts-
availability measurement systems 
in place," said Michael Anderson, 
director of sales for commercial 
products atToro, Minneapolis. "We 
track the fill rates very closely and 
have some pretty stiff requirements 
for distributors. We run at a very 
high number — I think the con-
sumer number is just as high. We 
have a direct-ship program in place 
for our parts that our distributors 
can use." 



One way to make sure lawn 
care contractors don' t twiddle their 
thumbs and lose money is running 
a warehouse big enough to keep 
the volume flowing all through 
the distribution network. 

"We have the most current parts 
distribution center in the United 
States," said Bob Brophy, terri-
tory manager for Cushman, Lin-
coln, Neb. "We can pick and ship 
17,000 items a day. If the order 
comes in the night before, we 
have it out before noon our time. 
And then on top of that we have 
people who are there just to handle 
what we call class-one or emer-
gency orders; it will leave that 
day, air freight, so they're got it in 
their hands next morning." 

"All our dealers are servicing 
dealers," said Peggy Hoffman, 
speaking for Scag, Mayville, Wis. 
"We hold service training schools 
for all distributor personnel. A lot 
of them hold service training 
schools for their dealer personnel. 
If an end user runs into a situation 
where the distributor does not have 
a part, we will drop-ship that part 
to the dealer." 

"We don't put dealers on top of 
one another," said Dick Tegtmeier, 
president of Encore, Beatrice, Neb. 
"Some companies put dealers way 
too close together. They get to 
fighting among themselves, and 

the landscaper is out in the cold. 
We have five through the whole 
of Kansas City." 

This breeds camaraderie rather 
than bickering, he said. Dealers 
even go pick up loads of parts to-

John Deere gives dealers a 
hand by reimbursing those who 
advertise their products. 

gether. "And that works out well." 
Excel Industries, Hesston, Kan., 

admits to having dealer territo-
ries. "We have 85 factory-direct 
dealers," said Ken Raney, a com-
pany spokesman, "and two or three 
distributors in each prime loca-
tion such as New Jersey and 
Florida. Any time a dealer sells 
outside his territory, he has to cut 
a check to the dealer whose terri-
tory it is — 12 percent of the 
markup." 

The problem doesn't arise of-
ten, he said, because dealer terri-
tories are fairly large. 

"It's probably farther to go to 
the wrong dealer than to go to the 
right one. We will UPS a part out 
right to the customer; we'll drop-
ship anything they want overnight. 
We've taken every step we can to 
see to it that that guy can get the 
parts as quickly as possible." • 

The author is a free-lance writer 
based in Shaker Heights, Ohio. 
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At The Andersons, 
We're Gearing Up 
To Help You Look 
Better Than Ever. 

H ere at our state-of-the-art plant in Maumee, Ohio, we've been gearing up to provide 
you the broadest range of exciting, new and technically advanced fertilizer/herbicide 

combination products ever available. These products have been rigorously field tested 
at universities and golf courses throughout the Midwest and have delivered results that 
exceeded our own high expectations. Now they're ready to deliver for you. 

a r t for 1993. 

"The choice for all 
seasons, the herbicide for 
all reasons/' That's how 
Sandoz describes it's new 
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herbicide, and The 
Andersons has expertly 
incorporated it with 
several results-getting 
fertilizer formulas to pro-
vide you with great new 
combination products. 

for 1993. 

According to Monsanto, 

3 DIMENSION* 
is "The toughest thing to 
emerge since crabgrass." 
This powerful new herbicide, 
in combination with one of 
The Andersons proven 
fertilizer formulations 
provides you with a high-
performance product that 
gets two jobs done with a 
single application. 

the professional's 
partner® 

T h e C C C C -
Andersons 

1-800-225-ANDY (2639) 

for 1993. 

The Andersons proudly 
welcomes a proven 
performer into its 
combination product 
line. From DowElanco, 
makers of TEAM* and 
BALAN*, comes 

GALLERY 
Incorporated with The 
Andersons famous 
fertilizer formulations, 
turf professionals can 
expect to get great 
looking weed-free lawns 
for their customers. 

©BARRICADE Herbicide is a trademark of Sandoz 
Ltd . ,©DIMENSION is a trademark of Monsanto 
Company., 'GALLERY, TEAM and BALAN are 
trademarks of DowElanco., ©1992 The Andersons 



Copenhagen, Denmark. Photo by Larry Heimann, 

Tapping an 

Uncertain Market 
The European Community finally is breaking trade barriers to invite 
competitive selling and to harmonize product standards. The accord 

opens doors for chemical and equipment manufacturers worldwide, but 
most likely leaves the western European landscaping market unchanged. 

By Cathy Hoehn 

RUMORS ABOUND regarding 
potential business opportunities 
in the European Community fol-
lowing the break down of trade 
barriers between the 12 member 
nations. The economic and po-
litical accord promises to unite 
Europe into a tough world com-
petitor. And while the move may 
open doors for manufacturers 
servicing turf and ornamental mar-
kets, opportunities appear much 
more limited for American land-
scapes. 

A number of companies are eye-
ing the European market, how-
ever warily. 

"The driving factor is, all of a 
sudden there's a lot of hype over 
golf and resort construction be-
cause of the unification of the 
European Community," said Bill 
Liles, business director for Ciba-
Geigy' s turf and ornamental divi-
sion, Greensboro, N.C. "They're 
not producing as many crops, 
they have idle farmland and 
they're looking for uses and how 
to attract tourism. That's caus-
ing golf projects to grow and we 
want to be in on the growth 
trend. We want to evaluate and 
see what the future is." 

Ciba-Geigy, an international 
pesticide manufacturer, sent a 
representative to France to evalu-
ate turf and ornamental market 
developments worldwide. 

"We think there are opportu-
nities for U.S. manufacturers in 
selective areas," Liles said. 
"Right now we're looking at Ja-
pan, the Pacific Rim area, France, 
England, Spain. We need to learn 
what their expectations are for 
turf, what parts of our product 
line and services meet their 
needs. They do things differ-
ently in each country. We try to 
evaluate how we fit into that." 

Early observations show the 
EC market appears receptive to 
American chemical and equip-
ment manufacturers, but that 
commercial landscaping outside 
of the United Kingdom is almost 
non-existent, said Owen Towne, 
Ciba-Geigy's product manager 
assigned to study the European 
market. 

"The potential for lawn care 



INTERNATIONAL BUSINESS 

garden is located in Fano, Italy. Photo by Larry Heimann. 

and landscaping here is very low. 
But the potential for tools and 
equipment is here," he said. "My 
impression is that it would be very 
difficult for a lawn care company 
to come over here and find cli-
ents." 

The United Kingdom offers 
some opportunity, he added. Com-
mercial landscapes there contract 
for residential, commercial, indus-
trial, sport club and government 
work. 

For most of western Europe, 
however, lawn care plays second 
fiddle to floral gardening. "Cities 
really do a fantastic job with plant-
ing flowers, ornamentals and 
shrubs. If they have an area of 
expertise, it's maintenance of orna-
mentals and flowers, particularly 
annual flowers," Towne said. "For 
whatever reason, Europeans just 
appreciate flora culture more than 
Americans. Municipalities invest 
in new beds every three or four 
months." 

Residents too enjoy planting 
and tending their own gardens. 
"People here, unless they are in-
credibly wealthy, don't really have 
lawns. Maybe a patch. People tend 
to plant rhododendrons, conifers, 
annual and perennial flowers, 
which they tend to maintain them-

selves. the larger-property own-
ers hire gardeners. That's true al-
most everywhere. 

"It really strikes you how much 
more they do here than in the U.S. 
to expose people to a pleasant 
environment. They don't have a 
lot of green space, so they do the 
most with what they have." 

Limited lawn space makes pri-
vate lawn maintenance compa-
nies unnecessary for residences, 
said Bryan Lucas of Bryan Lucas 
Landscapes in Coventry, England. 
As far as government work, "a lot 
of municipalities have a work force 
dedicated to maintaining land-
scape planting, flower beds, that 
sort of thing," Towne said. "But 
there really are no commercial 
companies involved." 

MARKET POTENTIAL A number 
of companies view the European 
landscape market as an untapped 
resource. Others say they just 
haven't heard enough about the 
potential there to find it inviting. 

"I'm not opposed to doing busi-
ness there. I've just always had 
the perception that there wasn't 
much opportunity there, or that 
the opportunities were being filled 
on a local basis," said Ron Smythe 
of Grassroots Landscaping & Irri-

gation in Alberta, Canada. Smythe 
is considering landscape opportu-
nities in Kuwait. 

Towne concedes potential ex-
ists in the EC landscape market, 
but believes a company entering 
the market needs to be extremely 
energetic and committed. 

"Some days are very frustrat-
ing, seeing all the potential. There 
are so many barriers to overcome," 
he said. "If you're going to be-
come involved over here you have 
to commit for the long term. You 
can't just come in and six months 
later be successful. It's going to be 
a several-years project." 

"Bureaucracy and regulations" 

hinder foreign service operators, 
he said. "The U.S. is fairly stream-
lined compared to what goes on 
over here. People themselves are 
not opposed to Americans coming 
over and trying to create businesses. 
But some governments see it as a 
threat." 

Golf courses by far hold the great-
est turf maintenance potential, but 
there are only about 4,000 courses in 
all of Europe, according to Towne. 
"Therefore you have to look at Eu-
rope as a collective market." 

Some industry observers say the 
region's economic slowdown has 
deterred growth in the golf indus-

(continued on page 44) 

THE UK: A COMPETITIVE LANDSCAPING ARENA 
CONTRACTORS IN THE United Kingdom share more extensive 
landscaping opportunities than in most of the European Community. 
The number of contractors there equals about a six-page listing in the 
Yellow Pages, said Bryan Lucas of Bryan Lucas Landscapes in 
Coventry, England. 

Most companies consist of one- to three-men operations. There are 
only a few "quite big ones," usually garden centers that offer land-
scaping on the side. The landscaping market resembles that of the 
United States in that it's easy to enter. In England, no certification or 
licensing is required. People tend to pick up a job, finish it and move 
on to construction or something else, Lucas said. 

The demand for landscape contracting in the UK, particularly in 
residential, is high. People, not just the wealthy, "want their gardens 
to look good. When the gardens are too big to do themselves, 
residents will call in a landscaper to cut their grass or redesign a patio 
or whatever," said Lucas. 

Gardens tend to be smaller than in the United States. They mix 
lawns, borders, patios and gardens, and are enclosed by wood fences, 
perhaps 4 to 6 feet high. 

"One thing I've noticed here (in the States) is the complete lack of 
privacy in the gardens. One garden joins another. There doesn't seem 
to be an official boundary between them," Lucas said. "In the UK, 

virtually every garden is surrounded by a fence, hedge or whatever." 
The call for gardening services equals the need for lawn care, Lucas 

said. "In general, gardens in England are a lot smaller than in 
America. You're probably talking about an average garden being 30 
to 40 feet long by about 20 feet wide, with 50 percent of that being 
grass. So you're talking about a lawn that is 20 feet by 10 feet." 

Bryan Lucas Landscapes' services include design/build, mowing 
and maintenance. The company has mostly residential clients but also 
covers six commercial customers. This year Lucas picked up some 
work on repossessed properties. "It's land that nobody wants. We 
clean them up so they can be sold," he said. 

Sports clubs hire landscape contractors, but the market is virtually 
closed. 'There are only three or four companies considered big 
enough to do sports fields and they pretty well have got it covered," 
said Lucas. 

Governments accept bids for mowing roadsides, parks and other 
public areas. 'The job includes about five or six cuts a year, from 
March to September," he said. 

Foreign companies trying to enter that market "have to be invited 
and need to have a contact to put their company forward as a tender," 
Lucas said. "Companies also need to be competitive, have their own 
machinery to undercut other companies. It's a cutthroat business." 
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©Husqx^ma 
USE READER SERVICE #14 

In a constant shower of sawdust, w e tested our saw against 
a leading competitor's. Afterwards, theirs was packed with 
dust and losing power. Ours was clean with power at 100%. 

That's why other saw makers tell you to clean 
or change their filter several times a day or over 250 times 
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a year. With this Husqvarna, you're probably looking 
at only once, maybe twice a month, depending upon 
cutting conditions. 

It's all because ofour new Air Injection System. You'll 
find it in our 254XP, 262XP, and the 394XP. As if that's 
not enough, these saws are among the lowest in vibration 
in spite of some pretty incredible power and performance 

Filter of leading competitor's saw after 
running 45 seconds in shower of saw dust 

Filter of Husqvarna 394XP after running 
45 seconds in shower of saw dust 

levels. Of course they have our inertia-activated chain 
brake and like all Huskys, they're easy to service. 

So tomorrow, when you have to clean the filter 
in your saw, think about Husqvarna's new Air Injection 
254XP, 262XP, and 394XP 

And go get yourself the saw that leaves all the 
others in the dust. Because nothing works like a Husky 



PURSUING LANDSCAPE 
OPPORTUNITIES IN KUWAIT 

AS POLITICAL AND economic changes in Europe and Asia invite foreign investment, more American 
companies are considering bidding for landscape contracts overseas. Interest is widespread throughout the 
Pacific Rim, the Middle East, Australia and Japan. Each market holds its own set of barriers. 

A few companies looking to take advantage of the half-billion dollar destruction to Kuwait's landscape 
after the Persian Gulf War have returned to the United States disappointed and empty-handed. 

Ruppert Landscape Co., Ashton, Md., considered a proposal from a Kuwaiti company looking to form a 
landscaping consortium, said Ken Hochkeppel, branch manager. Kuwaiti law requires foreign companies 
to form a partnership with a Kuwaiti company that retains at least 51-percent control. 

"I asked myself what we were doing venturing into the Middle East when we should be concentrating on 
national work," he said. "But the opportunity seemed great." 

Ruppert joined four other companies - two Kuwaiti, one Saudi and another from the U.S. - in sub-
mitting a proposal to restore landscaping, repair irrigation structures and clean oil from plants. Ruppert 
had planned on the Kuwaiti partners pulling strings to obtain a large chunk of government work. 

'That was the original plan of why we went over there. It basically dissipated. We looked at other 
options but none panned out," Hochkeppel said. He cited several obstacles to pursuing a landscaping 
contract in Kuwait, including the lack of plant material. "A lot of it is custom growing plant material 
which takes two to three years," he said. 

Prices are very competitive, he added. "It's a whole different ball game where your labor costs fall and 
where plant costs fall. Plants generally are more expensive because they are coming from far away. Labor 
costs are very low - 50 cents an hour. But then you have to pay for Visas, room, board, etc." 

Risk is also a deciding factor. "The important thing is, as with any business, you want to have the right 
partners. As we would here in the States, we want to spend some time and know what their business 
philosophies are, what their goals are and how aggressive they're going to be in the marketplace and how 
they're going to manage the money and people," Hochkeppel said. "Instead, the general message was 
Ssign here and we'll talk about the details later.' That concerned me." 

He contends that the potential for profit in Kuwait is limited. "It doesn't appear there's an excess of 
profits to be had. There's lot of hard work that has to be done," he said. 

Ron Smythe of Grassroots Landscaping & Irrigation in Alberta, Canada, cited similar difficulties. 
Smythe traveled to Kuwait in March to determine the feasibility of doing business there. 

"There is potential. I know of at least two other North American contractors considering doing business 
there," he said. "It just depends on your personal tolerance of risk." 

He said he was initially surprised at the elaborate tending system. "They want to see that your past 
performance matches the type of work you bid on. The standards are tough at the bidding stage." 

Smythe decided to "wait and see" how other companies fare doing business in Kuwait before taking the 
plunge. "It seems other companies are better suited to be guinea pigs than us in this situation," he said. 

Uncertain Market 
(continued from page 41) 

try. The market exploded in the 
1980s but developers lacked suf-
ficient financial and long-term 
planning, causing many courses 
to fail. The growing standard of 
living may continue fueling the 
golf market, however. 

The consolidation of the Euro-
pean market should remove some 
bureaucratic barriers to landscap-
ing opportunities, but economists 
warn that some product standards, 
testing and certification require-
ments will remain intact. Towne 
predicts language will remain a 
barrier as well. 

The EC nations plan to imple-
ment a unified biocide registra-
tion directive for non-crop prod-
ucts. 

"We are trying as an industry to 
ensure that regulations are similar 
and that there are no more onerous 
requirements in the biocide direc-
tive than the crop directive," said 
Colin Dash of environmental and 
government affairs for Dow-
Elanco, based in England. "Right 
now we have to register products 
according to local rules. We must 
do certain biological and efficacy 
tests. We ensure that is done and 
then provide a sort of backup ser-
vice once the product is going 
onto the market." 

Government officials expect to 
effect the crop directive by July 
1993, and a biocide directive for 
non-crops in 1994, Dash said. 

EDUCATION NEEDED. Lack of 
education creates an additional 
setback in the turf and ornamental 
market. "It's safe to say there's a 
greater need for education on the 
role of plant production materials, 
how to manage turf, than there is 
in the United States," Towne said. 
"Management in Europe is not as 
sophisticated as in the U.S." 

Ornamental expertise ranges 
from country to country, with 
Holland and the Netherlands be-
ing the world leaders in ornamen-
tal production, particularly in 
greenhouses. 

"I think anyone that comes over 
here is going to have to be com-
mitted to a real educational effort 
because the end users just don't 
have the expertise," Towne said. 
"It reminds me of where Ciba-
Geigy was in the U.S. 10 years 
ago. We weren't as actively in-
volved in turf and ornamentals as 
we are today, for the same rea-

sons. There is potential here. The 
question is how do you capitalize 
on that potential." 

Outside of Holland and the 
Netherlands, there isn't a suffi-
cient level of training, Towne said. 
"A lot of trade magazines pub-
lished in the U.S. make their way 
here, though, so people are get-
ting informed. When I go to an 
ornamental grower like I did in 
Spain, they already know about 
Ciba-Geigy and our products. 
Their question is 'How do I get 
hold of your other products?' " 

MANUFACTURERS' PRODUCTS. 
Worldwide pesticide and chemi-
cal producers seem to be the manu-
facturers most interested in delv-
ing into the European turf and 
ornamental field. DowElanco re-
cently targeted the United King-
dom, France, Italy, Spain, Ger-
many, Scandinavia, Holland, Bel-
gium and Luxembourg with three 
products: a herbicide called garlon 

that "has been around for awhile 
and continues to build business 
steadily," said Dash; a herbicide 
called starane and an insecticide 
called Empire, both of which "are 
fairly new to the market but are 
doing well." 

'There was skepticism at the 
start about whether the market 
existed here like in the U.S," Dash 
said. "We still work through a 
dealer or national distributor." 

The United Kingdom and 
France are most receptive to out-
side businesses, he added. Dash 
marked forestry, power line main-
tenance companies and pest con-
trol operators as typical end users. 
"Municipalities could be custom-
ers as well. But they have depart-
ments to look after things in a 
physical sense," he said. 

Elanco's merging with Dow 
strengthened the company's pres-
ence in the non-crop, specialty 
market. "Special groups seem to 
be a growing business," Dash said. 

Ciba-Geigy plans to determine 
what products to market after com-
pleting its evaluation of opportu-
nities. "We foresee our products 
being used by municipalities in 
their maintenance of landscaped 
areas, by golf course superinten-
dents and by some ornamental 
growers," Towne said. 

"It strikes me that turf and orna-
mentals are really an international 
type business. The knowledge 
transfer is fantastic," he said. "But 
we still have some local chal-
lenges, regardless. People over 
here traditionally accept lower 
levels of plant quality in terms of 
landscaping and turf. Not because 
they want to; they just don't real-
ize they don't have to. We have to 
show it's possible to have healthy 
turf, and that it's less costly to 
maintain healthy turf." • 

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



SHOW COVERAGE 

GIE Executive Board members 
Daryle Johnson, Earl Wilson 

and Ron Kujawa cut the ribbon 
to the Green Industry Expo, 

above. Auctioneer Harry Collins 
solicits bids for an autographed 
Bobby Knight basketball, right. 

Jud Griggs, Stephen 
Hillenmeyer and Wayne 

Richards take part in a team 
building exercise during 

ALCA's Landscape & Grounds 
Maintenance Conference. 

Record Crowd Attends 
3rd Annual Green 

Industry Expo 
Returning to the heart of the lawn 

and landscape industry,; attendees turned out in 
record numbers for both educational 

conferences and a dynamic trade show. 
By Cindy Code 

SOLIDIFYING ITS ROLE as the premiere national trade show for the 
lawn and landscape industry, the Green Industry Expo welcomed a record 
number of attendees to its third annual exhibition in Indianapolis. 

Despite a slow economy, nearly 2,300 lawn and landscape profession-
als flocked to Indianapolis in November to be a part of a trade show 
featuring mowers, specialty pesticides, fertilizers, aerators, irrigation 
equipment and much more. The favorable attendance was said to be a 
result of a return to the Midwest — the heart of the lawn and landscape 
industry — and the relatively low cost of attending the show. 

Record numbers also attended standing-room-only educational ses-
sions and the keynote speech presented by Mr. Indiana himself, Bobby 
Knight. 

Already beginning preparations for this year's show in Baltimore, Nov. 
15-18, the Expo is a joint effort among the Associated Landscape 
Contractors of America, the Professional Lawn Care Association of 

Indiana University Head 
Basketball coach Bobby Knight 
was the keynote speaker for the 
3rd Annual Green Industry Expo. 
This year, all three sponsoring 
associations — ALCA, PLCAA 
and PGMS — joined together in 
one keynote address. 

CENTER 

HOOSIER D O M E 



N A M E T H A T W E E D 

Yellow nutgrass is just one of many weeds that Pennant" prevents. 
So now you can choke out your worst weeds without beating up on 

ornamentals and warm-season turf. 

P E N N A N T 
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comments reflected those of the emergence 
of the GIE show. "Winning is a matter of 
making adjustments," he said. "Even though 
you're competing against one another...the 
great ones can come together." 

That's just what ALCA, PLC A A and 
PGMS did in the late 1980s to create and 
nurture the Green Industry Expo. Formerly 
two separate trade shows and conferences, 
the trio has captured the essence of the ever-
diversifying green industry, a nuance not lost 
on those attending the dynamic show. 

On creating a winning team Knight said: 
"It's better to study how to lose. If you 
identify why you got beat and eliminate those 
things, you only have one option left." 

EDUCATION. Whether it was the current 
economic conditions, competitive pressures, 
a desire to diversify or growing pains, attend-
ees swarmed to a variety of educational semi-
nars sponsored by each of the three associa-
tions. 

Although the conferences were sponsored 
separately by ALCA, PLCAA and PGMS, 
attendees were able to come and go freely 
between the sessions, reflecting the common 
interests among the memberships of the three 
associations. 

The three conference tracks offered perti-
nent sessions relating to business growth, 
technical requirements, risk communications 
and legislative happenings. A number of 

N A M E T H A T W E E D 

America and the Professional Grounds Man-
agement Society. 

From the early morning peer sessions, to 
the trade show's sneak preview of the latest in 
industry innovations, to the challenging edu-
cational sessions, this burgeoning show had 
something for everybody. 

Not only were the 255 exhibiting compa-
nies pleased with the number of attendees 
walking up and down the aisles, they were 
excited about the diversity and quality of 
potential customers. There were few empty 
booths and aisles throughout the 15 hours and 
49,400 net square feet of exhibit time and 
trade show space, respectively. 

Exhibit space reservations, down slightly 
in 1992, are predicted to increase for the Bal-
timore show where exhibit space can increase 
to more than 51,000 net square feet. GIE 
show management is already reporting in-
creased reservations (over the same time last 
year) for the show. 

The keynote speech, delivered by Bobby 
Knight head basketball coach for Indiana 
University, gave the mostly favorable crowd 
an insight into his controversial career both 
on and off the basketball court. 

The keynote session was sponsored jointly 
by the three associations, a first for the Green 
Industry Expo. In the show's first two years, 
ALCA and PGMS sponsored one keynoter, 
while PLCAA held its own. 

Fostering a winning ways theme. Knight's 

Crabgrass is just one of many weeds that Pennant" prevents. 
So now you can choke out your worst weeds without beating up on 
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ment Institute, is launching its certified land-
scape professional exam to provide appropri-
ate recognition to deserving people working 
in the landscape contracting arena. 

ALCA's certification board of governors, 
who oversaw the development of the exam, 
said their objectives were to raise profes-
sional standards in the industry; encourage 
self-assessment by offering achievement 
guidelines; help identify those with accept-
able professional principles and practices; 
and to improve performance within the indus-
try by encouraging participation in profes-
sional development programs. 

Four levels of certification will ultimately 
be available for all worker levels including 
the technician; the team leader/foreman/su-
pervisor; landscape professional and a quality 
landscape operation, a combination of the 
three previous exams. Certification, if 
achieved, is valid for the individual passing 
the exam, not the entire company. 

Content areas for the certified landscape 
professional exam include: business plan-
ning, accounting and management, 30 per-
cent; health safety and human resources, 15 
percent; production/operations and horticul-
ture, 15 percent; risk, law and contracts, 20 
percent; and sales, marketing, communica-
tions, and public relations, 20 percent. 

Gary Thornton, chairman of ALCA's cer-
tification board of governors, said the ulti-
mate goal of the exam is to "mean something 

industry firms brought several members to 
the show to cover all of the educational 
opportunities. 

( Audio cassettes of most educational ses-
sions are available from the sponsoring asso-
ciations.) 

Learning also took place in the non-tradi-
tional sense through peer interaction 
roundtables. Leaving their competitive atti-
tudes behind, lawn and landscape profession-
als have shown an increased desire each year 
in attending such sessions as the Breakfast 
with Champions, Winner's Circle and Head 
Start roundtables, offered each morning. New 
this year was the Ask the Experts panel held 
one evening after a full day of educational 
sessions and trade show hours. The room was 
jam-packed. 

All of the roundtables were a success — 
most sessions ran over their allotted times — 
with lawn and landscape contractors genu-
inely interested in talking with peers and 
discussing and resolving issues. 

'These sessions are great, especially for 
first-timers," said one of the show's attend-
ees. "It's a great way to meet people and gain 
allies in the industry." 

CERTIFICATION. Not only is education 
needed on an ongoing basis, so too is there a 
need for industry certification. The Associ-
ated Landscape Contractors of America, in 
conjunction with the Professional Develop-

Bluegrass is just one of many weeds that Pennant® prevents. 
So now you can choke out your worst weeds without beating up on 

ornamentals and warm-season turf. 

P E N N A N T 
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in the marketplace." 
A pilot exam (limited to 50 

people) will be given on Feb. 4 in 
Tucson following ALCA's an-

nual Executive Forum. The ex-
ams are open to both members 
and non-members of ALCA. 

For more information about the 

certification program contact: 
ALCA, 12200 Sunrise Valley 
Drive, Suite 150, Reston, VA 
22091; 703-620-6363. 

SILENT AUCTION. A three year 
favorite of the PLCAA is the Si-
lent Auction. Professional Auc-

(continued on page 50) 

THE POWER OF THE CONSTITUENCY 
THE PROFESSIONAL Lawn Care Association of America's "Pow-
er of the Constituency" seminar at the Green Industry Expo packed a 
lot of punch into a few short hours. 

One of the most vividly discussed seminars at the GIE show, the 
event featured a mock hearing for a proposed ordinance on posting, 
contracts and notification for pesticide applications. The hearing de-
livered a powerful message to the packed room of lawn applicators: 
Always be prepared. 

'There's extreme pressure by environmental activists to effect pes-
ticide use on lawns at the local and state level," said Tom Delaney, 
director of government affairs for PLCAA and "chairman" of the 
mock city council. 

The number of ordinances and state laws being proposed is in-
creasing, he added. Lawn care industry representatives need to be 
prepared, organized and consistent when responding during the hear-
ing process on ordinances, state laws or regulations. 

"Do your homework before going before the council," he said. 
"Find out why (the proposal) became an issue, what constituent is 
pushing for it and how the council members feel about it. Decide 
what kinds of handouts you want to have there, what companies are 
affected by it and who plays the main role in planning it. 

"You have power being a constituent, but you don't know it unless 
you use it. If you don't flex your muscles and find out what power 
you have, it goes to waste. Don't sit out there and think things are 
done to you and you don't play a role in it." 

The mock hearing opened with "Councilwoman" Forrester Potter 
of TruGreen proposing an ordinance "to reduce the incredible misuse 
of pesticides." 

The alleged ordinance would have required written contracts in-
cluding the applicators' name, address and telephone number, a 
diagram of the property to be treated, a list of all water sources on the 
property, proposed dates of application, pesticides to be used, an 
update of any products used not originally written in the contract and 
warnings of safety, health and environmental hazards. 

The measure also would require applicators to post a sign 24 hours 
prior and for 72 hours after application. The 8-1/2- by 11-inch, pink 
sign must list in black lettering when the application was scheduled, 
the pesticides to be applied, warnings and the applicators' name and 
phone number. Additionally, the ordinance would establish a city 
registry for notification. 

Tom Diederich from Orkin, Potter from TruGreen, Indiana Sen. 
Beverly Gard and PLCAA's Delaney made up the four-member city 
council panel. Nine lawn care operators from various states who had 
experience with hearings presented testimony. 

Seminar attendees witnessed realistic portrayals of how a city 
council panel could browbeat those presenting testimony, by ignoring 
certain facts and concentrating only on their immediate concerns 
cultivated by media hype. 

"What price would you put on our health compared to having a 
few weeds in our lawn?" Diederich asked John Buechner of Lawn 
Doctor, New Jersey. "We think these compounds are dangerous to 
our health, and if their only purpose is to kill a few weeds in the 
lawn, what price do you pay to kill a few weeds compared to the 
health of our citizens? 

Diederich continued to hackle those providing testimony, often 
exaggerating significance of newspaper stories that failed to present 
all the facts. He and other council members demonstrated how easy it 
is for city council members to distract those presenting testimony. 

Terry Kurth, representing Lawn Care of Wisconsin, quoted a doc-

tor who said no evidence exists proving that turf applications of pes-
ticides poison people coming into contact with it. Delaney cut into 
Kurth's testimony to ask if his company posts signs. Soon after, 
Diederich interrupted. 

"I'm concerned about the registration of products you use. What is 
the current status of - 2,4-D I think the compound is?" he asked 
benignly. 

"I believe you're referring to 2,4-D," answered Kurth. "It is cur-
rently registered." 

"Isn't it under some kind of scrutiny or re-registration? 
"Periodically they can come up for re-review. And it, along with 

some other products, are in the process..." 
"So a lot of your products aren't registered?" 
"I don't think that's the case..." 
"Well, if they have to be re-registered and they're not, how can 

they be registered? Do you believe the government's role is to take 
care of those who can't take care of themselves?...That's what we're 
trying to do here." 

Andy Hines of Shrub & Turf in Florida, presented the oppositions' 
view lightheartedly. 

"My name is Andy Hines and I represent the Coalition of Con-
cerned Citizens Against Everything Wrong in Society," he began his 
introduction. 

The whole lawn care industry is unnecessary, he said. It's just so 
"rich people can have green yards with no weeds. We don't need 
that." He added that concerns about the environment are underwritten 
by chemical companies that want to sell their products. 

"If you pass this law, you will be a step ahead of everyone of us," 
he told the council members. "If you don't pass it, and you have to 
suffer through environmentally irresponsible applications that 
endanger the environment, we at the Coalition will take out an ad in 
the Daily Liberal and tell everyone you voted to poison our children 
and our old people and we don't appreciate it." 

Sen. Gard responded, "When you get up in the morning and the 
sun comes out, do you think you ought to turn on the radio and hear 
an announcement that says vBeware the sun's out today and it's haz-
ardous to your health, so you better take protection from the sun?'44 

"We're working on that," breezed Hines. 
In the seminar's wrap-up, seminar attendees shared their own 

experiences presenting testimony. 
"You need to have a lobbyist," said a representative of the North 

Carolina Turf Association. "They won't listen to you unless you have 
one. We had to hire a lobbyist and it's costing us about $20,000 a 
year. It doesn't work how I thought it worked." 

'There are two kinds of lobbyists," explained Delaney. "One who 
tracks for you what's going on. The other, which you pay more 
money for, that actually lobbies for you." 

Another alternative is establishing a good relationship with a state 
senator "who can do the tracking for you, if you have a limited budget." 

Sen. Gard concurred. 'The best time to catch us is at home, when 
we're not in session," she said. 

Others in the industry noted the controversy stirred at hearings by 
environmental groups bringing children in wheel chairs, 2,4-D cans 
and other dramatic visual aids. 

"What we found out was that truth had no bearing on the matter," 
said one attendee. "They brought up a 10-year-old label, a six-foot, 
laminated label of herbicide made 10 years ago and said that was 
what we were using. It doesn't have to be true. They get up there and 
say it, and the media picks up on it." — Cathy Hoehn 



Mauget Tree Care 
Seminars Help You 

Protect The Environment 

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

When you attend a Mauget seminar, you learn about micro 
injection, tree health management and how to protect the 
environment. 
Seminars are designed to address local problems and condi-
tions. Each meeting covers specific topics relating to the tree's 
environment -- diseases, insects, nutrition, pruning, spraying, 
wounding, and lightning protection. 
Annual Mauget seminars and workshops are open to everyone 
who cares for trees — owners, managers ana applicators. 
Plan on attending a Mauget seminar. Seminar dates, cities, 
and distributor marketing areas are listed below. Call your 
nearest Mauget distributor today. 

Arborcare 
N e w Fairfield, C T 
C T , West Chester County 
(203 ) 7 4 6 - 3 0 1 4 
Mar . 8, W a t e r b u r y , C T 
Mar . 9, A r m o n k , NY 

Arbortech Inc. 
Belleville, IL 
St. Louis Area 
(618 ) 2 3 3 - 2 9 0 0 

Artistic Arborist 
Phoenix, A Z 
AZ, NM, N V 
(602 ) 2 6 3 - 8 8 8 9 
(800 ) 8 4 3 - 8 7 3 3 

Canadian Shadetree Service 
Lachine, Quebec , C a n 
Q u e b e c 
(514 ) 6 3 4 - 7 0 4 6 

D .H .D . Systems Inc. 
N e w Berlin, W l 
Wisconsin 
(414) 7 8 4 - 3 5 5 6 

Farm & Forest Research 
Oakville, Ontario, C a n 
Ontario 
(416 ) 8 2 7 - 1 1 3 4 

Harrod's T r e e Service 
Forth Worth, T X 
Northern T e x a s 
(817 ) 2 4 6 - 9 7 3 0 

Lanphear Supply Division 
Cleveland, O H 
Ohio, W . VA, W . PA 
(216 ) 3 8 1 - 1 7 0 4 
(800 ) 3 3 2 - T R E E 

Liqui-Green Lawn 
& T r e e C a r e 

Peoria, IL 
Illinois, Eastern IA 
(309 ) 2 4 3 - 5 2 1 1 
(800 ) 7 4 7 - 5 2 1 1 

John Lucas Tree Expert 
C o m p a n y 
Portland, M E 
Maine 
(207 ) 7 9 7 - 7 2 9 4 

Micro Injections Inc. 
T a m p a , FL 
T a m p a Area 
( 8 1 3 ) 9 6 1 - 1 0 6 0 

Professional T r e e C a r e & 
Injection 
Winter Park, FL 
Central & South Florida 
(407 ) 6 4 7 - 3 3 3 5 
(800 ) 3 5 6 - 4 3 5 1 

R. C. Humphreys 
St. Francisville, LA 
Louisiana 
(504 ) 6 3 5 - 4 5 0 7 

Target Chemical Co. 
Cerritos, C A 
California 
( 213 ) 8 6 5 - 9 5 4 1 

T r e e Clinic 
Austin, T X 
Eastern & South T e x a s 
(512 ) 4 5 4 - 1 4 1 1 

T r e e Lawn Inc. 
El Paso, T X 
El Paso Area 
(915 ) 5 8 1 - 5 4 5 5 

Trees of Hawai i Inc. 
E w a Beach, HI 
Hawai i 
( 808 ) 6 8 2 - 5 7 7 1 

Utah Spray Service 
Sandy, U T 
Utah 
( 8 0 1 ) 5 6 6 - 5 7 7 3 

saiiciroes 

Guardian Tree Experts 
Rockville, M D 
DC, M D , VA, DE , E. PA 
( 3 0 1 ) 8 8 1 - 8 5 5 0 
Jan . 12, G a i t h e r s b u r g , M D 
Mar . 11, Ph i lade lph ia , PA 

Enfields T ree Service 
Elkhorn, N E 
ND, Eastern SD , NE, M N , C O 
W . IA, M O , KS, OK, SE. W Y 
(402) 2 8 9 - 3 2 4 8 
(800) 7 4 7 - 8 7 3 3 
Jan . 22, O k l a h o m a Ci ty , O K 
Feb. 12, K a n s a s Ci ty , M O 
Feb. 27, D e n v e r , C O 
Mar . 26, B l o o m i n g t o n , M N 
Mar . 12, E lkhorn , N E 

Forrest Lytle & Sons 
Cincinnati, O H 
S W Ohio 
(513) 5 2 1 - 1 4 6 4 
Jan . 22, C inc innat i , O H 

Tree Injection Products Co. 
Knoxville, T N 
KY, T N , N. AL, 
N. GA, MS , AR 
(615) 5 2 2 - 0 5 3 3 
Jan . 26, Le x ing ton , K Y 
Jan . 28, M a c o n , G A 
Jan . 29 , B i r m i n g h a m 
( H o m e w o o d ) , A L 

Feb. 4, M e m p h i s , T N 
Feb. 5, Li t t le R o c k , A R 
Mar . 5, A t lan ta (Tucker ) , G A 
Mar . 26, C h a t t a n o o g a , T N 
Apr . 27 , Knoxv i l l e , T N 

Michigan Injection Systems 
Grand Rapids, Ml 
Michigan 
(800 ) 4 2 3 - 3 7 8 9 
(616) 3 6 4 - 4 5 5 8 
Jan . 28 , Nov i , Ml 

Scientific T ree C a r e 
P a n a m a City, FL 
N. FL., S. GA, S. AL 
(904) 7 6 3 - 5 0 4 9 
M i d - F e b . S e m i n a r , A l b a n y , G A 

W a r n e Chemical & Equipment Co. 
Rapid City, S D 
Western S D , Wyoming 
(605 ) 3 4 2 - 7 6 4 4 
(800) 6 5 8 - 5 4 5 7 
Feb . 11, R a p i d Ci ty , S D 
Feb . 16, C a s p e r , W Y 

Pro-Green Supply 
Jerome, ID 
Idaho 
(208) 7 3 3 - 4 2 0 6 
(800) 8 6 9 - 7 7 4 1 
Feb. 3, O g d e n , U T 
Feb . 4, Bount i fu l , U T a rea , 

( M o r n i n g W o r k s h o p ) 

Feb . 4, S a n d y , U T a rea , 
( A f t e r n o o n W o r k s h o p ) 

Feb . 5, P r o v o , U T 
Feb . 23 , Sal t L a k e Ci ty , U T 

( E v e n i n g S e m i n a r ) 
Feb . 9, I d a h o Fal ls , ID 
Feb . 10, T w i n Fal ls , ID 
Feb . 11, Bo ise , ID 
Feb . 12, C o e u r d ' A l e n e , ID 

Releaf T r e e Consultants 
Nineveh, IN 
Indiana 
(317 ) 9 3 3 - 9 3 5 1 
Feb . 24, I n d i a n a p o l i s 

Mul lane Associates 
Hilton Head, S C 
N Carolina, S. Carol ina 
(803 ) 6 8 9 - 3 0 8 7 
Mar . 4, C h a r l o t t e 
Mar . 5, R a l e i g h / D u r h a m 

Pruett T r e e Service 
Lake Oswego, O R 
Oregon, Washington 
(503) 6 3 5 - 3 9 1 6 
(800) 6 3 5 - 4 2 9 4 
Mar . 5, P o r t l a n d 

Poulson Tree Service 
Billings, M T 
Montana 
(406) 2 5 9 - 5 1 0 9 
Mar . 5 , B i l l ings 

Northeastern Associates 
Fairfield, NJ 
N e w Jersey 
( 2 0 1 ) 2 2 7 - 0 3 5 9 
Mar . 10 

Essco Distributors 
Lindenhurst N Y 
Long Island, N Y 
(516 ) 2 2 6 - 5 1 1 5 
( 8 0 0 ) 8 4 2 - 1 1 0 4 
Mar . 15, P la inv iew , NY 

N e w England Arborware 
Norwood, MA 
MA, Rl, V T , N H 
(617 ) 7 6 9 - 0 0 7 7 
(800) 2 4 2 - 9 6 6 0 
Mar . 18, B o s t o n , M A 
Mar . 17, A m h e r s t , M A 



PLCAA UNVEILS 
NEW LOGO 

Green Industry Expo 
(continued from page 48) 

tioneer Harry Collins was back to auction off 
the booty from 44 participating companies. 
Collins, is also a lawn care operator with Total 
Lawn Care in Tupelo, Miss. 

More than 300 people attended the auction 
raising more than $ 17,000 to support PLC A A's 
issues management and public relations funds. 

Auctioned items included a range of things 
from cases of fertilizer and pesticides to 
autographed Pete Rose baseballs and auto-
graphed Bobby Knight basketballs to greeting 
cards and blowers. 

OUTDOOR D E M O . Another activity for con-
ference and show attendees included the popu-
lar outdoor equipment demonstration. 
Held on an unusually cold Indianapolis morn-

ing following the trade show, attendees had the 
opportunity to get hands on experience with 
equipment and gain field knowledge of vari-
ous products. 

Exhibitors indicate that the outdoor demo 
often helps make the final sale, particuarly for 
equipment. "They can read all about the prod-
uct in literature, but testing it is another story." 

The author is Editor/Co-Publisher of Lawn & 
Landscape Maintenance magazine. 

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. 

L E A S I N G 
P L A N S 

A V A I L A B L E ! 

MANUFACTURING CQ. INC. 

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

THE PROFESSIONAL Lawn Care 
Association of America unveiled a new 
logo during its annual conference in 
Indianapolis. 

The logo is com-
posed of three rows of three slightly "S" 
shaped blades of grass in shades of green 
and lavender. The abstract design can be 
seen as grass plants 
waving in the wind, 
or as a stylized "E" 
for the en-
vironment. The logo 
coordinates with a 
new theme: Make 
your greens come 
true. 

The logo was developed as a public 
relations committee project and funded by 
member company Sandoz. 

"After 13 years we felt it was time to 
update our association's logo to better 
symbolize our harmony with environmental 
concerns," said Ann McClure, PLCAA 
executive vice president. 

PLCAA will phase in the new logo and 
slogan over the next year. Early appear-
ances will be in television public service 
announcements promoting mowing safety 
and the recycling of yard waste. 

The Liquid Pulse injector from Rogers 
Innovative was exhibited at the Outdoor 
Demo. It aerates and shoots chemicals and 
fertilizers, among others, into the rootzone. 



AS MUCH AS WE 
HATE BEING #2, WE 
SURE WOULDN'T 
WANT TO BE IN 

*TS 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 
performance and durability. With a ^ ^ ^ K r 

track record like that, who's going ^ f e ^ f l S g j ^ V 
to stand in our way? 

WE SIMPLY MAKE THEM BETTER. 
11975 S.W. Herman RJ., Tualarin, Oregon 97062 

For the name of your Shindaiwa dealer, 
call 1-800-521-7733 



MARKET TRENDS 

Survey: 
Contractors 

Optimistic About 
Business Future 

Our 1993 market trends survey revealed a lot of 
statistics about the professional lawn and landscape industry. 

Perhaps most important is the enthusiasm with which our 
readers look to the future. 

By Cindy Code 
THE AVERAGE LAWN and 
landscape professional has been 
in business for 11 years, employs 
about seven people (including the 
owner), adds between four and 
five seasonal workers per year 
and reports about $450,000 in 
1992 gross sales. 

Those were the findings of a 
recent industry market trend sur-
vey conducted by Lawn & Land-
scape Maintenance magazine. 

Overall, 83.6 percent of those 

responding to our market trends 
survey said they are optimistic 
about their businesses' short-term 
economic future, while 16.4 per-
cent said they are not. Likewise, 
89.7 percent are optimistic about 
their long-term business future, 
while 10.3 percent are not. 

Diversification, the buzzword 
of the late 80s and the early 90s, 
continues to mount as lawn and 
landscape contractors are earning 
income from a variety of services. 

Based on overall dollar vol-
ume, those responding to the sur-
vey reported earning about 29 
percent of their revenue from 
mowing, 14.4 percent from land-
scape installation, 8.2 percent from 
turf fertilization, 7.3 percent from 
landscape design, 6.3 percent from 
pruning and trimming, 5.5 per-
cent from irrigation installation 
and 4 percent from pesticide ap-
plications to turf. 

Other sources of revenue, in 

AVERAGE ACREAGE MAINTAINED 
2,500,000 

2,040,000 | Projection to 
Subscribers 

Acres 
Average per Respondent 

Source l/VMWrt irenaSuncy 

Figure 1 

about equal amounts, stem from 
irrigation maintenance, sodding, 
seeding, aeration, fall cleanup, 
snow removal, turf renovation 
and pesticide applications to trees 
and ornamentals. 

Reported revenues covered a 
wide spectrum from small and 
specialty firms to large and multi-
branch firms. 

The majority of respondents, 
25.9 percent, estimated 1992 
gross sales to reach between 
$ 100,000 and $249,000; 19 per-
cent between $250,000 to 
$499,999; 18.4 percent between 
$50,000 and $99,999; 17.7 per-
cent less than $50,000; 9.5 per-
cent between $1 million and 
$2.49 million; and 7.5 percent 
between $500,000 and $999,999. 

Two percent of the survey re-
spondents are expecting 1992 
gross sales to reach more than $5 
million. 

Single-family homes and com-
mercial/industrial properties are 
the mainstay of the professional 
contractor with 49.7 percent of 
revenues coming from single-
family accounts and 31.7 per-
cent stemming from commer-
cial/industrial accounts. About 
9.9 percent is the result of work 
on multi-family accounts and 8.7 
percent stems from government/ 
institutional. 

The average landscape contrac-
tor maintains single-family prop-
erties totaling 32.5 acres, multi-
family properties totaling 11.7 
acres, industrial/commercial prop-
erties totaling 47 acres and gov-
ernment/institutional properties 
totaling 7.6 acres. 

Projected across the entire 
readership of LLM, landscape 
contractors maintain nearly 4.3 
million acres per year. 

As for future plans, those re-
sponding to the survey reported 
growth plans in a number of 
areas including chemical pesti-
cide applications, irrigation in-
stallation and maintenance and 
tree and shrub care. 

Of those currently offering ir-
rigation installation services, 
54.1 percent said they expected 
sales revenues to increase in 1993 

(continued on page 56) 
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and the 
i m l Professional 

Lawn Care 
Association 
of America 

is here to help you 
from the ground up. 

Choose from seven membership 
categories for lawn care professionals, 

suppliers to the industry, academicians, 
and others interested in lawn care. % 
Since 1979, the Professional Lawn Care 

Association of America has provided 
its members with the resources they need 

for continued growth and success. 

As the leading trade association for lawn 
care professionals, PLCAA has a strong 

history of providing its members with the 
right information at the right time— 

allowing them to be proactive rather than 
reactive. And PLCAA provides a strong voice 

for lawn care professionals on legislative 
issues affecting the industry. 

12 Ways PLCAA 
Can Help You and 
Your Business Grow. 
1. PROSOURCE NEWSLETTER 

2. ANNUAL CONFERENCE AND TRADE SHOW 

3. SAFETY AND REGULATORY RESOURCE GUIDE 

4. SPECIALIZED INSURANCE PROGRAMS 

5. LEGISLATIVE AND REGULATORY UPDATES 

6. APPLICATOR NEWSLETTER 

7. NATIONAL REPRESENTATION 

8. REGIONAL SEMINARS 

9. CREDIT COLLECTION SERVICE 

10. PROGRESSIVE PUBLIC RELATIONS 

11. MANAGEMENT MONOGRAPHS 

12. MEMBERS-ONLY DISCOUNTS 

• I'm interested! Send me more information 
on membership in PLCAA. 

Name 
Title. 

Company. 
Address, 

City/State/Zip_ 
Telephone. 

Send to: PLCAA, 1000 Johnson Ferry Rd., NE, Suite C-135, 
Marietta, GA 30068-2112; FAX (404) 578-6071; 

or call (800) 458-3466. 
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T H E N E W J O H N D E E R E 

The best guarantee in the 
business: If you aren't satisfied 
with your John Deere after 
30-days, return it for a full refund * 

Implements last 
longer because this 
hydraulic PTO 
clutch smoothly 
engages them. 

Our 445 is the only 
tractor in the 
industry equipped 

with electronic 
fuel injection. 

The 400's front weight bracket is 
designed into the frame, making it 
easy to attach 200 pounds of 
Quick-Tatch™ weights. 

6.5-gallon gas tank 
(vs. 5-gallon tank of 
competition) lets you go 
longer between refills. 

Dual hydraulic levers let you effortlessly 
control implement movement. Located on 
steering column for quick, 
fingertip control. 

Injection-molded front 
grille is tough enough 
to return to form after 
the occasional bump 
or bruise. Won't dent 
or rust, either. 

For better 
balance on 
tough slopes, 
get a grip 
with the 
rear-fender 
handles. 

If you want durability, you want a shaft-driven PTO, not a belt-drive or belt-driven shaft. 

Air filter restriction 
indicator extends 
engine life by 
informing operator 
when filter needs 
replacing. 

This in-the-tank 
transmission oil 
cooler keeps oil 
temperatures on 
an even keel. 

Internal 
wet-disk 
brakes are 
protected from dirt, dust, and other 
contaminants for superior braking. 
Transmission fluid cools brakes to 
prevent loss from overheating. 

We thought we should tune you into this fact: The above 
features can only be found on our new 400 Series 
Lawn and GardenTractors. No other heavy-duty tractors 

today come close to matching 400 Series durability and 
versatility. With over 20 exclusive features, these three 
are truly in a class by themselves. 



atures than HBO 
nemax combined 

Liquid-cooled,V-twin 
20- and 22-hp gas 
and three-cylinder 
diesel engines are 
designed with state-
of-the-art features: 
overhead valves, pres 
sure lubrication, and 
heavy-duty air filters. 

You can see the difference our optional automotive-type headlights 
make: 37 percent increased illumination over incandescent bulbs. 

With our Quick-Tatch™ 
system, you can hook 
up just about any 
implement in two 
minutes time or less. 
And without any tools 
or spare parts. 

The optional 540 rear 
PTO can drive a wide 
variety of powerful 
implements. 

Four-bar scissor suspension 
under the high-back seat gives 
you a smooth ride, even over 
rough terrain (on 445 and 455). 

To see the bigger picture, visit your local John Deere 
dealer for all the facts on our new 400 SeriesTractors. 
Or call toll-free, 1-800-544-1212. 

NOTHING RUNS 
LIKE A DEERE® 

The 400 s patented 
two-pedal foot control 
lets you choose speed 
and direction for 
auto-like operation. 

Conveniently-placed 
tool box lets you store 
manuals, tools, or 
supplies right next to 
the driver's seat. 

The 400 SeriesTractors: 20-hp 425,22-hp EFI445, and the 22-hp, diesel 455. 

This engine-oil drain valve 
and hose does away with 
messy maintenance work 

t 



Market Trends 
(continued from page 52} 

and 67.7 percent said it will con-
tinue to increase through 1997. 

Likewise, with irrigation main-
tenance. Nearly 56 percent said 
they expected sales revenues to 
increase in 1993 and 65.5 percent 
said maintenance revenues would 
continue to increase through 1997. 

When in use, mulching mowers 
are popular. While 77.1 percent of 
the respondents said they do not 
use mulching mowers, those that 
do — 22.9 percent — said they 
use them on 68.5 percent of their 
accounts. 

Computer software programs 
are big when handling accounting 
and payroll functions and are be-
coming more popular for estimat-
ing, bidding, routing and design. 
A little more than 30 percent of 
respondents, however, said they 
do not use computers. 

Overall, 45.5 percent of the re-
spondents said they have seen 
demand for customer services in-
crease, 23.9 percent said demand 
has decreased because customers 
have less money to spend on their 
landscape, while 30.6 percent said 
demand has remained the same. 

About 43.4 percent of lawn and 

SALES BASE 
'49.7% 

Percentage ol Sales 
100.0% Total 

Single 
Family 

landscape professionals respond-
ing to the market trends survey 
said they did not belong to a trade 
association, but of those who do, 
a lot of overlap exists between 
membership in local, state and 
national associations. 

In our related 1993 buying in-
tentions study, statistics, projected 
across the entire readership of 
LLM, show lawn and landscape 
maintenance contractors plan to 
spend more than $2.5 billion on 
product purchases in 1993. 

Source 11V Market Trend Survey 

Figure 2 

And purchases are only part of 
the formula. Revenues from the 
lawn care industry today amount 
to more than $2 billion serving an 
industry of more than 10 million 
customers. The lawn and landscape 
contracting industry represents 
about a $17 billion industry and is 
comprised of more than 40,000con-
tractors. 

Largely responsible for this con-
tinued growth is the advent of 
diversification. As the diversifi-
cation trend continues to spread, 

so does the strength and perceived 
credibility of the lawn and land-
scape market force. 

Because the buying habits of 
the traditional customer changed, 
so too must the lawn and land-
scape maintenance contractor. Cus-
tomers are generally no longer 
interested in contracting with one 
lawn care firm for pesticide and 
fertilizer applications, with an-
other firm for mowing/mainte-
nance services and yet another for 
tree and shrub care. They are in-
terested in a full-service lawn and 
landscape firm. 

Large lawn care and landscape 
firms will continue to thrive in the 
1990s as will small, specialty 
firms, but the midsized firms will 
face the greatest challenge of deal-
ing with federal regulations, deci-
sions to expand or remain the same 
size and customer education. 

The market is far from satu-
rated. Millions of acres in both 
residential and commercial prop-
erty are not yet treated and/or 
maintained. As the market contin-
ues to expand, so too will sales 
and purchases. • 

The author is Editor/Co-Publisher 
of Lawn & Landscape Mainte-
nance magazine. 
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The Billing Clerk 
with Accounts Receivable ™ 

Unlimited number of customers. 
• Recurr ing billing mode (up to 14 
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Regular Price $179! 
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Expires 2/28/93 
information like special equipment 
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print on pre-printed forms, 
blank paper or post cards. 

Complete automatic-
accounts receivable as you bill, 
late charges, past due notices, 
aging report, sales report, sales 
tax, discounts, customer 
ledger, mailing labels, 
Rolodex® cards, envelopes, 

plus much more! 
• Requirements include: PC/MS DOS 

3.0 or higher, at least 640K RAM and 
a harddisk. 

Call Now! 1-800-880-0887 
1395 Hwy. 2722, New Braun fe l s ,TX 78132 

(210) 629-7400 • FAX (210) 629-4341 
30 day return pulicy dues nut 
apply with special pricing. 

•Plus $9.50 
Shipping and 
Handling. Texas 
Res. add 8% tax. 

LOADING 
RAMPS 

For a FREE 
Full Line 

Brochure of the 
Finest, Most 
Economical 
Ramps 

and Accessories, 
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G E R E D MARKETING 
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2200 42nd Street North 

Wisconsin Rapids, Wl 54494 
(715)424-4434 
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TURFGRASS 
ECOLOGY 
i MANAGEMENT 

FINALLY, an advanced turfgrass management book for the turfgrass professional who 
has developed an expertise beyond the introductory level. 

TURFGRASS ECOLOGY AND MANAGEMENT 
professional turf management text devoted to advanced environmental ecology. This pioneer-
ing work addresses the wave of the future and is a must for all professionals. It's written by Dr. 
T. Karl Danneberger, associate professor of turfgrass science, Department of Agronomy, The 
Ohio State University and published by Lawn & Landscape Maintenance magazine. 

TURFGRASS ECOLOGY AND MANAGEMENT,^ 
available in February 1993. Hardbound, single copies are $39 plus $5 shipping/handling per 
copy. Quantity discounts available upon request. 

RESERVE YOUR COPY TODAY AND SAVE, m , ^ 
received by Feb. 1,1993, will be billed at $39 per copy. Lawn & Landscape Maintenance will 
absorb all shipping and handling charges. 

Y E S , I'm interested in purchasing copy(s) of 
TURFGRASS ECOLOGY AND MANAGEMENT. I understand my purchase 
will be shipped in February upon payment. I also understand that I 
can return my book(s) within 15 days for 100 percent refund if I am 
not totally satisfied. 

• Bill me in January 1993. 

Charge my • VISA • MasterCard on Feb. 1,1993 

Card # 

Expiration Date 

Signature 
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Company Name:. 

Address: 

City; State: Zip Code: 

Published by: . M M W V C E 
4012 Bridge Ave. 
Cleveland, OH 44113 
Call 800/456-0707for information on volume, discount price. 
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IMANAGEMENT 

CHAPTER 1: Climate, Weather and 
Turfgrass 

CHAPTER 2: Light, As a Resource 

CHAPTER 3: Nutrients - Gases and 
Minerals As Resources 

CHAPTER 4: Water, As a Resource 

CHAPTER 5: Physiological Responses 
to Temperature 

CHAPTER 6: Soil — The Anchor 
in Ecology 

CHAPTER 7: Population Dynamics 

CHAPTER 8: Intraspecific Competition 

CHAPTER 9: Interspecific Competition 

CHAPTER 10: Disturbances . . . Predators 



TURF BREEDING 

The 
Making 

Turf 
Cultivars 

A general understanding of 
the basic steps in turf breeding 
programs will help distinguish 
the advantages and disadvan-
tages of todays cultivars. 

By Patricia Sweeney and 
Karl Danneberger 

THE TERM CULTIVAR can take 
on slightly different meanings de-
pending on the turfgrass species. 

In general, the term refers to a re-
producible collection of cultivars 
sharing a number of important ag-
ronomic characteristics such as 
drought resistance, shade toler-

ance or attractive appearance. The 
genetic similarity of the members 
of a cultivar, however, may range 
from one in which every indi-
vidual is genetically identical to a 
population, or synthetic variety 
where no two plants are geneti-
cally the same. 

The mode of reproduction and 
preferred method of propagation 
for a species determines whether a 
genetically identical cultivar or a 
synthetic variety is commercially 
available. 

Reproduction in grasses may 
be classified as sexual or asexual. 
Sexual reproduction refers to the 
production of progeny via the 
union of male and female ga-
metes. Unless the male and fe-
male are homozygous, various 
combinations of genes will occur 
in the progeny as a result of the 
cross. Species that reproduce sexu-
ally may further be subdivided 
into those that are predominantly 
cross pollinators and those that 
naturally self pollinate. 

In asexual reproduction, no new 
gene combinations occur and all 
offspring are identical to the par-
ent plant. Asexual reproduction 
can occur through vegetative pro-
pagation (sprigs, stolons, rhizomes 
or runners) or via apomixis. Apo-
mixis is the production of seed 
without the union of the male and 
female gamete. The seed produced 
by apomixis is genetically identi-
cal to the female parent. 

Each type of reproduction (sex-
ual vs. asexual, cross vs. self pol-
lination, apomictic vs. vegetative 
propagation) lends itself to a dif-
ferent plant breeding strategy, and 

Cultivars 
need to 

be tested 
under 

various 
condi-

tions to 
determine 

their 
perfor-
mance. 
Here, a 

number of 
turgrass 
species 

and 
cultivars 

are being 
tested for 

shade 
tolerance. 

ultimately to either a cultivar of 
identical individuals or a popu-
lation of visually similar indi-
viduals that are genetically 
unique. 

A general understanding of 
the basic steps in a turfgrass 
breeding program including cre-
ating variability, selecting supe-
rior genotypes and increasing 
the selected genotypes will as-
sist in understanding the reasons 
for the differences between the 
two types of cultivars, and the 
advantages and disadvantages of 
each. 

CREATING VARIABILITY.Turf 
grass breeders use a number of 
methods to create variability. 

Historically, variability exist-
ed in natural populations of turf-
grass allowing breeders to select 
superior genotypes such as Baron 
and Merion Kentucky bluegrass 
cultivars from old established 
turfs. Although the collection of 
superior naturally occurring geno-
types is still an important aspect 
of production, traditional breed-
ing programs usually consist of 
making crosses within a species. 

Planned crosses between se-
lected genotypes, current culti-
vars and improved populations 
are used to create variability. 

Variation may also be 
created by making interspecific 
crosses. These crosses between 
related species are more difficult 
to make and often result in sterile 
progeny. Several bermudagrass 
cultivars including Tifway, 
Tiffine and Tifgreen, are the se-
lected progeny of a cross be-
tween Cynodon dactylon and C. 
transvaalensis, two different spe-
cies of bermudagrass. Since these 
cultivars are propagated vegeta-
tively, sterility is not a problem. 
In fact, a lack of seed heads or 
production of non-viable seeds 
by the sterile plants is an advan-
tage. 

Mutations sometimes result in 
improved characteristics. Au Cen-
tennial is a vegetatively propa-
gated centipedegrass cultivar that 
originated as a single mutated 
plant. It is likely that Tifdwarf 
bermudagrass occurred as a natu-
ral mutation in Tifgreen. 

(continued on page 60) 
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A non-2,4-D broadleaf herbicide 
in a dry, sprayable concentrate 
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• Dissolves in cold water with 
minimal agitation 
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• No container recycling or 
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• No danger of freezing — saves 
valuable storage space 
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Turf Cultivars 
(continued from page 58) 

Currently, new molecular genetic techniques 
have the potential to increase variability by 
incorporating genetic material from unrelated 
species into turfgrasses. Recombinant DNA, as 
the transferred genes are referred to, may be 
used to add herbicide, disease or insect resis-
tance to a species. 

For example, the Bt gene, originally isolated 
from the bacteria Bacillus thuringiensis, could 
be inserted into a turf species and confer resis-
tance to a number of insect pests. 

The second step in most breeding programs 
is the selection of superior genotypes. Some 
selection may occur naturally in old turf popu-
lations where certain genotypes thrive under 
specific conditions. More often, plant breeders 
select superior individuals from a population 
that resulted from a planned cross of parents 
with superior traits. 

The initial selections are tested in a number 
of environments prior to the release of a culti-
var. Progeny testing is necessary if the geno-
type of the selected plant cannot be reproduced 
exactly, and is not ultimately the product sold. 

SELECTED GENOTYPES. Finally, the selected 
genotype must be increased for sale to the con-
sumer. The entity that can be reproduced and 
increased as well as easily propagated is impor-
tant in determining which cultivars are pro-
duced and sold. 

Since asexual reproduction produces prog-
eny that are genetically identical to the parent, 
any single-selected plant can be increased for 

sale via vegetative propagation or production 
of apomictic seed. Thus, turf cultivars that are 
propagated vegetatively or via apomictic seed 
usually consist of a single genotype. 

On the other hand, the production of seed 
from a sexual cross results in a number of dif-
ferent genotypes among the progeny unless 
both the male and female parents are homozy-
gous. In species that are predominantly self-
pollinating, homozygosity is relatively easy to 
achieve and maintain. Many turfgrass species 
are cross pollinators, however, and their achiev-
ing homozygosity is impractical and uneco-
nomical. 

Since a single superior heterozygous geno-
type cannot be reproduced exactly via sexual 
reproduction, several superior genotypes are 
selected and intermated to form a synthetic 
variety. A synthetic variety consists of a num-
ber of unique individuals that share many 
characteristics of the selected parents. Although 
any individual in the population cannot be 
reproduced exactly by sexual seed production, 
the population itself, with its unique proportion 
of genes, is reproducible by intermating the 
original parents or vegetative clones of the 
parents. 

Most turfgrass species have some form of 
both sexual and asexual reproduction and theo-
retically could be sold as genetically uniform 
vegetatively propagated cultivars or as seed 
propagated synthetic varieties. 

Each method of propagation has its own 
strengths and weaknesses. The ease and cost of 
establishing a uniform turf as well as the inher-
ent characteristics of a species are considered 

(continued on page 62) 

CULTIVARS 
Common Name Genus Species Propagation Methods of 

Improved Cultivars 
Interspecific 

Hybrid 

Synthetic Apomictic 
Vegetatively 

Bermudagrass Cynodondactylon 
C. dactylonX.C. transvaalensis 

X X 
X X 

St.Augustinegrass Stenotaphrumsecundatum X 
Centipedegrass Eromochloa ophiuriodes X 
Japanese Lawngrass Zoysia japan ica 

Z. JapanicaX.Z tenufolia 
X X 

X 
X 

Mannilagrass Z Matrella X X 
Kentucky Bluegrass Poapratensis 
Perennial Ryegrass Loliumperenne X 
Annual Ryegrass L multifolium X 
Tall Fescue Festucaarundinacea X 
Hard Fescue F.longifolia X 
Red Fescue F. rubra ssp rubra X 
Chewing Fescue F. rubra ssp commutata X X 
Creeping Bentgrass Agrostispalustris X 
Colonial Bentgrass A. tenius X 

USE READER SERVICE #45 Figure 1. 
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Dixon's 42", 50", and 60" Commercial Mowers 
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Dixon ZTR Commercial Riding Mower. 
Because they're built to stand up to the 
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• Hydro Gear transmissions and 
gear drive outlast other 
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fluid stays cooler. A large reservoir, 
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secrets. 

• Rugged Kohler engines. 
• Maintenance on the Dixon ZTR mower is 
easy. The tilt-up body means instant access 

to fluid tanks, control adjustments, 
hydrostats, and gear drive. 
Call I-800-264-6075 

For The Name Of A Dealer Near You. 
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KS 67337-0945, 316-251-2000 
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Turf Cultivors 
(continued from page 60) 

in determining the preferred type of propaga-
tion. 

Sometimes the relative importance of the 
factors change and the preferred method of 
propagation changes accordingly. For example, 
creeping bentgrass is now primarily sold as 
synthetic varieties. In the past, vegetatively 
propagated varieties were sold. 

SYNTHETIC VARIETIES. The cost of establish 
ment by seeding is usually lower than estab-
lishment via vegetative propagation. Creating 
variability is easy in species that cross-polli-
nate naturally. 

The need to produce sexual seed, however, 
makes breeding more time consuming. For ex-
ample, since the progeny of a cross is not 
identical to the heterozygous parents, the prog-
eny must be grown and evaluated after the 
superior parent has been selected. This requires 
more time than testing the superior parents. In 
addition, the seed yield of the parents as well as 
the performance of the progeny must be con-
sidered. 

Seed of cool-season grasses that will ulti-
mately be established in the East is often grown 
in the Pacific Northwest. Therefore, the variety 
must perform well in both environments and 
care must be taken so that natural selection 
pressures in the seed production environment 
do not cause undesirable genetic shifts in the 
population. 

Although production of a seed propagated 
synthetic variety is the primary means of propa-
gation in a number of species, other alterna-
tives are often used for species that have poor 
seed production (St. Augustinegrass), poor 
seed germination (zoysiagrass) or in sterile in-
terspecific cultivars (Bermudagrass). 

Most turfgrasses that are sold as seed are 
synthetic varieties. Kentucky bluegrass, a spe-
cies that produces apomictic seed, is an excep-
tion. 

VEGETATIVE & APOMICTIC VARIETIES. 
Vegetative propagation is the favored method 
of propagation in species that spread by aggres-
sive stolons and rhizomes: St. Augustinegrass, 
buffalograss and zoysiagrass. In contrast to 
species that reproduce via sexual reproduction, 
only the selected parents need to be evaluated. 

Since production of seed is not necessary, 
sterile interspecific cultivars may be propa-
gated. The genetic uniformity of a cultivar is an 
advantage in breeding and in establishing a 
uniform turf, but in some instances, the lack of 
genetic diversity could be a liability as the 
uniform cultivar has less ability to withstand 
disease, insect and environmental pressures. 
The bunch grasses: tall fescue, many of the fine 
fescues and perennial ryegrass, reproduce veg-
etatively by tillers and do not spread aggres-
sively enough to ensure a uniform turf. There-
fore, these species are usually propagated by 
seed. 

Apomictic seed production allows the com-
bination of the advantages of asexual vegeta-
tive propagation with the lower cost of seed 
establishment. Unlike sexual seed production, 
the progeny produced by apomictic seed are 
identical to the female parent and progeny test-
ing is not necessary. A single superior plant can 
become a cultivar and produce a uniform turf. 

Overall, one might conclude that turfgrass 
cultivars are a "mixed bag." The terms 
zoysiagrass and fine fescue include a number 
of species. A cultivar may consist of a cross be-
tween two related species. It could be a syn-
thetic variety and be composed of many unique 
genotypes, or it could be a single genotype. 

Although it is by no means all inclusive, the 
table below may help in understanding the 
relationships between some of the turfgrass 
species and their associated means of propaga-
tion. • 

Sweeney is a post-doctoral research fellow 
working with Danneberger, a professor in the 
department of agronomy, at The Ohio State 
University, Columbus, Ohio. 

RESEARCHING SEED 

ALLELE One of the alternate forms of a gene locus. 
CLONE An exact genetic duplicate. 
CROSS POLLINATION Pollen from a separate individual fertilizes the egg. 
GAMETES A reproductive cell such as an egg or pollen grain. 
GENOTYPE The genetic makeup of an individual. 
HOMOZYGOUS Identical alleles at a locus. 
HETEROZYGOUS Different alleles at a locus. 
INTERSPECIFIC CROSS A cross between two different species. 
LOCUS The particular place that a gene occupies on a 

ch romosome. 
MUTATION A spontaneous change in the genetic make up of an 

individual. 
PROGENY Offspring, descendants. 
RECOMBINANT DNA DNA formed by spicing the DNA of one individual into 

that of another. 
SELF-POLLINATION Pollen from the same plant fertilizes the egg. 
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SPRINKLER HEAD 
SELECTION 

AND PLACEMENT 
Trees, shrubs, ground 

covers ond turf oil hove 
different woterlng requirements 
Consequently the best type of 
equipment should be selected 

for specific opplicotions 
By Lorry Keesen 

ASK YOURSELF THIS question: "Am I really doing 
the best design I can for my client and can I im-
prove what I'm doing?" 

Most landscapers and irrigators can improve their 
design methods and should strive to do so on a con-
tinuing basis. It will come as no surprise to you that 
almost every landscape irrigation project takes place 
in a complicated area. Because of the nature of the 
landscape - the slopes, narrow strips, obstructions 
and small areas - there are specific difficulties in 
every turf irrigation design. 

Sprinkler head selection and proper placement is 
the single most important aspect of an efficient water 
conserving irrigation system. If you're designing 
and/or installing an irrigation system you could be 
held liable if the system is not designed properly. 

Photo: Matt Shooner, 
Focal Point Communications, Cincinnati, Ohio 
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THE FIRST STEP in selecting heads and 
determining appropriate placement in-
volves gathering the necessary informa-
tion to make intelligent decisions. Below 
is a checklist to help with this process. 

HEAD SELECTION. The best type of equip-
ment should be selected for specific ap-
plications. First determine the avail-
able operating pressure range for sprin-
kler heads. Do not use an operating 
pressure which is within 5 PSI of the 
lowest available operating pressure. The 
water purveyor may decide to change 
the site pressure in the future, or popu-
lation growth may increase demand 
while reducing pressure. 

If a site has 75 PSI static pressure at 
its low end and the high point on the 
site is 23 feet higher, 10 PSI will be lost 
in efforts to raise water to that point, 
leaving 65 PSI. Subtract 20 PSI for sys-
tem pressure losses and only 45 PSI is 
available at the base of the head. 

The shape and size of the irrigated 
area should be analyzed next. If the site 
is a small residence with many confined 
areas, use a small radius rotor with an 
operating pressure of 25 to 30 PSI for ar-
eas that are wider than 15 or 20 feet. 
For areas that are less than 15 feet 
wide, small spray heads operating at the 

same pressure are adequate. If there are 
a lot of trees in the turf area, pop-up 
spray heads may be more effective. 

If the site is a large park of 20 acres, 
with 65 PSI static pressure and 20 lbs. 
of pressure loss, a 45 PSI limits the ra-
dius of coverage to 60 feet with a 40 PSI 
operating pressure. 

The head operating pressure should be 
10 PSI below the minimum available 
pressure or 35 PSI. If the system static 
pressure is above 70 PSI with little el-
evation change, install a pressure regu-
lating valve immediately downstream of 
the backflow preventer to protect the 
equipment. 

Diameters of up to 120 feet are my 
choice for most commercial projects. 
When the diameter increases beyond 
that the water trajectory is higher re-
sulting in too much wind drift. The 
operating pressures must be above 70 
PSI (requiring at least 90 PSI of static 
pressure) to spray that distance. 

In most cases, a pumping system or a 
booster pump is needed to obtain these 
high pressures. Even with pumps it is 
better to keep the operating pressure 
lower to conserve energy over the long 
term. Avoid booster pumps because of 
the maintenance and energy costs. 

Low angle nozzles may be considered 

CHECKLIST FOR SELECTING AND PLACING HEADS 
Potential water resources. 

t^Zd Available site utilities and static pressure. 

P ^ l Landscape planting plan or aerial photograph. 

Topographical plans. 

Site usage (athletic areas require more water). 

Maintenance considerations and level of commitment. 

Irrigation operating window. 

Crop cover/soil characteristics. 

Prevailing wind conditions and historical ET data. 

Different watering 
requirements should be 

specified for shrubs, ground 
covers and gardens. Ensure 
coverage, but avoid runoff. 

for the top of slopes, low over-
head clearances such as ma-
ture trees or bridges and in 
high wind areas. If there are 
slope conditions, check valves 
in the base of the head are es-
sential to preventing low head 
drainage. 

Trees, shrubs, ground covers, 
rose gardens and turf all have 
different watering require-
ments. The sprinkler applica-
tion rate must be low enough 
to avoid runoff (although re-
peat cycles can be used to con-
trol this), yet high enough to 
complete the irrigation within 
the required operating window. 
(See the August 1992 issue for 
more information on calculat-
ing precipitation rates). 

Bubbler heads are great for rose gar-
dens and other planting areas, but be 
cautious. Bubbler head areas must be 
relatively flat or erosion problems can 
occur because of the high application 
rate on a small area. 

Two months ago I evaluated some 
landscaped medians where the shrubs 
were irrigated by stream bubblers. The 
median was several hundred feet long 
with a 20-foot drop from one end to the 
other. Soil erosion became a real prob-
lem when the bubblers first operated, 
so the contractor changed the stream 
bubblers to part circle nozzles to reduce 
the flow rate. This median is still a ma-
jor problem, resulting in runoff and wa-
ter coming up through the concrete ex-
pansion joints in the street. A better 
choice would have been drip irrigation. 

SPRINKLER HEAD LAYOUT. The purpose 
of an irrigation system is to apply the 
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water as uniformly as possible (see the 
October 1992 issue). Most manufactur-
ers recommend a spacing of 50 percent 
of the effective diameter of the head. 
Specific heads may provide a higher 
uniformity at ranges from 40 percent to 
60 percent depending on the individual 
head distribution profile, wind condi-
tions and spacing configuration. 

Spacing for any head should be no 
greater than the manufacturer's recom-
mended spacing with some adjustment 
for wind conditions. 

There are three basic spacing configu-
rations: triangular, square and rectan-
gular. Rectangular spacing works best 
when prevailing winds (5 mph or high-
er) come from a constant direction. Tri-
angular spacing is the most efficient for 
large area irrigation, but for the aver-
age site, square and triangular spacing 
provide the same uniformity. Square 
spacing is best suited for geometric ar-
eas with 90-degree angles. 

After proper head selection comes lay-
out. The irrigated area should be bor-
dered, and a head or heads should be 
selected so they do not overthrow the 
area. Using a compass to draw the ra-
dius of spray, visualize the area of cov-
erage for each head. The radius line de 
picts where heads may be spaced in rf 
lationship to one another. 

If there are 90-degree corners, start 
by placing quarter arc heads, always 
avoiding half heads spraying over the 
corner. Measure the distance between 
the two quarters and choose a spacing 
that divides equally by the measured 
distance, and is equal to or less than 
the selected spacing. Or, if it is better 
suited, pick a different head radius. 

If distance is 265 feet and head radius 
is 35 feet, head spacing is 33.125 feet. If 
the perimeter is circular or curved, 
measure the length and calculate as 
shown above. Place part circle heads 
around the entire perimeter and avoid 

overthrow beyond the perimeter. 
After placing all the heads around the 

perimeter, position full circle heads in-
side the area from edge to center. If cov-
erage problems crop up in odd areas, use 
part circle "back-up heads" where an-
other row of full circle heads may not fit. 
These back-up heads are placed to water 
areas not adequately covered by other 
sprinkler heads. 

Avoid diffusing spray patterns to re-
duce the coverage; it distorts sprinkler 
patterns and lowers uniformity. 

O B S T R U C T I O N S . An obstruction is any-
thing which interrupts the spray pat-
terns of an irrigation system such as 
trees, fences, light fixtures and tele-
phone pedestals. In situations such as 
these, smaller radius heads may be used 
to water around all sides of the obstruc-
tion. The more barriers such as mature 
trees, buildings, picnic tables, etc., and 
the shorter the area width, the smaller 
the radius should be resulting in closer 
spacing and more heads. 

SLOPES. Irrigating slopes presents diffi-
culties such as controlling pressure be-
cause of elevation changes, maintaining 
high uniformity and minimizing runoff. 

The uphill radius for a head with a 25 
degree trajectory on a 2:1 slope is re-
duced by 30 percent and increases about 
the same on the downhill side resulting 
in an egg shaped pattern. To correct this 
problem, shift the rows of interior heads 
up the hill. 

These problems can be resolved some-
what by setting heads on the slope at an 
angle halfway between vertical and per-
pendicular to the slope. For example, on 
a 2:1 or 50 percent slope with a 26-de-
gree angle, the head tilts at a 13-degree 
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angle. If the head tilts any closer to 
vertical, erosion can occur. 

Setting heads at the appropriate 
angle allows more water to go farther 
up the slope. For every 1 percent in-
crease in slope above 10 percent, or 
10:1, the spacing across the slope 
should be reduced by 1 percent. 

A 50 percent slope, or 2:1, results in 
a 40 percent reduction in spacing 
across the slope. A 30-foot radius head 
should be spaced at 18 feet across the 
slope with 26 to 30 feet between the 
rows depending on if the spacing is tri-
angular or rectangular. 

When spacing heads on a flat plan 
surface, you must calculate the surface 
along the angle of the slope. To do this, 
use the formula in the gray box in the 
next column. 

The heads placed at the bottom of a 
hill or slope need to be valved sepa-
rately. This ensures that less water 
will be applied to lower levels of the 
slope. Some water will always run off 
and irrigate the bottom of the hill. 
Mid-point on the slope will need a 
moderate amount of water; therefore, 
these heads should also have their own 

The tree trunk is obstructing the 
sprinkler head, making it difficult for 

the water to evenly cover the turf. 

zone. Finally, heads placed on the hilltop 
water the longest because this section 
has no runoff from above, and is exposed 

A2 = B2 + C2 
B = Distance of slope on plan sheet 
C = Rise in slope 
For example, the plan dimension across a 

2:1 slope measures 80 feet. 
A2 = 802 + 502 

6,400 + 2,500 = 8,900 
(square root is 94.34 = A2) 

The distance across the slope face is 94 feet. 

to more sun and wind, thus increasing 
the water evaporation rate. In addition, 
low precipitation rate heads improve irri-
gation efficiency, and heads with a lower 
angle of trajectory will increase the up-
hill and reduce the downhill radius, im-
proving sprinkler performance. Install 
lateral pipe horizontally on the slope to 
avoid major pressure variations. 

INTERFACING ROTORS WITH SPRAYS. Rotor 
heads and pop-up spray heads have dif-
ferent application rates and must be bor-
dered by both types to maintain good uni-
formity. Too often contractors space the 
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full circle rotor head and the full circle 
pop-up spray at the rotor head radius. The 
effective radius of coverage for a single 
head is 2/3 of its effective radius. Always 
draw an imaginary line between the two 
types and border the line with both. 

Public safety also needs to be consid-
ered. Heads should always retract to 
ground level, and spray heads in shrubs 
and ground cover should be 6- or 12-inch 
pop-ups placed below sidewalk level, away 
from pedestrian traffic and snow removal. 

NARROW STRIPS AND MEDIANS. I define a 

Choose the Most 
Maneuverable Line 

Laying Machine on the 
Market. The L i n e - W a r d L - 2 . 

Don't Settle For Less. 

u 
Up to 16" in depth 

• You C a n L i te ra l ly T u r n O n A 
D i m e 

Our unique, patented design centers the 
800 lb. total weight directly over the 
4-wheel drive with the blade in the exact 
center of the machine. 

• S m a l l e s t T u r n i n g R a d i u s Of 
A n y M a c h i n e 

Electric Start Optional 

Fast Par ts Delivery & Service 

• W i t h Your Line-Ward, You 
C a n A c t u a l l y M a k e R igh t A n g l e 
T u r n s 
Cal l For A F r e e O n - S i t e 
D e m o n s t r a t i o n Or, W r i t e For 
O u r F r e e C o l o r B r o c h u r e 

I Line-Ward Corp. 
157 Seneca Creek Road 
Buffalo, New York 14224 
(716) 675-7373 
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narrow strip as an area which is less than 
7 to 10 feet wide. I dislike strip sprays be-
cause they tend to shoot up high in the 
air resulting in more wind drift. If the 
area is more than 6 feet wide, you can use 
strip heads, with their specially designed 
nozzles which provide rectangular, rather 
than circular coverage. 

If your area is less than 6 feet wide, eli-
minate turf in favor of tree and shrub 
planting which can be watered by drip ir-
rigation. 

Medians should be irrigated using the 
same principles as narrow strips. In cold 
climates, where sand is used to provide 
traction over snow cover, a 6-inch high 
pop-up head should be placed along curb 
edges. The sand will cause rapid turf 
buildup along median edges. 

Small, irregular areas produce difficul-
ties in head spacing. In some cases, you 
may have to use pop-up spray heads with 
a 5-foot or 8-foot radius nozzles. • 

The author is vice president ofKeesen Water 
Management, Denver, Colo. 

IRRIGATION QUESTIONS 

1. If the minimum available operating pressure 
at the head is 50 PSI, would a head with a 40 
PSI operating pressure be appropriate? 

2. What are the three basic spacing configura-
tions? 

3. When is it appropriate to use bubbler heads? 

4. How much is a 15-foot head spacing reduced 
across a 3:1 slope? 

5. What is the single most important aspect of 
an efficient irrigation system? 

6. What is the surface distance along a 2:1 
slope when the plan distance is 100? 

Answers appear on page 81 of January LLM. 

Most rain sensors need frequent cleaning and repair. They waste 
costly service time. But Mini-Clik is guaranteed to shut off sprinklers 
during rainfall and make any irrigation system more efficient. 

It all works because Mini-Glik's patented design is simple, from 
the way you install to the way ypu click in the precise settings. 

For the nearest distributor call Glen-Hilton Products, 1-800-476-
0260 or 804-755-1101 worldwide. | U | | | | | ftl | | f n 

And getthe rain sensor so depend- l u l n r u L I I V f 
able, you'll never have to hold its hand. SavesYou Money On A Rainy Day. 

€1989 Glen-Hilton Products, Richmond,Virginia 

USE READER SERVICE #51 

STILL CREATING 
LANDSCAPING 
PLANS THE OLD-

FASHIONED WAY? 
LandDesignerPro is a powerful CAD software 

package that automates the 
time-consuming tasks of 
designing drawing, and 
modifying high-quality 
landscaping plans. Created 
specifically for the land-
scaping industry professional, 
the Pro's built-in flexibility 
and extended features help 
you design beautiful 
landscapes complete with 
comprehensive cost and 
materials estimates and 
irrigation systems. 
When you're ready to spend 

less time at the drawing board and more time 
winning new business, call: 

800-336-3127 
Designed for IBM Personal Computers 

and compatibles 
Green Thumb Software, Inc. 2345 Kohler Drive 

Send inquires to: P.O. Box 18442, Boulder, CO 80308 

C^EEM 

Imler 
Measuring Wheels 
The Professionals' Choice 
To order or for information call toll free 

1-800-433-1764 
In Ohio call 

(614) 486-9068 
or write: 
Imler Industries Inc. 
1117 Broadview Ave. 
Columbus, Ohio 43212 

Original and Folding 
Models Available. 

IMLER 
INDUSTRIES © I N C 

"Distributor Inquiries Welcome" 

USE READER SERVICE #53 USE READER SERVICE #54 



BOOK EXCERPT 

Selective 
Predators... 

Pests 
Ed. Note: The following text is a 
short excerpt from the soon-to-be 
published book: TURFGRASS 
ECOLOGY AND MANAGEMENT. 
In this installment, the cultural 
intensity of a turf defines a pest. 
This is obvious in comparing a 
high maintenance ecosystem such 
as a creeping bentgrass putting 
green vs. a highway roadside. 
Look for more excerpts from the 
book in future editions of Lawn & 
Landscape Maintenance magazine. 

IN AN ECOLOGICAL sense, sta-
bility is indicated by the tendency 
of the species to remain at the 
same frequency. The stability is 
provided by an intricate system of 
checks and balances. In a natural 
ecosystem, competition between or-
ganisms provides a "stable state." 

In other words, pests reach a 
balance with their surroundings 
that allows for some damage, but 
unchecked pest growth resulting 
in excessive damage is highly 
unlikely. A pure ecologist has no 
favorites; pests do not exist. All 
organisms have a place within an 
ecosystem even if two or more 
organisms share the same "rung" 
on the ladder. In turf, a pest is 
defined as an organism that dis-
rupts the aesthetic or functional 
characteristics of the turf. 

The cultural intensity of a turf 
defines a pest. This is most obvi-
ous in comparing a high mainte-
nance ecosystem such as a creep-
ing bentgrass putting green vs. a 
highway roadside. In the putting 
green situation where a uniform, 

one grass species (mo-
noculture) is desired, the 

number of organisms 
perceived as pests 

(weeds, pathogens, insects) in-
creases. In a roadside situation 
where a turf cover is desired, but 
the species makeup is secondary 
in importance, the actual number 
of organisms that are pests may 
actually be greater than on the 
putting green, but the expecta-
tions of low maintenance turf is 
less. As a result, the number of 
pests are minimal to non-existent. 
The first step in developing a pest 
management strategy is to deter-
mine the expectations for a turf, 
and then the organisms consid-
ered to be pests. 

PEST MANAGEMENT STRATE-
GIES. Over the years a revolution 
in the quality and quantity of man-
aged turf has occurred. In the early 
part of the 20th century, turf qual-
ity was governed in large part by 
the weather, luck and the ability of 
a manager through cultural prac-
tices to minimize pests. 

With the discovery of DDT in 
1939 quickly followed by the hor-
mone 2,4-D in 1944, a revolution 
in chemical control of pests oc-
curred. With these and other dis-
coveries the use of pesticides dur-
ing the 1950s and early 1960s 
skyrocketed. But as with the con-
cern worldwide over the environ-
mental impact of DDT, pesticide 
usage on turf raised concerns of 
pest resistance and contamination. 
From this increased attention came 
the concept of integrated pest man-
agement (IPM). 

In strict terms, pest manage-
ment is an ecological matter. (Flint 
and van den Bosch, 1981) In at-
tempting to minimize turf dam-
age from pests, whether by cul-
tural or chemical methods, it 
should be done with minimal dis-
turbance to the ecosystem. The 
essence of IPM is to provide the 
desired quality with minimal eco-
logical, economical and sociologi-
cal consequences. From a practi-
cal point of view, IPM consists of 

monitoring the pest and develop-
ing management strategies against 
those pests. Monitoring environ-
mental conditions is critical. This 
requires the turfgrass manager to 
identify the pests of concern, de-
termine the level of pest intrusion 
and monitor weather conditions 
where appropriate (i.e., are condi-
tions favorable for pathogen in-
fection) and then correlate these 
two together to develop an effec-
tive management program. 

Resistant cultivars and cultural 
measures will always be the back-
bone of pest management. Bio-
logical agents are being tested but 
results are currently inconclusive. 
Thus, along with resistant culti-
vars and cultural measures, pesti-
cides will continue to be impor-
tant to the production of high qual-
ity turf for the near future. 

Resistant cultivars have proven 
means of reducing disruptions due 
to many diseases. Resistance to 
melting out, stripe smut, red thread 
and powdery mildew have ex-
tended the range and survivability 
of Kentucky bluegrass. Blending 
is a popular practice for the pur-
pose of increasing the genetic di-
versity of the turfgrass popula-
tion. The logic here is that if one 
cultivar falls prey to a disease, the 
remaining cultivar(s) will fill in. 
Selection of the proper blend is 
paramount to achieving the de-
sired result. For example, Vargas 
and Turgeon (1980) found that 
blending a susceptible Kentucky 
bluegrass cultivar with a melting-
out resistant cultivar, did not re-
sult in dominance by the resistant 
cultivar. They postulated that the 
susceptible cultivar allowed for 
an inoculum buildup, adversely 
affecting the resistant cultivar. 
However, over a longer period 
and less intense disease pressure 
dominance may prevail. 

Many cultural controls reduce 
the risk or level of disease. These 
practices may consist of proper 
watering, fertilization or mow-
ing. Cultural practices act to re-
duce inoculum levels and/or slow 
down the development of the 

pathogen in the infected plant. 

PESTICIDES. Pesticides are com-
pounds that kill pests. Pesticides 
are derived from a number of 
sources including botanical, mi-
crobial, synthetic and non-syn-
thetic compounds. 
Strictly speaking, organic com-

pounds include carbon and can be 
of biological or non-biological 
origin. These compounds had 
broad-spectrum activity in con-
trolling multiple pests. The bo-
tanical pesticides are derived natu-
rally from plants and are used in 
the area of insect control. Micro-
bial pesticides are compounds 
derived from microbial organisms. 
Biological controls include using 
parasites, predators or pathogens 
to contain pests. Biological con-
trol agents are not widely used for 
weed or disease control. How-
ever, research at Cornell Univer-
sity (Nelson, 1990) has shown 
some beneficial suppression of 
dollar spot and brown patch with 
certain composts and organic fer-
tilizers. This may be due to the 
presence of antagonistic organ-
isms. And as previously mentioned 
in Chapter 6, some antagonistic 
organisms may prove to be effec-
tive biological controls for some 
turfgrass diseases. 

Milky Spore disease, caused by 
the bacteria Bacilluspopilliae, can 
be an effective biological control 
agent of Japanese beetles. The 
bacteria is consumed by the grub 
and multiplies, literally filling the 
grub and causing death. After 
death, the spores are released 
making them available in the soil 
for other grubs. Several disadvan-
tages to Milky Spore are that it is 
only effective on Japanese beetle 
grubs and it requires a few years to 
build up to an effective dose in the 
soil. However, once populations 
are established, yearly control will 
be achieved without subsequent 
applications. Recently, variable 
results with the Milky Spore dis-
ease has been reported. 

An exciting new biological 
(continued on page 82) 



JEFF KLINGENBERG joined Farmers 
Marketing Corp. as research geneticist. 
Klingenberg's experience includes buffalo-
grass research and development, breeding, 
management and environmental impact 
research of other turfgrass species. 

Rain Bird announced the following 
promotions and additions to its staff: D a n 
S imler now serves as district manager for 
the contractor division's mid-Atlantic ter-
ritory: Doug P a r k e r joined the company 
as product coordinator of the same division 
and will assist in all aspects of new product 
development for the valve and controller 
lines; Rick M a I k i n was promoted to 
commercial division product manager; 
C o s t a n z a G e n o e s Z e r b i became turf 
marketing coordinator, and will develop 
sales and advertising literature, analyze 
sales data, implement promotional 
programs and develop training and 
technical material; D a l e B r a y was named 
senior project engineer for the commercial 
division; and Ted O ' M i e l a joined the 
company as quality manager for T.H. 
Molding. 

Sta-Rite Industries promoted D a v i d 
B y r d to sales manager of the Eastern region 
for the Water Systems Group. Byrd, who 
has worked for Sta-Rite for more than 10 
years, is responsible for sales in New York 
and New England. 

The Professional Business Group of The 
O.M. Scott & Sons Co. recently expanded 
its marketing department, promoting 
R o b e r t E i c h e n b e r g Jr . , who previously 
served as senior technical representative, to 
commercial marketing manager, and 
appointing P a u l e t t e G r i m m e as assistant 
marketing manager. Grimme was formerly a 
sales consultant for American Business 
Equipment. 

D a n D a m r o n joined Aquatrols as tech-
nical sales representative. He serves turf and 
ornamental professionals and distributors in 
10 South Central states. 

AgriDyne Technologies Inc. promoted 
Dr . T i m o t h y W o o d to vice president of 
research and development. Wood formerly 
was director of research and development. 

DK GreenCycle appointed D r . J. C l a r k 
G r e g o r y as director of development, as 

$ 
to 

\1 
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well as president of DK GreenCycle 
Southeast Inc. 

Aquapore Moisture Systems named 
K e r r y T i l l m a n manager of marketing 
communications and K a y M c C a r d l e 
customer service manager. Tillman is 
responsible for public relations and 
advertising; McCardle's role is to expand 
and manage customer services. 

D a v i d W h i t n e y joined Febco as sales 
manager overseeing sales activities of 14 
representatives. 

Miles Inc. promoted A l l e n H a w s to 
director of specialty products in its agricul-
ture division. Haws formerly held the title of 
business manager of the same department. • 

Flow Master Electronic 
Digital Flow Meters by 
Green Garde 
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• N o m o v i n g parts — assures t roub le - f ree o p e r a t i o n . 
• M e a s u r e f l o w rates f r o m . 3 to 3 g p m or f r o m 

1 . 0 to 1 0 g p m . 
• M e a s u r e vo lumes up to 1 0 , 0 0 0 ga l lons . 
• Hand les w o r k i n g pressure f r o m 5 to 5 0 0 psi; burst 

pressure is 1 , 0 0 0 psi. 
• H igh accuracy of ± 2 % . 
• C o m p a c t , l i g h t w e i g h t , easy to use. 
• P o w e r e d by long- las t ing , f i e ld - rep laceab le 9 - v o l t 

b a t t e r y . 

^ Call or fax today! 
J f Green Garde DMslon 

g r e e n H - D HUDSON MANUFACTURING COMPANY 
g d f d e * 5 0 0 N M i c h , 9 a n A v e n u e • Chicago. IL 60611-3748 

3 1 2 - 6 4 4 - 2 8 3 0 FAX: 3 1 2 - 6 4 4 - 7 9 8 9 

OLDHAM CHEMICALS 
COMPANY, INC. 

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. 
E. Custom built units available. 

n n CaI1 f o r d e t a i l s 

j i t f f f 1-800-888-5502 
WflUi i t l l t Or write: P.O. Box 18358 

v * " Memphis. TN 38118 
"EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 

USE READER SERVICE #55 USE READER SERVICE #56 



Stag Power Equipment Inc. has added a 
zero-turn radius rider to its line of commer-
cial riders and walk-behinds. Driven by 
twin hydrostatic transmissions, the compact 
Scag SSZ "Super Z" features an electric 
blade engagement clutch, taper roller 
bearing spindles and a 5-gallon gas tank. 

Planned engine options include 16-h.p. 
and 18-h.p. Briggs & Stratton and Kohler 
models. The SSZ weighs 750 pounds and 
provides forward ground speeds from 0 to 
6.8 mph. 
Circle 125 on reader service card 

Tecumseh Products Co. introduces a 15-
h.p. overhead valve engine for lawn trac-
tors and rear-engine riding mowers. The 
engine offers greater fuel efficiency, up to a 
25 percent increase over L-head designs, 
and increased horsepower per cubic inch of 
its 29.9-cubic-inch displacement. 

The 15-h.p. OHV features a cast iron 
cylinder sleeve for long-life durability and a 
rotary high pressure oil pump with a 54-
ounce oil capacity for cooler running. 

The OHV engine is specially balanced so 
operators feel all the power without the 
vibration. 
Circle 126 on reader service card 

A midsize, heavy-duty clearing saw is 
available from Husqvarna Forest & 
Garden Co. The model 235R saw cuts 

grass and brush along roads, parks and 
gardens. Its high-torque transmission 
provides maximum performance at lower 
rpms, resulting in a cooler engine and 
extended engine life. The 15.65-pound 
235R is driven by a powerful 36 cc engine; 
recommended maximum engine speed is 
11,000 rpms. 

Even though this model is lighter, it can 
carry interchangeable tree and brush cut-

degree, relief grinding capabilities to help 
reduce drag between the reel and bedknife. 
The relief grinding feature can be added to 
a machine at any time. If increased prod-
uction and computer-assisted sharpening 
accuracy are needed, upgrade to the 500 
ASR with automatic control. 
Circle 129 on reader service card 

Trip-Trak, a microprocessor-based vehicle-
activity reporting system from Service 
Instrument Inc., monitors vehicle usage 
patterns which can improve safety, cus-
tomer service, driver accountability, cost 
accounting and maintenance scheduling. 

Trip-Trak determines when the vehicle 
stops and starts by monitoring time, vehicle 
speed and mileage. It records the distance 
between stops, maximum speed for each leg 
of the trip and the time and duration of each 
stop. Trip-Trak's memory stores the infor-
mation for up to 750 consecutive stops or 
99 days. 

A built-in thermal printer produces a re-
port with the above information on demand. 

ting blades normally found on larger saws. 
Circle 127 on reader service card 

Shindaiwa offers two hand-held edgers 
and two brushcutters for landscaping and 
commercial use. The LE-230 edger deliv-
ers 1.1 h.p. while the LE-250 pumps out 
1.2 h.p. Both models have advanced-tech-
nology engines built for long life. 

The C-230 and C-250 brushcutters 
feature high-torque pro-tuned engines that 
consume less fuel than many brushcutters, 
run quietly and emit less exhaust. Both are 
easily maintained, straight-shaft units. All 

* j f e t ? 

^ • y ^ a 

internal parts are quickly accessible. 
Circle 128 on reader service card 

N e a r y ' s 500 series, the latest addition to 
the company's line of reel mower sharp-
ening equipment, offers three-way ridged 
mounting, streamlined setup and true cyl-
inder sharpening. 

The 500 SR features adjustable 145-

It also can generate a report pinpointing 
maximum speed traveled and the exact time 
at which it occurred, and a profile on ve-
hicle speed for the last two minutes of 
operation. 
Circle 130 on reader service card 

Ames Lawn and Garden Tools offers its 
1993 full-line catalog and winter tools cat-
alog which illustrate more than 600 hand 
tools and other lawn and garden products. 

The 87-page line catalog features an index 
for major product groupings that includes 
cultivators and weeders, grass shears, pole 
tree trimmers, rakes, shovels, scoops, ice 
scrapers and specialty snow tools. 

Both catalogs contain sections devoted to 
Ames' impact merchandising materials such 
as wall display modules and tool displays. 
The full-line catalog also contains a seven-
step section titled Planning Your Way To 
Greater Profits. 
Circle 131 on reader service card 

(continued on page 74) 



"ALCA is the best 
landscape business 

resource in the 
country. yy 

"When I started my business seven years ago 
I needed expert advice," says Joe Skelton, 
president of Lifescapes, Inc., Canton, Georgia. 
"That's when I joined ALCA. 

"By attending marketing and technical 
seminars, using the Operating Cost Study to 
estimate projects, enrolling in ALCA's business 
insurance program and simply working hard, I 
have been able to build my business to over four 
million dollars. 

"ALCA is a great resource. Through their 
meetings, videos and publications, you can find 
out how to increase sales and profits, reduce 
costs, and learn about the latest products and 
technology developments." 

Join ALCA today and meet people like 
Joe Skelton. 

If you are an exterior, interior or landscape 
management contractor or simply want to see 
the landscape industry grow, call 1-800-395-ALCA 
or (703) 620-6363 for more information or write 
to: ALCA, 12200 Sunrise Valley Drive, Suite 150, 
Reston, VA 22091. Fax (703) 620-6365. 

ASSOCIATED LANDSCAPE CONTRACTORS OF AMERICA 



Products 
(continued from page 70) 

The Professional Business Group of 
O.M. Scott & Sons has improved two con-
trol products with a biodac carrier. The pro-
ducts, Turf Weedgrass Control and Pythium 

Pythium 
Control 

Turf 
Weedgrass 
Control 

Control, are part of the Scott ProTurf line. 
Turf Weedgrass Control, made with 

Scotts' pendimethalin technology, provides 
weed control for cool- and warm-season 
grasses. The product manages both grassy 
weeds (crabgrass, foxtail, goose grass, barn-
yard grass, fall panicum and Poa annua) and 
broadleaf weeds (cudweed, chickweed, hop 
clover, henbit, oxalis, evening primrose. 

spurge, knotweed and purslane.) 
Pythium Control prevents and controls 

Pythium blight and damping-off in 
established and newly seeded turf. It can 
be used on bentgrass, Kentucky bluegrass, 
perennial and annual ryegrass and Ber-
mudagrass. In addition, it allows for seed-
ing program flexibility. 
Circle 1 3 2 on reader service card 

The 60-inch flail mower from Excel 
features heavy-duty construction for cut-
ting on rough terrain and fine/medium cut 
blades for fine turf. 

The 3-1/2-inch cuttershaft spins in a re-
verse rotation to provide a high-quality cut. 
By installing optional dethatching blades, 
operators can dethatch their turf to get a 
jump on the growing season. Cutting 
heights range from a quarter-inch for de-

thatching to 4 inches. 
The flail mower deck is available with 

Hustler tractor models 4200, 4300, 4400 
and 4500. 
Circle 133 on reader service card 

Most Dependable Fountain Co. intro-
duces a hose bibb outdoor plumbing acces-

(continued on page 76) 

Start the spray season 
three times better prepared. 

With new TeeJet® Triple Nozzle Bodies, you're prepared for 
n a quick 1 

spraying < w 
Upgrade your sprayer this year with TeeJet Triple No2zle 

almost any spraying application. Change tips with a quick twist 
of the nozzle body In a few seconds,you'll be spraying again. 

Bodies with ChemSaver® no-drip check valves. There's no 
better way to spray. 

Spraying Systems Co. 
PO Box 7900. Wheaton. IL 60189 7900 



Dimension gives you more time 
to keep crabgrass from raising its ugly head. 

If you get behind schedule during your busy 

spring season, crabgrass is bound to pop up 

before you can prevent it. But that's not a problem 

if you use Dimension8 turf herbicide. 

Dimension is the only herbicide that gives 

you season-long crabgrass control with the 

flexibility of either a pre- or postemergence 

application. With more time to 

apply it, you can treat emerged D I M E N S I O N 

crabgrass and still count on effective results. 

Better yet, you get this excellent control using 

low rates. And you don't have to worry about turf 

injury or staining. 

So now you can stay ahead, even after 

crabgrass raises its ugly head. For the name of 

your nearest agent, or for more informa-

tion about Dimension, 

call us at: 1-800-323-1421. 
Turf Herbicide 

* Monsanto 

The toughest thing to emerge since crabgrass. 
ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR DIMENSION TURF HERBICIDE. Dimension is a registered trademark of Monsanto Company © Monsanto Company 1992 8/92 DMP-25701B 

USE READER SERVICE #51 



Creative 
curb marketing 

Permanent Landscape Borders 

Create profits 
by offering your customers 

beautiful borders. 

26041 Palo 
Mission Viejo. CA 92691 
(714) 587-8488 
(800) 292-3488 
FAX: (714)951-2666 

Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and 

an important 
addition 

to your 
bottom line. 

USE READER SERVICE #60 

C o n t r o l A t Y o u r F i n g e r t i p s 
Powerful Doane System computer software 
helps you manage your landscaping business. 
• Deta i led j o b cos t ing 
• P roduces fas t , accura te bids 
• Pr in ts i temized work orders 
• S c h e d u l i n g / R o u t i n g 
• Recur r ing and AIA bi l l ing 
• Ful ly in tegra ted accoun t ing 
• Pr in ts f inanc ia l repor ts 
• T racks inventory and equ ipmen t 
• Free b rochure 

Contact Doane Agricultural Services Company 
4900 Griffith Dr. #125 

Beaver ton, OR 97005 • (503) 646-5581 ^ 

1-800-367-7082 P ^ 

USE READER SERVICE #61 

NO-DRIFT CHEMICAL APPLICATOR 
Now apply chemicals on windy days! Sizes range from 
30" to 72". Send for free packet with complete parts 

information and prices. 

DANVILLE 
INDUSTRIES 

Box 12 
Danville, KS 67036 

1 (800) 002-4212 

Products 
(continued from page 74) 

sory designed to withstand direct, acciden-
tal knocks from tractors and mowers. 

Featuring welded construction with mult-
iple concrete anchor fins, the 8-inch-wide 
steel pedestal is available in a range of 
colors in a high gloss, polyurethane finish. 

The unit combines vandal-proof features 
with freeze-resistant internal piping and a 
design that minimizes contamination from 
ground water. Its internal piping is nylon 
reinforced, vinyl tubing with brass or stain-
less steel fittings. 
Circle 134 on reader service card 

Kubota Tractor Corp. has added the 12.5-
h.p. CW1336 walk-behind to its line of turf 
maintenance equipment. 

With a four-cycle, air-cooled overhead 

valve engine, the CW1336 offers improved 
fuel and oil consumption with less vibra-
tion. A 5.5-gallon fuel tank capacity and fuel 
gauge provide hours of sustained per-
formance. The CW1336 offers automatic 
pressurizing double idler tension to reduce 
belt slippage. 

A step-down blade and adjustable cutting 
height (from 1 to 4 inches in quarter-inch 
increments) ensure precision performance. 
The blade is mounted to a long-lasting 
welded heavy gauge steel deck, and is 
beveled to avoid obstacles. 
Circle 135 on reader service card 

G r a n i t e Specialt ies introduces Unitized 
Pavers, a system featuring small granite 
pavers bonded together on strong backing 
material. 

The system speeds up paver installation by 
allowing large sections to be set in a single 
step and giving the installer more control 
over layout. 

Unitized Pavers are available in standard 
square and fan-shaped patterns and can be 
custom ordered and fabricated to the exact 
specifications of a project. They also are 
avail-able in any design or pattern, two 
standard surface treatments and a full range 
of colors. • 
Circle 136 on reader service card 





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

CoRoN provides more con-
trol led release ni t rogen and 
lower burn potential to give 
you super ior per formance. 
CoRoN is storage stable and 
has low bu rn volat i l i ty of 
ni t rogen to atmosphere. 

CoRoN provides quick green-
up, promotes even turf growth 
over a longer per iod of t ime, 
is compat ib le with common ly 
available turf protection prod-
ucts and is easi ly b lended in-
to N-P-K l iquid ferti l izers by 
normal means. 

CoRoN is excellent in low 
vo lume systems which saves 
t ime and money in labor and 
equ ipment costs. 

CoRoN's 28-0-0 analysis and 
un ique two-step manufactur-
ing process al lows CoRoN to 
give dry methylene urea per-
fo rmance on turf wi th the effi-
c iency of l iquid handl ing. 

Cal l us today for complete 
details on how CoRoN can 
help you br idge both your per-
formance and profit valleys. 

C o R o N Corporat ion 
Souderton, PA 18964 
800-338-0836 
215-723-5099 

CoRoN 
CONTROLLED RELEASE NITROGEN 

JAN. 2 0 Landscape Contractors & Grounds 
Maintenance Conference and Trade Show, 
Sheraton Columbia Northwest, Columbia, 
S.C. Contact: SCLTA, P.O. Box 325, 
Clemson, SC 29633; 803/656-2459 or 803/ 
656-2454. 

JAN. 21 -23 Idaho Horticulture Convention 
and Trade Show, Boise Centre on the Grove, 
Boise. Contact: Idaho Nursery Assoc., 2104 
Floating Feather Road, Eagle, ID 83616; 
8 O O / I N A - G R O W . 

JAN. 2 1 - 2 4 1st Turfgrass Management/Park 
Maintenance Training School, Hilton Hotel, 
Albany, N.Y. Contact: NYSTA, 800/873-
TURF or 518/783-1229. 

JAN. 25 -28 Central Environmental Nursery 
Trade Show and The Ohio State University 
Nursery Short Course, Columbus Convention 
Center and Hyatt Regency Hotel, Columbus. 
Contact: ON A, 2021 East Dublin-Granville 
Road, Columbus, OH 43229; 614/431-2452 
or 800/825-5062. 

JAN. 2 7 - 2 9 Wyoming Groundskeepers and 
Growers Association Annual Conference and 
Trade Show, The Casper Events Center, 
Casper, Wyo. Contact: Bruce Potter, 307/ 
637-7060 or Chuck Kostboth, 307/265-1870. 

JAN. 2 9 - 3 0 Jacksonville Horticultural Trade 
Show, Jacksonville Agricultural Fairgrounds. 
Sponsored by Northeast Florida Nurserymen 
and Growers Association and Professional 
Landscape Services Association. Contact: 
Terry DelValle, 1010 N. McDuff Ave., 
Jacksonville, FL 32254; 904/387-8850. 

JAN. 29-FEB. 26 Professional Landscape 
Management Program: Focus on Shrub 
Identification, Lancaster, Pa. Sessions occur 
on Fridays only. Contact: H. Bruce Hellerick, 
Penn State Cooperative Extension, 1383 
Arcadia Road, Rm. 1, Lancaster, PA 17601-
3149; 717/394-6851. 

JAN. 31-FEB. 3 ALCA's Executive Forum, 
Sheraton Tuscon El Conquistador Resort. 
Contact: ALCA, 12200 Sunrise Valley Drive, 
Suite 150, Reston, VA 23091; 703/620-6363. 

FEB. 1 -26 34th Annual Turf Managers' Short 
Course, University of Guelph, Ontario, Canada. 
Contact: Ursula Rodrigues, 519/767-5000. 

FEB. 2 Annuals Plant Program, sponsored by 
the Ohio Cooperative Extension Service, 
Tom's Country Place, Avon, Ohio. Contact: 
Charles Behnke, 42110 Russia Road, Elvria. 
OH 44035; 216/322-0127. 

FEB. 3 -4 The Ohio State University Athletic 
Field Short Course, Holiday Inn on the Lane, 
Columbus. Contact: The Department of 
Conferences and Institutes, 2021 Coffey 

Road, Columbus, OH 43210-1086; 614/292-
4230. 

FEB. 3 -4 Southern Illinois Grounds Mainte-
nance School, Gateway Convention Center, 
Collinsville, 111. Contact: Ron Cornwell, 200 
University Park Drive, Edwardsville, IL 
62025:618/692-9434. 

FEB. 3 -5 American Sod Producers Assoc-
iation's 1993 Midwinter Conference and Expo-
sition, The Fairmont Hotel at University Place, 
New Orleans, La. Contact: ASPA, 1855-A 
Hicks Road, Rolling Meadows, IL 60008; 708/ 
705-9898. 

FEB. 3-5 Mid-America Green Industry Con-
vention, sponsored by the Professional Lawn 
Care Association of Mid-America, Hilton Plaza 
Inn, Kansas City, Mo. Contact: Olivia Golden, 
P.O. Box 35184, Kansas City, MO 64134; 816/ 
765-7616. 

FEB. 4 Northeastern Pennsylvania Turfgrass 
and Grounds Maintenance School, Mt. Laurel 
Resort, White Haven, Pa. Contact: Lisa 
Chrytser, Penn State Dept. of Agronomy, 814/ 
865-2543. 

FEB. 4 - 7 Landscape Management Clinic, 
Louisville, Ky. Contact: American Association 
of Nurserymen, 1250 I St., NW, Ste. 500, 
Washington, DC 20005; 202/789-2900. 

FEB. 5 - 7 South Carolina Horticultural Indus-
tries Seminar & Trade Show, Columbia 
Marriott and State Fairgrounds, Columbia, S.C. 
803/223-7278. 

FEB. 8 -9 28th Annual Shade Tree Symposium, 
sponsored by Penn-Del Chapter/International 
Society of Arboriculture and Penn State Univ-
ersity Cooperative Extension, Lancaster Host 
Resort and Conference Center, Lancaster, Pa. 
Contact: Elizabeth Wertz, P.O. Box 293, 
Bedminster, PA 18910; 215/795-2096. 

FEB. 9 - 1 3 NAA, Annual Meeting and Man-
agement Conference, Don Cesar Hotel, St. Pe-
tersburg Beach, Fla. Contact: NAA, The Meeting 
Place Mall, Route 101, P.O. Box 1094, Amherst, 
NH 03031-1094; 603/673-3311. 

FEB. 11 Urban Tree Conference,University of 
Florida Cooperative Extension Service 
Auditorium, Sanford, Fla. Contact: Uday K. 
Yadav, 407/323-2500, ext. 5559. 

FEB. 12-14 7th Annual National Symposium 
For Landscape Professionals, Rockville, Md. Con-
tact: Environmental Design, P.O. Box 15121, 
Chevy Case, MD 20825; 301/495-4747. 

FEB. 17 6th Annual Inland NW Turf & 
Landscape Trade Show, Spokane, Wash. 
Inland Empire Golf Course Superintendents 
Assoc., Julie Boyce, 509/534-4161. • 



Granular control for crabgrass. 
Because you never know 

which way 
the wind will blow 

To control crabgrass and feed in one step, nothing 
works harder than Lebanon fertilizers with Team* These 
time-saving granular formulations make application easier 
and more precise. Herbicide distribution more thorough. 
All without drifting or leaching through. 

Teams pre-emergent control is proven more effective 
against crabgrass, goosegrass and other problem weeds 
all season long. Available in combination with premium-
quality, homogeneous Greenskeeper 20-4-10 40% organic 
fertilizer. And top-rated, yet economical, Lebanon Pro 
SCU blends. 

For more information, contact your Lebanon sales 
representative or local Lebanon Turf Products distributor. 
Or simply call 1-800-233-0628. 

•Trademark of DowElanco © 1991 Leuanon Turf Products 
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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 or-
der covering full payment. Submit ads to: Lawn 
& Landscape Maintenance magazine, 4012 
Bridge Ave., Cleveland, OH 44113. Fax: 216/ 
961-0364. 

BUSINESS FOR SALE ~ 
LONG ISLAND 

LANDSCAPE BUSINESS 
Location — Long Island, N.Y. Excellent repu-
tation. If interested, call 516/928-6668. 

BUSINESS OPPORTUNITIES 

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. 

IS YOUR JOB SECURE? 
Lawn care careers available with a proven 
winner. If you like the lawn care industry 
and want to stay in it, check out a career 
with Spring-Green. There's a lot tochoose 
from: 

* Franchise Opportunities 
* Management/Sales Positions 
* Service Specialist Positions 

Become an important member of 
America's Neighborhood Lawn Care 
Team. Call Spring-Green at 800/435-
4051. 

FOR SALE 
LAWN CARE EQUIPMENT 

Hannay reels new in-the-box, El526s, El530s, 
S359; 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. 

STRATEGIC GUIDE 

"Winning Strategies for Lawn and 
Landscape Contractors-- A 

System for Success" 

This new business manual contains powerful ideas, 
strategies and suggestions that cover all aspects of 
success in this highly competitive industry. Planning 
now, in Winter months, will reduce stress and help 
you implement proven techniques that can triple 
your sales in just one year. 
• Learn how to win up to 85% of all your 

residential and commercial bids while retaining 
up to 90% of your customers each year. 

• Discover proven techniques that can double 
your clientele in just 2-3 weeks. 

• Learn other strategies: hiring and retaining 
productive employees, powerful management 
skills, marketing and advertising, equipment 
management, diversification, education & 
training, handling business stress before it 
gets to your family. 

Sure to become one of your most important 
business documents. It's a blueprintfor success-
all in one handy volume. Only $59.95, postage 
prepaid. Tax deductible. 
Order now. Allow 2-3 weeks for delivery. Send 
check or money order to ELC Inc., P.O. Box 9069, 
Colorado Springs CO 80932. For more information, 
call 719-636-3134. 

FOR THE 90s 

SPRAY EQUIPMENT 

LLM CLASSIFIEDS: 800/456-0707 

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 INDUS-
TRIES, 800/633-7560. 

Walkover sprayers and siteline athletic field 
stripers — Innovative, precise ground-driven 
sprayers. FREE CATALOG. Dealers wanted. 
CANAAN INDUSTRIES, 800/633-7560. 

INSURANCE 

COMMERCIAL INSURANCE FOR 
LAWN CARE OPERATORS 

M.F.P. Insurance Agency, Inc. 
50 West Broad Street, Suite 3200 

Columbus, OH 43215 
614/221-2398 

Contact: 
Richard P. Bersnak, President 

or Jeanne Bartkus 

EQUIPMENT 
Ryan Mataway Seeder, used one season. New 
tines. Excellent condition. $2,000. Turfco 18-
inch sod cutter. Honda engine. Used three times. 
Excellent condition. $2,400. Columbus, Ohio. 
800/433-1764 or 614/486-9068. 

• • • 

PALM TREE FERTILIZER SPIKES 
Fast effective way to cure Mn, Mg & K deficien-
cies and enhance beauty of healthy palms. Lutz 
Corporation, 501 -L, Ford St., Oregon, IL 61061; 
815/732-2383. 

P r e m i u m 
Rep lacement 

I . T H O M A S Parts 

FOR O R D E R 
I N F O R M A T I O N 

OR A F R E E 
C A T A L O G O F 

O U R C O M P L E T E 

P A R T # D E S C R I P T I O N C O S T 
A . E B - 1 5 M E D G E R B L A D E ( 1 0 * X 2 * ) 1 . 6 0 
B O C - 1 3 6 8 M I N - L I N E F U E L F I L T E R 1 . 3 6 
C . A F -2Q21M 12 .94P K A W A S A K I 

P R E M I U M FILTER 6 . 9 6 
O . J T - 1 0 1 M S P I N D L E B E A R I N G 4 . B 0 
E . n-m K A W A S A K I OIL FILTER 4 . 2 6 
F . T L - 1 3 0 M . 1 ) 0 M I M , 15CT 

T R I M M E R L I N E 7 . 6 0 
O . J T - 1 0 0 M V A R I A B L E S P E E D P U L L E Y 7 1 M 

LANDSCAPE CONTRACTS 
Our company is selling all existing landscape 
maintenance and construction contracts we now 
have in our files for the 1993 season. 
These accounts are located in the north and 
northwest Illinois suburbs. All lists, personal 
contacts, addresses, phone numbers, bidding 
information past and present, etc., will have to 
be sold before March 1, 1993. 
All accounts are either commercial individual or 
corporate headquarters and will be sold as a 
package and not partially. 
If you are interested in more details send your 



letter to: Pro-Corp., P.O. Box 52, Lincolnshire, 
IL 60069-0052. 

• • • 

EQUIPMENT 
1991 Finn diesel TD-90 hydroseeder, 64 original 
hours. 1991 Finn diesel B-70 straw blower, 32 
original hours. Both units excellent shape. Must 
sell. Prices are negotiable. 717/622-4771. 

FREE LAND 
GOVERNMENT LAND now available for claim 
(including agricultural). Up to 160 acres/person. 
Free recorded message: 707/448-1887. (4NK8) 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. Free 
recorded message: 707/448-0270. (NK8). 

REPLACEMENT PARTS 

-FMC 
Hypro 

DOSATHON 
CHEMICAL 
INJECTORS 

Hannay — ' 
Reels' ^ 

Teejet J 
G ^ r S e s & r 

2401 West Matthews 
JONESBORO, ARKANSAS 72401 

(501) 935-3620 FAX (501) 935-9115 
1 800-635-3158 

COMPUTER SOFTWARE 
SOFTWARE 

TurfWorks TM - Your best buy. Version 4.0 
just released. Customer/job tracking, automatic 
scheduling, invoicing, receivables/cash appli-
cation, monthly statements, chemical usage, 
tracking, marketing, sales analysis and more. 
On-line help. Affordable price. Send $4 with 
disk size for demo. Bellanger Group, 50 
Clarkson Center, Suite 422, Chesterfield, MO 
63017; 314/537-2025. 

HELP WANTED 
LANDSCAPE PROJECT MANAGER 

Full charge supervision of medium and large-
scale landscaping/irrigation projects in Central 
and Northern Calif. Responsibilities include 
estimating, on-site management, purchasing, 
recordkeeping, crew and equipment schedul-
ing. Resume to: 105 Kenneth Dr. Aptos, CA 
95003. 

MAINTENANCE SUPERINTENDENT 
Progressive landscape installation/maintenance 
firm is looking for a landscape maintenance 
superintendent. Our maintenance superinten-
dent is responsible for the implementation of 
all maintenance work, supervision of mainte-
nance employees, upkeep of all equipment and 
satisfaction of all maintenance customers. In-
terested individuals should send resumes in-
cluding references, salary requirements and 
history, as well as relocation requirements to: 
Cold Creek Nurseries, 33 Deerwood Dr., Aiken, 
SC 29803. 

TURF & LANDSCAPE IRRIGATION SPECIALIST 
Award-winning landscape contracting and 
maintenance firm seeking turf and landscape 
irrigation specialist. Design, sell, install and 
maintain. Field supervise your own crew(s) 
with state of the art equipment. Must have 
proven track record, excellent people skills, 
excellent technical skills. Salary commensu-
rate with experience. Excellent benefits pack-
age. Send resume in confidence to: Landscape 

Contracting Inc., P.O. Box 23200, Milwaukee, 
WI 53223. 

LANDSCAPE CONTRACTING FOREPERSON 
Landscape contracting foreperson wanted for a 
growing company on Eastern LI, N.Y. Ambi-
tious, highly motivated individual with good 
communication skills and management capabili-
ties required to take charge of day-to-day opera-
tions. Salary range $32,000 to $38,000 plus ben-
efits. Grimes Land Design, 516/668-9189. 

I R R I G A T I O N 
T R A I N I N G S E R I E S 

L E S S O N S E V E N 
Answers to questions on page 67 

1.Yes 

2. Triangular, square and 
rectangular. 

3. In relatively flat planting 
beds. 

4.23 percent resulting in a 
spacing of 11.55 feet across 
the slope. 

5. Sprinkler head selection and 
placement. 

6.111.8 feet 

SuperScape™IBM 
Landscape Management Software i _i 

Designed specifically for the busy landscape 
professional. With push-button controls and fast 
navigation between screens, this software will 
help you minimize paperwork and maximize 
profits. Call today for more information and a 
free demonstration. 800-299-9991 512-452-4500 

SoftQuest, Inc. 

IT PAYS TO ADVERTISE IN 
, . Lara & Landscape 
MAINTENANCE 

CLASSIFIEDS 
CALL 

800/456-0707 
FOR MORE INFORMATION 
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RND Signs 56 
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Royer 34 
SPS Consulting 32 
Scag 84 
Shindaiwa 51 
Spraying Systems 74 
Toro 35 
Tuflex 22 
Walker 7 
Wells Cargo 33 

*Denotes regional advertising 

Book Exctrpt 
(continued from page 68) 

control for insects is the use of certain non-
pathogenic nematodes that infect a range of 
turfgrass insects. These nematodes promise to 
be a future means of insect management. 
(Shetlar et al., 1988) 

SYNTHETIC PESTICIDES. Synthetic com-
pounds are man-made products, and have re-
ceived the greatest attention in pest control. 
Synthetic compounds have been developed to 
control insects, weeds and pathogens with a 
great deal of success. (See Appendix for list-
ing of chemicals.) Synthetic pesticides by 
their nature are relatively non-selective. In 
other words, pesticides are lethal to both tar-
get and non-target organisms. Beneficial pre-
dators may succumb to the same fate as their 
turf-destroying cohorts. 

Pesticide effects on soil organisms is var-
iable depending on the organism. Research 
has shown a 60 percent reduction in insect 
populations following an insecticide appli-
cation to a Kentucky bluegrass lawn. (Cock-
field and Potter, 1983) In highly maintained 
turfs in which pesticides and fertilizers are 
used, predatory insects are less diverse and 
abundant than in untreated sites. (Cockfield 
and Potter, 1985; Arnold and Potter, 1987) 
Beneficial insect predator populations can be 
suppressed for a significant period of time. 
(Cockfield and Potter, 1984) 

Pesticides may alter the growth of turfgrass 
plants and increase the severity of pests not 
targeted. Certain herbicides may reduce root 
growth, shoot growth and enhance thatch 
formation. In addition, certain herbicides 
have been shown to slightly increase the 
severity of brown patch and dollar spot on 
bermudagrass and Pythium blight on 
perennial ryegrass. (Karr et al., 1979) Smiley 
(1981), in a review on pesticide non-target 
effects, reported greater incidence of the 
patch diseases and stripe smut with bandane 
applications. 

Pesticides may act directly by influencing 
the capacity of the pathogens for growth or 
host resistance or the balance between patho-
genic fungi and other organisms. (Smiley, 
1981) Fungicide applications to control one 
pathogen may enhance the severity of others. 
Benzimidazole fungicides are used on a wide 
spectrum of pathogens. However, these fun-
gicides have little activity on Pythium spp., 
increasing the potential for Pythium blight in 
situations where benzimidazole fungicides 
are overused. (Warren, et al., 1976) Similiar 
effects were found where the severity of red 
thread on perennial ryegrass was increased 
with repeated appli-cations of benomyl. 
(Dernoeden etal., 1985) 

Not all non-target effects are detrimental. 
Fungicide applications have beeen reported to 
increase quality of perennial ryegrass and 
Kentucky bluegrass. (Dernoeden et al., 1985; 
Kane andSmiley, 1983) Fungicides used to 
control red thread and stripe smut also 
indirectly controlled crabgrass. (Dernoeden, 
1989; Dernoeden and Krouse, 1990) Certain 
sterol inhibiting fungicides have also been 
said to enhance seedling root and shoot 
growth. (Goatley and Schmidt, 1990) On 
Kentucky bluegrass sod, the sterol inhibiting 
fungicides propiconazole and triademifon 
enhanced post-transplant rooting and sod 
strength. (Goatley and Schmidt, 1991) This 
stimulation effect is most likely rate de-
pendent since Kane and Smiley (1983) have 
reported suppressed root and shoot growth 
with similar fungicides at higher rates. 

Pesticide effects on soil microorganisms is 
of minor importance. (Greaves, 1987) Recent 
research on sequential pesticide applications 
has shown that the effects on the microbial 
population are short-lived. (Schuster and 
Schroder, 1990) Soil microorganisms play a 
beneficial role in the breakdown of pesti-
cides. With numerous chemicals they are able 
to take toxic materials and break them down 
into harmless compounds. The structure of 
the compound does influence the breakdown 
rate. For instance, 2,4-D is rapidly broken 

down, but the addition of a chlorine molecule 
(2,4,5-T) is resistant to microbial breakdown 
for a longer period of time. If microbial 
breakdown of a pesticide is too rapid causing 
a reduction in efficacy, enhanced degradation 
is occurring. 

A pesticide that is applied repeatedly caus-
ing a comparatively rapid decomposition rate 
than the same pesticide applied on a non-re-
peated site, is said to have enhanced degrada-
tion. In soils where enhanced degradation has 
been detected, what is occurring is that 
microorganisms have found a means of using 
a pesticide molecule as a source of carbon 
resulting in a quick degradation that would 
not normally occur. The result is a substantial 
reduction in the efficacy of the product. En-
hanced degradation is not widely documented 
on turf, but has occurred with some com-
monly used turf pesticides on other agricul-
ture crops. 

Strategies for minimizing the likelihood of 
enhanced degradation involve using good 
management practices such as: 

* Cultural practices to minimize the need 
for pesticide use. This includes practices such 
as proper nitrogen programs to minimize 
common turf diseases and maintaining a high 
density lawn to reduce the probability of 
weed invasion. 

* Pesticides applied sparingly, only when 
needed. This can include checking for the 
presence of an insect before spraying, or 
spraying for disease only when environmental 
conditions are favorable. 

* Applying pesticides only at proper rates, 
and looking out for formulation effects. 
Research shows herbicides formulated as a 
granular are less susceptible to degradation 
than liquid sprays. (Osgerby, 1973) 

In summary, synthetic pesticides are a 
significant component in high maintenance 
turfgrass situations. Efficient use of these 
compounds can result in an aesthetic and 
functional turf. However, overuse or 
incorrect application rates can lead to 
detrimental non-target effects. i 



WE 
REMEMBER 
WHY YOU 
CALL IT 

m o m 

W SERIES 
LOW CAB FORWARDS 

It's very simple. The more your 
trucks can carry, the greater 
your profit potential. 

That's why we offer lawn 
and landscape businesses a 
series of low cab forward 
trucks with payloads ranging 
from 5,751 to 22,790 pounds:* 
the GMC Truck Forward and 
Chevrolet Tiltmaster W4, W5, 
W6, W7 and W7HV series of 
low cab forward trucks. 

W6 Series Model 
They're easy to maneu-

ver in tight spots, with their 
set-back front axle and stan-
dard power steering. They give 
you the great visibility of 
a panoramic windshield with 
their cab-over-engine design. 
And they're built to carry the 
specialized loads you need to 

carry. See your GMC Truck 
Forward or Chevrolet 

Tiltmaster dealer and 
see how the W Series 

can pay off with 
payload for your 
business. 
•Payload includes weight 
of cargo, body, equipment 
and passengers. — 

Buckle up. America! I_®LL 

GMC. GMC Truck. Forward. Chevrolet and Tiltmaster are registered trademarks of 
General Motors Corp. C 1992 General Motors Corporation. All rights reserved. 

FORWARD 
TILTMASTER 



There are a lot of commercials out 
there that make some big claims. But 
there's only one commercial with the 
quality and innovation you're looking 
for - Scag Commercial Mowers. 

Each Scag mower, from our new SSZ 
Zero-Turn Rider to our popular SWZ 
Zero-Turn Walk-Behind, is built with the 
commercial cutter in mind, giving you 
the productivity, profitability and 
performance your business requires. 

And we back our commercials up with 
leading-edge design and high quality 
manufacturing. 

Since its founding, Scag has been 
committed to the commercial cutting 
business and to the success of our 
customers. Customer profitability and 
loyalty have made Scag Power Equip-
ment the largest independent manu-
facturer of commercial mowers. 

So if you're looking for the best in 
commercial mid-size mowers, it's time 
to take a closer look at Scag. If you 
don't, your competition will. 

DIVISION OF METALCRAFT OF MAYVILLE, INC. 
1000 Metalcraft Drive, Mayville, Wl 53050 

© 1992, Scag Power Equipment 93 -02 

SIMPLY THE BEST 


