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KUBOTA RUNS 
CIRCLES 
AROUND THE 
COMPETITION 

Kubota's FZ2100 and FZ2400 with Zero Diameter Turn (ZDT) run circles around 
the competition. 

The power in the innovative FZ front mowers starts with 20 or 24 horsepower 
Kubota liquid cooled diesel engines and 
continues with the Auto Assist Differential 
(AAD) drive system that automatically 
switches between 2WD and 4WD to match 
operating conditions. With AAD, you get 
extra power to maneuver easily in wet grass 
and muddy conditions with the front wheels 
rotating freely through the tightest turns. 
The FZ can turn completely around in one 
spot without damage to the turf, cutting 
way down the time spent on labor-intensive 
hand trimming jobs. 

For productivity and versatility, Kubota's 
F-Series front mowers can't be beat. The 
F2400 is 4WD and 24 horsepower, while the 
F2100 is available in 2WD or 4WD, and has 20 horsepower. Both have Kubota 
diesel engines, and are equipped with hydrostatic rear-wheel power steering for 
easy handling. A wide selection of Performance Matched Implements provide the 
versatility. They include triplex reel, rotary, flail and mulching rear discharge mow-
ers, rotary broom, leaf blower, snowblower, and front blade. Roomy operator's 
deck, tilt steering wheel, and excellent visibility increase comfort and productivity. 

Your Kubota dealer can show you the complete Kubota turf equipment line with 
the power and maneuverability to run circles around the competition. 

Kubota 
For information write to: 

Kubota Tractor Corporation, 
P.O. Box 2992, Dept. LLM, Torrance CA 90509-2992 

Financing available through Kubota Credit Corporation. 
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V b p a 

WHEN IS SEN. Joseph Lieberman, D-CT., 
going to realize his Notification of 
Chemical Application Act, as written, is not 
the answer to federal regulation of pesticide 
applicators and their products? 

Lieberman has been wasting precious time 
and money pursuing a bill which has not made 
it through committee in three years. And 
although he recently released another draft 
of the legislation, it 's unknown when it will 
be introduced to the 103rd Congress. (Des-
pite the unknowns, it 's predicted by some 
that a new Democratic chairman of the 
Environment and Public Works committee 
in conjunction with the potential movement 
of other environmental legislation this year 
may elevate the status of this bill.) 

Contending with potential federal legis-
lation governing pesticides — namely no-
tification, posting and chemical sensitivity 
registries — has become a full-time job for 
those at the Professional Lawn Care Asso-
ciation, the Responsible Industry for a 
Sound Environment, the Coalition for Sen-
sible Pesticide Policy and others. 

And while it can be argued that pesticide 
legislation at the federal level is needed (at 
least it 's better than the state or, heaven 
forbid, the local level), Sen. Lieberman and 
others in Washington D.C., should be more 
accepting of recommendations from those 
intimately involved in the green industry. 

Sure the Environmental Protection 
Agency established the Lawn Care 
Advisory Committee with representation 
from the lawn care industry as well as from 
activist groups, but the whole concept has 
become a farce. 

Most recently, the EPA invited industry 
representatives to provide input on whether 
the agency should issue pesticide guidelines 
to the states. Before any discussion took 
place, however, the EPA had all but decided 
to issue the guidelines; a decision based not 
on scientific concern or group consensus. 
Distribution is now on hold, pending 
alleged industry input. 

Meanwhile, Sen. Lieberman's new draft 
continues to require all commercial appli-
cators to use written contract, provide noti-
fication, provide customers with a list of 
substances to be applied...that's just for 
starters. In addition, a chemically sensitive 
individual may request notification for any 
application within 800 yards. 

To say that all applicators must notify all 
adjacent neighbors to the property where a 
pesticide application is going to take place 
is ludicrous, particularly in rural areas. 

The real question here is why is anyone 
messing around with lawn care legislation 
when our government should be concentrat-
ing on a $4 trillion deficit. The war on 

drugs, gun control, unemployment, 
housing and so on should take higher pri-
ority than the legislation Lieberman has 
proposed. 

It 's anybody's guess what Lieberman 
might do. He has gained considerable clout 
since Clinton became president (Clinton 
helped out on Lieberman's attorney 
general campaign), and he's playing a 
larger role in the armed services committee 
and issues surrounding the economy. 

There's still talk of spring lawn care 
hearings, but it seems doubtful that they 
could be scheduled to coincide with the 
start of the spring lawn care season. 

Many say it 's unlikely that a lawn care 
bill would become law on its own merit, 
rather it could be attached to other 
environmental legislation sure to see some 
movement this year including the 
SuperFund, Clean Water Act and so forth. 

It would serve the industry's best inter-
ests if the re-authorization of the Federal 
Insecticide, Fungicide and Rodenticide Act 
would gain momentum this year. Since 
any kind of national preemption legislation 
falls under FIFRA, it makes sense to keep 
lawn care regulations pertaining to posting 
and notification together. 

Although some of us would like it to, the 
issue of lawn care legislation is not going 
to go away. So be it. But a consistent, 
national set of laws or regulations isn't too 
much to ask for and would let all lawn care 
professionals know what they're dealing 
with no matter what locale they are doing 
business in. 

Let 's get the matter resolved and let lawn 
care professionals go back to running their 
businesses without constantly looking over 
their shoulders. — Cindy Code • 
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TURFGRASS 
ECOLOGY 
I MANAGEMENT 

F I N A L L Y , A N A D V A N C E D T U R F G R A S S M A N A G E M E N T BOOK 
for the turfgrass professional which goes beyond the introductory level. 

TURFGRASS ECOLOGY AND MANAGEMENT¡simm 
professional turf management text devoted to advanced environmental ecology. This pioneering 
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 will be available 
June 1993. Hardbound, single copies only $39 plus $5 shipping/handling per copy. Quantity dis-
counts available upon request. 

RESERVE YOUR COPY TODAY AND SAVE .A , iO Tde r e 
received by May 15,1993, will be billed at $39 per copy. Lawn & Landscape Maintenance will pay all 
shipping and handling charges. 

i 1 

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

• Bill me 
Charge my • VISA • MasterCard 
Card# 
Expiration Date 

I Signature 

N a m e : 

Title: 

C o m p a n y Name: 

Address : 

City: State: Z ip Code: 

Published by: M M Ä C E 
4012 Bridge Ave. 
Cleveland, O H 44113 
Call 800/456-0707 for information on volume, discount prices. 
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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 
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Business Watch 
ON THE U.S. real estate front, the 
beginning of 1993 brought mostly bad 
news: Both sales of existing homes and 
home construction starts dropped sharply in 
January, after a robust December. Sales of 
existing single-family homes dropped 6.4 
percent, a big turnaround coming on the 
heels of three consecutive months of 
unprecedented growth (+10.3 percent in 
October, +5.2 percent in November and 
+5.5 percent in December) that had taken 
existing home sales to an annualized rate of 
4.02 million units — the highest point that 
figure had seen in 13 years. (Existing home 
sales for 1992 finished officially at 3.5 
million, an 8.7 percent jump over 1991, and 
the fastest pace existing homes have sold 
over a calendar year since 1988.) Housing 
starts also took a plunge, dropping 7.2 
percent in January (after having jumped 
+4.8 percent in December) to 1.19 million 
units — the lowest figure for housing starts 
since last July. In a recent USA Today 
article, an FNMA official attributed the skid 
in housing starts to unusually inclement 
weather over most of the United States in 
January. 

RETAIL SALES 
OCT. 
+2.1 

NOV. 
-0.1 

DEC. 
+0.8 

JAN. 
+0.3 

'Percent change from preceeding month. 

FIXED MORTGAGE RATES* 
DEC. 
8.02 

JAN. 
7.83 

FEB. 
7.56 

MAR. 
7.20 

* Posted yields on 30-year mortgage 
commitments for delivery within 30 

ie 
days. 

SALES OF 
EXISTING HOMES 

+10.3 

Source: The Wall Street Joumol 

HOUSING STARTS4 UNEMPLOYMENT RATE (% 

• 6 -

0tf.'92 No».'92 Dec. '92 
•(7hiiwort of harm. ttnasèf odjudtd) 

Source: Bureau of the Census Source: Bureau of Labor Statistic 

ECONOMIC REPORT: PESTICIDE NOTIFICATION 
IF THE UNITED States passes federal regulations for posting and 
prenotification for chemical lawn applications, most contractors 
interviewed said posting would bear little impact on their businesses 
financially, but that prenotification could prove burdensome. 

A majority of the contractors already post signs after applying 
chemicals to lawns, and believe benefits offset the minimal costs. 

"The average sign for posting costs 5 cents, but the benefits are 
worth the nickel. It's a great source of advertising," said Dave 
Soares of Dave Soares Landscaping, Westfield, Mass. 

Landmasters Inc., in Gastonia, N.C., doesn't post currently but is 
considering implementing a program within six months. "There 
won't be that much of a cost. That part of the business is so small; 
we only service 300 accounts," said Landmaster's Bill Jeffers. 

Andy Mumma of Sunrise Landscape Maintenance, a company in 
Albuquerque, N.M., which does not post, raised questions about 
potential lawsuits. "How do you verify you've posted if some kid 
yanks out the flag? Who's responsible? Our lawyers say that if you 
don't have many complaints about it you're OK, but what if it's a 
client that happens to be chemical-sensitive?" he asked. 

Some lawn care companies would prefer complying with national 
posting regulations rather than meeting varying requirements of 

several municipalities. "Setting a national standard would be perfect 
if it means negating all the individual communities' rulings," said 
Bill Parker, maintenance supervisor for Moore Landscapes, Inc., 
Glenview, 111. "I know in some areas cities demand their own 
specifications for signs. That could be costly and disorganized." 
A greater concern, however, hovered around costs incurred by 

potential federal notification laws. "It depends on whether you're 
talking about prenotification for everybody within a certain area or 
just notifying those neighbors that request it," said Brad Culver, 
owner of Nitro-Green in Helena, Mont. "Comprehensive notification 
laws would add costs to our services. We would charge the customer." 
Stephen Pardy, owner of Total Turf Care/Royal Ind., Fort Worth. 

Texas, believes if posting and notifying are regulated nationally, the 
laws should apply to homeowners as well as professional lawn care 
applicators. "Only 30 percent of home owners have their lawns cared 
for professionally," he said. "What about the other 70 percent that 
take care of their own lawns? There's a lot of misuse of pesticides 
out there." 

Mumma said prenotification would mean adding another staff 
person to handle the paperwork at his company, but Culver said his 
costs would not increase. • 
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Same Crew. 
Equipment 

Same CEents. 
More Income. 

§ 

Introducing ftimo. 
When business is tight, youVe got to make the a homeowner needs to mow the lawn. While it 

most of every client youVe got. Rimo™ turf growth makes the mowing go faster, leaves about half as 
regulator can help you do that with your existing many clippings to bag, and lasts up to four weeks, 
residential customers. Heck, applying Primo won't just make you more 

Because Primo cuts by half the number of times money. It will make you a neighborhood legend. 

It MakesThe Best Grass Even Better. 
©1993 C/BA-GE/GV Corporation, TUT/ and Ornamental Products, Greensboro, NC 27419. Always read and follow label directions. 

USE READER SERVICE #93 

Same 



Using 
Liquid 

Controlled 
Release 
Nitrogen 

Ferti l izer? 
Ask for 

C o R o N 
Quick green-up 

Long-term release 

Even turf growth 

Reduced clippings 

Reduced leaching loss 

Enhanced rooting 

Low burn potential 
X W T M H M T W N W W W W M 

Clear liquid solution 

Highly compatible 

C o R o N 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turfy Tree & Shrub 
Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 

Compost Salute 
Three cheers for LLM. Thank you very much on behalf of 
DK Recycling and associated companies for publishing 
your market report on composting. The more exposure we 
can get for compost, the more landscapers, etc., will be-
come accustomed to the idea of compost in horticulture. 

We are doing everything we can to encourage compost 
use in our markets in Chicago, St. Louis, Indianapolis and 
Atlanta, but our efforts go much farther with promotional 
support from respected trade magazines like yours. 

Charles Pick 
DK Recycling Systems 

Lake Bluff, III. 

Hispanic Position 
I'm compelled to comment on the article, 
"Habla Espanol?" that appeared in your 
October issue. The article was in regard to 
the growing number of hispanic workers 
in the landscape industry. 

In the mid-70s, I was a foreman at a large 
landscape nursery located in the west sub-
urban area of Chicago. We had seven or 
eight crews, two of which worked mostly 
at the nursery (el rancho) digging and pre-
paring plants and trees for the installation 
crews to take to the job site. 

I knew and enjoyed Spanish from 
school, and spoke Spanish exclusively 
with my crew. I also seized the opportunity 
to learn more about the language as well as 
their culture. Indeed, I admired their 
"strong work ethic" as was pointed out in 
the article, and I learned a great deal from 
these diligent, hard working people. 

I remember being appalled by the living 
conditions at the "Mexican hut" where 
they all stayed. When I inquired about this 
I was told that if they (the owners) fixed it 
up, it would just get trashed anyway. 
Amazingly, the workers never complained. 

The article stated, "Hispanic employees 
have actually helped recruitment by bring-
ing job-seeking friends and relatives to the 
firm." Here's how it was at our nursery: 
Whenever we needed more help. Hector, 
the leader and boss of all the Hispanic 
workers, would go down to the "barrio" 
and immediatley get as much help as need-
ed. They would all be "wetbacks" grateful 
to finally get a job. Not only would Hector 
make them pay him a fee for getting a job, 
but they also had to pay the nursery rent 
for staying in those "deplorable" condi-
tions. All this came out of their wages 
which at that time was around $3 per hour, 
tops. 

My experience at that nursery was inval-
uable, but at the same time revealed the 

thriving racket of Hispanic labor. Has it 
changed that much? Perhaps. I am still inter-
ested in knowing if the average laborer "entry 
wage" of $5.40 per hour, the average salary 
for all regions as was stated in another article 
in the same issue, applies to Hispanics. In that 
article, "How Much Are you Worth," there 
was no mention of Hispanics. 

Bob Jones 
Landscape Designer & Contractor 

Glen Arbor, Mich. 

Ed. Note: The "Landscape Industry Wage 
and Benefit Study " published by the 
Associated Landscape Contractors of 
America did not break out Hispanic labor 
from its laborer category. 

Pestidde Progress? 
In response to the pull- out section from 
RISE in your November issue. Is it any 

wonder our 
industry is under 
fire when we 
characterize 
pesticides as 
"unsung heroes" 
in a war against 
"pests' such as 
bees and bats? 
We will make pro-
gress when we 
realize our cus-
tomers are ed-

ucated and would be motivated by a more 
responsible approach by industry spokesmen. 

John Totten 
Estate Gardener 

Butler, Penn. 

Letters to the editor a re encouraged. 
Send them to: Cindy Code, Editor, 
Lawn & Landscape Maintenance mag-
azine, 4012 Bridge Ave., Cleveland, OH 
44113. • 
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N E W S DIGEST 

Miles Gives R&D 
Efforts a Boost 
Miles expenditures on research and devel-
opment will increase to about $490 million 
in 1993, up nearly 12 percent from the 
$438 million the company spent in 1992. 

Miles' R&D spending is concentrated in 
health care, polymers and coatings, 
agriculture and imaging technologies. 

Four crop protection and specialty 
products are in the final development 
phase this year: Folicur, a fungicide; 
Confidor, an insecticide; Aztec, a corn 
rootworm insecticide and Merit, a grub 
control insecticide. Merit is expected to be 
introduced in 1994. 

EPA Reletting 
Some Pesticide Data 
Nearly 30 percent of all studies being 
submitted to the Environmental Protection 
Agency are being rejected under the 
pesticide re-registration program. The 
1988 amendments to the Federal Insecti-
cide, Fungicide and Rodenticide Act 
require that the agency complete the re-
registration process by 1997, but the 
agency is anticipating that the process 
could take until 2002 to complete. 

EPA Agrees To New 
2,4-D Label Changes 
The Environmental Protection Agency and 
a group representing registrants of the 
herbicide 2,4-D have agreed to label changes 
rather than suspension of product registra-
tions for failure to submit health and safety 
data. 

The agreement is designed to reduce 
exposure to 2,4-D, one of the most widely 
used herbicides in the United States. 
According to the agreement, an extension 
was granted for the submission of overdue 
health and safety data. 

See page 97 of this issue for specific 
label changes. 

Dilloware Relocates, 
Consolidates Facilities 
Dilloware Inc. relocated and consolidated 
its offices to a new facility at 1395 Hwy. 
2722, New Braunfels, TX 78132. The 
company moved its administrative offices 
from Austin, Texas, to join the sales and 
shipping divisions already located in New 
Braunfels. Dilloware's sales line will 
remain 800/880-0887. The new fax number 
is 210/899-2124 and the international 
number is now 210/899-2100. 

National Notification 
Bill Still in Limbo 
MORE THAN 100 members attended the Professional Lawn Care Association of America's 4th 
Annual Legislative Day on the Hill in Washington D.C., hoping to discern and impact lawn care 
legislation and regulations slated for 1993. 

Attendees met with Congress members to discuss public policy issues affecting lawn care. 
The two-day event opened with the U.S. Chamber of Commerce business rally, at which 
President Bill Clinton reiterated his three-part plan to restore the nation's economy. 

Clinton outlined a $30 billion stimulus package to strengthen economic recovery; a four-
year, $160 billion 
investment plan for 
transportation, technol-
ogy, energy, environment, 
rural development and 
housing; and a $700 
billion deficit reduction 
package over five years. 

"Our system has be-
come too large, too slow, 
too unresponsive. If this 
government was a 
business, it would have 
gone under a long time 
ago," Clinton said. 

His economic plan included 150 specific budget cuts, particularly ineffective government 
programs. "This budget says I take responsibility for angering constituents for raising taxes. I will 
not sign a tax increase until I see those cuts," he said. 

He stressed that Superfund remains a major focus for the Environmental Protection 
Agency. 

Later in the day, Steve Johnson, deputy chair of the EPA's Lawn Care Pesticide Advisory 
Committee, briefed PLC A A members on the committee's areas of concern, including posting and 
notification, registration and pesticide labeling. 

Johnson indicated the EPA may issue state guidelines for pesticide regulations. The EPA's 
involvement seems to hang on whether or not Sen. Joseph Lieberman, D-Conn., plans to 
reintroduce his Notification of Chemical Application Act. 

PLCAA members that met with Sarah Walzer, Sen. Lieberman's legislative aid, received 
copy summaries of Lieberman's proposed pesticide bill for 1993. "The draft's not a whole lot 
different than the last summary of changes we received," said Tom Delaney, PLCAA's 
director of government affairs. 

The proposed bill excludes indoor posting requirements for commercial sites stated in last 
year's bill, but includes a section that would require lawn care professionals to notify 
adjacent neighbors of application one time each year. The bill also would mandate manufac-
turers to alter labeling on pesticides purchased by homeowners to include an explanation of 
posting requirements. 

Lieberman's bill has yet to be finalized. It remains uncertain whether or not public hearings 
will be held or by which Senate committee. 

David Salka of Custom Lawn Care, East Lyme, Conn., pointed out to Walzer that it is 
sometimes difficult, particularly in rural areas, to determine all adjacent properties. Walzer 
conceded the point and gave PLCAA members 30 days to respond with other comments. 

(continued on page 10) 

Kees Resumes 
Product Production 
F.D. Kees Manufacturing Co. finished 
reorganizing and restructuring its opera-
tions and is now producing its 1993 
product line. 

With new financing and an intensified 
management team, the company will place 
an increased emphasis on support for its 

distributors and dealers. The restructured 
management team includes the addition of a 
director of sales and marketing. 

The new management team consists of 
Mike Schaefer, president; George Schaefer 
Jr., senior vice president; and Donald 
Kanter, director of sales and marketing. 

Kees' 130,000-square-foot facility in 
Beatrice, Neb., will continue to produce 
products under the Kees label. 
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Nor-Am's Bendiotarb 
Suspended In California 
The Nor-Am Chemical Co. announced the 
suspension of the registration of the active 
ingredient bendiocarb in California. 
Bendiocarb, a carbamate insecticide, is the 
active ingredient in the company's Ficam 
and Turcam insecticides. 

Widely used throughout the United States 
for application in structural health and turf, 
Nor-Am made the business decision to dis-
continue Ficam and Turcam sales due to 
California's requirement to repeat certain 
toxicological studies. The voluntary 
suspen-sion took effect last December. 

According to George Raymond, market-
ing manager for Nor-Am Specialty 
Products, the decision to halt sales in 
California was made because it was 
determined the cost of the studies requested 
by the state would exceed the value of the 
Nor-Am products sold in the state. 

While present studies used to support the 
products are considered acceptable by the 
U.S. Environmental Protection Agency, 
California officials were insistent that they 
be repeated. Nor-Am distributors have until 
Dec. 15,1994, to sell their inventories, and 
users will have an indefinite time period to 

legally use the products in California. The 
suspension has no effect on sales of the 
products in other states. 

Biosys Plans New 
BiologUal Agreement 
Biosys signed a letter of intent to purchase 
AgriSense of Fresno, Calif. The acquisi-
tion is expected to be completed by the end 

of March 1993 and includes the AgriSense 
European subsidiary, Biological Control 
Systems. 

Both divisions develop and market 
pheromone-based products for control of 
pests in high-value crops, retail, cockroach 
detection and stored products. 

AgriSense was formed in 1988 as a joint 
venture between subsidiaries of Phillips 
Petroleum Co. and Dow Corning to corn-

News 
(continued from page 9) 

PLC A A plans to submit written comments and is considering whether or not to introduce 
its own model bill, according to Delaney. "Everyone seems to be waiting to see what Sen. 
Lieberman does, or what happens with his bill," he said. 

In other areas, Johnson fielded numerous questions regarding the status of 2,4-D. A panel 
of scientists is reviewing data on the herbicide. Based on their conclusions, the EPA will 
determine if 2,4-D will undergo special review.In the area of homeowner pesticide 
requirements, "we're trying to get compliance without enforcement means," he said. 

Johnson said the EPA continues to update label practices and plans to finalize its 
position on certified registration and training this year. 

In other issues affecting lawn care. Rep. Tom DeLay of Texas reintroduced the Federal 
Insecticide, Fungicide and Rodenticide Act which would simply reauthorize the existing 
laws under that Act. In addition, the Supreme Court recently denied an appeal to revoke the 
9th Circuit Court 's order for the EPA to use zero-risk standards to regulate carcinogenic 
pesticides in food. A number of the chemicals being considered are also used on turf. 

Start the spray season 
three times better prepared. 

With new TeeJet® Triple Nozzle Bodies, you're prepared for 
itn a quick 1 
praying < 

Upgrade your sprayer this year with TeeJet Triple No 

almost any spraying application. Change tips with a quick twist 
of the nozzle body. In a few seconds, you'll be :>e sr j again. 

Nozzle 
Bodies with ChemSaver® no-drip check valves. There's no 
better way to spray. 

Spraying Systems Co. 
PO Box 7900. Wheeton, IL 60189 7900 
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mercialize insect detection, monitoring traps 
and other biological control technologies. 
These products include Phillips' pheromone 
synthesis technology which disrupts the 
mating behavior of insects, and Dow 
Coming's microencapsulation/slow release 
technology. 

Extended Warranty 
Available from RAt 
A new two-year warranty program for the 
Cushman Turf-Truckster is available from 
Ransomes America Corp. 

The program applies to retail customers 
purchasing a new 1992 or 1993 model year 
Turf-Truckster as well as the Cushman 
Turf Master Sprayer. For all sales made 
through May 31, 1993, customers will 
receive an additional 12 months of free 
warranty coverage. 

The new warranty program is valid only 
at participating dealer-ships in the United 
States and Canada. All warranty information 
must be received by Ransomes America 
Corp. no later than June 15,1993. 

The Firm is also offering free replacement 
tines for the next Five years to buyers of 
new Cushman and Ryan aerator products. 
Purchases must be made before May 31. 

For more information on the program 
contact your local dealer or Ransomes 
America Corp, P.O. Box 82409, Lincoln, 
NB 68501:800/228-4444. 

Browner Hopes To 
Ease Regulatory Burden 
Industry and environmental concerns can 
live harmoniously, according to Carol 
Browner, new administrator of the U.S. 
Environmental Protection Agency. 

There's been a lot of industry discussion 
about the appointment of Browner to head 
the EPA. And although what she says in 
conFirmation hearings and what she does 
in office may be two different things, the 
following details are what Browner says 
the public can expect from her. 

Most of Browner's ideas are said to be 
based on the central theme of easing the 
regulatory burden on business with little or 
no effect on environmental protection. 

To accomplish this, "EPA should 
promote, encourage and develop rewards 
for businesses that develop pollution 
prevention and recycling strategies," 
Browner said. 

Browner suggested using incentives and 
fees as a way of easing the regulatory burden 

on business, a throwback from her days as 
directorof Florida's Department of 
Environmental Regulation. There she 
established a coalition of business leaders 
who implemented an annual fee structure 
for major sources of air pollution — giving 
her agency the resources to work with af-
fected businesses. 

As for the nation, Browner said, the future 
of environmental protection lies in creating 
incentives for businesses to prevent 
pollution. 

RISE Sponsors Legisla-
tive Symposiums 
The Responsible Industry for a Sound 
Environment will sponsor a Federal 
Legislative Symposium March 25-26. 

Designed to educate Congressional 
staffers and regulators on the benefits of 
specialty pesticides, the symposium will 
include a half-day session in Washington, 
DC, and tours of Delmarva Power utility 
and Wildlife International avian and 
aquatic testing facilities in Maryland. 

Additionally, RISE will sponsor several 
similar symposiums at the state level, 
including March 30 in Sacramento, Calif., 
and March 31 in Raleigh, N.C. • 

Why Choose ? 
Harmony BRIDGE Products 
Give You The Best of Both... 

• Homogenous Granules 
in Greens & Standard Grades 

• Consistent Release Patterns 
• Dust-free Superior Spreadability 
• Low Salt 

HARMONY 
[PROFESSIONAL 
TljRf FOOD 
14-3-6 

X I n T u n e W i t h N a t u r e n 

1 - 8 0 0 - 3 4 3 - 6 3 4 3 
Call for free samples, information and your nearest distributor. 
BRIDGEnl is a registered trademark of Harmony Products. 
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For more information\ 
PLCAA 
1000 Johnson Ferry Road N.E. 
Suite C-135 
Marietta, GA 30068 
404/977-5222 

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

••• 

GTA 
5198 Ross Rd. 
Acworth, G A 30102 
404/975-4124 

PPGA 
P.O. Box 27517 
Lansing, MI 48909 
517/694-7700 

AFMS 
c/o U. of Maryland Dept. of Agronomy 
Turf Research and Education Facility 
3120 Gracefield Rd. 
Silver Spring, MD 20904 
301/572-7247 

APRIL IS NATIONAL Lawn Care month, a 
public relations campaign first promoted by 
the Professional Lawn Care Association 
of America in 1990 to battle negative hype 
over pesticides. This year, the association 
continues to champion a positive industry, 
confident that its efforts are making an 
impact. 

The establishment of National Lawn Care 
month coincided with concern over potential 
adverse reaction to U.S. Senate Hearings on 
lawn care pesticides and the General Ac-
counting Office's March 1990 report, "Lawn 
Care Pesticides — Risks Remain Uncertain 
While Prohibited Safety Claims Continue." 

Press releases sent to 2,000 newspapers 
nationwide one week prior to the Senate 
hearings and successful radio interviews pro-
ved fruitful. 

"The first event was a success," said Laura 
Tener, PLCAA communications director. 
Several states declared April National Lawn 
Care Month, but dropped the concept after 
two years. (Former Gov. Bill Clinton of 
Arkansas was the first to adopt the program.) 

Nevertheless, PLCAA continues to pro-
mote National Lawn Care Month, claiming 
the campaign has steadily increased public 

awareness about the lawn care industry. 
"We don't sponsor a particular event, but 

we've sent out press releases to newspapers 
and magazines across the country and pro-
vided public service announcements. We 
seem to have gotten a lot of coverage," 
Tener said. 

The Associated Landscape Contractors 
of America elected Gary Thornton, chief 
executive officer of Thornton Gardens Inc., 
Maineville, Ohio, as its 30th president. The 

installation took place at ALCA's Third 
Annual Executive Forum. 

Thornton, also president of Thornton 
Computer Management Systems, grew up in 
the family landscape business joining his 
brother in a partnership in 1963. He has 
been involved in ALCA almost 25 years, 
first serving as committee chairman in the 
early 1980s. 

As ALCA's new president, Thornton 
plans to continue to provide quality edu-
cation to ALCA members, to promote edu-

PARTS 
TANKS 

S I ACCESSORIES 
SPRAY G U N S 

FITTINGS 
STORAGE CHESTS 
P U M P S 
HOSE 

Stock Orders Placed A.M.- Shipped P.M. 

Since 1968 
Street 

Pompano Beach, FL 33060 
(305) 785-6402 • 1(800)327-9005 

Fla. Residents Call Collect 
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cation and professionalism in the industry, 
increase association membership and mem-
ber involvement and spearhead an aggres-
sive public relations campaign. 

"The trends I see evolving in ALCA's 
membership are ones of professionalism 
within the industry and an increased aware-
ness of the value of landscape from the 
'outside world' of our industry," he said. 

ALCA also elected Richard Akerman of 
Northwest Landscape Industries, Tigard, 
Ore., as president-elect; Terry Anderson of 
Rentokil Tropical Plants, Riverwoods, 111., 
as vice president of finance; and David 
Minor, Minor's Inc., Fort Worth, Texas, as 
secretary. Rick Doesburg of Thornton 
Gardens was installed as landscape division 
chairman. 

The Georgia Turfgrass Association and 
the Georgia Turfgrass Foundation 
Trust appointed Douglas Moody as 
executive director of both organizations. 
Moody replaces Sarah Bundschuh, who 
resigned to work on professional education 
and training in conjunction with the GTA. 

Moody, president of Moody Management 
and Marketing Services, served as deputy 
executive director for the Professional Lawn 
Care Association of America for six years, 

and director and vice president for the New 
Jersey Turfgrass Association. 

The American Floral Meadow Society 
recently formed to develop and improve 
wildflower and grass groundcover plantings 
for ornamental and low-maintenance uses. 

The society plans to conduct research on 
wildflower and grass species, mixture form-
ulations and methods of maintenance. 

"There is no national professional 
organization dedicated to that purpose, and 
it is hoped that the AFMS will eventually 
be-come not only a unifying force in the 
field of low-maintenance wildflower 
plantings, but also a significant vehicle for 
technical information exchange," said John 
Krouse, secretary of AFMS. 

The society is seeking individual and 
organization members. Cost for individual 
membership is temporarily $10; organiza-
tional membership is $25. 

The Professional Plant Growers Assoc-
iation offers three short videos to teach 
how to increase sales of bedding plants. 

"Blooming Profits" and "Flowering 
Plants" 15-minute videos train employees 
how to maintain and sell healthy plants. 
Each covers pre-booking orders, stages of 

blooms for sale, shipping conditions, 
unpacking instructions, watering techniques, 
display and maintenance, regrouping and 
removal of plants past their prime as well as 
printed information and tie-in merchandising. 

"Success With Bedding Plants" runs 20 
minutes and covers soil preparations — re-
moving existing growth; pretreating for in-
sects and disease; incorporating organic mat-
ter to improve moisture retention and drain-
age; and selecting, installing and maintaining 
plants. 

Blooming Profits and Flowering Plants are 
$39.95 each; Success with Bedding Plants 
costs $100 for PPG A members; $130 for 
non-members. 

IN BRIEF: The California Association of 
Nurserymen, Sacramento, offers "Planting 
Seeds, Growing Minds," a horticultural 
curriculum for kindergarten through sixth 
grade. The curriculum costs $5 and includes 
11 science lessons and other hands-on 
actvities...The American Sod Producers 
Association published a 20-page booklet, 
"Healthy Lawn — Healthy Environment, 
Caring for Your Lawn in an Environmentally 
Friendly Way." Developed by the Environ-
mental Protection Agency, the booklet is 
available through ASPA, 708/705-9898. • 

RIDE A WALKER 
2>¿¿coue* 4<¡¿t, Competitive, Pnx^itvtte Mowing 

Most commercia l mowing operat ions are using walk -behind mowers 
because they have concluded no rider mower is compact or 
maneuverable enough to mow landscaped areas. Now maintenance 
operators all across the country are discovering the compact , 
maneuverab le Mid-Size Walker Mower fits their job and saves 
labor (usual ly cuts labor 1 /2 ) . The labor saving Walker looks good 
whether your business is t rying to produce profit or is operat ing on a 
budget. Wr i te or call for a free brochure. Ask for a demonstrat ion. 

Walker M a n u f a c t u r i n g C o m p a n y , 5 9 2 5 East H a r m o n y R o a d , Ft . Col l ins, C O 8 0 5 2 5 
1-800-279-8537 

Smal l ad. 
Big sof tware value. 

s 
r 

CompuScapes is the proven 
value leader in lawn and land-
scape management software. 
Comprehensive and easy to learn, 
CompuScapes software provides 
powerful profit-building benefits. 

• Job Costing 
• Routing & Scheduling 
• Estimates & Workorders 
• Complete Accounting 

CompuScapes 
2653 Gravitt Rd 

Duluth, GA 30136 
(404) 447-5858 
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RECYCLING GRASS CLIPPINGS SAVES MONEY, TIME, LABOR 

RECOMMENDED MOWING 
HEIGHTS FOR VARIOUS TYPES OF GRASS 

SOME CLAIM THE impetus for recycling 
grass clippings involves saving the 
environment, but communities latching 
onto the Professional Lawn Care Associa-
tion of America's grasscycling program are 
also saving money, and liking it. 

PLC A A's campaign began in early 1990 
in response to concerns that yard waste, to 
which the industry contributes extensively, 
was taking up valuable landfill space. Lawn 
debris constitutes about 20 percent of all 
waste dumped in landfills, and grass 
clippings make up half of that, according to 
PLCAA. Twenty-seven states and Washing-
ton, D.C., plan to ban some degree of yard 
waste from landfills by 1996. 

"PLCAA thought the program would be a 
good, positive image-builder for the 
industry, while helping educate the public 
on recycling and relieve the landfill crisis," 
said Bob Tracinski, a PLCAA spokesman 
and division manager of media relations for 
Deere & Co., Raleigh, N.C. 

The association steers communities in 

Kentucky Bluegrass 
Fescues and Ryegrass 
Bentgrass 
Bermudagrass 
Zoysiagrass 
St. Augustine 
Bahiagrass 
Centipedegrass 

developing and promoting action pro-
grams and provides technical guidelines for 
mowing, watering and fertilization. Its 
24-page brochure, Grasscycling: Commu-
nity Action Plan, outlines a seven-step 

3 . 0 i n c h e s 

3 . 0 

1.0 
1 . 0 - 1 . 5 

1 . 0 - 1 . 5 

3 . 0 

3 . 0 

1 . 5 

guide for creating public education pro-
grams, and includes text for news releases 
and radio and television public service 
announcements. 

(continued on page 21) 

^\tchie• 
^ H l ^ Help Keep 
Lawns Green for Less 

Your Greei 
¿ 2 1 

Why Pay for Entras 
You Don't Need Bestway Commer-

cial Sprayers are designed and built to fit your 
specs — exactly. Order direct from our factory and 
we'll help determine what tank size and boom length — or other 
options — best meet your requirements. Don't pay for features 
you don't need. Pay the lowest price for exactly what you want. 

Ritchie Bestway has been produc-
ing high-quality agricultural sprayers for the past 20 years. That 
knowledge is put to use producing the best commercial, lawn 
care and golf course sprayers available today That's quality you 
can depend on. 
The bottom line is a customized, quality sprayer that can help 
keep lawns green for less of your green. 
Just Call 1-800-747-0222Tor A No Obligation Quote 
Ritchie Bestway Commercial Sprayers 
120 South Main PQ Box 730 
Conrad, Iowa 50621 USA 
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MOW down 
the competition! 

Let them 

W E E D 

through the paperwork! 
Invest in your company 's 

future wi th 

BILLMASTER® 
Quick Professional Invoicing 
Track multiple businesses & thousands of accounts 
Easy and Reliable / General Ledger / Check writ ing 
Chemical Track ing for D E C . requirements 
Tax and Financial Reports. Contracts & Proposals 
Scheduling, Routing, and Mai l ing Lists 
Unlimited T O L L FREE Tra in ing and Support 
Much More for only $695.00 

CALL for F R E E D E M O DISK 
1-800-572-8713 

\ 
MASLTFTTAXTI V I S A 

\ 
MASLTFTTAXTI 
^ — ' Please specify disk size VA or 514 

Customized Business Software * Glen Rock, New Jersey 
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The inspiration for the world's 
finest utility vehicle 

came from an unlikely source. 

• Introducing... 



The new GATOR 6x4 
ALL OTHER UTILITY VEHICLES HAVE 

The similarities are 
striking.They're all 

tough and rugged, yet they go 
about their business in a quiet 
manner. Each carries a low center 
of gravity, keeping them stable 
and always on their feet. Heavy 
loads are not a burden. And they 
roam in places where others fear 
to tread. 

Each one is an animal. But only 
two are utility vehicles. 

Introducing the new Gator 
6x4 and 4x2 from John Deere. 
The only utility vehicles 

made today for both on-turf and 
off-road work. 

These two Gators do have their 
differences. The 6x4 (six wheels, 
four-wheel drive) is powered by an 
18-hp, liquid-cooled V-Twin engine. 

As for the 4x2 (four wheels, 
two-wheel drive), its power comes 
from a rugged 10-hp, 
air-cooled engine. 

But it's what the Gators share 
that sets them apart from the rest. 

Stability, even in uncertain 
times. Besides a low center of 
gravity, the Gators feature an off-
set operator's seat for better 
balance. Three turns lock-to-lock 
steering for precise maneuvering. 



and 4x2 from John Deere 
JUST BECOME ENDANGERED SPECIES 
Even hip restraints and a pas-
senger grab handle for extra 
support. 

Right next to stability is dura-
bility. Like their namesake, the 
Gators are rugged, inside and out. 
On the inside are wet-disk brakes, 
a heavy-duty transaxle, and an 

arc-welded frame with unibody 
construction. 

On the outside, you'll notice 
the fully-independent front 
suspension, forged rear-axle 
housings, and the quality, ribbed-
box construction. 

But it's in the performance 
category where the Gators truly 
dominate. With the lowest ground 
pressure in the industry, low sound 
levels, a differential lock, and hefty 

payload and towing capacities. 
Their numbers are even more 

impressive, as you'll see on the 
following page. 

A 

NOTHING RUNS 
LIKE A DEERE' 



Off-road or on-turf, the best of both worlds 
Whether they're down on the farm, or just off the 
green, the Gator 6x4 and 4x2 are always within 
their element. No other utility vehicles combine 
low compaction with high per-
formance like 

these two do. And, when stability, durability, 
comfort, and ease of operation are considered, 
it's easy to see why the John Deere Gators are 

such a rare breed. Test drive one today at 
your local John Deere dealer. 

Engine 
Make KH1 KH1 
Type 4-cycle gas 4-cycle gas 
Cylinders ' 1 2 
Valving Overhead valves Overhead valves 
Horsepower (SAE J1940) 10 18 
Lubrication Full pressure Full pressure 
Cooling system Air Liquid 
Fuel system 
Capacity 5.0 U.S. gal. (18.9 L) 5.0 U.S. gal. (18.9 L) 
Transmission 
Type Continuously variable transmission (CVT) Continuously variable transmission (CVT) 
Differential lock Standard; hand operated Standard; hand operated 
Ground speed 0-15.5 mph (0-25 km/h) 0-15.5 mph (0-25 km/h) 
Transaxle Fully enclosed; oil bath Fully enclosed; oil bath 
Brakes Wet-disk in transaxle Wet-disk in transaxle 
Steering Rack and pinion with Ackerman-type geometry Rack and pinion with Ackerman-type geometry 
Ground pressure, max. 
With 200 lb operator only 5.6 psi (.39 kg/cm») 6.9 psi (.49 kg/cm») 
Fully loaded vehicle 7.5 psi (.53 kg/cm2) 7.1 psi (.50 kg/cm2) 
Dimensions 
Length (without bumper) 99.6 in. (253 cm) 103.9 in. (264 cm) 
Length (with bumper) 100.2 in. (255 cm) 104.5 in. (266 cm) 
Width 59.8 in. (152 cm) 59.8 in. (152 cm) 
Height (overall) 43.6 in (111cm) 436 in. (111cm) 
Weight (incl. fuel/fluids) 800 lb (364 kg) 1015 lb. (457 kg) 
Payload capacity (including 200 lb. operator) 900 lb. (408 kg) 1200 lb. (544 kg) 
Turn clearance circle 22 ft. (6.7 m) 24.8 ft. (7.6 m) 
(Specifications and design subject to change without notice.) 

NOTHING RUNS 
LIKE A DEERE 



Landscape News 
(continued from page 16) 

A number of PLC A A members contri-bute 
to developing their communities' programs, 
Tracinski said. He could not estimate how 
many. 

It's difficult to determine how many 
communities have adopted the program, 
but about 1,500 companies, states, cities 
and individuals have requested informa-
tion. Germantown, Tenn., one of the first 
communities to test the program, estimates 
it saved $10,000 the first year in hauling, 
landfill and labor costs. The city plans to 
expand the program this year, possibly 
setting up a reimbursement plan for 
residents who buy mulching mowers. 

Even in communities like Germantown 
and Salt Lake City, Utah, where residents 
willingly embrace the grasscycling 
concept, it's necessary to dispel myths that 
clippings create thatch, Tracinski said. 
"Some homeowners worry about a 
buildup of thatch, but thatch is mostly 
dead grass roots. Clippings decompose 
without adding (significantly) to thatch." 

An 11-year study at the U.S. research 
station in Beltsvilie, Md., found that 

returning clippings contributes only 0.03 
inch to the thatch layer each year. A half-
inch layer of thatch helps hold moisture in 
the soil and cushions the ground to help 

Greenfield's 
'Don't Bag It ' 
program cost 

about $40,000 and 
diverted 

more than 
101 tons of 

grass dippings 
from landfills. 

prevent soil compaction. But a thick layer of 
thatch can act like a sheet of plastic to block 
the movement of air, water and nutrients to 
the lawn's root system. 

"Anything that creates a shallow root 

system also causes a thatch buildup," 
Tracinski said. "That includes scalping when 
mowing, and watering too lightly." 

Some communities not drawn by 
PLC A A's campaign are implementing 
similar programs. Greenfield, Wis., for 
example, adopted a Don't Bag It Lawn Care 
Plan developed in conjunction with BFI 
Town & Country Waste Service. Based on a 
prototype designed for Fort Worth, Texas, 
the project encouraged 52 homeowners to 
recycle grass clippings using Torn Recycler 
mowers and a slow-growth fertilizer 
provided by Howard Johnson's Enterprises 
of Milwaukee. 

The Don't Bag It program cost about 
$40,000 and diverted more than 101 tons of 
grass clippings from landfills, said Keven 
Klopp, Greenfield's recycling coordinator. 
The city estimates it saved about $2,800 in 
hauling costs. 

Fifty-seven percent of participants 
responding to a follow-up survey said their 
lawns improved during the program. Another 
40 percent said they saw no change and 8 
percent reported diminished quality. In 
addition, 15 participants reported saving 
nine hours of mowing each, while four said 
mowing took longer. • 

AMERICA'S U 
LAWN CARE//1 
FRANCHISE 
It's No Accident! 

• Largest in the U.S. 
• Lawn Care - Our Only Business 
• Rated #1, Entrepreneur 
% 25 Years of Success 
• Exclusive Patented Equipment 
• Comprehensive Training 
• Protected Territory 
• Nationally Recognized Trademark 
• No Experience Needed 
• FINANCING AVAILABLE 

PLUS The choice of 100% pure all 
natural or traditional care today's 
customers prefer. Lawn Doctor gives 
you the expertise, the equipment and 
the system to turn every lawn into a 
potential money maker. 

LAWN#DOCTOR i 
Nobody Does It Better 

...NATURALLY! 
142 Highway 34 

Matawan. NJ 07747 
800-631-5660 

Ed Reid 
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Attn. Small Landscapers: 
Little Investment, Big Business 

Finn now presents the most efficient and reliable small HydroSeeder 
in the industry. 

• Both paddle agitation and liquid recirculation 
• 3 0 0 gallon liquid capacity, for small jobs 

and spot work 
• 18 HP Briggs and Stratton gas engine 
• Spray distance of up to 6 0 feet from 

end of hose 
• Includes 5 0 ft. hose and remote 

operation 

Ideal machine for golf courses, park districts, 
cemeteries, sports fields and residential applications. 

T L 3 0 HydroSeeder 

m 

« « 
F I N N 

C O R P O R A T I O N 
Phone (513) 874-2818 

Toll Free (800) 543-7166 
FAX (513) 874-2914 

9281 LeSaint Drive, Fairfield. Ohio 45014 
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C O V E R S T O R Y 

Franchising the 

Entrepreneurial 
Spirit 
Now in its 25th year 
as a franchise-based 
company; Lawn Doctor 
continues to seek new 
markets for expansion. 

By Julie A. Evans 
GROWING UP in a blue-collar Philadelphia 
neighborhood, Russell Frith never dreamed he 
would some day be the CEO of one of the 
nation's most respected franchises. 

"There wasn't that expectation of getting a 
'good' job," he said. "Nobody talked about it. 
People focused on getting an honest job. I never 
planned to do this, and I never had any kind of 
scheme." 

Now president and CEO of Lawn Doctor Inc., 
Matawan, N.J., Frith finds the top spot can be a 
little unnerving at times. 

"Sometimes it's a very scary place if you take 
your job seriously, and if you care about people 
and recognize that your decisions can have a 
significant impact on others. That's a lot of 
responsibility," he said. 

Frith, 49, joined Lawn Doctor in 1978 as 
director of marketing. He quickly climbed the 

corporate ladder to vice president and executive 
vice president, before advancing to president in 
1983. Under Frith's leadership, Lawn Doctor 
has grown to a record-high 290 franchises in 33 
states, with estimated 1992 sales of more than 
$30 million. 

Frith is modest about his achievements. "Look-
ing back, I did the best possible job I could with 
the assignment I had," he said. "I see so many 
people in life who say they're going to do this 
at 21, do that at 23 and so on. I think that 
approach makes for very unhappy people. 

"When I came to the company, I just contin-
ued to do what I've always done — a good job 
at what I was supposed to be doing." 

Now in its 25th year as a franchise-based 
company, Lawn Doctor continues to seek new 
markets for expanding its lawn care business 
which, for the last eight or so years, has empha-
sized an integrated pest management approach 
to fertilization and weed control. The company 
expects to be a more aggressive franchisor in 
the coming years, following a short period of 
deliberate slowdown, Frith said. 

"For a period of time, we didn't look to go 
outside of the areas we were in," he said. "We 
wanted to increase our staff level to support 
growth. We've done that, so now we are mov-
ing more into a growth mode." 

HISTORY. Like Frith, Lawn Doctor wasn't 
looking for success. Success found Lawn Doc-
tor. Nearly 30 years ago, hardware store owner 
Tony Giordano and his friend Robert Magda 
opened a lawn care business in Matawan, N.J., 
in response to customer demand. 

"Tony owned the store and I worked there 
part time on weekends as a friend," Magda 
said. "We saw how business was developing in 
the area, with people moving out to the suburbs 
from New York City. They wanted to maintain 
their lawns, but generally had no knowledge of 
how to do it." 

"Customers would come into the store, buy 
products, put them down improperly and do 
more damage than good to their lawns," he said. 

Giordano began conducting lawn care classes 

Robert Magda (left) and 
Russ Frith are a big reason 
why the Lawn Doctor 
organization continually 
ranks first in lawn care 
franchising. Photo: Jeff 
Martin 
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LAWN DOCTOR 
HEADQUARTERS: Matawan, N.J. 
FRANCHISES: 290 in 33 states 

FOUNDED: 1964 by Tony Giordano and 
Robert Magda 

OWNERS: Privately held 
PRIMARY SERVICES: Fertilization, weed 

control, core aerating, seeding, pH balancing, 
foundation planning and ornamental 

services 
EMPLOYEES: 85-90 (company-related); 2,000 

(franchise-related) 
1992 SALES: More than $30 million 

EXECUTIVE SUMMARY 
THE CONCEPT: Provide integrated pest 

management; offer all-natural lawn care 
alternatives; manufacture products and 

equipment (for franchisees only). 
PROJECTIONS: 7 percent growth in 1993 

DISTINCTIONS: Rated number one in lawn 
care franchising for last nine years by 

Entrepreneurmagazine; ranked in top 100 
business opportunities for minorities by Black 

Enterprise magazine; ranked in top 100 
franchise opportunities for women by 

Women 's Enterprise 
magazine 

THE CEO 
RUSSELL FRITH 

AGE: 49 
FAMILY: Married, two sons 

EDUCATION: B.S. in accounting and 
marketing, LaSalle University,Philadelphia 
LAST JOB HELD: Executive vice president 

for Lawn Doctor 

from his store, but it soon became 
apparent that customers would pay 
for Giordano to provide the lawn 
service. 

In 1964, Giordano and Magda 
formed a partnership and opened 
Auto-Lawn of America. Magda, 
then a tool-and-die maker, had a 

knack for equipment manufactur-
ing. Dissatisfied with the lawn 
maintenance equipment available 
on the market, he designed and 
patented a tractor-combine that 
aerated, rolled seed and dispensed 
products to the lawn. 

The tractor-combine provided 

the basis for a franchisable busi-
ness, beginning in 1967 when the 
company incorporated as Lawn 
Doctor, Magda said. Franchising 
offered a means of increasing the 
equipment's distribution without 
the capital outlay required of com-
pany-owned branch offices. 

Giordano, who was Frith's pre-
decessor as president and CEO, 
passed away in 1978. Magda is 
now vice president of manufactur-
ing, research and development. 

"Bob Magda is probably one of 
the most brilliant people I've ever 
encountered in this industry," Frith 

LA HY & LANDSCAPE MAINTENANCE • MARCH 1993 23 



said. "He has the ability to look at 
lawn problems, available products 
and equipment and put them all in 
harmony. I've never seen any-
body with that kind of talent to the 
degree that he has it." 

Today, Magda oversees a 
21,000-square-foot manufacturing 
plant in Marlboro, N.J., where the 
company' s Turf Tamer and seeder 
are produced. The Turf Tamer is 
Lawn Doctor's patented applica-
tor that delivers liquid and granu-
lar products to the turf. 

As a 30-year veteran of the lawn 
care industry, Magda said he's seen 
a dramatic shift in how lawn care 
firms compete for new accounts. 
Whereas they once struggled to 
wrest customers away from the 
do-it-yourself market, businesses 
today engage in "high competi-
tion and low-ball pricing." 

"People (in lawn care) today try 
to steal customers away from each 
other rather than attacking the DIY 
market," he said. 

Lawn Doctor remains active in 
pursuing the DIY market, and 
keeps abreast of the competition, 
he added. "We try to keep pricing 

competitive; otherwise, we would 
get eaten up." 

Besides Magda, other key play-

ers on the Lawn Doctor manage-
ment team include: Hal Zeve, di-
rector of retail marketing; Ed Reid, 

Lawn Doctor does not sell, but 
leases equipment to its fran-
chisees on a capital recovery 
basis. 

director of franchise sales; Ewald 
Altstadt, director of operations; 
John Buechner, director of techni-
cal services; and David Stokham-
er, controller. 

MARKET CONDITIONS. 1992 was 
not a very good year for Lawn 
Doctor. Sales rose only 1 percent 
to 1.5 percent from the previous 
year. But Frith said that given the 
overall state of the economy, he's 
not displeased with last year's per-
formance. 

"In 1992, the entire industry was 
slow. The weather was awful. I 
don't know of anyone, net of ac-
quisitions, who had any kind of 
growth in their mature areas." 

He said he is cautiously optimis-
tic about 1993, projecting 7 per-
cent growth. The company contin-
ues to invest in research and devel-
opment and soon will unveil a 
new proprietary business software. 

In addition, the company is con-

Some tools require a lot of time and manpower.. 

o o o o v t 
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sidering five lawn care "elements" 
in which it is not currently active. 
Frith declined to name those poten-
tial new offerings, but said more 
intensive R&D will begin soon for 
at least one of them. New products 
and equipment are tested in Bucks 
County, Pa., at Lawn Doctor's 
only company-owned operation. 

Lawn Doctor does not sell its 
equipment, rather the firm leases 
it to franchisees only on a capital 
recover basis. "The equipment is 
not a profit center. We retain own-
ership to protect the proprietary 
nature of the product," he ex-
plained. 

SELLING IPM. All Lawn Doctor 
franchisees emphasize an inte-
grated pest management approach 
to their customers. "We don't want 
to use any pesticides unless it's 
necessary," Frith said. 

In January 1992, Lawn Doctor 
added a natural lawn care program 
to its service offerings. Now, cus-
tomers at 90 percent of the fran-
chises are offered three options: 
Full Need Maintainer Care, the 
company's regular integrated pest 

management approach; All-Natu-
ral Fertilization Care, an all-natu-
ral fertilizer application with no 
weed, insect or disease controls; 
and Natural-Plus Care, a program 
that combines all-natural granu-
lar fertilizers with spot treatments 
of dandelion and broadleaf weed 
control. The third option is the 
most costly; it costs about 23 per-
cent more than the regular pro-
gram. 

Frith said the all-natural lawn 
care program is going "just as 
predicted," accounting for about 
3 percent of total sales. Despite 
the low consumer interest, the 
option lets customers decide 
whether natural lawn care is the 
best approach. 

"We're being responsive to what 
we perceived as an unfilled need 
in the marketplace," Frith said. 
"Also, we felt there were some 

companies misleading customers 
about organics." 

This spring, Lawn Doctor is pre-
pared for what has come to be 
known as the annual "lawn care 
scare," when consumer publica-
tions warn readers about the per-
ceived hazards of pesticides. 

"First and foremost, we support 
the Professional Lawn Care Asso-
ciation of America with both fi-
nancial and human resources," said 
Frith, who is a past president. 
"PLCAA has done an effective 
job as a spokesperson for our in-
dustry in giving the other side of 
the story." 

Thanks to PLCAA's efforts, re-
sponsible journalism prevailed in 
most articles last year, he added. 
"We are now able to place our story 
side by side with someone who 
puts us in a negative light." 

Frith said Lawn Doctor has 
adopted a proactive stance, as well. 
For starters, customers are provided 
with an information brochure on 
lawn care benefits from the Envi-
ronmental Protection Agency. 
Company representatives also visit 
garden clubs and take advantage 

IS YOUR 
BUSINESS 

FRANCHISABLE? 
FRANCHISING HOLDS great appeal for small companies eager to 
expand. Before going the franchise route, consider the following 
questions: 

• Has your business operated profitably for a year or more? 
• Have you refined and systematized your business over the years? 
• Could franchisees operate similar businesses profitably after 

deducting royalties? 
• Can potential franchisees afford the initial investment? 
• Have people asked you about opening a similar franchise? 
• Can you train others to operate a business like yours? 

Roundup® herbicide is the ideal management tool 
when budgets are tight or manpower is limited. 

You can cover more ground in the same amount 
of time it would take using mechanical methods or 
pulling weeds by hand. 

Better yet, Roundup gives you long-lasting 
control. So crews don't have to keep coming back. 
You'll be able to allot more manpower to other jobs 
and save wear and tear on equipment—getting the 
most out of your budget. 

If you're not already using 

Roundup, don't waste another 

minute. Ask for our FREE ' 

brochure telling how Roundup 

combines ecology and economy. 

Call: 1 800 332 3111. LOWEST PRICE EVER 
ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP HERBICIDE. Roundup- is a registered trademark of Monsanto Company. © Monsanto Company 1993 IND-30003 2 /93 
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of any opportunities to talk about the benefits 
of properly maintained turf. 

Frith also shares his views as a member of an 
EPA advisory committee. The committee was 
formed under federal charter to bring together 
diverse groups of people with an interest in 
lawn care to discuss issues and help EPA form 
policies. Well-known lawn pesticide foe Jay 
Feldmann, national coordinator of the Na-
tional Coalition Against the Misuse of Pesti-
cides, is also on the committee. 

"I think there's been some good dialogue and 
a better understanding of what each person's 
issues are," he said. "But the nature of the group 

is such that there is never going to be agree-
ment." 

FRANCHISE SUCCESS, fri th is active in the 
franchise community. He was recently elected 
treasurer of the International Franchise Asso-
ciation, and has worked diligently to promote 
women and minority opportunities in fran-
chising. 

His fruitful efforts have not gone unnoticed. 
For the past nine years, Entrepreneur magazine 
has ranked Lawn Doctor first in the category 
of lawn care franchising. The company was 
also ranked in the top 100 business opportuni-

PERFORMANCE 
T R I M RITE L A W N S E R V I C E 
Kansas City, Missour i 
O w n e r : Jack Robertson 
• Founded: 1975 
• Three Mowing Crews 

100% Commercial Accounts 

"When we started 
using Encore mowers 
we cut 23% off our 

labor costs on each 
job! These were the 
same size machines -
36" and 48" - but they 
work faster and don't 
give us breakdowns." 

E n c o r e P R O - L i n e m o w e r s 
g i v e p r o f e s s i o n a l c u t t e r s 
a r e l i a b l e p e r f o r m a n c e 
w i t h a m i n i m u m of m a i n -
t e n a n c e . Q u a l i t y f e a t u r e s . 
H e a v y - d u t y p e r f o r m a n c e . 
T h a t ' s t h e v a l u e of a P R O ! 

• A set of double V-bel ts 
to e a c h rear w h e e l pro-
v ides positive drive a n d 
min imizes sl ippage. 

• D e c k re inforcement 
channe ls under the belt 
shield assure b lade 
a l ignment a n d a n e v e n 
cut. 

I Yoke-sty le casters o n 
the front w h e e l s give 
a d d e d strength a n d 
longer bear ing life. 

I A d iagonal left c o m e r on 
the cutting deck helps 
operators trim close 
without scuffing trees. 

I F ive -speed Peer less 
transmission. W e l d e d 
steel deck. Front 
bumper . Radia l cut, . 2 0 3 
thickness, high-lift 
b lades. S m o o t h 10" front 
caster tires. Excel lent 
c learance a n d curb-
cl imbing ability. 

Ask your dealer for an Encore! 
For more information on the 
complete Encore PRO-Line, 

call your dealer or send in the 
reader response card. 

MANUFACTURING CO.. INC. 
P.O. B o x 8 8 8 • Beat r ice , N E 6 8 3 1 0 

P h o n e : 4 0 2 / 2 2 8 - 4 2 5 5 
F A X : 4 0 2 / 2 2 3 - 4 1 0 3 

Quality you'll ask for again and again! 
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ties for minorities in the United Statesby Black 
Enterprise magazine; and in the top 100 fran-
chise opportunities for women by Women's 
Enterprise magazine. 

With that track record, it's no surprise that 
Lawn Doctor franchises have such a high suc-
cess rate, even by franchise standards. 

According to Frith, only 2 percent of Lawn 
Doctor franchises fail each year. (About 10 
percent of all franchises fail on an annual basis, 
compared to 50 percent of all start-up busi-
nesses). Franchisees are typically more com-
mitted and motivated than employees, Frith 
explained. 

"The entrepreneurial spirit is very difficult, if 
not almost impossible, to duplicate with com-
pany-owned operations," he said. 

"One of the huge advantages in a franchise 
system is having hundreds of owners thinking 
and acting like owners. There is a higher level 
of vesting in the business." 

Lawn Doctor provides its new franchisees 
with a two-year program of extra training and 
support, but education continues throughout a 
franchisee's career. "We probably conduct 
several hundred meetings a year, around the 
country, on sales, service and marketing strat-
egies." 

The company also sends weekly mailings and 
initiates a phone call every week to each franchi-
see. As Frith noted, it's in Lawn Doctor's best 
interest to make sure that franchisees succeed. 

"We're in tune with the marketplace," he 
said. "I would say our strongest positioning 
statement is that we are principally a local 
person doing business locally. But customers 
know that advice and resources are available 
from the parent company." 

Frith waxes philosophical about the advan-
tages of a franchise system. "I 'm a capitalist. I 
think capitalism and the extension of ownership 
of small business is a fundamental thing we 
need to continue in the United States. It falls into 
ma and pa, apple pie and the ability to own your 
own home," he said. 

"I think franchising is the last bastion of 
capitalism, in that the likelihood of success is so 
much greater. Franchisors, if they are legiti-
mate, can provide all the things someone start-
ing out today wouldn't have the ability to do. 
Compliance with laws and regulations has be-
come so overbearing — that's why the failure 
rate is so high for independent business. We 
need to continue to provide people with the 
opportunity to succeed." 

In the following question and answer session. 
Frith o f f e r s expert advice to would-be 
franchisors and franchisees. 

\ J i Why should a company consider franchis-
ing its business? 

A* 
Every way you approach the market has its 

advantages and disadvantages. Franchising 
gives you the ability to grow a distribution 
network without the corresponding resource 
requirements that someone would have to out-

(continued on page 28) 
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T a k e it f r o m J o h n H o o k s 
S e n i o r V i c e P r e s i d e n t o f 

P o s t L a n d s c a p e S e r v i c e s 

"We star ted e x p e r i m e n t i n g w i th 
mef lu id ide to r e d u c e m o w i n g a n d 
t r i m m i n g cos ts e v e n be fore they 
ca l led it EmbarkV' s a y s J o h n 
Hooks , " a n d I c a n a s s u r e y o u that 
these i tems in m y hands , w h i c h 
m a k e up the P B I / G o r d o n P G R 
D e m o Kit, c a n t e a c h y o u in o n e 
s e a s o n w h a t it has t a k e n us m a n y 
s e a s o n s to l ea rn a b o u t u s i n g 
P G R s . " 

"V 

r 

Let us send you 

Everything you need to 
know about using a PGR 

in managing fine turf 
O u r 1 4 - m i n u t e v i d e o wi l l d e m o n -
st ra te h o w y o u r f e l l o w turf 
m a n a g e r s a r e u s i n g E m b a r k ® Li te 
to r e d u c e t h e c o s t of m o w i n g , 
t r i m m i n g , e d g i n g a n d c l e a n - u p ; 
our 2 4 - p a g e P G R A p p l i c a t o r G u i d e 
wil l s h o w y o u how, where, a n d 
when; a n d t h e 7 - o u n c e s a m p l e of 
E m b a r k Li te wi l l let y o u t rea t u p to 
4 , 0 0 0 s q u a r e fee t 
of turf . R e a d w h y 
y o u s h o u l d a c c e p t 
our o f fer th is yea r 
for sure . 

E v e r e t t M e a l m a n , C h a i r m a n 
a n d Chie f E x e c u t i v e Of f icer 
P B I / G o r d o n C o r p o r a t i o n JSL 
There's virtually no end to the ways 

you can use Embark Lite and the 
tank mixes that are available to improve 
the quality of your turf and reduce your 
labor costs of mowing, trimming, edging 
and cleanup. 

It's really quite simple. You increase 
the growth of your profits by reducing 
the growth of your grass. 

The experience of Post Properties, Inc. 
is indicative. 

Post Properties, Inc., headquartered in 
Atlanta, is the premier developer and 
manager of garden apartment com-
munities totaling some 16,000 units 
throughout the Southeast. Characteristi-
cally their landscaped areas are 35% 
turfgrass; and 65% ornamental plant-
ings, flower beds, jogging trails, recrea-
tion facilities and water. 

"Cosmetic image is vital to our 
success," says John Hooks, senior vice 
president of Post, "but it puts a strain on 
maintenance costs." Hooks goes on to say 
that edging turf adjacent to amenity 
areas with a mechanical edger can take 
as much time as mowing the rest of the 
turf. 

"This is what got us started experi-
menting with mefluidide," says Hooks, 
"and we have found that, by using 
Embark Lite, our original edging 
schedule of once every two weeks can be 
reduced to every four to six weeks with 
absolutely no discoloration problems. 

"Subsequently, we have found count-
less ways to use Embark Lite," continues 
Hooks. "Including broadcasting on tall 
fescue to reduce the cost of mowing. And, 
interestingly, our expertise with Embark 
Lite has been very valuable to us in our 
program of branching out into the 
maintenance of properties other than 
those owned by Post." 

F r e e D e m o K i t 
The ideal way to start is right this 

minute, by sending in for our PGR Demo 
Kit, which contains our PGR video; 
Applicator Guide; and a sample of 
Embark Lite. Write to us for your 
complimentary kit today. Offer good 
while supplies last. 

p b l / G G R d o n 

c o n p o n a t i o n 

1217 West 12th Street 
P.O. Box 4 0 9 0 
Kansas City, M O 64101 
8 1 6 / 4 2 1 - 4 0 7 0 

EMBARK LITE 
E m b a r k » is a registered t rademark of of P B I / G o r d o n Corporat ion. © 1993, P B I / G o r d o n Corporat ion 
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Cover Story 
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lay if they were opening all company stores. 
If a company were going to open a branch 

office, that branch might cost $50,000 to open 
and start up. But the company could only open 
the branch if it had $50,000. 

If you license a franchisee, (the franchisee) is 
using his capital to put (the business) in place. 
That 's the advantage. 

But the disadvantage is that when you go the 
franchise route, you're getting a small percent-
age of the business that's being done; whereas 

if the business is company-owned, (revenues) 
are flowing through the company coffers. So 
there are tradeoffs. 

Another advantage and disadvantage: De-
pending on how it plays, in a franchise opera-
tion, there is an additional level of manage-
ment impacting the decision making. When 
you come up with a new marketing or strategic 
position, you have to sell or present the strategy 
and justify it. So the disadvantage is that 
(decision making) can be cumbersome and 
take a lot of time. 

The advantage: Now you have all these people 
looking at the program in a critical way. These 

are highly vested individuals looking at what 
we want to do. The result is a much higher 
confidence level among stakeholders with 
vested interests. 

0» 
\ J # What other factors should a franchisor 
consider? 
A» 
t l i They should keep in mind that they are not 
going to have the degree of control there is in 
owning the business outright. 

Q « What is the appeal of a Lawn Doctor 
franchise? 

A* 
L l i As compared to many other franchise op-
portunities, it's competitively priced. The total 
cost of getting into business, including every-
thing — equipment, supplies, training — is 
$40,000. And we can cause better than half of 
that to be financed. We must provide every tool 
available to ensure the franchisees' success be-
cause we are financially vested. 
Q i How quickly can franchisees recoup their 
investment? 

A« 
r i i We've had people who have made almost 
what they've invested in the first year. Some 
people make it work better than others. I 'm not 
trying to shift the burden of responsibility, but 
what determines success is not the tools of the 
craftsman but the skills in using those tools. n. 
\J% What if someone is interested in becoming 
arranchisee? What kinds of things should be 
investigated in a prospective franchise? 

A , The first thing that someone ought to do is 
inquire of a franchisor's existing franchisees. 
Ask them about the business. 

Second, are they a member of IFA? The IFA 
has a strong code of ethics. Call them and ask for 
their publications. 

If the franchise still seems interesting, the 
prospective franchisee ought to visit the com-
pany and ask for a Uniform Franchise Offering 
Circular, required by the Federal Trade Com-
mission. That covers about 20 areas of busi-
ness including background, officers and key 
owners, financial statements and litigation his-
tory. 

It also makes good sense to talk with a 
respected financial advisor. 

ÍV 
\J% What do you like best about your job? 

A* 
f l # I 'm a merchandiser by heart. I like to be a 
part of the creation of ideas that work. If you 
were to ask me, what was the one thing that I 
would like to leave behind, it would be that 
people view us as being a successful, legitimate 
business; and that we've conducted our busi-
ness with honesty and integrity. H 

The author is a contributing editor to Lawn & 
Landscape Maintenance magazine based in 
Lakewood, Ohio. 
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prentox ' 
Turf and Ornamental Products 

U s e P r e n t o x ' b r a n d i n s e c t i c i d e s t o p r e v e n t insect d a m a g e 
t o tu r f a n d o r n a m e n t a l s . P r o d u c t s inc lude C h l o r p y r i f o s 

( D u r s b a n * ) , D i a z i n o n , L i n d a n e , M a l a t h i o n a n d 
M e t h o x y c h l o r E m u l s i f iab le C o n c e n t r a t e s , w e t t a b l e 
p o w d e r s a n d g r a n u l e s . Ca l l y o u r local d i s t r i b u t o r 

for f u r t h e r i n f o r m a t i o n . 
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P E R C E P T I O N VS. REALITY 

Pesticides: 

Ruled By Fact or Fear? 
Opponents and advocates of pesticide regulation wield powerful evidence 

supporting their positions on potential health risks or specialty chemicals. But industry 
experts claim laws are based on emotions, not evidence. 

By Cathy Hoehn 
AS WITH ANY issue concerning 
potential health hazards, pesticides 
continually incite laborious de-
bate over their potential risks and 
benefits. Extremists on both sides 
hold strong convictions regarding 
how to regulate pesticides and on 
what basis. 

The U.S. Environmental Pro-
tection Agency, as designated by 
the Federal Insecticide, Fungicide 
and Rodenticide Act, faces the 
unenviable task of serving as a 
balance scale, weighing data on 
both sides and trying to effect 
some resolution that protects pub-
lic health and preserves the lawn 
care industry. 

"There are those who believe 
lawn care pesticides are not an is-
sue, and they don't know why we 
even need a committee to study 
these issues," said Steve Johnson, 
deputy chair of the EPA's Lawn 
Care Advisory Committee. "There 
are others representing environ-
mental groups that believe the 
Agency can't act quickly enough." 

On one side, activists, concerned 
about potential health risks to pets, 
humans and wildlife, believe labo-
ratory research data and testimony 
of victims claiming illness due to 
pesticide exposure provide irre-
futable proof that certain pesti-
cides cause cancer and other health 
hazards. Advocates of pesticide 
use, on the other hand, claim no 
concrete evidence exists linking 
pesticides, particularly 2,4-D, to 
cancer. 

If those opposed to regulation 
don't buy claims that pesticides 

pose serious health risks, to what, 
then, do they attribute the banning 
of pesticides? 

"Fear of the unknown," said 
Dr. George Carlo, epidemiologist 
and adviser to the Industry Task 
Force on 2,4-D Research data. 
Little was known about cancer 
when the 1957 Delaney Clause 
amending the Federal Food, Drug 
and Cosmetic Act sought to ban 
substances known to induce can-
cer. "So anything shown to cause 
cancer in animals was assumed to 

cause cancer in humans," Carlo 
said. 

These days, "in most cases we 
know more than we don't know," 
he said. Yet regulations govern-
ing pesticides continue to be 
"based not on knowledge of what 
we know, but on fear of what we 
don't know. That philosophical 
approach is inappropriate today." 

Instead of basing regulations 
on the question of what is safe, 
"we should identify what is dan-
gerous, then effectuate primary, 

Although the industry is getting 
better at educating its custom-
ers, specialty pesticides 
continue to create controversy. 
Photo: Monsanto 
secondary and tertiary solutions. 
This is standard public health 
operating procedure," Carlo said. 
"When dealing with fear of the 
unknown, you can have too much 
data. Society needs to quit ask-
ing what is safe and ask instead 
what the public health conse-
quences are." 

CONFLICTING EVIDENCE. In 
most issues dealing with oppos-
ing viewpoints, a resolution 
evolves from the analysis of facts. 
In the instance of pesticides, 
however, the facts seem to con-
fuse rather than clarify. 

Environmental activists quote 
medical professionals and ex-
perts to back their claims that 
pesticide exposure causes health 
problems. Dr. Samuel Epstein, 
professor of occupational and 
environmental medicine at the 
school of public health. Univer-
sity of Illinois, claims that 10 of 
34 pesticides commonly used 
for professional lawn care treat-
ment are known to induce cancer 
in rodents. 

Epstein also maintains that 2,4-
D, a component of Agent Or-
ange, has been confirmed as a 
human carcinogen in occupa-
tional studies undertaken by the 
National Cancer Institute, and 
that recent studies demonstrated 
major excesses of lymphomas in 
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RANKING RISKS 

dogs living in homes where the 
gardens receive regular treatment. 

In response to these views, pes-
ticide advocates point to experts 
such as Carlo who claim there 
isn't substantial evidence to label 
2,4-D a carcinogen. 

More than 45,000 articles have 
been written about 2,4-D since 
1960, and 96 epidemiological 
studies conducted worldwide. 
Peer review is complete and com-
ments indicate there's no sup-
port of the notion that 2,4-D 
causes cancer, Carlo said. 

"Research about 2,4-D shows 4 
to 5 percent on the skin is ab-
sorbed," he said. "Inhalation is 
not a major route of exposure. Its 
half-life is short. In 18 to 20 hours, 
half is gone (vs. seven to 12 years 
for Dioxin.) It's not metabolized 
to any appreciable degree. The 
body recognizes it as foreign, and 
most of it comes back out. There's 
no evidence of chromosomal dam-
age, and it has not been shown to 
cause cancer in animals." 

2,4-D, once the most widely 
used herbicide in the world, con-
tinues to undergo re-registration. 
Used since the 1940s, it works by 
blocking nutritional receptors in 
broadleaf plants. 

Diazinon also has come under 
attack. A neurotoxic pesticide, 
diazinon was banned on golf 
courses by the EPA in 1987 after 
birds allegedly died from ingest-
ing the chemical. The EPA per-
mits continued use of the product 
for lawn application. It has nearly 
completed re-registration. 

Kim Hill, a Lyndhurst, Ohio-
based spokesman for the Sierra 
Club and Earth Day Coalition, 
said a number of court decisions 
favoring alleged victims of pesti-
cide exposure helps strengthen his 
position against pesticides.In 
1988, for example, a federal jury 
awarded a Philadelphia woman 
$67.000 after she claimed illness 
caused by lawn chemicals. In an-
other case, a Michigan mail car-
rier was awarded $1 million for 
health damage after being acci-
dentally sprayed by a lawn appli-
cator. 

1 . S m o k i n g 
2 . A l c o h o l i c B e v e r a g e s 
3 . M o t o r V e h i c l e s 
4 . H a n d g u n s 
5 . E lect r ic P o w e r 
6 . M o t o r c y c l e s 
7 . S w i m m i n g 
8 . S u r g e r y 
9 . X - R a y s 
1 0 . R a i l r o a d s 
1 1 . G e n e r a l A v i a t i o n 
1 2 . L a r g e C o n s t r u c t i o n 
1 3 . B i c y c l e s 
1 4 . H u n t i n g 
1 5 . H o m e A p p l i a n c e s 
1 6 . F i r e F i g h t i n g 
1 7 . P o l i c e W o r k 
1 8 . C o n t r a c e p t i v e s 
1 9 . C o m m e r c i a l A v i a t i o n 
2 0 . N u c l e a r P o w e r 
2 1 . M o u n t a i n C l i m b i n g 
2 2 . P o w e r M o w e r s 
2 3 . S c h o l a s t i c F o o t b a l l 
2 4 . S k i i n g 
2 5 . V a c c i n a t i o n s 
2 6 . F o o d C o l o r i n g 
2 7 . F o o d P r e s e r v a t i v e s 
2 8 . P E S T I C I D E S 
2 9 . P r e s c r i p t i o n A n t i b i o t i c s 
3 0 . S p r a y C a n s 
Technical Credit: 'The Biological 
Effects of Low-Level Ionizing 
Radiation.' by Arthur C. Upton. 
Scientific American. 

Although a handful of people 
have successfully sued lawn care 
companies or chemical compa-
nies for health risks attached to 
their products, a greater number 
have lost or settled out of court. 

Based on these and similar 
cases, however, Hill believes the 
EPA failed in its duty of review-
ing pesticides already banned. 
"Past history shows danger of the 
current EPA's approach to toxic 
materials. DDT, PCBs, asbestos 
and chlordane...poisoned millions 

Decision Research ranked potential 
hazards in terms of actual risk involved. 
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100,000 

50,000 
17,000 
14,000 

3,000 
3,000 
2,800 
2,300 
1,950 
1,300 
1,000 
1,000 
800 

8 
N u m b e r of Deaths 

of Americans before scientific re-
searchers eventually gathered 
enough evidence to have them 
banned." 

CLAIMING A BAD RAP. Pesti-
cide manufacturers blame envi-
ronmental activists, media hype 
— particularly at the local level 
— and misuse for public miscon-
ceptions about pesticides. 

"The public picked up various 
perceptions from the media that 
pesticides are bad," said William 

Culpepper, chairman of the Re-
sponsible Industry for a Sound 
Environment and director of 
DowElanco's government, indus-
try and public affairs. "After the 
Alar scare, the public said 'We're 
kind of afraid of pesticides.' " 

The industry must combat the 
lack of knowledge with education, 
he said. "The key to survival is 
education about our products, 
which are misunderstood by the 
people who benefit from them. 
We may have done ourselves a 
disservice by not talking on the 
con-sumer's terms." 

In Culpepper's view, the indus-
try has thus far failed to impart 
basic facts about testing and re-
search. For example, few consum-
ers know it takes about seven to 10 
years of research development be-
fore a product is brought to market. 
Other little-known facts include: 
Each new product has to undergo a 
battery of about 120 tests; only one 
in 120,000 compounds ever makes 
it to market; and the pesticide in-
dustry is second only to pharma-
ceuticals in the degree of regula-
tion. Such facts can make consum-
ers "more comfortable with our 
products," Culpepper said. 

Some people mistakenly believe 
that products are used for aesthetic 
improvements only. Others believe 
weeds and pests can be controlled 
by nature, added Susan Drake, 
manager of public affairs for 
Monsanto's Roundup. 

"There's a belief that some sort 
of natural equilibrium out there 
can control weed and insect prob-
lems," explained Drake. "The 
theory is somewhat compelling 
with insect control, but not with 
weed control." 

JUST THE FACTS. Public educa-
tion to set pesticide records straight 
is becoming standard practice 
throughout the industry, thanks 
largely to RISE, an organization 
which serves to "help the public 
understand why we use certain 
pesticides," said Allen James, ex-
ecutive director. "People hear 
about chemicals that are consid-
ered carcinogenic and they auto-
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matically think pesticides cause 
cancer because they are chemi-
cals. It's guilt by association." 

RISE promotes education pro-
grams for policy makers on state 
and local levels as well. "More 
and more states are passing legis-
lative rules beyond reason for the 
protection of citizens," James said. 
"We look at whether the legisla-
tion is reasonable, needed or ap-
propriate." 

On the municipal level, track-
ing legislation proves a difficult 
task, James said. "Sometimes we 
don't hear about ordinances until 
it 's too late to do anything about 
them." In addition, "local rules 
are often based on emotion vs. 
science. When we learn about pro-
posed ordinances, we try to bring 
some judgment to them and estab-
lish what practicality there should 
be." James encourages lawn care 
professionals to carry that educa-
tion to their own employees. "It 's 
important they be aware that the 
job is more than going to a lawn 
and treating it," he said. "They 
have to make sure the homeowner 
has all the information about the 

products they're using." 
Bruce McQuay of Maintain Inc., 

Fort Wor th , Texas , said his 
company 's clients haven' t ex-
pressed much concern regarding 
pesticide use. "In our system, we 
pass out information to clients, 
tell them what pesticides we will 
be using, what they are, how they 
work, how much we will be ap-
plying." 

Clients at government job sites 
most often request a lawn care 
program limiting or excluding 
pesticide use, said Richard Wills, 
vice president of Landscape Sys-
tems, Ontario., Calif. "People on 
government property are more 
likely to sue. So governments 
feel if there's anything else they 
can use to avoid concerns that 
might crop up, they'll try it." 

Conversely, Walter Barrows 
of Landscapes by Barrows in 
Santa Barbara, Calif . , c la ims 
most of his clients are concerned 
about health risks posed by pes-
ticides. He blames the industry 
for the lack of public awareness. 

"Our industry is clearly at fault. 
We're the ones taking the public's 

money for our services. They 
shouldn't be responsible for our 
actions," he said. 

Barrows represents a number 
of contractors developing inte-
grated pest management systems. 
To dispel customer's fears, Bar-
rows provides material safety 
data sheets 48 hours prior to ap-
plication. He also notifies adja-
cent neighbors of new clients 
and those where drifting might 
expose their lawns to pesticide 
spray. He also, on his card, in-
vites customers to call day or 
night with questions and con-
cerns. 

"When people know what sub-
stances are being used, they're 
much less apprehensive. The 
MSDS sheets list phone numbers 
for the local poison control cen-
ters. They say what the products 
are for and what the side effects 
are. That's what the public wants 
to know." 

Residential clients' concerns 
mainly involve potential risks to 
pets and children. Contractors said 
they inform clients on which pes-
ticides won't put pets at risk, and 

how long they need to keep off the 
lawn. 

"A lot of clients use common 
sense. We tell them to stay off the 
lawn until it's dry, about a 1/2 
hour to 45 minutes after applica-
tion. And they'll keep their chil-
dren or pets off the lawn for that 
time period," McQuay said. 

Many contractors also assure 
customers they aren' t making 
blanket applications, and that the 
pesticides they use are diluted 
hundreds of times. 

"It 's up to the people using the 
product to adhere to the label and 
not use them in a discriminate 
manner," said Ray Jacques, su-
pervisor of the plant health de-
partment for Ted Collins Associ-
ates, Victor, N.Y. 

Contractors can join a number 
of organizations to obtain infor-
mation on how to use products 
and avoid problems or misuse, 
he said. Lawn care professionals 
also can access city and state 
environmental services for ad-
vice on pesticide application mat-
ters. 

(continued on page 36) 

C & S T U R F C A R E EQUIPMENT, INC. 
6207 Dressler Rd. N.W. 
North Canton, OH 44720 

(216)966-4511 • (800)872-7050 

T U R F T R A C K E R 

F E A T U R E S : 
• Spreads and sprays over 4000 sq. ft. per minute. 
• Zero turning radius for maximum maneuverability. 
• Full hydrostatic drive. 
• 12' break away spray boom. 
• 150 lb. capacity; 3 speed electric spreader. 
• Designed for residential and commercial properties. 

Commercial 
Line Trimmer 
24CC Engine 

TC3500 
Sale Price 

$259.00 

Optional v . J 
Accessories 
• 8" Saw Blade 
• 8-Tooth Brush Blade 
• Fixed Line Cutting Head é 

• Automatic Line Feed Head 
• Prewound Spools of Line „ 
• Precut and Bulk Line 
• Blade Adaptor Kit 
• Spark Arrestor Muffler 

LONGHORN 

IRRIGATION 
LANDSCAPE 
WHOLESALE 

ONLY 

DALLAS, TX 
214-406-0222 
TOLL FREE 

1-800-284-0205 
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NEW SCIMITAR 
Applied at extremely low rates, rocket-fast 

SCIMITAR" insecticide blasts major surface 
feeders — chinch bugs, sod webworms, mole 
crickets. Even mites and aphids. While other 
insecticides can take up to several hours 
for results, SCIMITAR sends 'em soaring in 
just seconds — with no odor. 

Fast control, low rates. Two advantages 
both you and your customers will appreciate. 

Scimitar 
Packaged for easy mixing, SCIMITAR 

is available in one-pound containers and 
handy water soluble packs. Plus it can be 
readily tank mixed with all commonly 
used turf and ornamental products for 
heightened control. 

For fast control at low rates...new 
SCIMITAR. For more information call ICI 
Product Information at 1-800-759-2500. 

Professional Products 
Delivering the Promise 

Always read and follow label directions carefully. 
SCIMITAR" is a trademark of an ICI Group Company 
A business unit of ZENECA Inc. © 1993. ZENECA Inc. 

USE READER SERVICE #13 Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 



Pesticides 
(continued from page 34) 

Manufacturers, too, have jumped into the 
education pool, establishing extensive pub-
lic relations programs for customers and the 
public. 

FOLLOWING THE LAW. On the legislative 
front, Sen. Joseph Lieberman, D-Conn., plans 
to once again introduce his lawn prenotifi-
cation and posting bill. 

"Our view is that there is no public value to 
that. It misleads the public. It 's onerous 

legislation and difficult to comply with," James 
said. 

Lieberman introduced The Notification of 
Chemical Application Act, which would amend 
the Emergency Planning and Community Right 
to Know Act to regulate the lawn maintenance 
industry, in 1991 and again last year. A Senate 
committee held hearings both years, allowing 
members of the Professional Lawn Care Asso-
ciation of America among others to input their 
concerns. The bill never made it to the floor, 
however, 

Lieberman's draft bill includes some favor-
able changes, according to PLCAA, but it 

ASHADE Expands Our Product Line to Six fl 

tquatic Plant Control and Ma in tenance Pro 
Concentrated • Patented • Low dosage rates! 
• E.P.A. Registered • Broad range control 

No water use restrictions following treatment 
Swim, fish, or irrigate immediately 

3nce aquatic plant growth for optimum fish prodi 
Quality Products for Water Qualil 

• Lakes and ponds • Aquaculture • Aquascapes 
For fu r the r in fo rmat ion call 1 8 0 0 5 5 8 5 1 0 6 

OjO oppliecJ biochemists mc 
6 1 2 0 W e s t D o u g l a s A v e n u e , M i l w a u k e e , W l 5 3 2 1 8 
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remains uncertain when or if public hearings 
will be held this year. 

Tom Delaney, PLCAA's director of gov-
ernment affairs, said he plans to continue 
fighting to have the bill tacked onto FIFRA 
legislation rather than the Emergency Plan-
ning Act, since FIFRA regulations already 
cover lawn maintenance firms and are admin-
istered by the state departments of agriculture 
and conservation. 

In light of all the conflicting data compiled 
on what health risk pesticides do or don't pose, 
it 's easy to understand why the EPA has had 
difficulty formulating a plan. 

"Fortunately or unfortunately, the agency is 
a fishbowl. There are many opinions on every 
issue," Johnson said. "The agency must evalu-
ate the risk and benefits of pesticides. Inherent 
in that, pesticides are substances with chemi-
cals designed to control and eliminate, or kill. 
By their very nature they are substances that 
have potential to be quite dangerous. That 
makes the process even more difficult." He 
also compared the committee to a Rubik's 
Cube. "It takes fine skill and manipulation to 
get the sides to match," he said. 

TURN TO BIOTECHNOLOGY. Although 
biorationals have not hugely impacted the lawn 
maintenance market, many manufacturers be-
lieve lawn care applicators will increasingly 
accept them as part of their IPM plans based on 
public demand, worker safety and higher insur-
ance costs. 

"I think biorationals will have a place as 
people become more demanding of products 
not having the same residual and toxicologi-
cal effects of pesticides," said Dr. Milton 
Kageyama, director of product development 
for O.M. Scott & Sons. 

A number of lawn care operators are skeptic 
about the viability of biorationals available 
today. "Of the few customers that request IPM 
treatment, none stick with it," said Drew Madzin 
of Royal Lawn, Freehold, N.J. "They're too 
competitive with the Joneses. They don't want 
weeds in their lawns." 

The EPA endorses using biorationals as part 
of an IPM system. 'The message we try to get 
across is that there are a number of things a 
person can do to control weeds and insects," 
Johnson said. "An integrated management 
system is like a bagful of tools you can use to 
control pests. Chemical pesticides are some-
times needed, but there are alternative bio-
logical pesticides being registered that can be 
used effectively." 

Biorationals on today's market are fairly 
insect specific and ineffective against weeds. 
O.M. Scott and AgriDyne jointly offer Turplex 
Biolnsecticide containing azadirachtin, a com-
pound extracted from the Neem tree seed that 
acts as an insect growth regulator and feeding 
deterrent. 

Ciba-Geigy introduced Exhibit, a biorational 
containing nematodes, in 1991. Exhibit is 
used on turf to kill sod webworms, cutworms 

(continued on page 101) 
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Introducing the new 
Ryan LawnaireK V 
Aerator 

No one goes to greater 
lengths to meet your every 
aeration need than Ryan. 
The new Lawnaire V 
proves it. 

Whether you're on slopes 
or in hard-to-reach areas, 
the LA V lets you aerate 
more quickly and effec-

tively than any other 
aerator on the market. 
And, with Ryan quality to 
back it up, the LA V will 
keep aerating over hill and 
dale, year after year. It's 

UmikiSL/MMP HHHHBnHI 

another outstanding 
example of our commitment 
to being the aeration leader 
in the lawncare industry. 

For a new slant on 
aeration, contact your local 
Ryan dealer or call toll free 
1-800-228-4444 today. 
*Offer good at participating dealers only. See your local dealers 
for details. Qualified buyers only. 

RANSOMES 
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IBA-GEIGY 

N O W Y O U 

C A N E L I M I N A T E 

C O N T A I N E R 

D I S P O S A L H A S S L E S 

S I M P L Y B Y 

E L I M I N A T I N G 

C O N T A I N E R S . 

With today's strict regulations, 

getting rid of empty pesticide jugs 

can be a major problem. 

A problem you can avoid al-

together by using the Aeroquip 

made TurfRak dispensing system. 

That way, there's simply nothing 

to get rid of. Instead, the unit is 

returned and refilled with either 

Banner, Triumph or Subdue. 

And since ifs a closed system 

that measures rates electronically, 

there is very little risk of mixing 

errors or worker exposure. 

Which can do wonders for your 

turf. And for your peace of mind. 

CIBA-GEIGY 
hville.TN. Always read and follow label directions. USE READER SERVICE #43 



CLIPPING D I S P O S A L 

The Ultimate 
Mulching Machine: 

Does It Exist? 
As yard waste bans on landfills continue to be enforced across 
the country,; lawn maintenance professionals are in search of the 
ideal recycling mower In the face of high demands, even 
manufacturers hesitate to deem themselves the masters of mulching. 
By Cathy Hoehn 

HOW CAN seemingly insignifi-
cant grass clippings wreak such 
havoc on the nation's solid-waste 
dilemma? 

That question, which danced in 
the minds of lawn and landscape 
maintenance operators only a few 
years ago, quickly became a moot 
point as a more pressing issue 

surfaced: What to do about it? 
The obvious recourse for the 

green industry was to find an al-
ternat ive to bagging, namely 
mulching. 

"The landfill crisis began fos-
tering a whole new approach to 
lawn care because it was really 
unnecessary to collect grass clip-

pings, put them in plastic bags and 
haul them off to a dump," said 
Ann McClure, executive vice 
president of the Professional Lawn 
Care Association of America. 

Research shows yard waste con-
stitutes 20 percent of the solid 
waste dumped in landfills in the 
United States, and grass clippings 

Y A R D W A S T E L E G I S L A T I O N 

Compiled by the Composting Council as of June 1,1992 

Yard waste completely 
banned from landfills by 1995 
Yard waste regulated, 
but not banned by 1995 
Yard waste banned to 
some degree by 1995 

J No regulation currently pending 

make up half of that, according 
to PLCAA. Because of the high 
statistics, 27 states will ban some 
degree of yard waste from land-
fills by 1996. Government of-
ficials expect nearly 6,000 land-
fills to close by the same year 
due to tough regulations. 

Michigan, for example, al-
ready restricts where contrac-
tors can rid yard waste. "If you're 
a contractor you cannot dump 
clippings in trash that goes to the 
landfill," said Chris Pompeo, vice 
president of operations for Land-
scape America in Warren, Mich. 
"There are designated sites to 
dispose of the clippings set up by 
some large municipalities and 
private contractors. But the lawn 
contractor has to pay to dump 
there. I think some contractors 
might lean more toward mulch-
ing because it costs them money 
to get rid of their clippings." 

In California, regulations man-
date residents reduce trash yield 
25 percent by the end of 1994. 
"That's when everyone started 
recycling," said Richard Wills, 
vice president of Landscape Sys-
tems, Ontario, Calif. 'Trash yield 
has to be reduced another 25 per-
cent by 1996, so people will look 
at reducing yard waste in order 
to meet that goal. Eventually 
recycling grass will be a big 
thing." 

"More and more restrictions 
on landfilling is forcing cutters 
to look to mulching," said John 
Crowson, national sales man-
ager for Scag Power Equipment, 
Mayville, Wis. "Three years ago 
mulching mowers were a unique 
novelty. Today they're a real 
concern. The number of inquir-
ies about mulching mowers has 
increased greatly and I think that 
is going to continue." 

WHY MULCH? Despite increas 
ing landfill regulations, many 
within the industry still mow 
according to convenience, cost 
and customer expectations. "It 
real ly depends on the 

(continued on page 42) 
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11 We compete for business, 
but w e all agree on the same truck.1 

In Atlanta, a city known for its beautiful landscaping 
a city sprucing up for the '96 Summer Olympics, Isuzu 
Truck is the truck of choice among landscape contractors. 

"I first bought an Isuzu in 1986; within 6 months I 
bought another one. Ever since, I've averaged one or 
two new Isuzus per year," says Greg Coleman, 
owner of Vision Scapes. 

According to Andrew Baldy, vice president of 
Oakwood A.PC.I., half his company's 20 trucks 
are Isuzus. "As we keep growing, we'll keep on 
buying Isuzu trucks. Reason being, 
we get longer life out of them. 
We also get better fuel mileage, 
easier maintenance, lower 

upkeep and much better overall durability ." 
Ken Thomas, owner of Landscape Techniques says, "I 

didn't know what cargo room was until I got an Isuzu." 
Adds Greg, "My mechanic loves it. He likes the tilt 

cab. And if you take an Isuzu in a cul-de-sac, you can 
almost do a figure eight" 

Terry Walton of Greenscape just bought two 
new Isuzu trucks." People I talked to had noth-
ing but good things to say about the trucks." 

Andrew sums it all up, "I will never go to 
another truck. And that's truth. 

If you'd like to keep up with 
the competition, just. 
call (800) 568-6672. 

USE READER SERVICE #14 

Works for Ken, Andrew, 
Greg and Terry. 



Mulching Mowers 
(continued from page 40) 

customer 's requirements as to 
whether the mulching mower is 
the way to go," said Jim Wallace, 
marketing manager for The Torn 
Co., Minneapolis, Minn. "If you 
use mowing mulchers on very, 
very lush lawns, you'll end up 
cutting the grass more often and 
invariably it doesn't look as good 
and you end up going back." 

Pompeo maintains that upscale 
residential clients don't stand for 
mediocre lawn manicures, and 
contractors won't risk losing those 
clients. "I know a lot of people out 
there who say recycling grass clip-
pings is the way to go, and to a 
certain extent I agree," he said. "If 
the area is big enough and it's the 
type of grass that lends itself to 
that system, then fine. If you're 
talking about lush lawns for up-
per-scale residences, you're not 
going to lose the clippings in the 
grass. You're going to see them 
on top." 

Other contractors employ tricks 
of the trade to improve mulching, 

Pompeo noted, but he's not buy-
ing the alleged benefits. "A lot of 
guys say they double cut — cut 
in one direction, cut in the other 
direction. That 's fine but if you 
cut it once, you pick up the clip-
pings and you're done. You double 
cut, what are you saving?" 

On the other hand. Wills said, 
he believes contractors should 
point out mulching's advantages 
rather than perpetuate a customer's 
negative views. "People want ex-

tremely groomed environments 
for their homes. You have to 
educate customers on the ben-
efits of mulching because the 
mowers won't always cut to a 
fine powder," he said. 

Of those who mulch, most con-
tractors indicated cost played the 
most significant role in their deci-
sion to do so. Pedro Berreles, 
project manager for Moore Land-
scapes, Glenview, 111., switched 
to mulching mowers when land-

An illustration from Toro 
depicting the mulching action of 
its Recycler mower. 

fill laws required him to haul 
clippings 30 miles. On residen-
tial jobs, he made the switch and 
then asked customers for their 
opinions. 

"They couldn't tell the differ-
ence with the mulching mowers," 
he said. With commercial clients, 
"they didn't care what equipment 

(continued on page 44) 

Buy a sprayer that lasts-
Year after year! 

For the times you need a compression 
sprayer, buy a Hudson professional 

sprayer from Green Garde®. 

Built with you in mind 
Hudson professional 

sprayers feature... 

• Strong, malleable steel 
pump handles. 

• Heavy-duty Kern Oil™ hose. 

• Efficient brass or polyamide 
pumps that pressurize with 

few strokes. 

» Viton® (fluorocarbon) shut-offs. 

• TeeJet® or TeeJet® adaptable 
brass nozzle assemblies. 

• Choose stainless or Endural® 
epoxy-coated galvanized steel 
or heavy-duty poly in a variety 

of sizes and configurations. 

• Call or fax now for your Hudson 
professional sprayer catalog. 
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a 9W Green Garde Division 
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NEW MACHINES 

U P - G R A D E 
YOUR O L D O N E S ! 

• No More Leaf Pickup! 
• Easy to Sharpen 
• No Inner Baffles Needed 
• Every Revolution Cuts Each 

Grass Blade Twice 
• Saves Time & Money 
• No Clippings To Dump 
• Puts Nutrients Back As You Cut 
• Grass Seems To Disintegrate 

p a t e n t p e n d i n g 
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Testimonial: "When we used the Weegy Mulching Blades last 
season, my crews productivity tripled and best of all we didn't 
pick-up any grass or leaves at all. I can't wait until spring to cut 
my job times and increase my crew's production & profit." 
-Willy Perez, Head Foreman, EARTHCARE INC. 
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Nationwide Distribution 
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U N T R E A T E D * , T R E A T E D 
with 5-oz. FeRROMEC AC 
per 1,000 square feet. 

F e R R O M E C ' L iquid Iron's rapid green ing effect is 
i l lustrated in th is 50 ,000 sq. ft. zoys iagrass lawn at 
L i b e r t y P a r k , a d e v e l o p m e n t o f T o r c h m a r k 
Deve lopment Corporat ion , located a long I -459 in 
B i r m i n g h a m , AL. It w a s p h o t o g r a p h e d 48 hours 
after the right s ide w a s sprayed wi th F e R R O M E C 

L i q u i d I r o n . To c o n d u c t t h e d e m o n s t r a t i o n , 
L a n d s c a p e Serv ices Inc. d iv ided the lawn wi th a 
p l u m b l i n e o n J u n e 5 , 1 9 9 1 , a n d w a l k e d t h e 
t reatment o n the turf , us ing a C h e m L a w n gun. LSI 
s u p e r v i s o r s are s h o w n a d m i r i n g t h e d i f f e r e n c e 
before spray ing the rest of the turf . 

They Got the Green 
Without the Growth 
R e a d h o w o n e o f t h e l a r g e s t 
l a n d s c a p e m a i n t e n a n c e a n d 
i n s t a l l a t i o n c o n t r a c t o r s in t h e 
S o u t h a c h i e v e s b r i l l i a n t , l o n g -
l a s t i n g g r e e n w i t h o u t e x c e s s i v e 
g r o w t h o r e x p e n s e b y r e l y i n g 
m o r e o n F e R R O M E C ® L i q u i d 
I r o n a n d l e s s 
o n n i t r o g e n . 

Everet t M e a l m a n , 
Chairman and 
Chief Executive Officer 
PBI/Gordon Corporation I k 
"I t's our belief that there are two basic 

factors that have a bearing on our suc-
cess as landscape maintenance and instal-
lation contractors," says Carl Love, main-
tenance supervisor, chemical division of 
Landscape Services Inc. (LSI), headquar-
tered in Birmingham, Alabama. "They are: 
the health and appearance of the turf and 
o rnamenta l s we manage; and customer 
satisfaction." 

Obviously, LSI is doing well on both 

counts, as witness the fact that they are one 
of the largest companies of this kind in the 
South. 

Their program for zoysia and Bermuda 
consists of a special fertilizer formulation 
that is designed to rely more on Ferromec 
than on nitrogen to supply the color. Five 
fertilizer applications per year are made . . . 
one every 40 days d u r i n g the growing 
season, with a custom-tailored fall applica-
tion that varies from year to year. Ferromec 
is the major component in this 
program to assure maximum J g j 
green-up. > 

"This schedule gives us what 
we like to call show turf" says 
Love, "and yet the cost is more 
than competitive. Best of all, it 
doesn't result in excessive top-
growth t ha t occurs when you 
rely completely on nitrogen for 
color." 

So much for healthy, beauti-
ful turf and reasonable costs. 

But how about the way they t reat their 
customers? 

" C u s t o m e r s w a n t to know t h a t you 
appreciate the i r business. They need to 
know t h a t they can depend on you for 
special r eques t s as well as day to day 
m a i n t e n a n c e . Fer romec, wi th i t s f as t , 
brilliant green-ups, is a real jewel in our 
customer relations program. Our customers 
see immedia te resul ts from a visit and 
know that , no mat ter what the occasion, 
their landscape will pass the test." 

How's tha t for treating your customer 
right! 

Love goes on to say that LSI has tested 
many liquid irons, but says that none of 
them measure up to Ferromec. 

"Ferromec is ideal," Love contends. "It 
always works! It works fast! The color lasts 
longer! It's economical . . . and perhaps 
most important of all in this environmental 
age . . . it gives us the green without the 
growth." 

W h y F e R R O M E C is s u p e r i o r 
to o t h e r l iqu id i rons 

Ferromec is formulated by a patented 
process which creates a stable solution of 
u rea and iron sul fa te . The ni t rogen in 
Ferromec, being in urea form, carries the 
iron into the plant quickly and efficiently. 
Although stable in solution, the urea and 
i ron q u i c k l y b r e a k down a f t e r b e i n g 
absorbed by the plant. 

Thus Ferromec produces a radiant green 
fast!.. . usually within 24 hours, depending 
on conditions. 

Yet the amount of nitrogen in Ferromec is 
so miniscule tha t you get th is dramat ic 
green wi thout the unwanted topgrowth 
associated with heavy nitrogen fertiliza-

tion. The color generally lasts 
through five to six mowings. 

F u r t h e r m o r e , t h e u r e a in 
Ferromec holds the iron in a 
Ferrous state. Thus that portion 
of a Ferromec spray treatment 
which misses the leaves and falls 
to the ground can still be slowly 
absorbed through the roots. 

If you, like Carl Love, want 
| the "green without the growth" 

try Ferromec — the liquid iron 
Carl Love y ° u c a n rely o n -

p b i / G Q R c l o n 
c o n p o n a t i o n 

M 2 1 7 W E S T 12th STREET 
P. CD. BOX 4 0 9 0 
KANSAS CITY. MISSOURI 64101 
816 /421-4070 

FeRROMEC AC 
F e R R O M E C » is a registered trademark of PBI /Gordon Corporation C PBI /Gordon Corporation. 1992 AMINE COMPATIBLE LIQUID IRON 
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Mulching Mowers 
(continued from page 42) 

we used as long as we got the job 
done. They know us and trust us to 
do a good job," he explained. 

Eliminating hauling is only a 
portion of potential cost savings. 
Some contractors contend that not 
bagging the clippings saves time, 
which translates into lower labor 
costs. Bruce McQuay of the Fort 
Worth, Texas, branch of Maintain 
Inc., estimates his branch saves al-
most $2,000 per year on each job 
site by mulching rather than bag-
ging. The savings allowed the com-
pany to focus on other services such 
as pruning and weed control. 

"In the 90s, everyone is drop-
ping numbers. Switching to mulch-
ing mowers helped us. We're more 
efficient. We reduced costs and low-
ered our prices," he said. 

Wills, though a firm believer in 
mulching, said the process doesn't 
save Landscape Systems time or 
labor. "Maybe that will happen as 
we learn the differences between 
mulching mowers and the oth-

ers," he conceded. "There's defi-
nitely a learning curve that goes 
along with it." 

Bob Tracinski, division man-
ager of media relations for Deere 
& Co., Raleigh, N.C., added other 
factors to the list of cost savings 
when mulching. 

"Mulching allows the opera-
tor to get onto the property, mow, 
do the job well and move on. If 
you have to collect the clippings, 
that means paying for gas, an 
additional vehicle and an addi-
tional person. That adds a lot of 
time and expense." 

Those who don't mulch often 
hide behind the myth that mulch-
ing causes thatch, claimed Tra-
cinski, who said there are meth-
ods to ensure good turf quality. 
For instance, following the one-
third rule — cutting only one-
third the length of the grass blades 
at any given time — reduces 
shock to the root systems, be-
cause root depth is partly deter-
mined by grass height. Scalping, 
or cutting the grass too short, 
causes some of the root system to 
die, which creates thatch buildup. 

Sha l low water encou rages 
grass roots to stay near the soil 
surface where moisture is easy to 
find. Therefore, i t ' s better to 
water infre-quently, but deep into 
the soil to encourage grass roots 
to grow down 6 to 8 inches, 
Tracinski said. 

Another common complaint 
about mulching is the brown trail 
of clippings mowers sometimes 
leave behind. 

"What 's happening is that con-
tractors aren't reducing clippings 
enough so that they will fall be-
tween grass blades in the lawn," 
Wills said. "True mulching mow-
ers are designed to almost powder 
the clippings." 

MOWER PERFORMANCE. Main 
tenance professionals are now rat-
ing mulching mowers fairly high-
ly, compared to an informal sur-
vey conducted by Lawn & Land-
scape Maintenance two years ago 
(March 1991). Those interviewed 
for this article said they've seen 
recent equipment improvements, 
but that some drawbacks remain. 

David Frank of David Frank 

Landscape Contracting in Ger-
mantown, Wis., said he believes 
today's mulching mower market 
leaves room for improvement. 

"There are a lot of consider-
ations when looking at a mulch-
ing mower, not all of which are 
answered by today's mowers," he 
said. "For example 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 idea is to Find 
the best system to mulch where 
the turf looks great when you're 
finished and you don't have a real 
abnormal increase in how fre-
quently you have to mow." 

Of the mowers available. Wills 
prefers walk-behinds designed 
specifically for mulching rather 
than modified traditional ones. 
His only criticism is low perfor-
mance on wet grass. "Some say 
its best not to mow wet grass. 
The reality is that sometimes 
you're going to have to," he said. 
"If we're going to cut grass that's 
wet, we bag it instead." 

(continued on page 46) 

The 
BUling 
Clerk™ is ever-
so-easy to install 
and use! 
Installation takes 2 
minutes or less! To 
install just type 
A:INSTALL at your harddisk prompt! 
That's right! The Billing Clerk self installs 
and is so easy to use! It's all menu driven 
and walks you from screen to screen. 
•As you send out invoices, your Accounts 

Receivable is automatically updated and 
cross referenced to your customer's ledger! 
No more having to keep track of all that 
paperwork manually! 

•Each account has it's own ledger, you can 
view your customer's transaction history at 
a glance. 

•Post additional charges or payments 
directly to your customer's account in just 
minutes, using an easy transaction screen. 

This lets you enter 
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screen to screen 
for each customer! 

Of course, all transactions are 
automatically posted directly to each 
customer's account. Plus, you can print a 
posting report as you enter transactions. 

•This system was designed to handle an 
unlimited n u m b e r of cus tomers , b i l l ing 
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recurring invoices or statements. 
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For the tu r f manager who worr ies about 
every spot, patch and mold. 

*« .t/'-ii r'A 

Broad spectrum Curalan DF controls 
eight diseases without harm to turf 
so turf managers can sleep nights. 

T w o - w a y protect ion 
Like Curalan flowable, Curalan DF 
gives you the option of preventive and 
curative treatments by adjusting the 
application rate. 

Labe led for all turf g rasses 
You can apply Curalan to any turf 
grass variety, at any stage of growth 
without concern for injury. 

DF formulat ion is easy to use 
Curalan DF is easy to handle and 
leaves less residue in the jug. 

Simple solut ions to c o m p l e x p rob lems 
For more information call 1 -800-878-8060 

Always read and follow label directions. 
Curalan is a trademark of BASF Corporation. 
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Mulching Mowers 
(continued from page 44) 

Deere & Co. doesn't advise 
mowing in wet grass, particu-
larly young grass in the spring. 
"You run the risk of pulling 
young grass out of the lawn and 
increasing ground compaction so 

that air, water and nutrients can't 
get to the turf 's root zone," 
Tracinski explained. 

A mower's job performance 
often depends on how sharp its 
blades are. Companies offer 
blades with varying sharpness, 
but they can't control how well a 
contractor maintains them. "We 

bought a couple of spare blades 
and change them every other day 
and sharpen them," Wills said. 
"That may sound like a lot but 
it's a five-minute job." 

Those that don't mulch are 
waiting for upgrades in the mar-
ket. Matt McCoy of McCoy 
Landscape Services, Marion, 

Ohio, believes his traditional 
mowers leave lawns looking bet-
ter than mulching mowers could. 
"We weren't satisfied with the 
test results we saw on mulching 
mowers. We're waiting for im-
provements before doing our own 
tests." 

Similarly, A1 Overby of Colo-
rado Landscape Enterprises, West-
minster, Colo., said his company 
plans to consider mulching mow-
ers when the old equipment needs 
replacing. "We'll consider them 
if they're comparably priced. One 
concern is that we would have to 
change our fertilizer format to 
promote less top growth." 

Maintain's Fort Worth branch 
tested side-chute, "no-bag-it" 
mowers at a customer's request, 
but opted for rear-bag mowers, 
McQuay said. "We would have 
had to tailor our fertilization and 
irrigation programs to that." 

RATING THEIR OWN. Even the 
manufacturers producing the 
mowers aren't completely satis-
fied their products are meeting 
market needs. "Mulching is a 

M O W I N G ALTERNATIVES 
FOR CONTRACTORS whose clients aren't happy leaving clippings in the lawn, but who want to divert 
yard waste from landfills, Chris Pompeo, vice president of operations for Landscape America, Warren, 
Mich., suggests collecting the clippings to use in fertilizer. 

"We pick up most of our clippings and mulch them here in the yard into planting mix to use back on the 
job site as a planting medium," he said. 

Most of Landscape America's jobs are smaller commercial projects and large residential properties. At 
those sites, the maintenance crews bag the clippings and leaves and haul them back to the yard, where 
they're mixed with soil in a shredding machine. 

"You have to have an area where you can dump clippings and set up soil," Pompeo said. "A lot of 
small contracting companies don't have a yard, they just operate out of their house, so obviously they 
don't have the room." 

Pompeo said the system works well for his company, but incurs some costs at the onset. "First, there's 
the expense of the machine, then the expense of the property to set up this type of area." 

Before purchasing the shredder, the crew used an end loader to mix material. "You take a little bit of 
grass, a little bit of clippings, pick it up, dump it on the ground, pick it up, dump it on the ground. Just 
keep doing that until it's mixed up. The machine is a lot quicker, of course, but it works either way," 
Pompeo said. 

TO ECONOMICALLY RECYCLE 
TREES, BRUSH & P R U N I N G S 

C H O O S E A 
B A N D I T C H I P P E R 

Select one of Bandit's 6", 9", 
or 12" diameter capacity, 
horizontal-feed chippers or 
Bandit's 5" gravity-feed 
chipper. All are hydraulic-
feed, disc-style chippers. 
See how quickly and effort-
lessly these machines turn 
tree and shrubbery waste 
into dimensional, recycle-
able wood chips. 

THE 9" DIAMETER CAPACITY MODEL 90 
S M A L L C H I P S A R E I D E A L FOR M U L C H A N D C O M P O S T 

Bandit's 6" and 9" chippers produce finely ground 1/4" length or 3/8" 
length chips, and Bandit's 12" machines can be purchased with extra 
knives and knife pockets to produce small chips. 

Ill III I 

Isn't it time that you tried the most popular chippers in the 
tree care industry. Call or write for free brochures, price 
sheets and video tapes: 

BANDIT INDUSTRIES, INC. 
6750 MILLBROOK ROAD • REMUS, Ml 49340 
PHONE: (517) 561-2270 • FAX: (517) 561-2273 
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whole new ball game," said Bob 
Tomasek of Walker Manufactur-
ing, Fort Collins, Colo. "People 
say they can mow under almost all 
conditions, then they qualify it by 
saying, well, sort of. There's a lot 
of work that needs to be done in 
the area of mulching." 

"As of yet, I don't think there's 
one mulching mower available 
that does a good job in every 
condition that the operator runs 
into," said Scag's Crowson. 

The challenge in developing 
an effective mulching mower is 
how to channel the air, said Toro's 
Wallace. "It needs a good suction 
initially to get the grass to stand up 
straight and to get a good cut," he 
explained. "Then it needs to hold 
the grass in the chamber long 
enough to chop it into tiny pieces, 
and then blow the grass down 
into the turf." It also needs a 
smooth mowing chamber "with 
no lip on which clippings can 
collect and clump together," he 
added. 

Many manufacturers have risen 
to meet the challenge, while also 
trying to heed the commercial 

contractor's call for more versa-
tile mulching mowers with side 
discharge capability for walk-be-
hinds and rear bag and wider decks 
options for riders. 
Toro recently upgraded its Recy-
cler mower line, first introduced 
two years ago. Available in sizes 
up to 72 inches wide, the Recycler 
employs a plastic kicker installed 
underneath that helps grass stand 
up so it can be cut several times, 
and then helps flow air so clip-
pings blow back into turf. 

Deere & Co. introduced the 
Tricycler mulching mowers in 
1989, products which have since 
been upgraded. Tracinski said the 
mower transforms into a side dis-
charge or rear bagger without re-
moval of the mulching blades, 
providing more flexibility than a 
dedicated mower. The company 
"premiered" various plate attach-
ments with differing positions, 
namely higher for mulching grass 
and lower for mulching leaves. 
The Tricyclers also offer a rear 
attachment for collecting leaves 
and clippings. 

The Versadeck walk-behind 

recently introduced by Ransomes 
America Corp., Lincoln, Neb., 
serves as the company's first ven-
ture into the mulching arena. The 
machine is dedicated, but in-
cludes removable bolt-on mulch-
ing inserts for conversion to bag-
ging or side-discharge. The in-
serts' specially sharp mulching 
blades with dome configurations 
ensure maximum chopping of 
grass, said Jim Hoffmeister, ter-
ritory manager for Ransomes. 

Encore Manufacturing, Bea-
trice, Neb., introduced a mulch-
ing kit for its 36- and 48-inch 
walk-behinds last spring. The 
baffle fits underneath with a cover 
over the discharge area, said Gary 
Rogge, plant manager. Two low-
lift blades replace two of the regu-
lar high-lift blades, chopping clip-
pings continually until they fall 
to the lawn. There is no special 
air channel to lift the grass blades 
or blow them back into the grass, 
Rogge said. 

Scag also offers a mulching kit 
for its mowers with up to a 61-
inch deck. The kit closes the dis-
charge opening, capturing the 

clippings for finer cutting. 
One entrepreneuring lawn and 

landscape professional, not quite 
satisfied with what he found avail-
able on the market, designed his 
own mulching blade. Louis Nes-
cone II, owner of Weegy Mowers 
in Lakewood, N.J., offers what 
he claims is the first commercial 
reversible mulching blade for 
walk-behinds. The blades have 
two separate cutting levels so the 
grass is cut at least twice with 
each revolution. 

"I couldn't find a mower with 
blades that met my needs, and I 
couldn't afford to spend $6,000 
on each new mower, so I pounded 
out my own blade design," he 
said. 

Manufacturers have yet to pro-
duce the perfect mulching 
mower but the future holds prom-
ise, said Crowson. "There's go-
ing to be a lot of improvements 
in the next five years. The mulch-
ing market is here to stay." • 

The author is Associate Editor of 
Lawn & Landscape Mainte-
nance magazine. 

July 18 -24 ,1993 • Breakers Hotel • Palm Beach, Florida 

Turf researchers from 16 different countries! 
First time in the U.S. in 20 years! 

Attend symposia on the latest turfgrass research topics 
Practical information will be presented as well as research papers 
Tour notable turfgrass sites 
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P R E E M E R G E N C E HERBIC IDES 

Controlling 
Annual Crabgrass 
CRABGRASS, THE BANE of 
the homeowner lawn. 

Crabgrass and dandelions share 
the distinction of being the most 
prevalent weed problems in North 
American turf. Crabgrass is par-
ticularly troublesome because of 
its aggressive growth rate which 
allows it to outcompete most turfs 
during the summer months. 
Thankfully, crabgrass is an an-
nual plant which dies each fall 
giving turf managers a chance to 
gear up for next spring's battle. 

Crabgrasses are members of the 
genus Digitaria (derived from 
Latin digitus, for finger) which 
contains approximately 60 spe-
cies. You may be surprised to 
learn that crabgrass was an impor-
tant food crop in China as far back 
as 2700 B.C. and is still used as 
a cereal crop in some cultures.1 

Surprisingly, crabgrass was in-
troduced to this country as a for-
age crop in 1849 by 
the United States 
Patent Office.1 How-
ever, crabgrass never 
really caught on as a 
forage grass despite its 
considerable produc-
tion of seed and dry 
matter. Once introduc-
ed, crabgrass emerged 
as a considerable weed 
problem not only in 
turf but in other crops 
such as peanuts and 
sugarcane. 

Two species of crab-
grass create the chief 
weed problems in turf. 
Large crabgrass (digi-
taria sanguinalis) and 
smooth crabgrass (Di-
gitaria ischaemum) 
are both highly com-
petitive; large crab-
grass is more common 
in the southern por-
tion of the United 

Preventively 
Crabgrass control is 

generally a frustrating 
proposition but it can work 

if approached with a 
proactive turf 

management program. 
Bruce Branham By 

States and smooth crabgrass has 
a slightly more northerly adapta-
tion. Both species, however, are 
found as far north as Canada. 

Crabgrass is a troublesome 
weed because it grows in a pros-

trate spreading manner when 
mowed, produces abundant tillers 
and sets a large seed crop. A 
single large crabgrass plant was 
found to produce 700 tillers and 
150,000 seeds. Just be thankful 

A general photo of crabgrass, one of turf's most prevalent weeds in turf. Photo: B. Branham 

you don't manage turf in a tropi-
cal environment. Under tropi-
cal conditions, large crabgrass 
can act as a perennial species 
producing even larger numbers 
of seed.1 

Goosegrass is another seri-
ous annual grass weed in turf. 
Goosegrass is adapted to the tran-
sition zone and warm-season 
grass growing regions. It can 
tolerate close mowing and can 
be a serious weed on golf course 
greens. It also grows well on 
compacted soils, and is often ob-
served in the cracks in the ce-
ment of sidewalks and drive-
ways. 

Occasionally, green and yel-
low foxtail show up as weeds in 
turf. Other annual grass weeds 
such as barnyardgrass and fall 
panicum can't stand up to the 
rigors of frequent mowing, and 
are generally problems only in 

new seedings. 

CONTROL MEASURES. 
Of the three major pest 
classes, weeds are the 
least amenable to bio-
logical controls. Cur-
rently, there are no 
commercially avail-
able biological con-
trols for crabgrass. 

An important aspect 
of any weed control 
program is using prop-
er management to limit 
potential weed inva-
sion. Proper manage-
ment is really just the 
ABC's of good turf su-
pervision. Fertilize 
properly to ensure 
good turf density, but 
don't overfertilize. It 
can make the turf more 
susceptible to disease 
and insect attacks. 

(continued on page 50) 
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Crabgrass Control 
(continued from page 48) 

Mow the turf at the highest prac-
tical height of cut. This ensures 
deep rooting and a healthy, dense, 
competitive turf. Light can stimu-
late weed seed germination so 
keeping a dense, canopy with 
maximum leaf area will help re-
duce the number of weeds invad-
ing the stand. 

During weed seed germination, 
irrigation should be applied as 
needed. Frequent irrigation keeps 
the surface soil and thatch moist 
which promotes weed seed ger-
mination. Areas that have lost 
turf due to wear, disease or insect 
problems should be overseeded 
and, if applicable, the underlying 
cause for turf loss should be cor-
rected. 

Chemical control measures cur-
rently rest entirely with herbicides. 
Researchers at Iowa State Univer-
sity have d i scovered a corn 
byproduct that may have com-
mercial applications for preemer-
gence crabgrass control, but this 
product is still being developed. 

Chemical weed control appli-
cations can be conveniently di-
vided into p r e e m e r g e n c e or 
postemergence applications. A 
preemergence application is made 
prior to the germination of the 
weed. A postemergence applica-
tion is made after the weed ger-
minates and becomes established. 

Figure 1. 

Preemergence applications are 
by definition preventive applica-
tions made without knowledge of 
the intensity or distribution of the 
weed problem. Postemergence 
applications are curative applica-
tions, and thus can be targeted 
only at those areas where weeds 
are present. This article will fo-

cus only on preemergence prod-
uct applications. 

Preemergence herbicides used 
on turf share several properties. 
It is important to understand these 
characteristics as they impact per-
fo rmance and envi ronmenta l 
safe ty . The main feature all 
preemergence herbicides share 
is a very low water solubility. 

Bensulide is the most water 
soluble of the preemergence her-
bicides with a water solubility of 
26 ppm. (This means that at most, 
0.001 ounces of bensulide could 
be dissolved in 1 quart of water.) 
Several of the commonly used 
turf preemergence herbicides have 
water solubilities of 1 ppm or 
less. Why are these herbicides 
practically insoluble in water? 

The reason lies in the way a pre-
emergence herbicide must work. 
These herbicides are applied in 
the spring prior to annual grass 
germination, and must not only 
control the initial germination of 
these grassy weeds but ideally 
provide season-long weed con-
trol. This requires the herbicide 

(continued on page 52) 
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Crabgrass Control 
(continued from page 50) 

to be present in sufficient quanti-
ties to control weeds from April 
through July — up to four months 
residual control. 

Most weed seeds germinate at 
or near the soil surface, so to be 
effective a preemergence herbi-
cide must stay at or near the soil 
surface. Thus, a herbicide with 
significant water solubility gradu-
ally moves down into the soil 
with irrigation and rainfall, and 
loses its effectiveness. 

People opposed to the use of 
pesticides criticize a preventive 
(i.e., preemergence) application 
as unnecessary and a pollution 
risk to ground and surface wa-
ters. Because of their low water 
solubilities, however, preemer-
gence herbicides show essen-
tially no risk of being transported 
to ground or surface water from 
turf. Thus, these products are safe 
to use in regard to polluting 
ground or surface water. 

Preemergence herbicides are 

also characterized by having long 
soil residuals. Persistence in soil 
is a complex topic since many 
different processes act in concert 
to reduce the concentration of the 
applied herbicide. The term soil 
half-life, P/2, is defined as the num-
ber of days it takes to reduce the 

A chief concern 
of preemergence 

use is that 
the herbicide 

may injure 
established roots. 

concentration of a herbicide to Vi 
of its initial concentration. Most 
half-lives of preemergence her-
bicides range from 40 to 100 
days, whereas 2,4-D, a common 
postemergence broadleaf herbi-
cide, has a O/2 of between 7 and 
14 days. 

The soil residual provides the 
long-term control that separates 
a good preemergence herbicide 
from an excellent one. Figure 1 
displays a hypothetical dissipa-
tion curve for a preemergence 
herbicide. Immediately after ap-
plication several processes — 
volatilization, photodecomposi-
tion and microbial degradation 
— cause the concentration of the 
herbicide to drop. 

This dissipation occurs rap-
idly at first, but then typically 
slows to a lesser rate of dissipa-
tion. The slower rate of dissipa-
tion can be visualized as occur-
ring after the herbicide has worked 
its way into the soil and processes 
like volatilization and photode-
composition become a little less 
significant. 

In Figure 1, control starts to 
break in early June with crabgrass 
probably becoming noticeable in 
July, since it takes several weeks 
to go from seed to a visible seed-
ling in turf. This figure should 
help explain why control with 
the same herbicide may vary from 

year to year. Climate and appli-
cation variables will affect how 
rapidly the various dissipation 
processes result in the loss of the 
herbicides. So from year to year, 
the date when the concentration 
falls below the critical value could 
increase or decrease. 

This figure also explains why 
the label of some less persistent 
herbicides may recommend a sec-
ond application of the herbicide at 
six to eight weeks after the initial 
application. This second applica-
tion will boost the soil concentra-
tion back up to levels that should 
provide control for the rest of the 
summer. 

INDUSTRY OPTIONS. Several 
recently registered preemergence 
herbicides have been added to the 
list of currently available preemer-
gence herbicides. (Table 1 ) These 
newer herbicides have some dis-
tinguishing characteristics that 
should be considered when choos-
ing herbicides. 

Dithiopyr is perhaps the most 
intriguing of the new products. 
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C U R R E N T L Y A V A I L A B L E 
P R E E M E R G E N C E HERBIC IDES 

FOR USE IN T U R F 

HERBICIDE MANUFACTURER TRADE NAME 

Its use rate is low with the current 
label calling for 0.38-0.5 lbs. AI/ 
A from the 1 EC formulation. This 
is the only preemergence prod-
uct which also can provide sig-
nificant postemergence control. 
Thus the timing of application 
can extend into the early germi-
nation phase of crabgrass. 

Once crabgrass begins to pro-
duce tillers, the postemergence 
activity of dithiopyr falls off dra-
matically. However, this prod-
uct will permit the applicator to 
make applications later in the 
spring when germination may 
have already started. In addition, 
dithiopyr has been shown to have 
outstanding residual activity pro-
viding season-long control. 

Prodiamine is a new product 
from Sandoz that has shown ex-
cellent crabgrass control at rela-
tively low use rates of 0.5 to 0.75 
lbs. AI/A. Prodiamine has also 
exhibited season-long control 
when applied at the label rates 
which indicates this product has 
a relatively long life in the soil. 

Prodiamine is in the same 

BENEFIN DowElanco 
BENSULIDE ICI 

chemical family, the dinitroani-
lines, as other commonly used 
turf herbicides such as benefin, 
pendimethalin and trifluralin. 
Thus, it has some similar charac-
teristics such as very low water 
solubility (< 1 PPM) and a com-
mon mode of action. It appar-

Balan 
Bensumec,Betasan, 
Lescosan 

Choice 

Scott's Weedgrass 

Ronstar 

Table 1 

ently has a longer soil tl/2 than 
benefin or trifluralin, however, 
and is at least equal to the soil iVi 
of pendimethalin. Prodiamine 
provides excellent control, but 
does not pick up any annual 
broad-leaves as do several other 
preemergence grass herbicides. 

Butralin (Chipco Choice) is a 
new product this year. Butralin 
is also a dinitroaniline herbicide 
and its use rate is higher (5 to 6 
lbs. AI/A) than either dithiopyr 
or prodiamine. This product pro-
vides good to excellent annual 
grass control. It has excellent 
turf safety as well. 

HOW PREEMERGENTS WORK. 
Most all of the preemergence her-
bicides used in turf have a similar 
mode of action. The preemer-
gence herbicides, with the excep-
tion of oxadiazon, work by inhib-
iting root development of the 
seedling weeds. Treated plants 
will exhibit swollen root tips 
which shorten the entire root. 
Most of the herbicides work by 
inhibiting cell division in the 
root tips, causing the roots to 
swell and stop taking up water. 
Thus, the affected weed seed-
lings die due to water loss. As 
previously mentioned, oxa-
diazon has a different mode of 
action that involves the inhibi-
tion of photosynthesis. 
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One of the chief concerns with 
preemergence herbicide use is that 
they may injure the roots of estab-
lished turfgrasses. Turf-grasses 
are usually not injured by preemer-
gence herbicides because the her-
bicide is on the soil thatch surface 
above the zone where root growth 
and initiation occurs. This is an-
other reason why preemergence 
herbicides need to be immobile in 
the soil; if they moved downward 
to any extent they would injure 
the desirable turfgrass roots as 
well. 

A turf manager should always 
check for signs of root damage to 
the turf. Excessive rates of the her-
bicide, perhaps from overlap dur-
ing application, can cause turf in-
jury. Injured turf will often appear 
to be suffering from drought stress. 
Turf with a thick thatch layer can 
be injured by preemergence herbi-
cides since the thatch is much more 
porous than soil and the herbicide 
can penetrate further into thatch, 
particularly when granular prod-
ucts are used. 

In instances of thick thatch lay-
ers, turfgrass plants often have their 
crown tissue located in the thatch 
layer and new roots often appear 
from the lower portions of the 
crown. Thus, a degree of caution 
should be exercised in using a 
preemergence herbicide under 
these conditions. 

The dinitroaniline herbicides 
have been termed "root-pruners" 
because of their tendency to in-
hibit root growth. Pendimethalin 
is generally acknowledged to cause 
some root pruning but field data to 
support this belief is variable.2,3 
Users should be aware of the po-
tential for injury and closely moni-
tor turf performance for signs of 
root dysfunction. 

APPLICATION TIMING. Applica-
tion timing is important to achieve 
the best results. The closer the 
application is made to the time of 
crabgrass germination, a longer 
period of preemergence control 
should result. Applications made 
well in advance of annual grass 
germination will generally result 
in the dissipation of some of the 
herbicide before germination be-
gins lowering the concentration of 
active ingredient. (Figure 1) 

Several environmental indica-
tors have been used to predict the 
timing of application. A common 
indicator is the Forsythia bush. 
When the blooms begin to fall, it 

is time to start applying the 
preemergence herbicide. Soil 
temperatures have also been used 
to time applications, with a value 
of 65 F at the 2-inch depth being 
widely regarded as an indicator 
that crabgrass will begin germi-
nating. 

However, soil temperature is 
controlled by several factors in-
cluding angle and direction of the 
turf (i.e., south facing exposures 
will heat up more quickly) and 
buildings, sidewalks and drive-

Most 
preemergent 

herbicides 
work 

by inhibiting 
root development 

off seedling 
weeds. 

ways can significantly increase 
the rate at which adjacent soil 
warms. These environmental in-
dicators should be used in com-
bination with your own experi-
ence base to determine when to 
apply these herbicides. 

Properly applied preemer-
gence herbicides usually produce 
excellent results. One of the big-
gest problems facing lawn care 
applicators, however, is ensur-
ing uniform, even coverage. Ut-
most care should be taken to 
ensure that the herbicide is ap-
plied uniformly. When proper 
overlap is not achieved, striping 
of the turf can occur. Non-uni-
form distribution of the herbi-
cide is perhaps the primary factor 
in customer callbacks for poor 
crabgrass control. • 

The author is a professor in the 
Crop and Soil Sciences depart-
ment at Michigan State Univer-
sity, E. Lansing, Mich. 
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Marketing: 
Measuring 
the Ideal 
Customer 

Defining the perfect client 
is the first of four steps to 
increased sales, profits and 
satisfaction. 
By Matt Shooner 
ARE YOU REALIZING all of the potential sales 
and profits available to you in your market? Chances 
are good that your answer is connected to how you 
approach and handle your company's marketing. 

Take these two scenarios for example. It's mid-
summer for Company A. Partners Joe, Lloyd and 
Mark review their performance in revenues per 
account, retention rates by zip code, service call-to-
sales conversions, number of referrals and change 
in average property size. They celebrate hitting most 
of their goals for the past year and then get to work 
fine-tuning a program that will keep them moving in 
the right direction during the upcoming season. 

It's mid-January for Company B. Partner Bill is 
busy getting production equipment and personnel 
ready to go. Partner Jim is setting up the advertising, 
more-or-less like they did it last year. They're both 
so busy, they barely discuss their marketing, much 
less study whether they're going to get the most 
mileage from their investment. It has the makings of 
another last-minute marketing program. 

Think for a moment of a shotgun and a rifle. A 
shotgun shot sprays a pretty wide area. Some may hit 
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the target, but a lot is bound to 
miss the mark. The rifle, on the 
other hand, must be more care-
fully aimed but delivers cleaner, 
more efficient results. Now con-
sider how you promote your busi-
ness and services: have you been 
using a shotgun or a rifle? 

The discipline required to bet-
ter aim your promotional efforts 
will be well rewarded if you are 
willing to put aside the shotgun 
and go through the target practice 
required to master the use of a 
marketing rifle. 

The first of four essential steps 
in building a great marketing pro-
gram involves "scoping out" the 
profile of your ideal customer. 
What makes them special and why 
do they buy from you? Until you 
can clearly identify who your best 
clients are (and why), you can't 
effectively go out into the market-
place and find more like them. 

The most successful businesses 
in the green industry have market-
ing plans that are tightly focused 
and efficient. They have realized 
that merely believing they're good 
at what they do is no longer good 
enough. They are concentrating 
on becoming better at what they 
do by working hard to first under-
stand, and then meet, the needs 
and desires of clients. 

They realize that by really 
"walking the walk they talk," they 
will expand their customer base 
and meet more of their goals. 

Companies that are on the move 
and growing no longer see mar-
keting as an add-on expense they 
must endure each season. They've 
come around to appreciate mar-
keting as the holistic, business-
building process it actually is. 

When viewed and worked as a 
system for meeting goals, market-
ing can move from the status of 
"necessary evil" to become the 
tightly aimed dynamic force be-
hind the most important business 
decisions. 

The first step is to look care-
fully at what you're currently do-
ing. If you'll consider making a 
few changes in your basic ap-
proach to marketing, you may 

find a way to start enjoying greater 
success and satisfaction for you, 
your employees and your custom-
ers. 

FOUR EASY STEPS. In building a 
marketing system that works it's 
essential to develop, and then fol-
low, a solid annual schedule. 

But, before this kind of regular 
schedule can begin, there is the 
one-time task of establishing what 
is called a "critical area" baseline 
of performance for your company. 

The following four functions 
are all important to successful 
marketing, but all depend on the 
first step you take to measure 
where you really are today. 

1. Create a baseline of your 
company's critical areas. 

2. Perform regular evaluations of 
marketing performance. 

3. Plan a marketing strategy for 
the next 12 months. 

4. Implement the marketing plans 
you've laid out. 

Evaluating, planning and imple-
menting cannot be fully effective 
until you first create the baseline. 
If this is new to you, don't be 
intimidated by the process. It may 
be the first step toward realizing 
all of the goals you've set for your 
company. 

CRITICAL AREA BASELINE. You 
need to get a handle on where 
you've been and where you are 
before you can realistically start 
deciding where you're headed. 
This involves putting together 
some basic facts about your "av-
erage" and "ideal" customers, as 
well as your company and the 
services you currently offer. 

If you haven't done it for awhile, 
take a hard look at just who's 
buying your services and develop 
a profile of your customer base. 
Your client profile should include 
as much information as possible. 
The idea here is to discover the 
specific characteristics that make 
up both your average and ideal 
customers and, if possible, to find 
out why they buy from you. 

Geographic location, average 
family income and home value 
should be determined. It's also 
helpful to know the average prop-
erty size, your average annual rev-
enues, average service callbacks 
and the average tenure (how long 
you're keeping customers). 

If your records are on a com-
puter, this should be fairly simple 
to determine. Even if you have to 
manually calculate your averages, 
it's well worth the effort. 

Once you know the profile of 
your average customer, go back 
through your research to deter-
mine who is your best, or ideal, 
client. Normally, the ideal client 
is the one who buys the most 
services over the longest period 
of time and at the lowest total 
cost to your firm. 

Look at your long-term cus-
tomers and break out the ones 
who spend the most while creat-
ing the fewest service calls each 
season. Look for patterns among 
this group — like where they 
live, their age, home value, prob-
able family income and lifestyle. 

Once you've established your 
ideal client profile, you've out-
lined the group which deserves 
the lion's share of your market-
ing efforts in the future. But iden-
tifying your ideal customer is 
only half the battle. Now you 
need to know why this statisti-
cally great individual has been 
buying from you instead of your 
competition. 

UNIQUE SKILLS. Every company 
has unique abilities and experi-
ences that set them apart from 
their competition. Your company 
is no exception. Make a list of 
what you believe makes your com-
pany special or different. Include 
all of the things you do unusually 
well. And, if you can be so honest, 
include a list of the things you 
don't do as well as you would like. 

It's important to define your 
areas of excellence, and what it is 
that gives you an advantage in the 
marketplace. It's also helpful to 
outline those areas needing addi-
tional improvements. 

In the green industry, some ba-
sic characteristics you should 
grade yourself on include: re-
sponse speed to inquiries and ser-
vice calls; knowledge and attitude 
of your customer service staff; 
how "customer-friendly" your 
communications are (including 
estimates, invoices, service call 
forms and other leave behinds); 
the variety of your service mix 
compared with your competition; 
the appearance of your field staff 
and equipment; and the conve-
nience of your hours of operation. 

This list is just to get you started. 
Be sure to include anything that is 
special about your own operation. 
After you've made your list of all 
of the things you think set you apart 
from the crowd, you should ask 
your customers if they agree. You 
may be surprised by some of their 
answers. 

The most successful 
businesses in the 

green industry recog-
nize the importance of 
marketing plans, and 
create programs that 
are tightly focused, 

efficient and address 
customer needs. 

Almost all of us have a different 
view of ourselves than the one our 
customers hold. So getting "into 
your customers' heads" through 
some form of simple research is 
important to obtaining the hard 
facts needed to define a clear strat-
egy for growing and efficiently 
handling your business. 

There are several ways to get a 
handle on how your public really 
sees you. The most direct is simply 
to ask them yourself. Invite cus-
tomer opinions on what they like 
most (and least) about your com-

(continued on page 60) 
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Watchful customers may 
environmental traits than our 

Maintaining a weed-free lawn is important to your customers. 

So is maintaining the environment. DimensionR turf herbicide 

helps you look out for both...without losing sight of your 

needs as a busy lawn care operator. 

Dimension provides season-long control of crabgrass. 

Yet, it s exceptionally safe for most turfgrasses. Its low use 

rates mean you put down a fraction of the active ingredient 

needed with most other turf herbicides. Plus, Dimension has 

low mobility in the soil. And it will not leave ugly stains. 

Along with offering peace of mind, we Ve kept your schedule 

in mind. Only Dimension gives you the flexibility of either a 

preemergence or early postemergence application. So you can 

extend your application window and add customers. Or you can 

wait until crabgrass appears and treat just those areas that need it. 



mSM 

care more about our 
wider application window. 

Dimension also controls many other weeds and grasses. 

Its efficacy is not dependent on temperature or moisture. 

And now, with new Dimension on fertilizer, you 

can keep turf healthy and keep crabgrass 

away with one preemergence 

application. 

USE READER SERVICE #13 

Find out how Dimension can maximize your profitability 

under the watchful eye of the public. 

Call: 1 - 8 0 0 - 3 2 3 - 1 4 2 1 . 

D I M E N S I O N 
Turf Herbicide 

* Monsanto 

The toughest thing to emerge since crabgrass. 
Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 
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(continued from page 57) 

pany, and what changes they 
would like to see. 

Approach your cancellations 
with the same type of questions, 
organized just a little differently. 
And be sure not to overlook un-
sold estimates. Try to discover 
why they didn't buy your ser-
vices. 

This type of basic research is 
extremely important to any com-
pany that really wants to begin 
improving their marketing per-
formance, and it 's not all that 
difficult to obtain. Develop three 
simple, multiple-choice question-
naires or "report cards" (one each 
for customers, cancels and no-
sales). 

This type of program can be 
easily managed by phone or mail, 
and the feedback you'll get will 
yield a wealth of information. 

With as low as a 15 percent to 
20 percent response rate to your 
inquiries, you'll quickly see clear 
patterns begin to emerge that will 
show you the difference between 

how you see your company and 
how it is generally viewed by the 
consuming public. 

When constructing your sur-
veys, remember that the goal is to 
discover why your ideal client is 
buying from you. 

MEASURING UP. Once you've 
gotten a feel for why your current 
customers are buying from you, 
list your "critical areas." These 
are the areas that matter the most 
to your best customers. Then 
evaluate how well you're really 

performing in these areas. 
Design ways to quantify each 

of these areas so you can measure 
exactly where you are now. This 
set of statistics will become the 
baseline from which you'll be 
working to improve future per-
formance. 

Once the critical areas for your 
company have been established, 
and you've devised ways to mea-
sure them, keep it up. The small 
cost to conti nue performance mea-
surements from week to week, 
and month to month, will quickly 
be dwarfed by the increase in both 
productivi ty and profi tabil i ty 
you'll experience. 

ACTION PLAN. There will never 
be a better time than right now to 
do the preliminary work needed 
to refine your marketing and grow 
your business. 

Completing the sample work 
sheet will help you both deter-
mine where you are today and to 
track future performance. 

Building future growth on your 
current strengths and abilities, 

(conrinued on page 62) 

ACTION PLAN 
• Define your average customer. 
• Define your ideal customer. 
• List everything that makes your company a 

better buy than your competitors. 
• List areas of operations that need improvement. 
• Put together a questionnaire or survey to 

determine why your customers buy your services 
and what improvements they would most value. 

• Ask former customers why they discontinued 
service. 

• Ask no-sales why they didn't buy and what they 
bought instead. 

• Chart the patterns you find in responses, especially from your ideal 
clients. 

• Make a short list of the critical areas of your business that you've 
discovered matter most to your top customers. 

• Design ways to easily measure your company performance in each 
critical area. 

• Establish your baseline of performance in all of the critical areas. 

H O W DO Y O U C A R R Y 
YOUR S P R E A D E R ? 

Safety conscience turf professionals 
carry theirs with the 

E X T E R N A L S P R E A D E R C A R R I E R . 

The most effective and efficient way 
ever to transport your spreader. 

N e w d e s i g n for 9 3 a c c e p t s al l b r a n d s of b r o a d c a s t 
t y p e s p r e a d e r s . . . pi u s a t t a c h e s to m o s t utility t y p e 
v e h i c l e s ( C u s h m a n , E - Z - G O , Y a m a h a u l e r , e t c . ) 
w i t h t h e flat b a r a d a p t e r . ( $ 1 9 . 9 5 ) 

D O Y O U R C O M P A N Y O R C O U R S E 
A F A V O R . . . O R D E R Y O U R S T O D A Y ! 

Patented. WB ship U P S anywhere USA and Canada. 

$169.00 
2 0 1 C h e r o k e e Circ le 
Little Rock , A R 7 2 2 0 5 
'501 ) 2 2 1 - 7 3 8 4 

A X (501 ) 2 2 4 - 7 8 2 6 

LOADING 
R A M P S 

For a F R E E 
Full Line 

Brochure of the 
Finest, Most 
Economical 
Ramps 

and Accessories, 
write or call: 

G E R E D M A R K E T I N G 
Producers of 

LOAD-EZE Products 
2200 42nd Street North 

Wisconsin Rapids, Wl 54494 
(715)424-4434 

^Ask for Don (Snook) Stoflet J 

STILL CREATING 
LANDSCAPING 
PLANS THE OLD-

FASHIONED W A Y ? 
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 

% 

USE READER SERVICE #30 USE READER SERVICE #31 USE READER SERVICE #32 
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INTRODUCING THE GRAVELY PROMASTER100. 
IT'S THE ULTIMATE TURN ON. 

The Gravely PROMASTER 100, with independent control over each wheel, has 
zero-turning radius maneuverability which allows you to continue to run circles around the competition. 

0 GRAVELY 
USE READER SERVICE #13 Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 

Mechanical PTO clutch 
requires less maintenance 
and provides longer life. 

Hydrostatic transmission 
gives independent control 

over each wheel which 
allows zero-turning radius 

maneuverability. 

FALL IN LOVE WITH A 

Gravely International 
P.O. Box 5000, (lemmons, NC 27012 
919-766-4721 FAX: 919-766-7545 

16 HP or 18 HP Kohler Magnum 
engine - air cooled, gasoline, twin 

cylinder with oil guard warning light. 

Big 3.5 gallon gas tank 
means long running time 

between fuel stops. 

Pressure-sensitive twin T-bar 
steering levers provide indepen-
dent wheel control and enable 
you to maneuver as well as 
change from forward to reverse 
without shifting gears with 
speeds from 0 to 5.7 mph. 

Large front pneumatic caster 
wheels provide longer life 
and absorb shock. 

All controls are located for 
operator convenience. 

Oil reservoir with 
oil cooler lowers 
the transmis-
sion operating 
temperature for 
increased life. 

Deck height is easily adjustable 
from 1" to 5 " in W increments. 

An antiscalp roller is standard. 

An operator presence control 
allows mowing only when 
the operator is in seat. 

Interlock system prevents engine from being 
started with either mower or transmission 

engaged. The twin T-bar steering levers 
must be continuously engaged for operation. 



Marketing 
(continued from page 60) 

and learning who to target with 
your marketing, are the first criti-
cal steps in increasing both sales 
and profits. Developing and then 
working a comprehensive mar-
keting plan, based on accurate 
information, can contribute more 

to your success and satisfaction 
than any other single factor of 
your business. 

In future articles, you ' l l be 
given ideas that can help you in 
the process of evaluating, plan-
ning and then implementing your 
annual marketing plan. 

But don't wait to get started. 
What you do today affects your 

bottom line now and tomorrow. 
If you don't have a marketing 

formula, try working through the 
sheet provided below. Figure your 
ideal client three different ways: 
based on revenue, longevity and 
service calls. Then find the group 
that fits into all three categories. 
They ' re the type you want to 
market to in the future. 

Make copies of this worksheet 
and repeat quarterly to measure 
change in your direction. • 

The author is president of Focal 
Point Communications, Cincin-
nati, Ohio. Focal Point designs 
and produces programs and print 
marketing tools for green industry 
clients in 47 states. 

MARKETING WORKSHEET #1 Measuring Your Customer Base to Determine Your "Type" 
Make copies of this worksheet and repeat the exercise at least quarterly to measure change in your direction. 

YOUR A V E R A G E A C C O U N T is based on over-all com-
pany statistics. In this column, calculate the profile of your 
average customer based on the facts from your whole 
active customer list. 

Total active customers 

Total b a s e p r o g r a m revenues 
from active accounts 

Total a d d i t i o n a l s e r v i c e s revenue 
from active accounts 

Total s q u a r e f o o t a g e serviced 
(per round or mowing) 

Total s e r v i c e c a l l s run 
last 12 months 

Total of these service calls 
converted to sales 

Number of r e f e r r a l s a l e s 
last 12 months 

Total n e w c l i e n t s 
last 12 months 

Total c a n c e l l a t i o n s 
last 12 months 

Percentage of base 
cancelled last 12 months 

Average b a s e p r o g r a m revenue 
per active account 

Average a d d i t i o n a l s e r v i c e s revenue 
per active account 

Average total revenue 
per active account 

Average s q u a r e f o o t a g e 
per account 

Average y e a r l y s e r v i c e c a l l s 
per active account 

Average s e r v i c e c a l l - t o - s a l e 
conversions 

Average t o t a l t r e a t m e n t s 
received per account 

YOUR IDEAL A C C O U N T can be figured from a variety of 
different criteria. Start with the top 30% of your clients 
based on total applications received, annual revenues, 
service call frequency, or a combination of all of these. 
You can refine your profile from there as you see patterns 
begin to emerge. 

Customers in top 30% of base 

Total b a s e p r o g r a m revenues 
from top 30% 
Total a d d i t i o n a l s e r v i c e s revenue 
from top 30% 

Total s q u a r e f o o t a g e serviced 
in top 30% 

Total s e r v i c e c a l l s run 
last 12 months for top 30% 

Total of these service calls 
converted to sales 

Number of r e f e r r a l s a l e s 
from top 30% 

Total new clients last 12 months 
matching the above 

Total c a n c e l l a t i o n s 
last 12 months from top 30% 

Percentage of top 30% 
cancelled last 12 months 

Average b a s e p r o g r a m revenue 
per ideal account 

Average a d d i t i o n a l s e r v i c e s revenue 
per ideal account 

Average total revenue 
per ideal account 

Average s q u a r e f o o t a g e 
per ideal account 

Average y e a r l y s e r v i c e c a l l s 
per ideal account 

Average s e r v i c e c a l l - t o - s a l e 
conversions per ideal account 

Average t o t a l t r e a t m e n t s 
received per ideal account 

After deciding who your best customers are, try to list as many characteristics about them as possible: concentration 
by zip code; age; home value; and any other common factors you discover. 
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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. 

• T r a d e m a r k of D o w E l a n c o © 1991 Leuanon T u r f Products 

U M READER SERVICE #25 



A LANDSCAPE contractor was 
well-known by his customers for 
the time and effort he invested in 
plant selection, and for the ex-
tremely high rate of job referrals 
received. This contractor told each 
customer that choosing a tree was 
as important as choosing a friend; 
the tree probably would be around 
longer than the friend and they'd 
see it more often. 

Selecting trees and shrubs for 
residential and commercial cus-
tomers is more than a key element 
in performing your job. It's a far-
reaching responsibility. The ma-
jor plants selected will contribute 
to the aesthetics and usability of 
the landscape, the lifestyle of the 
client, the environment and even 
the image of the client in the com-
munity. 

A knowledge of basic horticul-
ture is essential to provide the 
building blocks on which to base 
the selection process. A general 
background in plant care as well 
as an understanding of a specific 
plant's growth pattern is required 
to properly place a plant in a land-
scape setting. 

Appropriate background can be 
gained through classroom or indi-
vidual study, seminars, hands-on 
experience or any combination of 
these. College or extension ser-
vice programs are available in 
most areas. Nursery and landscape 
associations may offer certifica-
tion programs with a prepared 
course of study. 

The learning process is lifelong. 
As with any industry, there are 
nearly constant changes as tech-
nology improves and new prod-
ucts are introduced. Keeping cur-
rent is part of your job. 

As a landscape contractor, you 
can bring a degree of expertise to 
the selection process that your 
clients don't possess. To provide 
the most beneficial options, you 
need to get an an overview of the 
plants that will thrive in your re-
gion and in the client's particular 
setting. 

You need the knowledge of 
which plants are being over- and 
underused locally. You may be 
called upon to select a single tree 

or shrub for a client or to provide 
the plants for an extensive land-
scaping. The property involved 
may be a single family dwelling, 
an apartment complex, a shop-
ping mall or an industrial park. In 
any instance, the process is the 
same. 

CUSTOMER SATISFACTION. The 
first step is determining why the 
client wants or needs a particular 
plant. Each tree or shrub within 
the landscape will serve at least 
one purpose, often more. Ask 
questions of the client to deter-
mine the primary reason and any 
auxiliary reasons they have for 
wanting a plant. 

You may need to start with an 
overview, asking the client both 
how the property is currently be-
ing used and how it will be used 

in the future. Once general use of 
the landscape is established, you 
can focus on the primary purpose 
of the individual plant. 

Will a tree be expected to pro-
vide summer shade or to block 
harsh winter winds? Is the tree 
primarily for ornamental value? 
If so, which features are most im-
portant—abundant flowering, leaf 
size and form, fall color, fruiting, 
foliage retention or branching 
structure? 

Will a shrub be the focal point 
for a flower bed or hide an unat-
tractive building feature? Is the 
shrub wanted to attract and harbor 
birds? Is flowering or fall color a 
prime concern? 

Will the tree or shrub be an in-
dividual specimen plant or part of 
a plant grouping? Will the plant 
be expected to match or mirror 

existing landscape features? Will 
the use of multiple species be 
considered? 

Are there any restrictions on 
plant size or form due to zoning 
ordinances such as setback re-
quirements on plantings border-
ing roads or sidewalks? Will 
overhead wires or buried cables 
limit plant selections and place-
ment? 

Consider the surrounding 
properties. Is the area primarily 
residential or commercial? Are 
other buildings similar in size 
and design to that of your client? 
Is there an overall style or pat-
tern to neighboring landscapes? 
Unless your client's property is 
an isolated country estate or an 
immense industrial complex, 
you'll want to choose plants that 
compliment and add to the look 
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P L A N T P U R C H A S I N G 

Each tree or shrub within the 
landscape will serve at least one 
purpose, often more. Photo: 
Steve Trusty 

of other landscapes in the sur-
rounding area. 

PLANT HARDINESS. You'll need 
to consider the general weather 
conditions of the region. This in-
cludes the hardiness zones, classi-
fied by the U.S. Department of 
Agriculture, according to the range 
of average annual minimum tem-
peratures of each area. According 
to the USDA Plant Hardiness Map 
of the United States, the continen-
tal U.S. ranges from Zone 2 in 
northern Minnesota where tem-
peratures may drop to minus 40 or 
50 degrees Fahrenheit, to Zone 11 
in southern California and off the 
southern tip of Florida where lows 
are above 40 degrees F. 

^ Selecting 

Trees 
and Shrubs 

Discriminating plant purchasing is a 
necessary ingredient to satisfying customer needs 
and ensuring long-term environmental viability. 

By Steve and Suz Trusty 

Rather than a solid band of tem-
perature ranges drawn along 
straight lines, these zones mean-
der in curves, zags and pockets, 
matching the altering features of 
the natural terrain. Catalog list-
ings of plants will give hardiness 
zones as a guideline. For example, 
a Bradford Pear (Pyruscalleryam) 
is listed as hardy in Zones 4 to 8, 
while an Indian Laurel (Ficus 
retusa var. nitida) is hardy in 
zones 9 and 10. 

Along with the zones, plants 
have varying tolerances for high 
temperatures, precipitation amounts 
and timing, humidity levels and 
frost-free time spans. 

Besides the overall weather pat-
terns, each property will have in-
dividual weather pockets of slight-
ly varying conditions, called mi-
croclimates. These microclimates 
differentiate between the condi-
tions in an open, sunny lawn and 
those beneath the shade of a ma-
ture tree; between the area border-
ing the driveway and that along 
the north side of a building. 

The buildings and landscaping 
on neighboring properties also can 
affect the microclimates of your 
client's land. Large buildings and 
mature trees and shrubs may block 

air movement and restrict sun-
light. Rows of trees or shrubs 
may channel winds toward or 
away from your client's property. 

Uneven terrain and the place-
ment of hardscape features such 
as parking areas, walkways or 
walls can affect water movement 
following heavy rains causing 
washing, standing water or dry 
spots. Such aspects of the client's 
property or neighboring land-
scapes may cause water problems 
for certain plants. Some plants 
thrive in wet locations, others must 
have excellent drainage. 

Plants that require large amounts 
of water should be avoided in 
regions where water shortages and 
watering restrictions are frequent, 
or where water costs are high. 
Under these circumstances, it is 
best to select plants from water-
wise or xeriscape approved plant 
lists. Local nurseries, extension 
services and water districts are all 
good sources of information in 
these situations. 

Soil conditions also will vary 
within an area; perhaps within a 
single property. Soil may be heavy 
clay, sandy, humus-filled loam or 
a combination soil. Again, most 
trees and shrubs have decided pref-

erences as to what constitutes a 
good growing media. Matching the 
plants as closely as possible to their 
ideal growing conditions will elimi-
nate many problems. 

NARROWING THE SPECTRUM. 
Now you're ready to narrow the 
plant selection into broad catego-
ries. Plants may be deciduous 
(leaves are lost annually) or ever-
green (foliage is retained year-
round). Evergreens may be either 
broad-leaved or coniferous (hav-
ing cones and needles). Each type 
of plant has advantages and disad-
vantages. 

Evergreens provide shade and 
screening throughout the seasons. 
Foliage color may vary somewhat, 
but overall stays within a narrow 
range. Needled evergreens produce 
seasonal spurts of new growth, 
usually have inconspicuous flow-
ers and seeds in cone form. Broad-
leaved evergreens may have showy 
flowers and fruit. 

Deciduous plants offer variety. 
Leaves form, develop to maturity, 
change color and drop. Depending 
on the region, branches may remain 
bare for an extended or short period 
of time. Flowers, fruit and seeds 
may be showy or inconspicuous. 
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N A M E THAT W E E D 

Signalgrass is just one of m a n y w e e d s tha t Pennant® prevents . 
So now you c a n c h o k e out your worst w e e d s without bea t ing up on 

o r n a m e n t a l s a n d w a r m - s e a s o n turf . 

P E N N A N T 
C i 9 9 3 CIBAGEIGY Corporation. Always read and follow label directions. 

Long-term maintenance must be considered. 
Is the property owner willing to perform or pay 
for annual pruning or spraying? Will leaf, 
flower, seed or fruit drop be of special con-
cern? The showy fruit of a flowering crabapple 
can be a welcome addition to a homeowner's 
wildlife sanctuary or a nuisance to employees 
near an office complex walkway. 

By the time you reach this point in the se-
lection process, you'll have narrowed the 
choices considerably. Your client will have 
made several basic decisions. For example, the 
client's specifications may be for a deciduous 
shade tree with decent fall color in the me-
dium-to-fast growth category with an ultimate 
height around 50 feet. 

Your knowledge of the area combined with 
a site inspection fills in the gaps of the hardi-
ness zone, the soil type, average moisture con-
ditions and any pertinent microclimate infor-
mation. You'll be able to set further guidelines 
to conform with the space available, perhaps 
considering only pyramidal and semi-pyrami-
dal trees with deep-rooting characteristics. 

If your client wants a low-maintenance land-
scape, eliminate trees with heavy fruit or seed 
production. You'll also avoid trees likely to be 
prone to insect or disease infestations common 
to your area. 

Next, consider cultural diversity. If every 
landscape in the area has oak and maple, you'll 
want to suggest something else such as ash and 
linden. If your client must have one of the more 

Needled evergreens may be an excellent 
choice to block cold winds or screen frequently 
used areas. Deciduous plants might be used to 
provide summer shade for a build-ing's win-
dows, yet allow the winter sun to penetrate to 
inside the window. 

The mature size of the plant and its rate of 
growth are important factors in the selection 
process. The 5-foot tall coniferous evergreen 
that now seems to be the perfect fit for the 
corner of a house, could develop into a 50-foot 
giant. Looks can be deceiving, even in photos. 

Tall trees with wide, spreading branches 
could be a hazard over roads, walkways or too 
close to buildings. Some varieties are sturdier 
than others, better able to withstand strong 
winds and storms. Trees that grow rapidly tend 
to be weaker than slower growing species and 
less long-lived. They do reach maturity sooner 
and thus produce results more quickly. 

Below-ground root growth is as important as 
the above-ground height and width of a plant. 
Some plants have long, tap roots with minor 
side growth. Other plants have extensive masses 
of fibrous roots. Some roots reach deep into the 
soil; others angle horizontally close to the soil 
surface. 

Shallow, horizontal roots can riddle lawn 
surfaces and tear up sidewalks and driveways. 
Deep roots may invade sewer systems or dam-
age underground cables. Some trees and shrubs 
send up shoots from shallow underground roots, 
in an attempt to reproduce themselves. 

N A M E THAT W E E D 

Redroot p igweed is just one of m a n y w e e d s tha t Pennant® prevents. 
So now you c a n c h o k e out your worst w e e d s without bea t ing up on 

o r n a m e n t a l s and w a r m - s e a s o n turf . 

P E N N A N T 
C 1 9 9 3 CIBA GEIGY Corporation. Always read and follow label directions. 
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N A M E THAT W E E D 

Crabgrass is just one of m a n y w e e d s tha t P e n n a n t * prevents . 
So now you c a n c h o k e out your worst w e e d s without bea t ing up on 

o r n a m e n t a l s and w a r m - s e a s o n tur f . 

P E N N A N T 
C i 9 9 3 CIBA GEIGY Corporation. Always read and follow label directions. 

Visit growers' facilities. Talk with company 
rep-resentatives at trade shows. Compare the 
plants from different suppliers — those put on 
display at shows and those shipped into your 
area. 

There are many excellent plant suppliers 
with national and/or regional distribution 
within the nursery industry. These companies 
are willing to discuss their growing and han-
dling procedures and explain their choices in 
variety selection. 

If you purchase the majority of your plants 
from local nursery or garden center stock, 
become involved in the ordering process early 
on. Many local companies bring in the bulk of 
their plants on two basic shipments, timed to 
coincide with the spring and fall consumer 
buying cycles. 

Orders for spring are usually placed during 
the late fall and early winter; orders for fall are 
usually placed toward the end of the spring 
rush. (Naturally, the timing of orders and 
shipments will vary with your geographic 
location.) Orders are placed far in advance of 
these shipments, but, with computerized in-
ventory control and order tracking, minor 
adjustments often can be made right up to the 
time of shipment. 

Discuss your anticipated needs with your 
contacts at the local nursery and with their 
purchasing agent. Build a good relationship 
with your supplier. This must be a win-win 

(continued on page 101) 

heavily used species, seek out a different vari-
ety or cultivar. Using a wide assortment of 
plants within an area helps avoid devastating, 
widespread plant loss due to insects, diseases 
or unusual weather patterns. 

If several plants are to be used together, 
cultural diversity is still a wise choice. Though 
a row of trees or a solid hedge of one plant 
variety can be impressive, the loss of a single 
plant can destroy the balance of the entire 
grouping. Using a variety of plants within the 
group will ensure some variation in size and 
form, making it easier to replace a lost plant. 

Weighing the aesthetics of the landscape, 
decide what the plant can bring to the overall 
scene in terms of shape and form, shade pat-
terns, color, texture and aroma. Helping your 
client choose the most pleasing combination 
of characteristics for the setting will further 
narrow the selection process and ensure that 
the plant will add rather than detract from the 
beauty of the landscape. 

PLANT VIGOR. You have the opportunity to 
connect with the best plant sources whether 
your company grows the bulk of the plants 
used from liner stock, or purchases larger 
stock from national or local suppliers. No 
matter which plants are selected, it's vital to 
ensure sources of healthy, vigorous material 
subjected to as little stress as possible during 
the developmental stages. 

Take the time to learn about your sources. 

1A W.V & LANDSCAPE MAINTENANCE • MARCH 1993 

N A M E THAT W E E D 

Yellow nutgrass is just one of m a n y w e e d s tha t P e n n a n t * prevents . 
So now you c a n c h o k e out your worst w e e d s without bea t ing up on 

o r n a m e n t a l s and w a r m - s e a s o n turf . 

P E N N A N T 
C I 9 9 3 CIBA-GCIGY Corporation. Always read and follow label directions. 

USE READER SERVICE #85 
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C O M P O S T A P P L I C A T I O N S 

Calculating A Compost 
Capacity 

Being successful in compost use involves 
applying background knowledge in 
economics, agronomics and common 
sense. Ultimate success, however, depends 
on knowing compost benefits and properly 
applying compost. 
By Rod Tyler 

Landscapers 
must be 

cautious about 
the quality of 
compost they 

choose for their 
various jobs. 
Pictured here 

are piles of 
contaminated 

compost. 

LANDSCAPERS HAVE been 
increasingly excited about com-
post over the last several years, 
and for good reason. Landscapers 
today are similar to gardeners from 
centuries past in that they are be-
coming successful in growing 
plants by using organic matter 
more frequently. 

The environmental movement 
has boosted awareness of com-
post products because of the envi-
ronmentally acceptable option it 
provides as a waste disposal alter-
native. This organic matter is nor-
mally tilled into the soil prior to 

planting; however, it can be used 
as a mulch or incorporated post-
planting as well. 

C o n s e q u e n t l y , l andscaper s 
have found that the increase in 
available organic matter has im-
proved plant growth anywhere 
from 20 percent to 100 percent, 
while maintaining higher than 
average survival rates. These field 
results have been replicated in 
research.1,2 

Many landscapers are starting 
to use compost (at a cost of $8 to 
$15 per yard) in place of peat 
moss which normally costs be-

tween $20 and $30 per 
yard. Compost offers 
exclusive benefits in-
cluding an excellent 
micro- and macronu-
trient balance, high or-
ganic matter content 
and local availability. 
Compost is also a re-
plenishable, recycled, 
natural resource. 

The landscaping in-
dustry is segmented 
into many di f ferent 
groups that use com-
post in a variety of 
ways . Landscaper s , 
grounds maintenance 
p ro fe s s iona l s , lawn 
care operators and golf 
courses involved in in-
stallation, maintenance 
or specialty services in 
any given phase of 
landscaping have the 
opportunity to use com-
post. 

Accurately measur-
ing compost needed for 
these applications is a 
significant key to suc-
cess. 

TURF. Establishment 
of turf using compost as 
a preplanting amend-
ment has emerged as a 
large market for quality 
compost products. A 
standard rule of thumb 
for most soils is to apply 
a 1-inch blanket layerof 
compost over the area 
to be seeded. The 1-inch 
layer, tilled to a 5-inch 

depth, achieves an approximate 20 
percent inclusion rate by volume. A 
2-inch layer tilled to 5 or 8 inches 
may be more appropriate for poorer 
soil conditions with a high percent-
age of clay. 

To accurately calculate com-
post volumes, the square footage 
(area) multiplied by the depth in 
feet, divided by 27 cubic feet yields 
total cubic yards (which landscap-
ers need to know to order com-
post). 

Compost spread evenly over 1 
acre at a depth of 1 inch equals ap-
proximately 135 cubic yards. Us-

ing this benchmark, the land-
scaper can develop a chart (see 
page 70) to help determine the 
compost required for various 
app l i ca t ions inc luding any 
square footage of turf slated for 
reseeding. 

Calculations become more 
dif-ficult when the area to be 
renovated or seeded is not rect-
angular or square. Common 
landscape shapes are limited 
only to the imagination. By us-
ing landscape math and remem-
bering high school geometry, 
most areas can be calculated for 
total square footage. This pro-
cess becomes even easier when 
drawings are completed to scale 
prior to beginning the project. 

For extremely odd shapes, 
rounding occurs by extending 
the shape to resemble a calcu-
lable area such as a square, rect-
angle, triangle or circle. Combi-
nations of these shapes usually 
yield approximate areas. 

Topdressing of turf is also a 
popular practice, accomplished 
by applying a thin layerof finely 
screened compost after aeration. 
Using a "drag unit" pulled be-
hind the topdressing unit, the 
landscaper or turf manager al-
lows compost to "sift" down into 
the vacant holes or between grass 
blades. This process provides air, 
nutrients and water holding ca-
pacity which in turn encourages 
new root growth. 

Topdressing with pure com-
post or compost/sand mixes af-
ter aeration has become an ac-
cepted standard practice among 
many leading turf professionals. 

For thatchy turf, it is not rec-
ommended to topdress without 
aeration because the lightweight 
compost material does not pen-
etrate the thatch effectively.3 

However, by mixing the com-
post with 50 percent sand, thus 
increasing the bulk density, pen-
etration of the thatch is improved. 
An extra bonus exists for lawn 
maintenance companies or turf 
managers offering compost top-
dressing as an extra service. 

Compost consisting of a 1-1-
1 N-K-P analysis yields 1.2 

(continued on page 70) 
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JONSIRfD 670 CHAMP 

IF YOU KNOW WHERE TO CUT AND 
TRIM, WE KNOW WHAT TO USE 
For more than 35 years we've served professional loggers with equipment. 
And we know that landscapers and arborists share the same professional 
demands for safe, effective, dependable tools. See your nearest Jonsered 
dealer and he'll tell you what's best for you. 

• l o n s e r e d USE READER SERVICE #17 
Distributed cast of the Rockies by: Tilton Equipment Co, Box 68, Rye. NH. Tel. 1-800-447-1152. 

Distributed in the Western States by: Scotsco, Inc., 9160 S.E. 74TH Ave., Portland. OR 97206-3989. 



Greener 
Grass. 

Healthier 
Turf. 

No Matter 
How You 
Cut It 

lÀ .mLk ài / / A k ^ ì / v 

Anyone who takes care of 
turf and grass for a living should 
know about N-SURE®. It's a 
triazone nitrogen source that 
works in a controlled, slower-
releasing and non-burning man-
ner. And you can use it with less 
water so application is faster and 
easier. The results are greener, 
healthier turf and less downtime 
for more jobs per day. 

So, if the grass F l t f p ^ l k 
is always green- ^ ^ B n g u 
er on the other 
side of the fence, Y ^ f P ^ ^ ^ i 
chances are some- h * ' ' 1 

one's using 
N-SURE®. Find f j 
out more about it. ^ ^ ^ ^ ^ ^ ^ 

Call 

1-800-654-4514 

Arcadian Corp. Triazone Div. 
6750 Poplar Ave. Memphis, TN 38138 

COMPOST 

Inches of Compost to be Applied 

Square Feet 1 / 4 1 / 2 1 1 1 /2 2 

5,000 4 8 16 24 31 

10,000 8 16 32 48 62 

15,000 12 24 48 72 93 

20,000 16 32 64 96 123 

25,000 20 40 80 120 154 

30,000 24 48 96 144 185 

35,000 28 56 112 168 216 

40,000 32 64 128 192 246 

Compost Calculations 
(continued from page 68) 

pounds of available nitrogen per 1,000 square 
feet at the 1/4 inch application rate.4 Since this 
is highly adequate to replace a single applica-
tion of fertilizer, the money normally spent 
on that portion of the fertilizer program can 
be applied to compost topdressing programs. 

To determine amounts needed for 
topdressing, the charts on this page can be 
used to determine compost required for ap-
plications. Generally, for mature turf in raised 
mowing situations (1 1/2 to 3 1/2 inches), 

'Calculations include rounding off to whole numbers 

recommendations for topdressing are usually 
1/8 to 1/4 of an inch once or twice per season 
following aeration. Frequency will depend 
on initial soil condition and amount of thatch. 

PLANTING BED PREPARATION. Annual and 
perennial flowers are a colorful part of most 
landscapes today. In the past 10 years, both 
have increased in popularity with service-ori-
ented landscapes and especially with do-it-
yourself weekend gardeners. In Ohio, peren-
nials are offered at 25 percent of the nurseries 
compared to less than 5 percent 10 years ago. 

(continued on page 72) 

Inches of Compost to be Applied 

USE READER SERVICE #70 

Acres 1 / 4 1 / 2 1 1 1 /2 2 

1 33.5 67 134 201 268 

2 67 134 268 402 536 

3 100.5 201 402 606 804 

4 134 268 536 804 1,072 

5 167.5 335 670 1,005 1,340 

6 201 402 804 1,206 1,608 

7 234.5 469 938 1,407 1,876 

8 268 536 1,072 1,608 2,144 

9 301.5 603 1,206 1,809 2,412 

10 335 670 1,340 2,010 2,680 
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R A PRE WITH OUR POST 
Crabgrass 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. 

Acclaim controls from the 1-leaf stage to just before seed head formation, and 
can be used safely on tall and fine fescue, bluegrass, ryegrass and zoysiagrass. It 
also lets you reseed fescue and ryegrass immediately after the spray dries.* Best 
of all, you can treat 1,000 sq.ft. with Acclaim for just small change. 

This year, be ready for crabgrass escapes. Be ready with Acclaim... H o e c h s t S 3 
because no PRE is perfect. •Wait 3 weeks for bluegrass, zoysiagrass, bentgrass R o u s s e l A 

Follow label directions carefully ACCLAIM and the name and logo HOECHST are registered trademarks of Hoechst AG The name and logo ROUSSEL are registered trademarks of Roussel Uclaf S.A. 
Marketed by Hoechst-Roussel Agri-Vet Company, Some mile, NJ 08876-1268 © 1993 

USE READER SERVICE #13 Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 



Compost Calculations 
(continued from page 70) 

Locally available plant materials 
make endless displays of color 
possible. 

Progressive landscapers are cur-
rently offering annual or peren-
nial programs whereby they pack-
age the installation of annuals or 

Increases nutrient availability 
Increases CEC 
Increases micronutrients 
Improves soil structure 
Dark color absorbs heat 
Helps suppress plant diseases 
Breaks up clay soils 
Replaces cover crops 
Increases earthworm population 
Helps prevent crusting 
Increases microbial population 

perennials with a maintenance 
program, including some type of 
compost product for planting bed 
preparation. 

The results in both the field and 
lab are exciting. At the recom-
mended 1-inch compost applica-
tion rate, research conducted by 
Dr. Elton Smith at The Ohio State 
University resulted in an average 

Increases soil aeration 
Makes it easier to pull weeds 
Provides slow release of macro 

nutrients 
Uniform texture and consistency 
Eases cultivation 
Kills weed seeds during the 

process 
Works effectively as a mulch 
Reduces leaching 
Reduces erosion 

dry weight increase of 29 percent 
for perennials and more than 40 
percent for annuals. This study 
showed equally promising in-
creased growth for annuals and 
perennials when a 2-inch layer of 
compost was used as mulch. 

Additionally, compost mulch 
used in annual beds may be roto-
tilled in the fall and ultimately 

Reduces soil compaction 
Lightweight and easy to move 
Improves drought tolerance 
May reduce insects 
Helps form soil aggregates 
Contains high organic content 
Easy to work with in wet weather 
May increase safety on athletic 

fields 
High CEC ties up heavy metals 
Decreases thatch 

help build up the soil and natu-
rally set the stage for the follow-
ing season. 

At recent annual and perennial 
presentations in cooperation with 
The Ohio State University Coop-
erative Extension Service, bed 
preparation was noted to be a key 
ingredient to success.5,6-7 Also 
cited was the importance to test 
soils regularly to determine back-
ground levels of organic matter 
in native and amended soils. 

In short, this annual or peren-
nial program offers additional 
"menu items" for landscapers to 
approach potential clients. Con-
sistently brilliant flower color does 
not happen by chance; instead it is 
the result of carefully planned and 
managed landscapes involving the 
use and regular addition of or-
ganic matter. 

Successful recipes for annual 
and perennial beds include 20 
percent to 40 percent compost by 
volume incorporated with native 
soils, or included in specialized 
topsoil mix from a commercial 
supplier. 

(continued on page 74) 

P U R E B E N E F I T S O F C O M P O S T 

THE BENEFITS OF using compost have been documented by hundreds of articles, but the original sources 
of this list, quite frankly, are hard to track. These benefits have been widely associated with proper use of 
high quality organic amendments. The benefits are listed in mass to reveal the true value compost has when 
used as an amendment in place of peat moss or other accepted organic alternatives. 

USE READER SERVICE #33 USE READER SERVICE #34 
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NEW 
R O Y E R S H R E D D E R M O D E L 3 6 6 

In t roduc ing t h e N e w Shredder , 
M o d e l 3 6 6 by ROYER - -

To Shred Your W a y 
In to t h e 2 1 s t Century . 

•Quality finished product * Reduces preparation costs * 
Higher capacity to handle wider variety of materials * Fully 
automatic * Fast set-up, simple operation 

Call or fax for more information. 
ROYER INDUSTRIES, INC., 

P.O. Box 1232, Kingston, PA 18704 

R O Y E R " 
Ph: (717) 287-9624 Fax: (717) 283-0578 

Creative curb marketing 
Permanent Landscape Borders 

Create profits by offering 
your customers beautifuiborders. 

26041 Pala 
Mission Viejo. CA 92691 
(714) 587-8488 
(800) 292-3488 
FAX: (714) 951-2656 

The Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and an 
important addition 

to your 
bottom 

line. 



Advantage: Woods 

l(WOODS)| 
O R E G O N . I L L I N O I S 6 1 0 6 1 

Construction: 
Advantage Woods 
7-gauge center frame deck plate, 8-gauge 
wing frame deck plates, 1/4" steel side frames 
with adjustable full length skids and full 
length box frame sections across the entire 
machine...these are just some of the 
construction features that give this 
40-80 hp tractor rated machine the 
heft to meet the rigorous demands 
of daily commercial use. 

No matter how you look at medium-duty Batwing® 
rotary mowers, Woods new MD315 has the advantage. 
Feature for feature the MD315 is a leader...and the 
ideal choice for a wide variety of commercial 
mowing applications. See for yourself. 

Driveline: 
Advantage Woods 
A 35R three joint input drive and 
Woods exclusive slide-through 
wing drive design results in the 
most compact, maneuverable 
cutter in its class. 

Transport: 
Advantage Woods 
The model MD315 wing sections 
hydraulically fold up and lock to a 
very compact 78" transport width. 
Road travel, gate clearance and 
storage are easier and safer. 

Gearbox: 
Advantage 
Woods 
Designed, built and 
field tested by Woods, 
parts are always 
available for our U.S. 
manufactured 

gearboxes. Our network of 4,000 dealers 
ensure prompt service and parts supply. 

If you're looking for a medium duty Batwing mower that offers 
versatility, reliability and value...look no further than the new Woods 
MD315. For more information contact Woods at 815 /732-2141 . 

USE READER SERVICE #24 

Cutting: Advantage Woods 
Cutting height is conveniently adjusted from 1" -15" and 
kept level across the entire 15' cutting swath with a single 
hydraulic cylinder. The MD315's six blades provide clean, 
even mowing, cutting and shredding of grass, weeds and 
light brush. 



Compost Calculations 
(continued from page 72) 

Planting beds are all shapes 
and sizes f rom squares to S -
shapes to triangular. Even though 
the square footage calculation 
for these is fairly straightforward, 
the depth calculation can be mis-
leading. Most planting beds, es-
pecially if away from buildings, 
have a slight crown in the center 
allowing for drainage and giving 
the bed a uni-que, uneven depth. 

The rounding technique dis-
cussed earlier should be applied to 
arrive at the average depth. Con-
sequently, Chart 1 can be used 
again to de t e rmine amoun t s 
needed for average depths in plant-
ing bed areas. 

BACKFILL MIXES FOR TREE 
PLANTINGS. A landscaper ' s 
reputation, in part, lies in the 
good design of a project, correct 
implementation, the survival rate 
of plants and the type of picture 
the finished product paints. Tree 
planting has historically been a 
large part of many landscapes, 

Before renovation, dump about 
an inch of compost on the lawn, 
rake it out, rototill and seed. 
Photo: Rod Tyler 

especially in large commercial 
or highway projects where hun-
dreds may be planted at one time. 

The larger the number, the 

easier it is to see the importance 
of the survival rate to a land-
scapes Many landscape plant-
ing contracts are required to in-
clude guarantees for plant growth 
and survival for a minimum of 
one year. Using compost as a 

portion of the backfill mixture 
has been a popular way to in-
crease organic matter and sur-
vivability in tree plantings. 

"Practices have changed over 
the years involving backfill mixes 

(continued on page 78) 

IT TOOK US ONLY 30 YEARS 
TO CREATE AN AERATOR 

GOOD ENOUGH TO BE 
A BLUEBIRD. 

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. 

W / N T E f ? N A T / O N A L 

U S A - m a d e by B l u e B i r d I n t e r n a t i o n a l , 2 7 7 8 S. Tejon, E n g l e w o o d , C o l o r a d o 80110 

USE READER SERVICE #35 
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The Case of the 'If's': 
If 
professional 
grounds management 
means something 
to you, 
you belong with us. 
Let PGMS Join YOU in your future. 
Yes, we're a membership organization, but we don't just expect you to join us for joining's sake. 
We're vitally interested in our members' futures. We literally intend to and will add our expertise 
and strength to you for your greater attainment. 

"If I can become a "Certified Grounds 
Manager and win a recognized national 
maintenance award, so can you. 
Those attainments are a direct result 
of being a member of PGMS, 
dedicating myself to its principals 
and taking advantage of its 
programs." 

Randy Willis, CGM 
Grounds Supervisor 
NW Missouri State University 

PGMS Membership Benefits (partial list): 
• local branch meetings 

• annual conference and Green Industry Expo 
• monthly newsletter 

• personal identification (membership card, certificate, hats, jackets, decals) 
• certified grounds manager program 

• training manuals 
• discounts - rental cars, books 

• membership directory 
• awards 

• information clearinghouse 
^ • in addition, insurance programs now being developed. 

k* i « » . . 

Join together with fellow grounds professionals who serve in all areas of the profession. 
Comprised almost equally of independent contractors and on-staff grounds managers, 
PGMS is THE broad-based professional organization for you. 

•Conferred by PGMS, grounds manager certification is a program of developing and administering a program of 
voluntary peer review to establish acceptable competence levels, and to help the grounds professional attain his 
personal goals. 

Clip and mail: 

TO: PGMS 
120 Cockeysville Road, Suite 104 
Hunt Valley, Maryland 21031 Tel. (410) 667-1833 

I want to grow with PGMS. Please send more information explaining how. 

Name Org. 

Street 

City/State/Zip 

Telephone 



"ALCA is the best 
landscape business 

resource in the 
country." 

"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 



There's more to the 
lawn care business 
than just ^ 
lawn care. r y 

From 
the . 
ground 
/ 
r Profe 

/ 

and the 
)Ttl • 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. A N N U A L CONFERENCE A N D T R A D E SHOW 

3. SAFETY A N D REGULATORY RESOURCE G U I D E 

4. SPECIALIZED I N S U R A N C E PROGRAMS 

5. LEGISLATIVE A N D REGULATORY UPDATES 

6. APPLICATOR NEWSLETTER 

7. N A T I O N A L REPRESENTATION 

8. REGIONAL SEMINARS 

9. CREDIT COLLECTION SERVICE 

10. PROGRESSIVE PUBLIC RELATIONS 

11. M A N A G E M E N T M O N O G R A P H S 

12. MEMBERS-ONLY D I S C O U N T S 

• 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. 



The Cowboys 
(Super Bowl Champions, 1993) 

The Bluejays 
(World Series Champions, 1992) 

THE BULLS 
(NBA Champions, 1992) 

The Penguins 
(Stanley Cup Champions, 1992) 

Great Teams Achieve 
Great Results 

If you want a winning — and profitable — lawn care 
season, here's a hot tip: Make The Andersons 

Professional Turf" fertilizers, incorporating TEAM 
herbicide, part of your starting line-up. 

The championship numbers to scout out are: 
•25-3-8 with TEAM or 
•20-2-6 with TEAM 

Either single application product gets you double-duty 
results for higher efficiencies and applicator economies. 
And because of The Andersons mini-granular particle 

sizing, these professional products get right through the 
turf canopy... and right down to business. 

Find out more today. 

1-800-225-ANDY 

Compost Calculations 
(continued from page 74) 

for trees," said Dennis Barriball, 
president of Hemlock Landscapes 
in Chagrin Falls, Ohio. "Trees 
and shrubs grown in tough field 
soils 20 years ago were ready to 
be re-planted in tough landscape 
soil situations, but with the soil-
less mixes of container grown 
stocks today, the tender roots are 
not as adapted to harsh landscape 
environments. Therefore, more 
soil amendments are needed."8 

Changes in tree planting speci-
fications have also resulted, often 
calling for preparation of 5x the 
diameter of the rootball instead 
of the previously accepted 2x 
diameter. Results seem to be re-
lated to preparation and proper 
amendment use. 

Holes dug to accommodate trees 
have historically been either coni-
cal or cylindrical in nature. Loos-
ened soil is removed and compost 

Importing premixed 
materials allows land-

scapes to target various 
pH ranges. 

is either mixed with partial 
amounts of soil or a premixed 
backfill media and returned to the 
hole. Guidelines for compost used 
as backfill media additions are 20 
percent to 40 percent of the total 
volume required for backfilling. 

Each plant variety known to man 
has ideal growing conditions under 
which it performs best. These con-
ditions are dictated by the type of 
plant, its native origin and many 
environmental factors that are al-
ways associated with plant growth. 
Because of the effort required in 
backfill preparation, many land-
scapes have opted for premixed 
materials to be hauled in for con-
venience. The residual soil exca-
vated from the holes is either 
spread on a surface or used in 
other areas on a landscape job. 

The importing of premixed 
materials allows landscapers to 
target various pH ranges and other 
specific growing needs for vari-
ous types of plants they are cur-
rently using. 

Using composts in normal 
landscape, grounds maintenance, 
lawn care or other green industry 

operations is more complicated 
but offers more benefits than 
people think. It requires a strong 
understanding of the application 
of concepts relating to growing 
plants, mathematics and com-
mon sense. 

By combining these forces, 
composts can be used in just about 
every facet of creating an award-
winning landscape. Next time a 
50-yard load of compost goes by, 
consider using 30 yards for the 
lawn establishment, 15 yards for 
perennial or annual beds and 5 
yards for planting trees. • 

The author is manager of product 
and market developmentfor Kurtz 
Brothers Inc., Cuyahoga Heights, 
Ohio. 
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ANALYZING 
IRRIGATION 

SYSTEM 
HYDRAULICS 

Irrigation system 
design and engineering 
have not kept pace with 

equipment improvements Far 
best results, pressure and 
flow within the hydraulics 

should not be overlooked. 
By Larry Keesen 

HAVE YOU EVER designed or installed a system 
that had hydraulic problems? Was the pressure 
too low in some areas? What about the problems 
you were never aware of, like water hammer, 
that reduces system life expectancy and causes 
leakage? If your designs have hydraulic problems 
you could be held liable for the cost to correct it; 
think of your reputation. 

Client satisfaction, liability issues, water con-
servation and economics are forcing the irriga-
tion industry to improve the quality of the 
systems it is using. The quality of the equipment 
has improved dramatically over the last decade, 
but the system design and engineering has not 
improved much. 



I R R I G A T I O N T R A I N I N G S E R I E S 

The key to a good design is to take 
the time to check the hydraulics for 
proper pressure and flow. The cost of 
water and energy make it imperative 
that the system be designed for effi-
ciency and conservation. 

Subsequently, keep the following wa-
ter data in mind: 

1. Water takes the shape of its con-
tainer while seeking its own level. 

2. Liquids are practically incom-
pressible. 

3. Water weighs 62.37 pounds per 
cubic foot and 0.036 pounds per 
cubic inch. 

4. One cubic foot of water = 7.48 gal-
lons of water 

5. One foot of head = 0.433 PSI 
6. One pound of pressure = 2.31 feet 

of head 

Static pressure is an indication of en-
ergy that is available within the system 
when no flow exists. Static pressure is 
created by atmospheric pressure exerted 
on the water surface and the weight of 
the water above the point of measure-
ment. It can also be created by pumping 
water into the system. 

Static pressure is measured in terms 
of a column of water exerting pressure 
through its weight at the bottom of the 
column, and measured as pounds per 
square inch (PSI). The formula is simple: 

P R E S S U R E = Weight x height of the 
water 

or 
0 . 4 3 3 p s i = 0.0361 lb./cu.in. x 12 cu. 

in. (height) 

To attain beautiful landscapes, 
it is critical to design irrigation 

systems with proper pressure and 
water flow rates. 

Elevation changes are a major influ-
ence on pressure and it will increase or 
decrease for every foot of elevation 
change at the rate of 0.433 PSI. You can 
determine elevation changes on a site 
by simply attaching a pressure gauge to 
the end of a hose and reading the high 
and low pressure points with the gauge 
on the ground. 

Determine the elevation difference by 
subtracting the low pressure (57 PSI) 
from the high (65 PSI) and multiplying 
the answer (8 PSI) by 2.31 which is 
18.48 feet of elevation change. 

U N D E R P R E S S U R E . Operating pressure, 
also referred to as dynamic pressure 
and working pressure, is the water 
pressure at various points within the 
system when it's operating. Changes in 
elevation and friction loss (pressure 

loss) from water flowing against the sur-
face of its container will cause pressure 
to vary throughout the system. 

The rougher the surface the higher the 
rate of pressure loss and, as water flow 
changes direction in fittings and valves, 
extra turbulence will cause additional 
losses. 

F L O W P R I N C I P L E S . The flow quantity is 
the velocity or speed of the water and 
the area cross section within the pipe. 
Flow quantity is measured in gallons per 
minute. Flow velocity is a result of avail-
able energy to propel the water through 
the system and the acceleration change 
due to gravity. 

Increased velocity results in a propor-
tional increase in friction loss. There is a 
direct relationship between the quantity 
of water flowing and the velocity of flow. 
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QUANTITY (gpm) = Area [square feet (sf)] x velocity [feet per second (fps)] 

QUANTITY (gpm) 
= VELOCITY ( fps) 

AREA (sf) = (2.45 x diameter squared) 

The velocity of flow through a 2-inch CL 200 PVC pipe (2.15 ID) with a volume of 
60 gpm is: 

60/[2.45 x (2.15 x 2.15 = 4.62) = 11.32] = 5.3 fps 

This is expressed as (see chart above): 
Several years ago I did an evaluation 

for a medical facility that was situated 
on the side of a hill with 90 feet of el-
evation change. Drawings of the system 
were non-existent, four 11/2-inch 
meters served the system and all of the 
mainline was 2-inch PVC. 

The system ran constantly to keep up 
with the plant water requirements. At 
first, I thought the water supply was 
too small but after checking the site 
peak demand requirements I deter-
mined that the four meters were ad-
equate. 

As I proceeded with 
the evaluation, I 
checked the equip-
ment and measured 
the operating pres-
sure in each zone. 
Then I compared the 
operating pressure of 
the various zones (8 
PSI to 86 PSI) and 
made allowances for 
differences in eleva-
tion and distance from 
the sources. I discov-
ered that the operat-
ing pressure in this 
interloped 2-inch 
mainline was 20 PSI 
lower, because of fric-
tion loss, at the fur-
thest point from the 

source without any adjustment for el-
evation. 

The contractor probably used 2-inch 
mainline on his commercial projects re-
gardless of friction loss, velocity or the 
size of the project. As the water moved 
through the mainline, the pressure kept 
dropping resulting in inadequate pres-
sure for part of the system. 

The exception occurred where the 
mainline was much lower than the 
source and the pressure was higher, re-
sulting in velocities that were damaging 
the system. 

As water flows through the pipe, the 
flow is either laminar or turbulent de-
pending on the velocity. Laminar flow 
occurs when the particles of the water 
follow separate non-intersecting paths 
with little or no eddying or turbulence. 
Turbulent flows see the water swirling 
and rotating as it moves through the 
pipe. Laminar flows are generally ve-
locities of 1 to 2 fps and less. 

FRICTION LOSSES. Whenever water is 
flowing in the system, there is a loss of 
pressure due to friction with the pipe. 
This results in an accumulated loss of 
pressure as the water moves through 
the system. As the velocity increases 
the friction loss also increases. Friction 
loss may be reduced by increasing the 
size of the pipe, reducing the flow rate, 
reducing the velocity or using a smooth-
er material such as PVC vs. steel pipe. 

Most of the pipe friction loss charts 
are based on the Hazen and Williams 
formula. Each type of pipe is catego-
rized by the type of material and given 
a "C" value which indicates its relative 
smoothness or roughness. The "C" 
value for new PVC pipe is 150, for new 
copper and polyethylene 140 and for 
steel pipe 100. 

The PVC pipe surface is much 
smoother than the steel pipe. As the 
pipe ages, rust can occur in steel pipe, 
corrosion may happen in copper pipe 
and suspended solids and sand can 
cause abrasion in any pipe which will 
reduce the MC" value and increase the 
friction loss as the system ages (see 
chart below). 

THE HAZEN AND WILLIAMS FORMULA READS: 
100 A 1.852 gpm A 1.852 

0.002083 x L x F x 0.433 = P 

C A 1.852 D A 4.8655 

Where: F = Friction loss in feet of head 
C = Friction factor for smoothness 
L = Length of pipe 
D = Inside diameter in inches 
P = Friction loss in psi 

Friction loss for 100 feet of 2-inch CL 200 PVC pipe with a flow of 60 gpm is: 

.002083 x 100 feet x [(100 A 1.852 = 5058.25) / (150 A 1.852= 10718.18) = .472)] x [(60 
A 1.852 = 1963.98)/(2.15 A 4.8655 = 41.46) = 47.379)] x 0.433 = 2.017 psi of loss 
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700 Ultraflow Series 
Valves... 

Now in purple for 
reclaimed water I 

"RW" applications. 
EXTENSION 135 

A n d G e t T h e F a x 
Total 
Control... 
Totally 
awesome! 
EXTENSION 110 

Rain Dial... 
Modular design allows 

for easy upgrades, 
remote programming. 

EXTENSION 115 

MC P / u s . . . ^ I 
The Industry Standard 
EXTENSION 120 

Rotor... 
Innovative design 
leads the pack in 

ease of adjustment. 
EXTENSION 125 

© Hardie Irrigation 
A J a m e s H a r d i e Company 



Emitters... 
Dependable, 

precise, accurate 
drip irrigation. 

EXTENSION 145 

r 

2400 Series Valve... 
An industry leader and 
the contractor's choice. 

EXTENSION 140 

Sprayheads... 

Reliable pop-down, heads available 
in 2", 3", 4", 6" and 12" models. 
EXTENSION 130 A 
COMPLETE INDEX 200 
MC PLUS CONTROLLERS 120 
DIAL CONTROLLERS 100 
TOUCH COMMAND CONTROLLERS 150 
IBOC CONTROLLERS 105 
TOTAL CONTROL CONTROLLERS 110 
RAIN DIAL CONTROLLERS 115 
500 SERIES HYBRID CONTROLLERS 155 

190 200 SERIES VALVES 210 
195 700 SERIES ULTRA FLOW VALVES 135 
185 CENTURY SERIES VALVES 180 
140 RECLAIMED WATER PRODUCTS 215 
175 530PR ROTOR 125 
170 100 SERIES SPRAYHEADS 130 
160 MICRO IRRIGATION PRODUCTS 145 
165 WARRANTY INFORMATION 230 

USE READER SERVICE #13 Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 



I R R I G A T I O N T R A I N I N G S E R I E S 

Many people use the friction loss 
charts provided in design manuals, but 
we prefer simple computer programs 
written in basic to solve these flow loss 
problems as well as to determine veloc-
ity. It is easier to make errors using 
charts provided in manuals by reading 
the wrong column, size, chart or pick-
ing the velocity instead of friction loss. 

Surge pressure or water hammer can 
damage irrigation systems and reduce 
system life expectancy. Surge pressure 
is a series of pressure pulsation's of 
varying magnitude, above and below 
the normal pressure in the pipe. The 
magnitude and frequency is dependent 
on the velocity of flow, size, length and 

SURGE PRESSURE CAN BE CALCULATED: 
V x L x .07 

s 
T 

Where: S = Surge pressure (additional pressure over normal operating pressure 
V = Velocity 
L = Length of straight mainline 
T = Time of valve closure in seconds 

Examples: 10 fps x 400 feet x 0.07/0.5 seconds = 560 psi surge pressure 
5 fps x 400 x 0.07/0.5 seconds = 280 psi 
5 fps x 100 x 0.07/0.5 seconds = 70 psi 

material of the pipe. Shock results from 
these pulsations when the flow of water 
is stopped in a short period of time. 

Surge is often accompanied by a sound 
comparable to a hammer struck against a 
pipe, hence the name water hammer. In-
tensity of sound is no measure of pres-
sure magnitude. Tests show that if 15 

percent of the shock pressure is removed 
by surge absorbers installed in the line, 
the noise is eliminated but relief from the 
surge is not enough to protect the system 
from damage. 

Valve closure time is the other key fac-
tor affecting surge pressure. Most irriga-
tion system electric control valves have a 

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 8 
124 W. Main 

Harper, KS 67058 

1 (800) 062-4212 
USE READER SERVICE #50 

USE YOUR HEAD OR OURS 

NELSON-RAINBIRD-H IT -BUCKNER 
NOZZLE SPECIAL! 

$.50 ea. 9 * 
S A T I S F A C T I O N G U A R A N T E E D 

• I R R I G A T I O N 
• L A N D S C A P E 

1 - 8 0 0 - 2 8 4 - 0 2 0 5 
D A L L A S , T X 

Q u e s t i o n s 
about... 

Your subscription? 
or 
Display advertising? 

t í Call toll-free 

m-Wo'OiŒ 
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L E S S O N N I N E 

closure time of less then one second. 
The Center for Irrigation Technology at 
CSU Fresno, Calif., has tested numer-
ous valves and found the actual closure 
time to be 0.5 to 0.8 seconds (see chart 
above, left). 

The surge pressure increases propor-
tionally with additional length and ve-
locity. Directional changes within the 
system will help dissipate this energy, 
but if the surge is too high, elbows may 
crack or fittings may be blown off of the 
pipe. Installing control valves on a 
riser and elbow above the mainline 
will also help suppress some of the 
surge. 

Depending on the size of the irriga-

tion system, its best to maintain veloci-
ties under 5 fps in most mainline de-
signs. Lateral lines that are drained after 
each operation can also experience surge, 
and the velocities should be kept under 7 
fps. 

Keep this article handy as we continue 
with pipe sizing techniques, sizing of 
other system compo- ^ ^ ^ ^ ^ ^ ^ ^ ^ 
nents and total irri-
gation system losses 
in the April issue. • I 

The author 
president of Keesen ^ H f V i f l 
Water Management, ^^m ^ k ^ k 
Auroa, Colo. ^ I 

I R R I G A T I O N Q U E S T I O N S 

1. Will increased velocity result in a propor-
tional increase in friction loss if the pipe size 
remains the same? 

2. Is dynamic pressure an indication of en-
ergy that is available within the system 
when no flow exists? 

3. What is the static pressure at the base of a 
water tower with the water level at 145 feet 
above the base? 

4. Are laminar flows common in most irriga-
tion systems? 

5. Does copper pipe have a smoother inside 
surface than PVC pipe? 

6. What is surge pressure? 

Answers appear on page 101 of March LLM. 

C O O L W E A T H E R 
W E E D C O N T R O L 

FINALLY, 
DRIP IRRIGATION 

MADE EASY! 
With the VIBRA-CLEAN EH-12 System: 
•All the necessary drip components are in the head. 
•Simply screw the EH-12 onto any 1/2 inch riser*. 
•Lay out the distribution tubing to the area to be watered. 
•Install the stakes and bug caps. 
•Turn on the water! 
* Back flow prevention required in compliance with local code. 

The OLSON EH-12 contains 12 individually 
flow-regulated outlets with micro-tubing 

fittings, a micro filter, a method of 
opening or closing each outlet, and 
fertilizer application capability. 
Accessory items include bug 
caps, distribution tubing and 
fertilizer pellets. 

It's quick and easy to in-
stall. Your customers will 
find it simple to operate 
and easy to understand. 

OLSON 
IRRIGA" 
SYSTEMS 

when water counts® ION 

10910 Wheatlands Ave. 
• Santee, CA 92071 

(619) 562 -3100 
(800) 776 -5766 

FAX (619) 562 -2724 
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University Testing Proves Esters 
Outperform Amine Formulations 

In Cool Temperatures. 
Pennies saved 
using an Amine 
formulation in 
low tempera-
tures could cost 
dollars in call 
backs. During 
cool Spring 
and Fall condi-
tions, Esterfor-
mulations are 
recommended. 

1990 PURDUE DANDELION TE8T 
AMINE V8 ESTER 

% COMTBOt ON t/13/IO 

2 10 1» 
TREATMENT DATES 

I AMINE SALT V77A ESTER 

Trust your 
cool weather 
weed control 
to Riverdale. 
We offer your 

choice of 
Esters-

2,4-D Based 
Tri-Ester™ 

or 
2,4-D Free 
Tri-Ester II™ 

Tri-Ester™TH-EsterII 
Call us at 1-800-345-3330 

J^iverdale 

TM 
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UNDERSTANDING COMPOST MATURITY 

COMPOST IS increasingly demanded by a 
variety of landscapes, nurseries, green-
houses and professional turf managers. It 
can be cost-effectively used for its many 
benefits as a soil amendment or topdressing, 
often replacing all or a portion of soils, 
sands or peat moss typically used. 

Numerous types of compost are available 
today, mainly made from yard waste, 
sewage sludge, animal manures and 
municipal solid waste. Numerous factors 
affect the quality of compost. Some factors, 
such as moisture level, texture and inert 
contaminants, are easily discernible. Others, 
including chemical contaminants, weed 
content, organic matter and maturity, are 
difficult to recognize and a buyer must 
depend on laboratory analysis and the pro-
ducer's reputation to ensure quality com-
post. Compost maturity, which can affect 
plant growth, is critical to the end user. 

THE COMPOST PROCESS. Composting is 
simply the decomposition of organic matter 

• C:N RATIO OF VARIOUS 1 
1 COMPOSTABLE MATERIALS 1 

PRODUCT RATIO 
Sawdust 300-700:1 

Paper 150 200:1 

Bark 125:1 

Leaves 80:1 

Food Waste 30:1 

Manure 15:1 

Grass Clippings 10:1 

Humus 8:1 
Table 1. 

in the presence of microorganisms and 
oxygen which yields C 0 2 , H20 , heat and 
finished compost, or: 

organic matter + microorganisms + 0 2 -
C 0 2 + H 2 0 + heat + compost 

Finished compost retains a high propor-
tion of organic matter, yet resists further 
decomposition. 

The microorganisms responsible for 
composting require oxygen, plus the 
nutrients found in the organic matter they 
decompose. Of all the nutrients, carbon (C) 
and nitrogen (N), greatly influence the 
composting process. Microorganisms 
require C and N in specific proportions to 
achieve the most efficient level of decompo-
sition and composting. 

Table 1 shows the C:N ratio of various 
compostable materials. Compost operators 
attempt to blend together different materials 
to yield a C:N ratio of approximately 30, the 
ideal point to begin composting. Materials 
with a C:N > 30 compost slowly, with N 
being the limiting factor. A low C:N ratio, 
say five to 10, results in excessive N for 
microbial use, often producing odors during 

C & S TURF CARE EQUIPMENT, INC. 
BUILDING QUALITY EQUIPMENT 

FOR PROFESSIONALS, BY PROFESSIONALS 

C & S P r o t a n k 8 Sprayers 
• ELECTRIC AND GAS UNITS 
• DESIGNED TO FIT IN 

A WIDE RANGE OF VEHICLES 
• FIBERGLASS AND 

POLY TANKS AVAILABLE 
• DIAPHRAGM, PISTON, 

OR ROLLER PUMPS 

Complete Sprayers...Ready to work 
(216)966-4511 (800)872-7050 
6207 Dressier Fid., N. W., N. Canton, OH 44720 

^ ^ ^ u s t o n ^ r d e r s W e l c o m e ^ ^ ^ ^ ^ 
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composting as various N-based compounds 
volatilize. 

During composting, the C:N ratio drops from 
30 or higher to about 15 to 18 in finished 
compost. At this point the compost has 
completed its very rapid, heat-generating stage 
and cooled. Peat moss, a stable organic matter 
which has been decomposing for millions of 
years, will have a C:N ratio of 12 to 13. 

EFFECTS OF IMMATURE COMPOST. Im 
mature compost is nothing more than com-
post which continues to rapidly decompose 
when moisture, oxygen and nutrient 
balances favor microbial activity. Using a 
compost not fully mature can negatively affect 
plant growth. 

A high C:N ratio (greater than 18 to 20) 
results in continued degradation of the 
material by microorganisms which steal 
nitrogen at the expense of plant growth. 
Immature compost is generally adequate for 
seed germination or initial plant growth, but 
shortly thereafter plants show signs of 
nitrogen deficiency and stunted growth. 
These problems can be offset somewhat by 
adding nitrogen fertilizer. 

Immature composts, especially those pro-
duced under less than fully aerobic conditions, 

at times show high levels of organic acids 
often toxic to plants. In contrast to the high 
C:N problem described above, organic acids 
affect germinating seed. 

The immature compost often produces 
offensive odors, especially when the raw 
materials include grass or sewage sludge. 
Fully mature compost, no matter what the 
origin, should have only a slightly earthy 
odor. Odors in immature compost result 
from the volatilization of ammonia, 
amines, sulfur and numerous organic com-
pounds. These odorous materials become 
stabilized as the compost reaches maturity. 

ENSURING COMPOST MATURITY. Mature 
compost ensures favorable plant response 
and helps avoid odors. There are several 
ways to determine compost maturity. 

The first test is to gauge odor. Mature 
compost should have no more than a slightly 
earthy odor. Composts which still smell 
like sewage or manure, or have a sour, 
strong ammonia or sulphur (rotten egg) 
smell, may offend customers. 

Physical appearance plays an important 
role as well. Mature products appear dark in 
color and show no sign of easily decom-
posed material (leaves, petioles, etc.). Most 

composts contain some materials highly 
resistant to decomposition, such as small sticks 
or wood chips used as bulking agents during 
composting. Small materials are allowable, 
but screen out large pieces (> 1/2 inch). 

Laboratories can run numerous tests on 
compost to ensure maturity: C:N ratio, plant 
bioassays and respirometry. C:N ratio 
should be < 20 and preferably close to 15. 
Higher C:N ratios may result in nitrogen 
theft, at which point plants display charac-
teristic nitrogen deficiency symptoms. Thor-
oughly incorporating the compost into subsoil 
and nitrogen fertilization helps plants recover. 

Plant bioassays may help determine the 
presence of organic acids or other toxic 
contaminants. Plants sensitive to those 
materials, such as Cress or Timothy, are 
germinated in the compost. Germination 
should be close to 100 percent, otherwise 
some type of toxic contaminant may show 
up. These bioassays will not detect an 
excessively high C:N ratio, however, since 
seedlings contain enough nitrogen to sustain 
initial growth. — Jim Wilkinson, Ph.D. • 

The author is vice president, professionals 
sales and research & development for 
Earthgro Inc., Lebanon, Conn. 

\ EVERYTHING FOR THE 
) LAWN MAINTENANCE INDUSTRY 

CELEBRATING OUR 26th YEAR! 

2 0 0 gal. poly baffled tank 
5 .5 Honda with D-30 
Electric reel 

300ft. 1/2" hose 
Unit pre-tested & ready to use 
Custom built units available 

OLDHAM CHEMICALS 
C O M P A N Y , I N C O R P O R A T E D 

COMPLETE SUPPLIER OF T & 0 CHEMICALS 

1-800-888-5502 
Or write: P.O. Box 18358, MEMPHIS, TN 38118 
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D E P E N D A B L E , L O W 
C O S T B R O A D L E A F 

W E E D C O N T R O L 
Your Choice Of Two Proven 

Three-Way Products. 
Riverdale offers you a choice in the proven 
effect iveness of three-way broadleaf herbicides. 
Triplet "or Triamine.™ Triplet™combines 2 , 4 - D , 
Mecoprop and D icamba and Tr iamine™ com-
bines 2 , 4 - D , Mecoprop and Dichlorprop. 

E C O N O M I C A L 
U N I V E R S I T Y T E S T E D 

U S E R P R O V E N 
B R O A D S P E C T R U M 

C L E A R E D F O R U S E O N C O O L A N D 
W A R M S E A S O N T U R F 

TM Triplet Triamine 
Call usât 1-800-345-3330 

J^iverdale 

TM 
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VALENT U.S.A. named Allen Smith pro-
duct manager and David Whitehead 
business manager of its new professional 
products group. 

ISK Biotech appointed Robert Petersen 
turf and ornamental specialist for its 
Southeast territory. Petersen, who previ-
ously served as sales supervisor for the 
Northern region, handles sales and 
marketing of turf and ornamental products. 
Jean-Claude Lecoq joined ISK Biotech as 
regional manager in France, taking charge 
of strategic developments. Lecoq was 
director of the agrochemicals department 
with SNPE chemicals division. 

Husqvarna named Jim Fenner. Gary 
Mason and Bill Goodwin as territory man-
agers. Fenner recruits and serves outdoor 
power equipment dealers in eastern and 
central Tennessee; Mason covers central 
and western New York; and Goodwin is 
responsible for metropolitan Atlanta and 
northern Georgia. 

O.M. Scott & Sons promoted Midiael 
Webb to vice president of business devel-
opment. Formerly vice president of manu-
facturing and logistics, Webb continues to 

be involved with organics business 
strategy and the direction of Scott's 
composting services. 

Dr. Michael Kelty was promoted to 
vice president technology and operations 
at Scotts. Adding to his research, develop-
ment, engineering and quality assurance 
responsibilities, Kelty directs fertilizer 
manufacturing, seed packaging and 
corporate purchasing. 

Also at Scotts, Kenneth Friti will serve 
as vice president of logistics and opera-
tions, assuming direction of distribution, 
logistics and regional products plant 
operations. 

Turfco appointed Robert Brophy dir-
ector of new ventures. Brophy came to the 
post from Cushman/Ryan where he was 
involved in product development and 
marketing for 17 years. 

Conwed Fibers named Dee Hunter, 
P.E., Southeast sales engineer of its 
environmental division. Hunter previously 
held civil and county engineering 
positions. 

Pennington Seed appointed Dr. Jeff 
Higgins head of product development. 

Higgins also serves as director of lawn and 
garden chemicals, fertilizers and soil 
products. 

John Ripp joined Moyer & Son's sales 
force to handle golf course sales in the mid-
Atlantic region. He was formerly a 
distributor representative in the Chicago 
metroplitan area. 

Briggs & Stratton named Ed Bednar 
marketing manager of its industrial division. 
Bednar joined the company in 1981 as an 
engineering intern. 

Echo promoted David Korpieski to 
national accounts executive. Korpieski 
previously served as Southeast regional 
manager. He now helps develop hardware 
accounts and specialty distributions. • 

MULCH MONSTER 
The crisis in the waste management industry and 
the restrictions that apply specifically to "green 
waste" make the AmeriQuip 250 Chip N Mulch 
the right product at the right time. 

The 250 is built tough for commercial use. A 
suspended trailer, big capacity mulcher, large 
shaft and bearings, dual purpose design and a 
16 HP OHV engine are all standard equipment. 
For more information, call: 

(800)824-9776 

AmeriQuip 
1480 Arrow Hwy., La Verne, CA 91750 

(909)392-2033 Fax (909)392-4651 
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PRODUCT SPOTLIGHT 
THE U.S. ENVIRONMENTAL Protection 
Agency registered Ciba-Geigy's Primo, a turfgrass 
growth regulator used on highly maintained turf. 

Primo is formulated for all major warm- and 
cool-season turf species, including bahiagrass, 
common and hybrid bermudagrass, 
centipedegrass, St. Augustinegrass, zoysiagrass, 
bentgrass, Kentucky bluegrass, red and tall fescue 
and annual and perennial ryegrass. 

At standard rates, Primo reduces turf growth by 
50 percent for four weeks, reducing the amount of 
time required to mow a property or even eliminat-
ing some mowing cycles. It becomes rainfast within one hour and is de-activated when 
it comes in contact with soil. 

Primo also serves as an edging material around ornamental beds, trees and curbs. It 
has no negative effect on non-target plants or trees. 
Circle 125 on reader service card 

GEOQUIP INTRODUCES the stainless steel 
tank Hydro-Seeder, giving the operator easy 
access to all controls including the pump 
engine throttle, gates to the main turret 
behind the tank and the remote spray gun. 

Other features include a lower center of 
gravity for increased safety and stability on 
hillsides; heavy-duty discharge ports run by 
a 100-h.p., turbo-charged diesel engine; and 
electrically actuated hydraulic cylinders on 
the remote gun and agitator eliminating the 
need for multiple hydraulic lines. 

The Hydro-Seeder does not require re-
lining and lasts longer than plastic tanks. It 
is available in 1,700- and 3,400-gallon 
capacities. 
Circle 126 on reader service card 

Turplex Biolnsecticide from O.M. Scott & 
Sons controls surface-feeding insect pests 
with a botanically active ingredient extract-
ed from the seed of the neem tree. 

Turplex Biolnsecticide stems from the in-
sect growth regulator activity of 
azadirachtin, a compound found in neem 
treems, mostly in the seed. Azadirachtin 

BROADLEAF 
WEED CONTROL 
WITHOUT 2,4-D 

WRKO EDGE-R-RITE 
MU MULTI-PURPOSE 

TURF EDGER 

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

Self-propelled and push 
models available. 
Rugged design for 
commercial use. 

Disc Blade 

1 
V-Blade 

Optional Blades: 
^ Disc Blade for cutting straight edge 

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

^ V Blade for removing a strip of turf Right Angle «ade 
along a sidewalk. 

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

Write or call 
for detailed 

literature 

TURFCO 

If You Choose Not To Use 2,4-D In 
Your Weed Control Program, You 

Still Have A Choice Without 
Giving Up Performance. 

Riverdale offers Tri-Power™ and Triamine n.™ 
Tri-Powers our premium 2,4-D Free three-way 
combines MCPA, Mecoprop and Dicamba in 
the most highly concentrated three-way 
available. 
Triamine n™ combines MCPA, Mecoprop and 
Dichlorprop to satisfy 2,4-D Free, Dicamba 
Free needs. It's your choice. 

Tri-Power™THamine II™ 
Call us at 1-800-345-3330 

J^iverdaie 
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controls insects in all larval stages, 
including the pupal stage. 
Circle 127 on reader service card 

Blue Planet Ltd. introduces a compost 
machine that combines the functions of a 
bin and shredder with the benefits of 
increased volume and a two-week 
composting cycle. 

The galvanized steel, polyurethane-
painted composter produces 16 bushels of 
finished mulch from 27 bushels of input. 
The large volume reduces the need for 
mixing precise proportions of compost 
ingredents and eliminates the need for 
artificial catalysts to promote the compost-
ing cycle. 
Circle 128 on reader service card 

Tree Technology Systems received U.S. 
EPA label approval for Systre^ 1 /Nutrient, 
a mixture of Bayleton® fungicide and 
fertilizer used for administration in Tree 

Technology Systems' Arbox micro-
injection system. 

The label calls for suppression of fungal 
diseases such as Fusarium spp. and nutrient 
deficiencies. Tree Technology Systems also 
offers Systrex labeled for treatment of pine 
tree decline, a common problem with native 
Florida pines. 
Circle 129 on reader service card 

The Cross Fire trimmer line from Echo 
features eight cutting surfaces which 
provide cleaner cuts with minimal brown-

ing. The trimmers' shape allows them to cut 
at higher speeds. 

Cross Fire trimmers are constructed of 
long-lasting copolymer, a material that adds 
wear resistance to the product. Their multiple 
surface design produce eight 40-degree edges. 
Circle 130 on reader service card 

Ameriquip s Eagle 44, a trailer-mounted 
aerial lift with a 25-foot side reach and 44-
foot working height, features positive 
bucket leveling, 360-degree continuous 
rotation and high portability. 

An electrically operated proportional 
control valve with neutral position interlock 
allows simultaneous two-function operation 

Z HANDY RAMP ENDGATE 
Slips on and off like a regular endgate, no drilling required! Takes less than 30 seconds 

to install! Weighs less than 110 lbs. yet loads any object up to 2,000 lbs. without needing 
extra personnel. It mounts on the same latching system currently used on all full size 
l/2 -1 ton pickup trucks and folds out into a ramp that allows any item to be loaded 
without backing into a ditch or using planks that can slip. Easily load: Riding lawn 
mowers, snowmobiles, ATV's, motorcycles, core aerators, etc... 
100% all steel construction. 
100% USA materials 
and labor. 
Creative 
Automot ive 
Products Inc. 
435 Wilson St. N.E., 
Minneapolis, 
MN 55413 

(612) 331-8600 

Accounts Receivable • In-
voices • Statements • Sales 
Tax/Finance Charge Com-
putation • Aging Reports • 

Truck Routes • Chemical Ap-
plication Reports • Plant List • 
Plant Inventory • Lead Track-
ing • Proposals • Accounts 
Payable • Payroll • Check 
Writer • General Ledger • 
Mailing List • Equipment 

Maintenance • Completely 
Menu Driven • Simple to Use 
• Customization and Multi-

user Version Available 
• Designed for landscape construction, ir-

rigation, chemical & maintenance com-
panies. 

• We will setup the software for ANY type 
of form. 

• Complete program $695.00. 
• Demo available. 

SPS Consulting 
1032 Raritan Road-
Cranford, NJ 07016 

(908)272-1398 
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and complete feathering capability. Heavy-
duty outriggers are an integral part of the 
lift. Ease of operation and portability make 
the Eagle 44 ideal for most maintenance 
tasks requiring aerial access. 
Circle 131 on reader service card 

Gandy introduces the 6500 series drop 
spreaders which offer precision cam gauge 
metering for accurate gravity flow 
applications of fertilizer, granular materials 
and seeds. 

Gandy's drop spreaders are available in 
three models: the 6504 which is 4 feet 
wide and has a 260-pound capacity; 6505, 
which is 5 feet wide with a 325-pound 
capacity and the 6-foot-wide model 6506 
with 390-pound capacity. 

The spreaders' bottom and slides feature 
diamond-shaped openings spaced two 
inches apart. Two internal rotors are in-
dependently driven by pneumatic tires and 
a hand-operated shut-off gear mounted on 
a tractor hitch. 
Circle 132 on reader service card 

Under an expanded label recently accepted 
by the U.S. EPA, ISK Biotech's Daconil 
2787 flowable fungicide now extends to 55 
damaging diseases on 78 species of broad-
leaf shrubs and trees, including conifers, as 
well as foliage plants, flowering plants and 
bulbs. 

On turf, Daconil 2787 is labeled for con-
trol of algal scum and a broad range of 
fungal pathogens that cause dollar spot, 
brown patch, leaf spot, melting-out, brown 
blight and other diseases. 
Circle 133 on reader service card 

Plant-Tone plant food and soil conditioner 
for lawns, flowers and gardens features an 
improved 5-3-3 composition for robust 
lawns and plants. 

Approved for organic gardening, Plant-
Tone provides a slow release of nutients 
which encourage soil microbe and 
earthwork activity. It can be applied to new 

25LBS.NET WEIGHT 

FOR 
WVNS - FLOWERS » GARDENS 

M i NATURAL 
PLANT FOOD FOR 

lawns immediately and to established lawns in 
spring, summer and fall. 
Circle 134 on reader service card 

Farmland Industries introduces the 
Propell Professional Turf Fertilizer line 
formulated to withstand rigorous growing 
conditions. Available in six formulations, 
Propell is ideal for turfgrass areas cut 
above 3/4-inch. 

TURFVENT BY Feldmann 

WE GO TO GREAT LENGTHS! 
Feldmann's newest TurfVent core plug aerator 
provides a hefty 64" swath for greater lawn 
coverage and is big on quality construction for 
strength and durability. TurfVent 64 includes a 
three-point hitch adapter and can be conven-
iently shipped via UPS. TurfVent models are 
also available in 30", 32", and 48". For more 
information call 800-344-0712 Ext. 420. 

THE BEST...next to 
Mother Earth™ 

« i v i > § ? ! ! ' ! 
1 n T t * T ° T ' » 

FELDMANN ENGINEERING & MANUFACTURING CO., INC. 
Dept. LNL-03R, P.O. Box 908, Sheboygan Falls. Wl 53085 
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From METK0, INC. 
1251 MILWAUKEE DRIVE 

HOLSTEIN, Wl 53061-1499 
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M - 2 0 0 M i n i R a m p -
fits mid size and 

mini-pickups. 

M - 3 0 0 

M - 3 0 0 P o r t a R a m p -
fits any pick-up, trailer 
or van. 

M-100 S t a n d a r d R a m p -
fits standard size 
pickups. 

M - 2 0 0 

* M - 1 0 0 



The fertilizer line includes: Propell 
Sulfur-Coated Urea (37-0-0), containing 12 
percent sulfur; 20-5-10, containing 7.6 
percent sulfur, 1.2 percent iron and 50 
percent slow-release N; 30-4-8, containing 
5 percent sulfur, 1.2 percent iron and 20 
percent slow-release N; 12-24-12, contain-
ing 4 percent sulfur, 10-10-10, containing 2 
percent iron and 4 percent sulfur; and 
Propell Multi-Purpose Plant Food (16-0-8), 
containing 15 percent sulfur, 1.5 percent 
iron, 0.15 percent zinc and 0.10 percent 
manganese. 
Cirde 135 on reader service card 

Little Wonder gasoline head trimmers are 
available with 16- and 30-inch blade 
lengths that cut growth up to 1-inch thick. 

The trimmers' precision balanced design 
provides comfortable cutting and the fully 
sealed gas tank prevents leakage. 

The two-cycle engine features quick-
starting electronic ignition. Gears, blades, 
gearbox, frame bar and handles are 
available with a five-year warranty. 
Circle 136 on reader service card 

J.F. Oakes Sales & Marketing introduces 
the JFO Chemtrol, a high-pressure spray 
hose constructed of chemically stable, 
electrically non-conductive synthetic com-
pounds, and reinforced with high-tensile 
yarn. 

The lightweight hose features an 
abrasion-resistant outer covering and a 
chemical-resistant inner bore that enables 
the hose to carry a range of pesticides and 
lawn care chemicals. 

JFO Chemtrol has a working pressure of 
300 psi. The 4:1 safety ratio allows 
pressure surges and variations in operating 
conditions. 
Circle 137 on reader service card 

The U.S. Department of Agriculture recently 
issued plant variety protection on Pickseed 
West's Shortstop turf-type tall fescue. 
Shortstop is a slower-growing, uniform 

variety with dark green color and medium-
fine leaf texture. 
Circle 138 on reader service card 

CompuScapes introduces two accounting 
modules to complement its existing soft-
ware. The general ledger and financial 
statements and inventory management and 
purchase orders are fully integrated with the 
main module, which contains job costing, 
routing and scheduling and estimating, • • à i 
l ^ y ¿=>f 

workorders, invoicing and accounts 
receivable. 

The first of the two modules allows the user 
to create and print financial statements for the 
whole company as well as profit and loss 
reports by cost center. The second module 
gives the user greater control over inventory. 
Circle 139 on reader service card • 

COMING NEXT MONTH 
The April issue of Lawn & Landscape Maintenance will focus on irriga-

tion in the landscape. From recycled irrigation water to centralized 
irrigation control, we'll discuss the latest issues in water management. Of 
course we'll also bring you our ongoing irrigation training series. Next 
month's topic is designing for drip. 
You'll also find features on insecticide performance in turf, computing 

mower productivity, a look inside Smallwood Landscaping of Naples and 
the first of our regional market reports. 

Cont ro l At Your F inger t ips 
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 b ids 
• 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 

Beaverton, OR 97005 • (503) 646-5581 

1-800-367-7082 DOANE S Y S T E M 
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issues you want 

and send a 
check or 

money order 
covering full 
payment and 

$1 .00 shipping 
& handling to: 
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NOTICE: 
Important Information on New 2,4-D Label Requirements 

In order to keep the herbicide 2,4-D available to those who rely on it for agriculture, forestry, turf care and roadside and rights-of-way maintenance, the 
Industry Task Force II on 2,4-D Research Data has reached an agreement with the U.S. Environmental Protection Agency (EPA) to undertake an exposure 
reduction program while completing overdue scientific studies required by the agency. The Task Force is compromised of the registrants of the technical 
grade 2,4-D (which appears on product ingredients as some form of 2,4-dichlorophenoxyacetic acid) which manufacture or sell 2,4-D products in the 
United States: AGRO-GOR, DowElanco, Nufarm USA and Rhone-Poulenc. 

The EPA is convening a panel of experts to comprehensively evaluate all pertinent 2,4-D studies, including studies involving long-term exposure. Pending 
the completion of this evaluation and the evaluation of reregistration studies being performed by 2,4-D registrants, the new practices and requirements 
described in this program will appear on new 2,4-D product labels. In addition to label changes, a national applicator/user exposure reduction program 
will be implemented. 

Compliance with these exposure reduction measures prescribed on the new labels on products containing 2,4-D is required by law. It also represents 
common sense and good work practices appropriate to the application of all pesticides. 

All 2,4-D applications will be affected by the new label requirements, including agriculture, forestry, aquatics, utility rights-of-way and roadside 
maintenance, golf course and other turf management, as well as commercial and homeowner lawn care. 

Because the greatest potential for exposure to pesticides like 2,4-D occurs during mixing and application, the following measures are designed to reduce 
pesticide exposure by requiring protective clothing and equipment, and proper hygiene, as well as by restricting the amount and frequency of application, 
and access to treated areas. While the registrants of 2,4-D remain firm in their support of 2,4-D, they advocate handling pesticide products with care and 
respect. 

The following specific new label requirements for specialty applicators will soon appear on 2,4-D product labels: 

A For forestry, aquatic, and industrial (e.g., rights-of-way, roadside 
maintenance, etc.) uses, when mixing, loading or applying 2,4-D 
products, or repairing or cleaning equipment used with 2,4-D 
products, wear eye protection (face shield or safety glasses), 
chemical-resistant gloves, long-sleeved shirt, long pants, socks and 
shoes. It is recommended that safety glasses include front, brow and 
temple protection. Eye protection is not required for aerial applica-
tors in enclosed cockpits and applicators applying these products 
from a tractor that has a completely enclosed cab. 

For turf applications, mixers, loaders and applicators must wear 
long-sleeved shirt, long pants, socks and shoes. Users of turf liquid 
products with "Warning" or "Danger" signal words must also wear 
eye protection - a face shield or safety glasses (it is recommended 
that safety glasses include front, brow and temple protection). 
Professional applicators of turf liquid amine products must also wear 
chemical-resistant gloves, except when applying to golf courses. 
Other applicators of turf liquid amine products must wear rubber 
gloves. 

A For all applications, wear coveralls or a chemical-resistant apron 
when pouring from containers of more than 1 gallon but less than 5 
gallons in capacity. 

A For all applications, a mechanical system ("probe and pump") must 
be used for transferring the contents of containers of 5 gallons or 
more in capacity. If the contents of a non-refillable container are 
emptied, the probe must be rinsed before removal. 

A For turf and forestry applications, some application rates will 
change. The maximum application rate to turf is 2 pounds 2,4-D 
acid equivalent per application per site, or the existing maximum, 
whichever is lower. The maximum application rate to forestry site 
preparation will be 4 pounds 2,4-D acid equivalent per acre per 
application per site, or the existing maximum, whichever is lower. 
The new maximum application rates will be calculated on the new 
labels. 

A Full-yard sprayings for turf ("broadcast applications") will be 
limited to two per site per year. Applying the herbicide to individual 
weeds or clumps of unwanted plants as they crop up — "spot 
applications" — often is enough to control their spread without 
spraying the entire yard. 

A Do not apply 2,4-D products in a way that will contact workers or 
other persons either directly or through drift. Only protected 
handlers may be in the area during application. 

A For turf applications, do not allow people (other than applicator) or 
pets on treated area during application. Do not enter treated areas 
until spray has dried or dust has settled. 

For all other applications, do not enter or allow worker entry into 
treated areas during the restricted-entry interval, which will be 
indicated on the product label. 

A Use 2,4-D products only in accordance with their labeling. Some 
uses of 2,4-D products may be subject to the Worker Protection 
Standard. This standard contains requirements for the protection of 
agricultural workers on farms, forests, nurseries, and greenhouses, 
and handlers of agricultural pesticides. It contains requirements for 
training, decontamination, notification and emergency assistance. 
For any requirements specific to your state, consult the agency in 
your state responsible for pesticide regulation. 

A For early entry to treated areas that is permitted under the Worker 
Protection Standard, and that involves contact with anything that has 
been treated such as plants, soil or water, wear eye protection, 
chemical-resistant gloves, long-sleeved shirt, long pants, socks and 
shoes. 

A For forestry, aquatic, and industrial (e.g., rights-of-way, roadside 
maintenance, etc.) applications, wash hands, face and arms with 
soap and water as soon as possible after mixing, loading, or applying 
these products. Wash hands, face and arms with soap and water 
before eating, smoking or drinking. Wash hands and arms before 
using the toilet. After work, remove all clothing and shower using 
soap and water. 

A For turf applications, after using 2,4-D products in liquid form, rinse 
gloves before removing. Remove clothing and launder separately 
from other clothing before reuse, and promptly and thoroughly wash 
hands and exposed skin with soap and water. If clothing becomes 
saturated, remove as soon as possible and shower. 

After using the 2,4-D products in granular form, thoroughly wash 
hands and exposed skin with soap and water. 

A Do not reuse clothing worn during the previous day's mixing, 
loading or application of this product without cleaning first. 
Clothing must be kept and washed separately from other household 
laundry. If clothing becomes saturated, remove clothing as soon as 
possible and shower. 
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MARCH 25-26 Specialty Pesticide Federal 
Symposium, Washington Court Hotel. 
Cosponsored by RISE and the Chemical 
Producers and Distributors Association. 
Contact: Allen James, RISE, 1155 15th 
Street., NW, Suite 900, Washington, D.C. 
20005; 202/872-3860. 

APRIL 2-4 Associated Landscape Contrac-
tors of America Member Tour, San Diego. 
Contact: ALCA, 12200 Sunrise Valley 
Drive, Suite 150, Reston, VA 22090; 703/ 
620-6363. 

APRIL 23 Insects that Feed on Trees and 
Shrubs seminar, University of Florida Co-
operative Extension Service, Extension 
Service Auditorium. Sanford. Contact: Uday 
Yadav, 407/323-2500, ext. 5559. 

APRIL 24-25 California Landscape Con-
tractors Association Certification Testing, 
Cuyamaca College, El Cajon. Contact: Kim 
Heckes, CLCA Headquarters, 2021 N Street, 
Sacramento, CA 95814; 916/448-2522. 

MAY 2 Update on Biodegradability sem-
inar, held in conjunction with the Chemical 
Specialties Manufacturers Association's 
Mid-Year Meeting, Chicago Marriott Hotel. 
Contact: CSMA, 1913 Eye St. N.W., 
Washington, D.C. 20006; 202/872-8110. 

MAY 10-14 Trees from the Inside Out 
lecture series, Dr. Alex Shigo, Bellevue and 
Portland, Wash. Contact: John Kirkland, 
503/254-0482. 

MAY 13 Pesticide Seminar, Phoenix. 
Contact: Arizona Landscape Contractors 
Association, 2720 E. Thomas Road, Suite A-
205, Phoenix, AR 85016; 602/956-4352. 

MAY 23 Water Quality For Horticulture, 
University of Florida Cooperative Extension 
Service, Extension Service Auditorium, 
Sanford, Fla. Contact: Uday Yadav, 407/ 
323-2500, ext. 5559. 

JUNE 5 Estimating and Management Prin-
ciples for the Landscape Contractor seminar, 
Phoenix. Seminar will be repeated June 22 
in Tuscon. Contact: Associated Landscape 
Contractors of America, 12200 Sunrise 
Valley Drive, Suite 150, Reston, VA 22090; 
703/620-6363. 

JUNE 7-8 Management of Environmental 
Technology conference, University of 
Tennessee at Chattanooga. Contact: Dr. Phil 
Kazemersky, 615/755-4121. 

JUNE 10 Cornell Turfgrass Field Day, 
Cornell Research Plots, Ithaca, N.Y. Contact: 
Department of Floriculture & Ornamental 
Horticulture, 20 Plant Science Bldg., Cornell 
University, Ithaca, NY; 607/255-3134. 

JUNE 22 Diagnosing Landscape Disorders, 
University Theater, University of California, 
Riverside. Contact: Ted Stamen, U.C. 
Cooperative Extension, 21150 Box Springs 
Road, Moreno Valley, CA 92557; 909/683-
6491. 

JULY 8 The University of Georgia Turfgrass 
Field Day, Georgia Station, Griffin. Contact: 
The Georgia Turfgrass Association, 404/975-
4123. 

JULY 9-10 Second Annual New York ReLeaf, 
Urban and Community Forestry Conference, 
Cornell University, Ithaca, N.Y. Contact: Dr. 
Nina Bassuk, 607/255-4586. 

JULY 14-16 American Sod Producers 
Association Summer Convention & Field Day, 
Opryland Hotel, Nashville, Tenn. Contact: 
ASPA, 703/836-4606. 

JULY 18-24 International Turfgrass Research 
Conference, Breakers Resort Hotel, Palm 
Beach, Fla. Contact: Dr. George Snyder, 
University of Florida, IFAS, Everglades 
Research and Education Center, P.O. Box 
8003, Belle Glade, FL 33430-8003; 407/996-
3062. 

JULY 24-29 American Society for Horticul-
tural Science's Annual Meeting, Opryland 
Hotel, Nashville, Tenn. Contact: Christine 
Radiske, 703/836-4606. 

JULY 25-27 International Lawn, Garden and 
Power Equipment Expo, The Kentucky 
Exposition Center, Louisville. Contact: EXPO 
93, 6th floor, 6100 Dutchmans Lane, 
Louisville, KY 40205; 800/558-8767. 

JULY 27-29 East-Penn Allied Nursery Trade 
Show. Contact: Pennsylvania Nurserymen's 
Association, 1924 N. Second Street, Harris-
burg, PA 17102; 717/238-1673. 

AUG. 18-19 West-PA Landscape & Nursery 
Trade Show & Conference, Pennsylvania 
Nurserymen's Association, 1924 N. Second 
Street, Harrisburg, PA 17102; 717/238-1673. 

OCT. 5-8 1993 IPAA Convention, Salishan 
Lodge, Oregon. Contact: Interstate Profes-
sional Applicators Association, P.O. Box 
1377, Milton, WA 98354-1377. 

OCT. 9-10 Certified Landscape Technicians 
test, Sacramento American River College, 
California. Contact: Kim Heckes, CLCA 
Headquarters, 2021 N Street, Sacramento, CA 
95814; 916/448-2522. 

NOV. 9-12 Turf and Grounds Exposition, 
Rochester Riverside Convention Center, 
Rochester, N.Y. Contact: New York State 
Turfgrass Association, 800/873-TURF, or 518/ 
783-1229. • 
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RATES 
All classified advertising is 75 cents per word. 
For box numbers, add SI 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 
GARDENCENTER 

COOS BAY OREGON OWNER RETIRING. 
Florist and garden center. Established in 1962 
with more than one acre of prime commercial 
real estate on busy state highway. Next to Or-
egon coast's largest indoor shopping mall. Price 
includes everything except retail inventory and 
owner's personal vehicle. For details call or 
write Dan Holmen Real Estate Co., 973 S. 1 st 
St., Coos Bay, OR 97420; 503/269-7226. 

BUSINESS OPPORTUNITY 
GROWTH OPPORTUNITY 

Exclusive franchise areas available forexisting 
green industry operations. Come grow with the 
leader in organic-based lawn care. For details 
call NaturaLawrfS) Of America Inc. at 800/ 
989-5444. 

FOR SALE 
LAWN CARE EQUIPMENT 

Hannay reels new in-the-box, E1526s, E1530s, 
S369; 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. 

SPRAYERREPLACEMENTPARTS 
Sprayer Replacement Parts — FMC, Hypro, 
Spraying Systems, Raven Tanks, Hannay Reels, 
plus more. Also Canaan sprayers and 
hydroseeders. FREE CATALOG. CANAAN 
INDUSTRIES, 800/633-7560. 

INSURANCE 

C O M M E R C I A L I N S U R A N C E FOR 
L A W N CARE O P E R A T O R S 

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 

Premium 
Replacement 

. T H O M A S Parts 
FOR ORDER 

INFORMATION 
OR A FREE 

CATALOG OF 
OUR COMPLETE 

P A R T # D E S C R I P T I O N C O S T 
A EB-15M EOGER BLADE ( 1 < r x r > 1.50 
B. GC-135AM IN-LINE FUEL FILTER 1.36 
C AF-2021M 12.5HP KAWASAKI 

PREMIUM FILTER 5 96 
0 JT-101M SPINDLE BEARING 4 8 0 
E H-6M KAWASAKI OIL FILTER 4.25 
F. TL-096 TRIMMER LINE. 096-

1LB. SPOOL 7 50 
G. JT-100M VARIABLE SPEED PULLEY 7 3 9 9 

FREELAND 
GOVERNMENT LAND now available for claim 
(including agricultural). Up to 160 acres/per-
son. 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) 

PUMPS, PARTS 
PUMPS — WANNER D-10 AND D-25 H Y-
DRA-CELL. New, reconditioned parts, com-
plete 24-hour repair service. Call Industrial 
Services Co., 614/965-4112. New lawn care 
hose reel swivel now available. 

SPRAY EQUIPMENT 
WHOLESALE, METERING, 

CENTRIFUGAL, TURBINE, ROLLER, 
PISTON AND 12-VOLT PUMPS. 

Complete Line of Spray Equipment 
Sandia Sprayer, Inc. 

806/546-2242 

DESIGN KIT 

L A N D S C A P E D E S I G N 
& K IT T H R E E 

COMPLETE 
PROFESSIONAL 

LANDSCAPE PLANS 
IN MINUTES! 

48 rubber stamp symbols 
of trees, shrubs, rocks, 
stepping stones, vine. 
& more Use at 1/8 or 

1/10 scale. Stamps 1/4 to 
1 3/4 inches in diameter 

$ 7 4 . 9 5 
+ $4.50 ship /hand. 

Cal only add 7 3 /4% ta* 
VISA/MasterCard 

By MAIL Or Phone 

30 PAGE STAMP CATALOG - $1 
A M E R I C A N S T A M P C O . 
1 2 2 9 0 R I S I N G R D . , # 7 9 2 

W I L T O N , C A 9 5 6 9 3 
( 9 1 6 ) 6 8 7 - 7 1 0 2 

LAWN SUPPLIES 

Super Blue Trimmer Line 
Size Order# Cost 

3LB-.095 TA-3095 $17.00 
5LB-.095 TA-5095 $26.00 

Edger Blades-Minimum 10 
8x2-1"CH EB-821NS .90 
9x2-l/2"CH EB-925NS 1.05 
10x2-l/2"CH EB-1025NS 1.10 

Kawasaki Air & Oil Filters 
12.5HP W/Wrap AF-KA303 4.50 
12.5HPWrap AF-KA005 
14HP W/Wrap AF-KA311 
14HPWrap AF-KA512 
Oil Filter OF-PT130 

For 12.5 & 14 HP 
Veri Heavy Duty Trimmer Head 

Dual Line with Knob & Bolt 
TA-VP1013.00 

SOUTHERN LAWN EQUIPMENT 
1-800-284-2467 
Visa or M/COnly 

.60 
5.36 

.70 
3.00 

PROPERTY 
OZARK MOUNTAIN OR LAKE ACREAGES, 
from $30/month, nothing down, environmental 
protection codes, huge selection. Free catalog. 
WOODS & WATERS, Box 1-LL, Willow 
Springs, MO 65793; 417/469-3187. 

STRAWBL0WER 
Reinco Straw Blower Model M60W Ford 300 
c.u.i., 6-cyl. engine, $6,500; 317/335-2080, IND. 

EARN MORE PROFIT IN'93 
Lawn Industry professionals take notice! A book. 
Bidding And Contracts: Your Key To Success, 
is now available. This book will impact your 
bottom line. Born of experience and not theory. 
Send $36.95 to: Profits Unlimited, 3930-B, 
Bardstown Rd., Louisville, K Y 40218; 502/495-
1351. 
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PALMTREE FERTILIZER SPIKES 

TWO-YEAR PLANTINGTABLETS 

20-10-5 
For Less * 1 • 

• Remke manufactures a duplicate 
20-10-5 tablet in the 21,10 & 5 gram 
sizes you already use. 
21 g. size: 500 tablets/25# case 
10 g. size: 1,000 tablets/25# case 
5 g. size: 2,100 tablets/25# case 

For detailed information write: 
^ ^ ^ Remke Enterprises, Inc. 

D ^ w ^ l m P.O. Box 93v 
R C l l l I U ^ Downers Grove, IL 60515 

EnterpwscSC (708)810-1662 

BUNT0N MOWERS 
$$$ SAVE$$$ 

SURPLUS NEW BUNTON FAIRWAY MOW-
ERS. 90-inch wide cut. 22-h.p. Kubota diesel 
engine. Hydrostatic drive. Because these mow-
ers are reel type, laws prohibiting grass landfilling 
is not a problem. Perfect for ballfields and cem-
eteries. Will sell for $ 10,000 each. Original cost, 
over $20,000 each. Will consider trade for a late 
model/low mileage GM car. Please call: Turbos 
Industries/Nussbaums, 1719 W. Main St., Louis-
ville, KY 40203; 800/928-5865 or 502/582-
3881. 

HYDROSEEDER/STRAWBLOWER 
1991 Finn TD-90 hydroseeder, 800-gallon ca-
pacity, 4-cyl. Kubota diesel engine, 200-foot 
hose, electric rewind reel, mounted on factory-
built dual axle trailer, 64 hours. You won't find 
another hydroseeder in this excellent condition 
with these features at this price. $ 19,000. Every 
offer seriously considered. 
1991 Finn B-70 straw blower, 32 hrs. Excellent 
condition, $9,000; 717/622-4771, Jim. 

FREE CATALOG 
MOWINGCONTRACTORS: FREE CATALOG 
Commercial mower parts. Guaranteed to fit 
Bobcat, Bunton, Exmark, Snapper and Scag. 
WHOLESALE PRICING on blades, belts, 
filters, pulleys, tires, transmissions and mow-
ing supplies. SAVE $$$. Call toll free, 800/ 
343-4333. LAWN CARE PARTS guarantees 
savings coast to coast. AMX/Visa/Mastercard 
accepted. 

COMPUTER SOFTWARE 
SOFTWARE 

TurfWorks™ —Yourbestbuy. 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. 

IRRIGATION SOFTWARE 
Dynamic computer software will help you make 
money. Developed for LAWN IRRIGATION 
service industry to provide improvements in 
manpower control and utilization through en-
hanced: scheduling, on-call routing, estimat-
ing, work-order preparation and billing. 
Accounting modules are available. Contact 
NorthEastern Research Associates, P. O. Box 
482, Woodmere, NY 11598. Phone/Fax, 516/ 
569-7450. 

HELP WANTED 
THEREINH0LDGR0UP 

A premier commercial landscape maintenance 
firm serving southeast Michigan is looking for 
top-quality individuals to fill the following posi-
tions at offices in Pontiac and Flat Rock: 
supervisor, pesticide and fertilization depart-
ment; pesticide and fertilizer application techni-
cians; foremen, mowing crews; foremen, weed-
ing and gardening crews; irrigation technician; 
and operator, tractor w/flail mower. 
If you are experienced and motivated to provide 
the highest quality landscape maintenance, reno-
vation and upgrades, send your resume to: 

The Reinhold Group 
23216 Telegraph 

Flat Rock, MI 48134 
ATTN: R. Hearn 

We provide excellent wages and benefits in an 
atmosphere of teamwork and growth. • • • 

SALES REPJASSIST. MANAGER 
Progressive, fast-growing, North Jersey lawn 
care operator seeking motivated self-starter for 
sales/management position. Salary, bonus, medi-
cal, vacation, etc. Send resume and salary history 
to Lawn-Tech, Inc., 1248 Sussex Turnpike, Mt. 
Freedom, NJ 07970, ATTN.: Mr. Bellis. 

• • • 

BRANCHMANAGER 
We are a fast-growing, employee sensitive com-
pany that offers an outstanding salary, bonus and 
benefits package. ChemLawn branch managers 
and assistant managers welcome! Send resumes 
to KAPP'S GREEN LAWN, Mike Markovich, 
P.O. Box 9038, Ft. Wayne, IN 46899-9038. This 
is a branch managers training program. 

• •« 

IRRIGATION SERVICE TECHNICIAN 
Expanding Chicago-based company searching 
for experienced service technician (maintenance 
person). Must have excellent practical and tech-
nical skills in all aspects of irrigation systems. 
Salary will be based on experience and job per-
formance. Please send letter or resume to, Central 
Lawn Sprinklers Inc., 1692 S. River Rd., Des 
Plaines, IL 60018, or phone 708/298-2002. 

LLM CLASSIFIEDS: 800/456-0707 

TM « IBM 
1 =1 ! =1 

SuperScape 
Landscape Management Software 

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. 8 0 0 - 2 9 9 - 9 9 9 1 5 1 2 - 4 5 2 - 4 5 0 0 

SoftQuest, Inc. 

IT PAYS TO 
ADVERTISE 

CE 

CLASSIFIEDS 
CALL 

800/456-0707 
FOR M O R E 

I N F O R M A T I O N 

• Palm trees transplanted 
or lacking manganese, 
magnesium, or potassium 
have difficulty 
producing Chlorophyll 
& growth may be stunted. 
Lutz Palm tree spikes are 
unmatched in their n P ^ 
ability to restore and hold healthy green growth. 

• Fast/Feeder drives spikes quickly. 
• After 6 months, 50% of a Lutz/Spike continues 

to feed while palms 
treated by 
broadcasting 
already show decline. 

LLTZ 
For detailed information write: 

Lutz Corporation 
501 Ford Street 

Oregon, IL 61061 
or call (815) 732-2383 
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Ad Index 
LANDSCAPE 

MAINTENANCE SUPERVISORS 
Established landscape/commercial mainte-
nance firm seeking experienced field working 
supervisors. Must be ambitious, highly moti-
vated individuals with good communications 
skills and management capabilities to handle 
day-to-day operations. Rockland/Westchester/ 
Bergen counties, New York. Excellent salary 
plus benefits. Contact Hillside Nursery and 
Landscape Corp., 914/638-2705. 

IT PAYS 
TO ADVERTISE IN 

M Ä Ä C E 
CLASSIFIEDS 

CALL 

800/456-0707 
FOR MORE INFORMATION 

Ameriquip 90 
The Andersons 78 
Applied Bio 36 
Arcadian 70 
BASF 45 
Bandit 46 
Blue Bird 74 
C&S Turf Care 34. 88 
CBS Software 16 
Ciba-Geigy 7, 38-39. 52-53. 66-67. 76-77. 104* 
Compuscapes 15 
CoRoN 8 
Creative Auto 92 
Creative Curb 72 
Danville % 
Deere & Co 17-20 
Dilloware 44 
Doane % 
DowElanco 97 
ESC 60 
Encore 26 
Feldniann 95 
Finn 21 
Gered 60 
Gravely 61 
Green Geenie 46 
Green Thumb 60 
H.D. Hudson 42 
Hardi 84-85 
Harmony 13 
Hoechst-Roussel 71 
ISK Biotech 49 
Imler 44 

International Turfgrass 47 
Isuzu 41 
Jonsered 69 
Kubota 2 
Lawn Doctor 21 
Lebanon 63 
Longhom 34. 86 
Manor Software 88 
Metko 95 
Monsanto 24-25. 58-59 
Oldham 89 
Olson 87 
PBI Gordon 27.43 
Prentiss 28 
Professional Tree & Turf 50 
Ransomes 37 
Regal 55 
Ritchie 16 
Riverdale 87. 89.91 
Royer 72 
SPS 92 
Sandoz 102-103 
Spraying Systems 10 
T o t o 5 1 
Tuflex. 14 
Turfco 91 
Walker 15 
Weegy 42 
Wells Cargo 50 
Woods 73 
Zenca Inc 35 

* Denotes regional advertising 

Pesticides 
(continued from page 36) 

and bill bugs, and on ornamental against black 
vine weevils, strawberry root weevils, fungus 
gnats and Japanese beetles. 

The nematodes seek out and penetrate 
larvae, releasing a lethal bacteria. The 
nematodes feed on that larvae and release 
more nematodes, reducing the need for 
continuous application. 

Miles plans to introduce a new product 
called Merit, a synthetic turf and ornamental 
insecticide, in 1994. Though not a bioration-
al, the product utilizes a new class of 
chemistry called chloronicatinyl, which makes 
it lower in toxicity than many chemicals, said 
Steve Chaney, Miles' turf and ornamental 
product manager. Merit, which has contact 
and systemic activity against a range of 
insects, should be registered by June and 
available in limited amounts by year's end. 

Other manufacturers are conducting 
biological research but have not yet in-
troduced products to the market. Dow-Elanco 
was not ready to reveal any details, said 
Culpepper. Monsanto is working with Eco-
gen in research and development. 

Manufacturers concede biorationals have 
what LCOs may consider shortcomings, such 
as higher price and lack of convenience. 
"Biorationals are knowledge inten-sive. You 
have to know when to apply them, and be 
able to scout," Moffitt said. • 

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

Trees & Shrubs 
(continued from page 67) 

arrangement. You'll need to take the number 
of plants ordered for you and pay for them 
according to the arrangements worked out in 
advance. This way, you can ensure the 
availability of the types and sizes of plants 
you use in quantity, and find specific varietie 
of the less widely used plants that you want 
to use. 

Flexibility helps in this type of arrange-
ment. The nursery may get an order that calls 
for more plants of a certain variety and size 
than they can supply unless you relinquish 
some of your stock temporarily. The nursery 
may be long on a certain plant that you can 
help them out by using. If you've built a 
solid relationship, these fac-tors can be 
worked out to everyone's ad-vantage. 

Selecting the right trees and shrubs for a 
landscape is more complex than your client's 
probable concept of walking through a 
nursery's plant assortment and deciding, 
"This one looks good." It takes time and 
effort to learn the basics of hor-ticulture and 
keep up with technological changes and new 
developments. 

It requires a knowledge of how plants 
perform in your area and the problems that 
could occur. Yet, helping your clients 
choose the proper trees and shrubs can create 
life-long pleasure — and earn you some 
excellent referrals. • 

The authors are partners in Trusty & Asso-
ciates, Council Bluffs, Iowa. 

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 N I N E 
Answers to questions on page 87. 

1. Yes 

2. No 

3.62.8 PSI 

4. No 

5. No 

6. Surge pressure is a series of 
pressure pulsations of varying 
magnitude, above and below 
the normal pressure in the 
pipe. 
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HERBICIDE 
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THE MOST 
CONSISTENT CRABGRASS 

PREEMERGENCE HERBICIDE 
IN THE INDUSTRY TODAY 

Distributed by: 

AGRA TURF 
SEARCY, AR 
501/268-7036 

AG. RESOURCES, INC. 
BRANDON, FL 
813/684-3306 

AGRI TURF 
HATFIELD, MA 
413/247-5687 

BENHAM CHEMICAL 
FARMINGTON HILLS, MI 
313/474-7474 

CANNON TURF 
INDIANAPOLIS, IN 
317/845-1987 

E.H. GRIFFITH, INC. 
PITTSBURGH, PA 
412-271-3365 

ESTES CHEMICAL 
WICHITA, TX 
817/766-0163 

FISHER & SON, INC. 
MALVERN, PA 
215/644-3300 

GEORGE W.HILL CO., INC. 
FLORENCE, KY 
606/371-8423 

LEA'S GREEN MEADOWS 
TEMPLE HILLS, MD 
301/899-3535 
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Solve one of the greatest causes of customer complaints 
and lost business with a spring treatment of Barricade® WG. 
It's the only preemergence herbicide that consistently fights 
crabgrass, spurge, foxtail, goose grass and other weeds 
through the entire season-even in long-growing southern 
climates. With its launch this season, Barricade was success-
fully proven on over 45,000 acres. 

Its low solubility binds it in the soil right at the point 
where weeds germinate. It stays where you apply it and lasts 

just as long as needed. That's why you can overseed in 
the fall with confidence. Barricade's performance reduces 
costly re-treat expenses including labor, materials and lost 
management time. Plus, handy water soluble packs make 
Barricade easy to use and applicator-friendly. 

Keep more customers and keep customers more satisfied 
with Barricade. Call your selected distributor today and ask 
about their Barricade Performance Assurance Plan. And 
make next year more profitable. 

LEBANON TURF PRODUCTS 
LEBANON, PA 
717/273-1687 

PENAGRO TURF & ORN. PRODUCTS 
BOONE, NC 
704/264-6045 

PROFESSIONAL TURF SPECIALTIES 
CHAMPAIGN, IL 
217/352-0591 

REGAL CHEMICAL COMPANY 
ALPHARETTA, GA 
404/475-4837 

TURF INDUSTRIES, INC. 
HOUSTON, TX 
713/952-4488 

TURF PRODUCTS LTD., INC. 
CHICAGO, IL 
708/668-5537 

TURF SUPPLY WILBUR ELLIS 
EAGAN, MN KENT, WA 
612/454-3106 206/351-6591 

VIGORO INDUSTRIES 
WINTERHAVEN, FL 
813/293-3147 

USE READER SERVICE #13 Dimension* is a registered trademark of Monsanto Company. © Monsanto Company 1993 1/93 DIM-30002 



SameWeather. 
SameWorkWeek. 

Same Clients. 
Less Mowing. 

8 
p r i £ £ 

Introducing frimo-
When you're really busy, there are just not Primo makes grass grow healthier, greener, dens-

enough hours in the day. Especially when bad er, and shorter.The last two -denser and shorter-
weather jams you up even more. mean you worit have to mow as frequently. 

That's when Primo™ turf growth regulator Which can add hours to your day, days to 
can buy you what you need most: time.You see, your week, and years to the life of your mowers. 

It MakesThe Best Grass Even Better. 
©1993 CIBA-GEIGY Corporation,Turf and Ornamental Products, Greensboro, NC 27419. Always read and follow label directions. 
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