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before there was a pack.

Back when you could count lawn care operators
on one hand, Dow perfected a highly effective
insecticide for use in turf, Research showed that
this insecticide, called chlorpyrifos, gave imme-
diate control over a broad spectrum of surface
feeding insects. And it kept on controlling them
for weeks.

That was the start of DURSBAN" insecticides.
They were developed and registered for turf appli-
cations before any other use. And as the lawn care
profession grew, the reputation of DURSBAN
spread. LCOs across the country, looking for cost-
effective insect control, have found the answer
in DURSBAN.

They know that it stays where it's applied,
because it bonds tightly to organic material in soil
as soon as it dries. So it won't cause damage to
non-target species. Won't wash away
with rain or watering. And retains its
control power for 6 to 8 weeks. They
like its broad spectrum label for turf, /
ornamental and shade tree insects.

And now, DURSBAN Turf Insecti-
cide contains a new, more highly puri-
fied grade of chlorpyrifos. The result:
far less odor to trigger complaints
from neighbors and customers, and

DURSBAN

Years ahead of the rest.

}— i
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more pleasant working conditions for applicators.

DURSBAN effectiveness has been thoroughly
researched and confirmed in decades of testing
at leading universities. And DURSBAN is the only
turf insecticide on which human toxicity testing
has been conducted. So lawn care applicators can
apply it with complete confidence, and customers
need not worry about the safety of their pets and
children after the treated surface has dried.

Dow’s partnership with lawn care profes-
sionals and golf course managers goes far beyond
supplying advanced products. We also conduct
many types of market and product research, and
share the results for your benefit. We produce
helpful training materials for applicators, oper-
ators and others. In cooperation with the PLCAA,
we have prepared materials to answer frequently
asked consumer questions concern-
ing the effect of chemicals on the
environment.

DURSBAN insecticides. Devel-
oped for lawn care operators—
1 preferred by lawn care operators.
Available as emulsifiable concentrates
or wettable powders. If you're not
using DURSBAN, you could get left
behind. Talk to your distributor today.

>

“Trademark of The Dow Chemical Company

© Copyright of The Dow Chemical Company 1985
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4 Tapping an
immature market

Youthful Southern California
has been slow to develop its
lawn care industry. A Riverside
firm is growing with the market.

Turf vehicles
A bull market, yet

manufacturers aren’t certain
what turf managers really want.

2 Lawn care
A recent survey shows

the chemical lawn care and
landscape maintenance market
hitting $2.8 billion this year.

Goin’ green

A service giant spawns a

network of new lawn care
companies.
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3 One roof,
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A Michigan company has found
that you can successfully blend
pest control and lawn care
operations.

4 Solving problems
A North Dakota custom

applicator seeks new ideas to old
problems.
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4

Stockton, Calif., is a solid lawn
care market for two detail-
oriented Californians.

5 Winter injury

What you can do to
protect your plant materials from
the harshness of the coming
months.

Management
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Direct mail programs should be
just a part of an overall
marketing plan.
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Learning by doing is why a
North Carolina community
college is thriving.
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LESCO

hasthe
parts a

dage

LESCO Parts are on Sale!

BUY NOW
Save 10% on orders up to $250;
15% on orders over $250.
Sale ends December 15, 1985.

LESCO gives you parts that fit
and parts that work and

then goes one step further
and gives you realistic prices.

Equipment parts that get the job done right
are vital to the daily operation of every golf
course. LESCO knows that.

That’s why LESCO adheres to strict
specifications, purchases only the finest
American-made steel and uses the most
advanced manufacturing, heat treating and
plating processes to produce reels, gears,
bedknives and other parts.

But LESCO also knows value. LESCO
manufactures and sells direct to the user
—no distributors to increase costs. You get
dependability, durability and service . . . all
at a realistic price. That's the advantage.
LESCO builds in the quality and then goes
one step further.

(800) 321-5325 (800) 362-7413
NATIONWIDE IN OHIO

LESCO, Inc., 20005 Lake Road, Rocky River, Ohio 44116 ¢ (216) 333-9250
Circle No. 125 on Reader Inquiry Card



WHY THE

USHMAN [FRONT] INE

ISBUIIT 1O LAST:

We stand behind the performance and

durability of every new Front Line mower
with a 2-year warranty¥*

he 1986 Cushman
Front Line is not
the cheapest mower
you can buy.

But it is most cer-
tainly the least costly mower you
can own. Simply because it’s built
to last years longer than any other
mower made today.

Here’s the proof.

A PROVEN 22-HP ENGINE.
Every gas-powered Front Line
is equipped with our proven 22-hp

Cushman engine**

It gives you the power to main-
tain speed through tall grass,
dense weeds and other conditions

that might stop other mowers.
It’s built the way you want an

engine built—tough. The crank-

shaft is forged alloy-steel. The

cylinder heads are reinforced

for extra strength under stress.

And all the details— from the
Teflon-coated O-rings and the
swaged-in-place valve guides, to
our exclusive Clean-Air Induction
System — were designed with one
goal in mind.

Years of dependable perform-
ance.

BUILT TO LAST.

The Front Line is 1300 pounds
of mowing muscle.

Its mowing deck is 12-gauge
carbon steel; reinforced, arc-
welded and surrounded by a
tubular torsion system that
prevents twisting.

From the machine-sharpened,
heat-treated steel blades to the
diamond-plate steel floorboard,
this is clearly a machine made for

hard work.

FIRST CLASS MOWING.
Here’s where it all
pays off: the quality

of a Front Line
mowing job.
The three cut-
ting blades are
positioned to over-
lap each others’
swath slightly. So no grass
is left uncut. The driver can
maneuver around bushes, trees
and sidewalks with incredible
precision, thanks to the Front
Lin€e’s Dual Traction Assist
pedals —separate braking for

Circle No. 105 on Reader Inquiry Card

each of the two front wheels that
gives you a zero turning radius.

THE CHOICE IS YOURS.

No other mower can be
equipped to match your needs
as perfectly as the Front Line.

For instance, you can add the
exclusive Cushman Grass Caddy™
system, which lets you cut, catch
and hydraulically
dump 16 f
bushels of
clippings
without
leaving the
driver’s seat.

You can
choose our
original 3-
wheel design, or
Cushman’s 4-wheel
model (a big plus on delicate
turf or steeper grounds.)

You can also shut out the
elements with a weathertight cab.
And keep your Front Line work-
ing all year with a Snow Thrower
or Rotary Broom accessory.

A FREE DEMONSTRATION

See the Cushman Front Line
in action. Contact your Front
Line dealer today, or write:
3206 Cushman, PO. Box 82409,
Lincoln, NE 68501. Or, call
toll-free:

1-800-228-4444.

*See your dealer for details.
**Diesel power is also available.
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by the editorial staff, Weeds Trees & Turf

A new name?

The Golf Course Superintendents Association of America did
an extensive survey of members last year. One of the statistics
resulting from the survey was that 36 percent of the golf courses
in the United States are nine-hole courses.

But an even more important statistic is that a very high
percentage of golf course superintendents didn’t like their title.
Forty-five percent of the superintendents surveyed, in fact,
preferred the title “golf course manager.”

If this trend continues, it could present the Golf Course
Superintendents Association of America with an interesting
problem.

Talking lawns on the train

Usually, as the train pulls out of the rail station and makes its
way to New York City, the morning chatter centers on last
night’s Yankees game or the latest news from Wall Street.

But, during last May and June, the main topic of discussion
was lawn care, thanks to Dr. Henry Indyk of Rutgers
University.

Dr. Indyk, specialist in turf management at the university’s
Cook College, gave tips to commuters on how to take care of
lawns. The seminars were a part of an on-board lecture series
offered by New Jersey Transit.

The lectures, held on four different rail lines, were a success.
In all, more than 400 commuters took advantage of the semi-
nars, which were held in a designated rail car. “It certainly was
a moving experience,” said Dr. Indyk, playing on words. “It’s a
great idea, and it’s probably the most unusual place I've given a
lecture.”

Death of a lawn mower

Power lawn mowers are dying prematurely across the country,
victims of owner abuse and neglect, according to a survey of
mower-care professionals.

The poll—dubbed the “Mower Murder” survey by Autolite
Spark Plugs—was taken at the Lawn and Garden Expo in
Louisville, Ky. this past summer. Of 1,715 mower-care spe-
cialists queried, 20.8 responded.

A majority (50.4 percent) said that properly maintained
mowers should last five to ten years. Nearly as many (42.9
percent)pegged it at 10 years or more. More than 80 percent said
that most engine failures could be avoided with preventative
maintenance.

Top causes of engine failure were, beginning with the most-
cited:

® insufficient oil (89.4 percent)

® poor air filter maintenance (60.2 percent)

® striking rocks or objects with mowers (51.8 percent)

® old oil in the crankcase (47.1 percent) and

® overheating due to clogged cooling fins (37.5 percent).
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Lebanon Professional Turf
Products keep you in control.

You know what you're looking for when it comes to main-
taining your customer’'s lawns. And we've got what you're
looking for in a wide range of flexible products.

Take our famous homogenous granules, for instance.
Each contains a special chemical combination of nitrogen,
phosphorous and potash, plus secondary and trace ele-
ments. So every plant comes into contact with every vital
element, plus you get more even plant-food distribution,
more economically.

Our sulphur-coated urea blends, on the other hand, let
you custom-tailor a lawn care program to meet your custom-
er's needs. You can control the time of greening, as well as
the length, to keep profitability at a maximum.

Quick green up...extended feeding.

The secret is our exclusive “C.I.L. Prilled S.C.U." Its
consistent, round granular size results in a more even break-
down of nitrogen, plus you get a high sulphur content. Your
customers' lawns show lush results fast—and stay green for
as long as 3 months or more!

No turf is too tough for
Lebanon’s products.

We have more than three dozen standard fertilizer, sul-
phur-coated urea blends and fertilizer/chemical control prod-
ucts to solve just about any turf problem. But soil conditions
vary, and so do your customers’ requirements. Just tell us
what you need, and we'll be happy to put our more than 35
years' experience to work to meet your needs. We can formu-
late an exclusive blend just for your company that will coax
the kind of turf you want, when you want it.

igger profits...
round up.

Servicethat’s ahead of the competition.

It can help put you ahead of your competition, too. From
custom-designed turf care programs to a solid nationwide
distribution network, Lebanon can assure you of knowl-
edgeable, prompt service. And our entire range of proven
top-performance products are developed to help you give
your customers better lawn care where it counts. From the
ground up.

Call us today...and start getting
what you need.

We'll send you a free copy of our agronomy manual
at no obligation. And we'll tell
you how we can start giving
you and your customers better
quality turf from the ground up.
Call our Greenline
today at 1-800-
233-0628;
in Pennsylvania,
717-273-1687.

The GREENLINE

Lebanon

TOTAL TURF CARE

A division of Lebanon Chemical Corporation
P.O. Box 180 « Lebanon, PA 17042

Circle No. 124 on Reader Inquiry Card



GREEN INDUSTRY NEWS

GOLF

Firestone gets cosmetic surgery

Firestone Country Club in Akron, Ohio, looked a bit tat-
tered in September: all that lied at the end of each fairway
on the South Course were craters and mounds of dirt.

No worry, says club superintendent Brian Mabie, who
oversaw the replacement of all 18 greens after a two-year
fight against bacterial wilt.

“You’ve got to make a mess to make progress. We had a
lot of work to do,” he tells WEEDS TREES & TURF. But by
the spring, “all we should have to do is put on finishing
touches.”

Work began immediately after the annual World Series
of Golf held Aug. 21-25, says Mabie.

And it was more than just replacing greens. At the same
time, Firestone employees and independent contractors
installed a drainage system beneath all greens where pre-
viously there was none.

Spectator mounds were constructed and small, subtle
changes made.

It was all part of bringing the course up to USGA specs,
he says.

Some of those changes: slope alterations on 10 greens
with a severe contour change on No. 17; widening both the
pond and fairway on No. 16 (the Monster); shortening No. 5
to 200 yards (from 234); reducing the green at 18 to almost
half of what it was; and a general rebunkering.

“We're not trying to redesign things here. We're doing
what everyone has suggested doing for years. We're work-
ing with a design that was developed in the 1920s,” says
Mabie.

Tom Pearson, respected architect for Golforce Inc., sug-
gested the changes after perusing the Firestone layout.
Golforce Inc. is owned by Jack Nicklaus.

“It was a tough thing that Tom did,” says Mabie. “We've
tried to improve the course without losing the charac-
teristics that make it Firestone.”

Mabie called in Tifton, Ga., resident Ernest Jones to
shape the greens to specs suggested by Golforce.

Brian Mabie, Firestone CC golf superintendent.

Those greens were seeded with Penncross bentgrass,
says Mabie. No more local bentgrasses for Firestone.

The old Nimisila bentgrass developed bacterial wilt in
the spring of 1984 and was effectively controlled with a
bactericide over two golf seasons. ’

“It’s funny,” says Mabie. “They say the disease is stress-
related but I didn’t have it in my stress areas.”

He continues: “We’re one of the few course in northeast
Ohio to have the disease, but it’s really not that big of deal.l
was amazed at the misinformation that came out about our
greens.

Mabie says not one media type contacted him during
tournament week to get facts on the problem.

Firestone, owned and operated by Club Corporation of
America (CCA), will be new and improved by next spring,
says Mabie, for both the golfer and spectator.

—Ken Kuhajda

GOLF

Survey lists turf
maintenance problems

Annual bluegrass, dandelions and
crabgrass are the most prominent
problem weeds in the green industry,
according to a survey recently re-
leased by the Mobay Chemical Co.,

el

percent of the
survey respon-
dents.

Fusarium and
fairy ring were
called the “most
difficult to con-
trol diseases be-
cause there’s no

were received from golf course super-
intendents. Questionnaires were also
received from three other turf care
segments: chemical lawn care, land-
scape contractors and grounds super-
intendents. Results of those segments
closely approximated those from the
golf course market.

Specific to the golf course market,

Kansas City, Mo.
Forty-nine-and-a-half percent of
all golf course superintendents who
responded to the survey indicated
that crabgrass was a major summer
weed problem. Fifty percent said that
dandelions were a major spring weed
problem. Poa annua was most-cited as
amajor problem in the fall and winter.
Leading disease problems, by sea-
son, were helminthisporium leaf spot
(spring), brown patch (summer), dol-
lar spot (fall) and fusarium patch
(winter). Each of those diseases was
named as a problem by more than 50

effective product on the market” by
6.1 and 5.8 percent of golf course su-
perintendents polled.

Cutworms were cited as a major
summer insect problem by the most
superintendents. Grubworms were
ranked first in the spring and fall, and
mole crickets were tops (on only 3.4
percent of responses) in the winter.

Most-named “difficult-to-control
insect problem because there’s not an
effective product on the market” was
the mole cricket, cited on 4.5 percent
of the returned questionnaires.

Approximately 300 responses
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however, was one question: “What
trends most affect golf course
management?”’

Most frequent responses, in order
of frequency, were:

® “increased maintenance costs/
budget cuts”

® “increased play that is hard on
the course”

® ‘‘restrictions on pesticide
applications”

® ‘“‘increasing green speeds that re-
quire more maintenance” and

® ‘‘lower fairway mowing
heights.”



TREES

Chain saw massacre
ends in $17,000 fine

The next time your neighbor trims
your tree that's dropping leaves on his
property, show him this story.

Back in 1982, Julie Mattison of Mis-
sion Hills, Calif., and her mother were
raking leaves in the back of their
home when mom asked daughter to
trim the neighbor's tree, an Oriental
Orchid (Bauhinia variegata), whose
leaves were falling onto the Mat-
tison's property.

The story, as reported by the Los
Angeles Times and reprinted in Land-
scape Contractor (the publication by
the California Landscape and Irriga-
tion Council Inc.), continues:

Julie, now a 17-year-old high
school senior, went a little crazy with
the saw. By the time she finished the
30-foot, 15-year-old Orchid was re-
duced to a five-foot dwarf.

“I guess I got carried away,"” Julie
told the Times.

The Mattison's neighbor, Carollee

Dunson, obviously unamused, de-
cided to prosecute the Mattisonsand a
Van Nuys jury awarded her $8,753 in
actual damages and $100 in punitive
damages.

But that’s not all. The Superior
Court judge, citing a state law de-
signed to protect trees against
“wrongful injury,” doubled the actual
damage total to $17,506!

Why such a high total?

According to the article, a nursery
employee testified that a new Oriental
Orchid costs $1,800.

However, planting the 54-inch box
containing the tree requires a 100-ton
crane with a 210-foot boom at a cost of
$6,000, the nurseryman said.

That’s no typo. The Mattison's at-
torney couldn’t believe it either.
“Outrageous," said attorney Robert
Priver. “Do you mean to say you need
a 210-foot crane to replace a little
tree?”

The jury evidently bought the nur-
seryman’s testimony.

And here’s the kicker: the tree's
original buyer testified during the
two-day trial that she paid 99 cents for
the two-inch Orchid 15 years ago.

In Dunson's original suit filed in
late October 1982, she had asked
$126,259 in damages.

WEEDS

This Weed
has good turf

An unlikely name, Weed, but a
jewel of a town at the base of
Mount Shasta in Northern Califor-
nia. Nice parks too.

Patrick “Pappy” Lobis says its
the soot from the old powerhouse
that enriches his soil, makes his
park turfgrass grow.

Years ago when lumber was a
bigger deal than it is now in Weed
they carted tons of sawdust from
the sawmill to the powerhouse and
burned it to generate electricity.

“Ithink all that soot worked into
the soil and helped it,"” says Lobis,
parks supervisor for the Weed Rec-
reation and Park District.

Whatever the reason, Weed
boasts a small but enviable parks
system. ‘“‘Pappy’’ and his small
crew (two fulltime, two seasonal
workers) tend four parks, about 30
acres of healthy Kentucky
bluegrass.

“We've got a great Little League
program, co-ed softball, and the
high school and college (College of
the Siskiyou) use our parks too."”

A\

WEED

CALIFORNIA

Ph

City administrator Steve Feld-
man says Weed has about 3,000
people, but the parks department
serves another 2,000 in the imme-
diate area.

Feldman came to Weed almost
two years ago after picking up his

&

550 MAIN ST

administrator of Weed, Calif.

s

PhD at Oregon State University. He
says he came to Weed in large part
because of the beauty of the area.
The name Weed?
“The town was named after
Abner Weed. He began the lumber
mill here,” says Feldman.
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TREES

Plant wise; reap fuel
savings and comfort

You can save 20 percent of home
winter heating costs and as much as
80 percent of summer air conditioning
expenses with effective landscaping,
says one Northeast expert.

“It’s important for homeowners to
consider summer and winter energy
needs when developing a landscaping
plan,” says Dr. David R. DeWalle of
Pennsylvania State University. The
forestry specialist adds, “I've seen
more homes with improper landscap-
ing than with proper landscaping.”

Dr. DeWalle gives these tips:

® Vegetation should not shade the
home in winter. It reduces natural so-
lar heating.

® Shade trees should not be
planted on the south side of the home.
Shade for east and west walls reduces
air conditioning costs more.

® Single or double rows of trees
planted upwind from the home re-
duce wind velocity and cut down on
cold air through doors and windows.

® Shrubs planted around the foun-

dation of the home save energy by
deflecting winds from the home.

Says Dr. DeWalle, “Landscaping is
most beneficial for single-family homes.
While homeowners may face practical
limitations on their lots, there are still
things they can do with landscaping to
reduce their fuel bills.”

PESTICIDES

Insurance law threatens
1986 spraying in Mass.

A revision in Massachusetts’ pes-
ticide laws will be needed before
applicators will be able to spray in that
state in 1986. The reason?

Applicators must show, in addition
to general liability coverage, evidence
of pollution and contamination insur-
ance. But, because of sweeping
changes in the insurance industry,
that coverage either is or soon will be
unavailable.

The National Arborist Association
(NAA) and the Professional Lawn
Care Association of America (PLCAA)
are working with the state pesticide
bureau to find a solution.

Says Robert Felix, executive direc-
tor of the NAA: “The lawmakers in
Massachusetts have to generate some
kind of solution. They're the only
ones who can.”

Mark Buffone, certification coordi-
nator for that state’s pesticide board
agrees and he's optimistic they will.
But, he says pesticide applicators
must also prepare themselves for
tighter licensing requirements and
stricter enforcement.

“We've been on top of this,” Buf-
fone tells WT&T, “probably to the in-
dustry’s suprise. We know we've got
to do something by January 1 or find
out who's offering this type of
coverage.”

Slicing this legal Gordian knot, he
explains, might not be more difficult
than an ‘‘emergency regulation”
which would allow applicators to
work while giving lawmakers time to
study the issue and meet with the in-
surance industry.

Even so, insurance is secondary to
the main issue: the public’'s con-
fidence, Buffone says.

“Let’s have tough licensing stan-
dards and let the public know they're

Steel rear body
with aluminum §
flatbed is standard
equipment

Columbia offers an
optional cargo box |af
with either steel
or finished wood
sides and tailgate (&

the capacity and versatility you need. .
American quality and craftsmanship. Call toll-free or mail
the reader inquiry card for more information.

COLUMBIA PARCARR

One Golf Car Road, P.O. Box 1, Deerfield, Wl 53531

Colurrtlill?'
Vehicle o

Built in Amenca.

Columbia vehicles have
more American-made
components than any
other make. The entire
engine, carburetor and
body are built in
the U.S. Compare our
service, warranty, price and
many standard features includ-
ing automatic oil injection.
You'll find Columbia’s Utility
Vehicle the logical alternative with
.plus All-

1-800-222-GOLF
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OR MIXTURE

NQ . A\

COCIATION OF OFFICIAL SEER D CEMTATF OO BON YNAOANS 9,

Turf-Seed’s Oregon Certified Top Performers
qualify for valuable prizes or cash
to qualified turf associations and consumers

Perennial  Tall Fescues Ask your distributor, or call us
Ryegrasses Olympic for details on our Blue Tag
Citation II Apache Redemption Program.

Omega II Triathalawn
Birdie II blend And, ifyou're a turf Professional,
Manhattan II Kentucky you'll want Turfin' USA.
CBS II Bluegrasses This twelve page guide is yours
2DF Columbia for the asking. Order your
Fine Midnight copy today from:
Fescues Challenger

Galaxy blend
Shadow axy s
Flyer Creeping Tllrf SQQd, |I|C.
Fortress Bentgrasses
Waldina Penncross ®
Aurora Penneagle P.O. Box 250, Hubbard, OR 97032

Bighorn Pennway Blend 503/981-9571 TWX 510-590-0957
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SPORTS TURF

by Ron Hall, associate editor

Time to strike

God—the lover of all that is natural—will not likely rain
lightning bolts onto the heads of the makers or users of
artificial grass As miracles go, that would rank somewhere

: below (way below) the parting of the
Red Sea.

Anyway, we're supposed to do
some things for ourselves.

In this spirit of doing something, a
small cast of respected turfmen
gathered at the Midwest Regional
Turf Conference last March.
Loosening their ties after an afternoon

*of swapping tales, they mulled the
question: “Who decides synthetic turf
i at the sports fields at our schools?
# Who are the decision makers?”

Dr. Bill Daniel, Purdue University’s
imminent turfgrass expert, directed.

. Galling to those in attendance,
particularly Damel was the annoucement just weeks before
that Illinois was going carpet. Purdue stands alone as the only
Big Ten school still playing football Saturday afternoons on
grass, real grass.

The decision makers? After an hour's discussion, they
remained nameless and faceless. Some, however—those who
have decided fake over real—are suddenly drawing fire from
the popular press. Opinions are being molded by magazines
and newspapers at the breakfast table.

Sports [llustrated blistered sports carpets with a 21-page
spread in its August 12 edition. Nightline fueled the
controversy on national television. Syndicated columnist
Jody Powell scalded synthetic turf in some of the nation’s
mosl respected newspapers.

But, proponents of synthetic surfaces aren’t taking the crit-
ical press lightly.

Francis Reining, a Monsanto general manager (Monsanto'’s
Astroturf is the most popular synthetic on the market), re-
sponded to Sports Illustrated. In part he wrote:”Opinion is one
thing. But when you attempt to unilaterally denigrate an indus-
try, you have a responsibility to present conflicting opinions of
acknowledged experts and facts on both sides of the
argument.”

The controversy heats.

That’s good news for us in the turf industry. We’ve shown
we're not good crusaders. We've build a case—injury data and
costs—but we can’t seem to find, never mind convince, those
with the final say.

Now we find ourselves with allies. That small group, as
indecisive as it seemed last March, guides us.

Let’s find these decision makers while public opinion sim-
mers. Let’s present our side of the story again. Soon.

14
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tough. Then being certified will mean
something,” he says. “The pendulum
of regulation shouldn't be so stringent
so as to strangle applicators but I think
some of these industries could avoid
additional regulations in the long run
with them.”

PARKS

Beverly Hills serious
about park facelift

A $2.5 million turf renovation and re-
landscaping project is underway in
10-acre Roxbury Park in Beverly
Hills, Cal.

American Landscape, Inc., Canoga
Park, is regrading and replanting three
bowling greens (Tifgreen hybrid ber-
muda stolons), the sports field (Santa Ana
hybrid stolons), and the baseball infield
(Tifgreen stolons). The balance of the
park is being hydroseeded with a mix-
ture of fescue and bluegrass.

The park is also receiving new orna-
mental plantings. Ten large trees at Roxb-
ury were excavated, boxed, and
relocated in the park along with 50 new
trees. New plantings include crape myr-
tles, liquidambers, redwoods, and honey
locusts.

Along with the plantings, the park’s
irrigation and drainage systems are being
upgraded. Landscape architect for the
project is Ericksson, Peters, Thoms & As-
sociates of Pasadena.

New lighting, bleachers, walkways,
and a 7,000-sq-ft clubhouse round out the
improvements which should be com-
pleted by mid-December.

MUNICIPAL

Dying tree alerts
town to gas leaks

A dying 25-year-old shade tree
alerted officials in the small town of
Cinnaminson, N.J., to potentially dan-
gerous natural gas leaks late this
summer.

“We couldn’t find anything organic
wrong with the tree."” says Fran Leus-
ner, a 32-year veteran of the township
public works department. “It didn't
have an insect problem, so we had the
gas lines checked out and found eight
leaks in a small area.”

Leusner tells WT&T he suspected
natural gas after learning that the
owners of the tree also reported losing
two holly bushes and a neighbor com-
plained of the death of part of a front
lawn.

Leusner says dying grass and
plants don’t usually mean a gas leak,
“but it’s not the first time we’ve found
something like this.”



Go with the Leaders
in your Industry,
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pest control.
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It lasts longer, avoids kinking and ‘“‘memory"’
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Avoid chemical spills with top quality hose.
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TheTurf P

Golf course superintendents.
Commercial turf specialists. Lawn
care companies. They're all
professionals at what they do.

Just like the Turf Care® line of
products from SDS Biotech.

They're real pros at controlling
weeds and diseases.

DACONIL 2787® is the most
effective, broadest spectrum turf
fungicide money can buy.
Delivers unequalled control of
11 major turfgrass diseases and
common diseases on 45
ornamentals.

Our flowable formulation is now
ina NEW 22 GALLON CON-
TAINER. Daconil 2787 is also
available as a wettable powder.

16 WEEDS TREES & TURF/NOVEMBER 1985

DACTHAL® herbicide. The
standard of excellence for
broad-spectrum preemergence
control of crabgrass, spurge and
22 other annual grasses and
broadleaf weeds. Available in
flowable and wettable powder
formulations.

2 PLUS 2 (MCPP+2, 4-D
Amine) is the effective and
economical way to control over
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20 pesky broadleaf weeds such weeds like crabgrass. (Sold as

as clover and dandelions. Bueno® 6 in western states

DACAMINE® 4D herbicide only).

combines the killing action of So team up with the Turf Care

esters with the non-volatility of line from SDS Biotech. They're

amines to knock out more than professionals at maintaining

70 weeds better than 2, 4-D. healthier, more beautiful turf.

DACONATE® 6. The proven i

postemergent herblClde that's 2?'|C;|(U!3| C(Ijemicals Business
: g . SDS Biotech Corporation

hlghly effective agamst tOUgh Always follow label directions carefully 7528 Au()‘:f;n Roa(ii P.O. Box 348

when using turf chemicals Painesville, Ohio 44077
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RESEARCH

Renovation underway
at Ga. turf facility

Change marks the turfgrass program
at the Georgia Station in Griffin, Ga.

The aim? To make that turfgrass
research facility one of the finest in
the nation, reports Dr. Robert N. Car-
row of the College of Agriculture at
the University of Georgia.

Here is what'’s happening at Griffin:

® Turfgrass research plots of warm
and cool season grass species (ber-
muda, zoysia, centipede, St. Au-

gustine, bahia, tall fescue, and
creeping bentgrass) are being consoli-
dated into a 10-acre plot.

® New irrigation systems are being
installed at the plot site, and also at a
special plot of native soil and at a
USGA bentgrass green. These last two
areas will be used to study water use,
drought stress, and irrigation
scheduling.

® Creeping bentgrass research is
underway on a 32,000-sq-ft golf green.

® A modern equipment storage and
shop building is up.

® A stress physiology laboratory is

Twelve Good Reasons
To Use Folicote. ..

All Year Long.

Under stress conditions plants lose more life-giving moisture
through the stomata in their leaves than can be absorbed by

FOLI E"

transpiration minimizer

their roots. FOLICOTE reduces mois-
ture loss by partially blocking stomata,
without limiting actual photosynthesis.

® Increases transplant survival.
® Reduces moisture stress during transport.
® Protects against desiccation. .. winter and summer.
® Stays flexible, looks natural.
And FOLICOTE costs up to 50 percent less to apply than any
other anti-desiccant or anti-transpirant on the market.
FOLICOTE is a wax emulsion that mixes easily with water and
stays mixed. When used as directed, FOLICOTE has been proven
in university trials to be effective and non-phytotoxic on a wide

range of plants.

For free brochure and more information call

TOLL FREE 800-257-7797, in N.J. 609-665-1130 {.a

Another water management tool from

s AQUATROLS CORPORATION OF AMERICA, INC
1432 UNION AVE., PENNSAUKEN, NJ 08110
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being developed.
® Two new full-time technicians
are being added to the turf program.
The annual turf field day, not held
this year because of the work, will
return August 12, 1986, Dr. Carrow
reports.

ASSOCIATION

Conn. nurserymen
putting bloom in state

All 169 towns in Connecticut will be
receiving six-to-eight-foot flowering
crabapple trees this spring thanks to
the Connecticut Nurserymen’s Asso-
ciation (CNA).

Each town will be getting a tree to
celebrate the state’s 350th birthday.
They will be planted the week of Ap-
ril 25 as an Arbor Day project involv-
ing local elementary school children.
A grove of crabapple trees will also be
planted at the capitol as part of the
celebration.

The CNA is comprised of 383
wholesale, retail, and landscape
nurserymen.

PEOPLE

Dr. Smiley leaves
Cornell; heads west

After 12 years at Cornell University,
Ithaca, N.Y., Dr. Richard Smiley ac-
cepted a position in Oregon. On Oct.
15, he became the superintendent of
the Columbia Basin Agricultural Re-
search Center, Pendleton, Ore. He has
also reportedly accepted a courtesy
appointment as professor of plant pa-
thology at Oregon State University.

“I view the move as an opportunity
for professional advancement,” Dr.
Smiley tells WEEDS TREES & TURF.
A Californian, Dr. Smiley studied at
Washington State University.

Other news from the Northwest
has Dr. Richard C. Skogley being
named ‘“Man of the Year” by the
Oregon Seed Trade Association. Dr.
Skogley, in his 26th year at the Uni-
versity of Rhode Island, is the 11th
person to receive the award.

Congratulations are also in order to
Jim Green, Oregon State University
Extension horticultural specialist.
The American Society for Hor-
ticultural Science feted Green with its
1985 “Nursery Extension Award.”

Green launched the “Ornamentals
Northwest” newsletter series which
began as an Oregon Extension pub-
lication but grew to include Wash-
ington, Idaho, and British Columbia.

Also in the Northwest, the 32nd
annual meeting of the Merion Blue-
grass Association saw the election of
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When you're up against tough
’ _ competitors like crabgrass and

goosegrass, play to win. Protect
your golf turf with CHIPCO
RONSTAR G herbicide.

No other herbicide can match
it for preemergent control.

No other herbicide can give
you such excellent control for a
whole season with just one early
application.

No other herbicide is so tough
on grassy weeds vet so safe on all
major turf grasses — with no root

runing or inhibition. And it won't
MERCL rmml nearby trees, ornamentals
tive, preemerg 07 SrOUN cover either.
of annual grasses anc In short, no other herbicide can
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INERT INGREDIENTS. Don't lose your grip on crabgrass
or goosegrass this season. Get your
hands on CHIPCO RONSTAR G
herbicide.

Rhone-Poulenc Inc., Agrochem-
ical Division, Monmouth Junction,
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SHORTCUTS

REBUILDING GREENS......The American Society of Golf
Course Architects has reprinted “Evolution of the Modern
Green” by immediate past president Dr. Michael Hurdzan, in
answer to the demand for information on how to rebuild
greens. The 24-page brochure is available from the organiza-
tion for $5. To receive one, send a check or money order to
ASGCA, 221 North La Salle St., Chicago, Ill., 60601.

MOVABLE DOCK......Gary Thornton of Thornton Landscape
Management has come up with an interesting concept for
receiving nursery and landscape stock: a movable dock. Trac-
tor-trailers making deliveries need only pull into the loading
area and park without having to worry about backing into any

docks. The heavy steel dock is then put into place by a fork lift.
‘When the goods are unloaded from the truck, they can then be
transported via pallet, and when empty the dock can be re-
turned to its storage area.

FREEBIE......A free brochure that helps calculate the costs of
mowing grass is available from 3M. It also tells you how 3M'’s
Embark plant growth regulator can affect changes in your
mowing budget, of course.

To receive your copy, send your name and address to Agri-
cultural Products/3M, P.O. Box 33600, 3M Center, St. Paul,
Minn., 55133-3600, or phone (800) 328-1300.

ARCHITECTS DIRECTORY......The American Society of Golf
Course Architects has published a new membership directory.
Copies of the directory are available free of charge by writing
the organization at 221 N. Lasalle St., Chicago, I11., 60601.

NEW TURFGRASSES......Finelawn I Turf Type Tall Fescue
has been granted a U.S. Patent Variety Protection Certificate.
It’s a new-generation tall fescue with a lush green color and
narrow tapering leaves that has been highly rated by the
USDA'’s National Turfgrass Evaluation Program.

Also, Gator turf-type perennial ryegrass and Houndog turf-
type tall fescue—popular North American turfgrasses—are
takinga trip overseas. Both will be sold in Germany and France,
according to ].L. Carnes of International Seeds, Halsey, Ore.

STMA CONFERENCE......The Sports Turf Manager’s Associ-
ation (STMA) will hold its annual educational conference,
meeting, and elections in San Francisco, Feb. 1-3,1986. It will be
held in conjunction with the 57th GCSAA Conference and
Show.
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the following directors: Don Corn-
wall, Fairfield, Wash.; William
Howell, Imbler, Ore.; Don Jacklin,
Post Falls, Id.; Clifford Mattila, Mercer
Island, Wash.; and Al Pohlschneider,
St. Paul, Ore.

Ralph Reid is president of the new
Oklahoma Professional Herbicide
Applicators Association. Reid, a cus-
tom applicator from Enid, says “usu-
ally it’s misuse of the chemical, not
the chemical itself, that causes any
problems.”

The 35-member association is al-
ready studying insurance, licensing,
and state reciprocity laws. Betty
Mendl, DuPont industrial weed con-
trol specialist, is credited with organi-
zing the association.

This summer saw the formation of
the Nebraska Professional Lawn Care
Association (NPLCA). President is
Dale Amstutz, vice president John
Skomal, and secretary-treasurer
Richard Penn.

NPLCA directors are: Rich Mulder,
Tery Anderson, Gary Carstens, and
Tom Urbanek.

For membership and information
contact Executive Secretary Don
Ellerbe, NPLCA, 209 W. Ninth St.,
Hastings, Neb. 68901. (402) 463-5691.

A jacaranda tree at the Disneyland
Hotel bears the name of Frank Con-
riquez. This summer he was honored
for the 30 years as head gardener at
the hotel.

Bill Rose, president of Turf-Seed,
Inc., Hubbard, Ore., announces the
appointment of Margaret Herbst,
New York, N.Y., as a public relations
consultant for special projects.

Ike Thomas, Granbury, Tex., is
1985-86 president of the American
Sod Producers Association (ASPA).
Al Gardner, Broomfield, Colo., steps
in as vice president and Doug Morgan,
Wethersfield, Conn., secretary-
treasurer.

Newly elected ASPA trustees are:
Ed Davis, Okeechobee, Fla., and Bob
Goodrich, Camarillo, Calif.

R. Douglas Cowan was elected
president of The Davey Tree Expert
Company, Kent, Ohio, late this sum-
mer. Cowan joined Davey Tree 11
years ago.

Phillip Whitney Yelverton joins
The Fertilizer Institute as director,
member services. He previously
served as marketing analyst for USS
AgriChemicals, Atlanta, Ga.

American Cyanamid promotes
Brenda S. Krause to Fort Dodge dis-
trict sales manager for crop protection
chemicals in the Midwest region.
William L. Clark takes a similar post
as Syracuse district manager in the
Eastern region. Both are nine-year
veterans of Cyanamid.



There's a lot of grass to mow in the Windy City, and Chicago’s Park District uses rugged
Woods mowers to help them cover a lot of ground.

But Woods mowers aren’t designed just for large areas. In fact, we make mowers that cut
swaths from 3 1/2 feet all the way up to 20 feet. Plus, we offer more rearmount and
undermount models than any other manufacturer of tractor-powered mowers. New tractors or
old, domestic or imported, Woods has a mower to fit the tractor and the job.

Send for complete specifications on the dependable line of Woods mowers today.

for 34 years the name to remember for quality and performance

Division of Hesston Corporation
Oregon, lllinois 61061
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Golf car and utility vehicle manufacturers
look to a bull market, even though they aren’t exactly certain
what turf managers really want.

by Ron Hall, associate editor and Jerry Roche, editor

he golf course market smiles. Man-

ufacturers of golf cars and utility
vehicles look with optimism to 1986,
some beyond.

Witness the healthy construction
of new golf courses, a reflection per-
haps of a national economy that con-
tinues to climb from the doldrums of
just a few years ago. With unemploy-
ment and interest rates at more
favorable levels, the number of golf-
ers taking to the links rises. Their ex-
pectations about the quality of play
increase.

Longtime golf car manufacturer E-
Z-Go's plunge into the utility vehicle
market in 1985 highlights the con-
fidence of domestic manufacturers.
Other evidence is the new muscle
OMC-Lincoln engineers into its 1985
line, making more powerful and ver-
satile Cushman machines.

“We see the the market for turf ve-
hicles continuing strong through
1986," says OMC-Lincoln marketing
manager Frank McDonald.

Cushman vehicles, long the main-
stay of the utility vehicle market, are
now equipped with 22 hp engines,
giving almost '/s more power than pre-
vious models. Reliability and longev-

ity were prime concerns for the move
to more muscle.

“Customers want water-cooled,
low-maintenance vehicles that func-
tion like regular on-road vehicles,"
says Tony M. Nunes, marketing vice-
president for SDS Motor Import, Ox-
nard, Calif. His firm offers the Jap-
anese-manufactured Sanfu line.

‘We see the the
market for turf
vehicles continuing
strong through 1986.’
—McDonald

And, while foreign manufacturers
continue to nip at the edges of the turf
market, the big event in the turf vehi-
cle industry in 1985 happened in Au-
gusta, Ga.—home of the Masters and
E-Z-Go.

This past year, E-Z-Go purchased
the Pargo Industrial line of vehicles
from Eagle Vehicles, Dallas, Tex.

Coupled with the introduction of
its own new vehicles in February, E-
Z-Go can now boast offerings in 19
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different styles, everything from a
one-seater to an 11-passenger model.

Management at Augusta head-
quarters spent much of this year
weaving an effective sales network.
With distributors in place in 1986, E-
Z-Go—with its 18-hp GXT-7 model as
its workhorse—promises to pursue
the turf market enthusiastically.

“The market has grown quite a bit
the last couple of years,” notes Dave
Johnson of E-Z-Go. “In the turf vehi-
cle market, | see a swing toward
smaller-capacity units because of
cost, versatility and maneuver-
ability.”

Which brings up a philosophical
question: do turf managers want one
vehicle that can, with attachments, do
a myriad of functions, or do they want
more specialized vehicles?

Kent S. Hahn, general sales mana-
ger of Hahn, Inc., Evansville, Ind.,
says, "the golf course superintendent
is looking for more specialized turf
vehicles. With the cost of chemicals
increasing, there is a demand for more
accurate applicators of both liquid
and dry to reduce chemical waste and
misapplication.”

OMC-Lincoln’s McDonald agrees.



Sanfu

“Because more golf course superin-
tendents are utilizing specialized at-
tachments, we believe the ‘system
concept’ will continue to grow. As
their primary turf vehicles are in-
creasingly dedicated to specific tasks,
we find that they are relying more
heavily on lower cost, all-purpose
utility vehicles for administrative and
runabout work.”

Itisin the “runabout” area that the
relatively inexpensive work /play all-
terrain vehicles (ATVs) are making
their greatest impact. Even so, their
use is not yet widespread in the day-

to-day tasks actually related to turf
care.

The golf car market is also experi-
encing a profitable year with the out-
look better than ever, partly due to
changing tax laws.

“We see some buyers who are buy-
ing capital goods—such as golf cars—
due to the probable change in tax laws
during 1986,” notes Sam W. Mays,
marketing vice-president for Club
Car, Augusta, Ga. “Of course, this ap-
plies to for-profit clubs, so they can
achieve favored treatment with the
investment tax credits and acceler-
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ated depreciation.”

Scott Pierce, president of Ameri-
can Continental, Wilmar, Minn., sees
the same bull market as Mays.

“There’s a lot of pent-up demand
out there,” he notes. “There’s going to
be quite a scramble for business, and
next year will be an excellent one.”

One other golf car manufacturer
has experienced strong sales this year
from buyers replacing entire fleets be-
cause of the strong economic condi-
tions. “We expect this condition to
continue at least over the near term,”
says Pierce. WT&T
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The money machine

Lawn care and landscape maintenance businesses begin
to feel the nation’s recovery from the recent economic recession,
according to a survey by ‘Lawn Care Industry’ magazine.

Chemical lawn care revenues in-
creased 40.2 percent from 1983 to
1984—a phenomenal rate—as the
economy continued to recover from
the recession of the early 1980s. Over-
all, according to LAWN CARE IN-
DUSTRY magazine's 1985 “'State of
the Industry” report, the industry
grew by 26.6 percent as landscape
maintenance increased 11.1 percent
from 1983 to 1984.

“From return on assets, this indus-
try is a money machine,” says John
Kenney of Turf Doctor, a chemical
lawn care company in Framingham,
Mass. “Absolutely fabulous."

Spending by industry companies
was also expected to increase dras-
tically—22.5 percent—this year.

Chemical lawn care and landscape
management companies predicted in
the LCI survey that their expen-
ditures on chemicals, equipment, and
seed would be $415.5 million in 1985.
That's an increase of 22.45 percent
over 1984 expenditures.

Growth areas

Biggest gains were expected to be in
the areas of tree care equipment,
spray tanks, and irrigation equip-
ment. Many companies are diversify-
ing into tree care, while proper
irrigation is playing a bigger role in
creating beautiful landscapes, espe-
cially in high-growth areas like
Southern California.

Tree care equipment purchases
were expected to almost triple to $8
million in 1985. Sales of spray tanks
were predicted to double in sales to
more than $18 million. Irrigation
equipment was supposed to hit the
$23 million mark, an increase of
nearly 200 percent.

“There are some other interesting
figures here,” says Jerry Faulring of
HydroLawn, Gaithersburg, Md. “It’s

by Jerry Roche, editor

Jerry Faulring

interesting to note that granular fertil-
izer use is growing faster than liquid
(13.5 percent to 8.6 percent). Pre-
emergents should show a parallel re-
lationship, but they're only up 4.6 per-
cent. So people are becoming more
selective in the use of pre-emergents.

“Insecticides (up 23.2 percent) are
still not being used discriminately
enough. A lot of seeding (up 53.9 per-
cent), a lot of discrimination in post-
emergents (down 4.6 percent),
fungicides—a little more awareness
(up 3.1 percent), and a lot more aware-
ness of soil amendments (up 74.7
percent).

“I think that follows the trends real
well," says Faulring.

Replacing fleets
It appears that many of the companies
founded in the late 1970s are begin-

ning to have to replace fleets, judging
by predicted sales of spray tanks.

“The cost of money is favorable,
compared to what it was two, three, or
four years ago,”” notes Kenney.
““Maybe it's expensive to replace
equipment, but it's less expensive
now, and if you wait the interest rates
could go back up.”

Number one complaint of custom-
ers, according to those responding to
the LCI poll, is high cost. Other com-
plaints run the gamut from poor weed
control to improper scheduling to
poor communication.

Nearly 68 percent of the respon-
dents cited insurance costs as being a
major business concern. Sixty-two
percent said vehicle costs were a con-
cern, while “liability costs," “govern-
ment regulations,’ and "‘interest
rates’ were also cited by more than 50
percent.

Big numbers

Not surprisingly, the survey found
that the vast majority of chemical
lawn care by its readers was being
conducted in the East North Central
region of the nation (Ohio, Indiana,
[llinois, Michigan, Wisconsin). Lawn
care companies owned by LCI readers
in those states grossed an average of
$908,938 last year. The overall aver-
age for the East North Central region
($415,338) led the industry.

The Mountain region (Montana,
Idaho, Wyoming, Colorado, New
Mexico, Arizona, Utah, Nevada), sur-
prisingly, led the nation in landscape
maintenance revenues with a per-
company average of $353,640.

New England was statistically the
region of least lawn care/landscape
maintenance with the average
reader's business grossing just
$83,050.

continued on page 28
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You’re looking at a new tractor
that will still be new three or four
years from now. That’s about how
long we estimate it will take our
competitors to play catch-up.

In the meantime, our 1.2850

is loaded with forward thinking.
Under that streamlined hood
is a 4-cylinder high torque-rise
diesel engine. Most competitive
tractors are 3-cylinder. It also has
1985 Kubx t

A PREVIEW OF
OUR COMPETITORS’
1989 MODELS.

-KUBOTR

direct fuel injection, a feature no
competitive model has.

Other advanced engineering
ideas add to maneuverability. A
mechanical shuttle transmission
is one. Another is 4-wheel drive
with our bevel gear system.

Of course, our Kubota 1.2850
works best with Kubota imple-
ments. T’ hey’re perfectly matched
to each other. For example, you

Circle No. 122 on Reader Inquiry Card

L.285.00 /<%

can attach the mid-mount mower
without removing the subframe
or front loader. It’s a neat trick.

With all of these new L. Series
models (rated at 27,23.5 and 21
PTO hp), Kubota hasn’t just left
the competition behind.We've left
them behind the times.

“KUBOTA

Nothing like it on earth.




FROM TEE
TOGREEN

The
~ STANDARD
| .

Tee. Fairway. Green, or
around the clubhouse
Whatever your needs for golf
course accessories you ll find
it at Standard Golf. Standard
has the most complete line of

accessories—all made with
the top quality that Standard
built its reputation on

Get the finest for your
course. Get the Standard of
Excellence

New, free 32-page full

| accessories catalog. See

contact: Standard Golf
Company, 220 E. 4th St.,

STANOARD
GOL F iz

color Standard golf course .

your Standard Distributor or ‘

Box 68, Cedar Falls, lowa I
50613 (319) 266-2638. |

RN
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PREDICTED EXPENDITURES (1985)
FOR CHEMICAL LAWN CARE AND

LANDSCAPE MANAGEMENT COMPANIES

% Average Ch::'ﬂ
Sample Per To LCI Since
Purchasing Purchaser Readership 1984
Chemicals, Supplies
Granular Fertilizer 847 $9,755.70 $92.41 Million + 135
Pre-Emergence Herbicides 739 $5,259.18 $43.46 Million + 48
Liquid Fertilizer 329 $11,701.40 $43.05 Million + 86
Insecticides 75.0 $3,518.92 $29.51 Million + 232
Grass Seed 721 $3,102.86 $25.02 Million + 539
Post-Emergence Herbicides 73.7 $2,748.33 $22.65 Million - 46
Fungicides 58.2 $1,704.73 $11.10 Million + 33
Soil Amendments 33.2 $2,563.57 $9.52 Million + 747
Plant Growth Regulators 16.6 $501.03 $0.93 Million N/A
Equipment
Tractors 19.7 $11,551.33 $25.46 Million - 155
Irrigation Equipment 19.2 $10,902.63 $23.41 Million +194 .8
Spray Tanks 334 $4,901.04 $18.31 Million +219.5
Riding Lawn Mowers 19.7 $7,518.00 $16.56 Million + 303
Walk-Behind Mowers 46.3 $2,665.86 $13.80 Million - 174
Spr-ayets‘ Pumps., Etc 521 $2,350.63 $13.70 Million + 278
Spreaders 47.4 $1,520.19 $8.06 Million N/A
7Tvee Care Equipment 255 $2,888.06 $8.00 Million +278.7
Aeration Equipment 221 $2.805.37 $6.93 Million - 17
_Sm_ng_Tnmmers 413 $778.47 $3.60 Million + 11.8

Source: LAWN CARE INDUSTRY MAGAZINE

LAWN CARE from page 26

Nationally, the average size of a
chemical lawn care business is in the
$350,000 range. Average size of a
landscape management company is
between $175,000 and $200,000. Over-
all, the average LCI reader’s company
grossed $250,982 with a pre-tax profit
of 21.25 percent (more than $53.000).

Still growing

So 1984 exceeded last year's expecta-
tions. In LCI's 1983 survey, readers
predicted that their businesses would
grow to an average of $247,000, about

1985 Projected Totals —~ $415.48 Million +22.45%

$3,000 less than the final figure. And
the growth trend will continue in
1985, poll respondents say.

They have predicted an industry
average of 23.99 percent growth this
year.

Diversification appears to be a
growing trend within the industry. Of
the 380 survey respondents, 50 said
they are also involved in landscape
installation and design. Twenty-two
said they service trees, 19 said they are
involved in landscape construction
and 18 said they are involved in the
sod business.

Snow removal, with 13 responses,
was another popular sideline. WT&T
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| Joe, why is it important to have a
fungicide that will work against a lot of
- | different fungus diseases? “At any given
Prolurf. | yime “conditions may be right for three
or more different fungus diseases. And others may be
dormant in your turf, waiting for conditions to change.
You never really know what you'll be up against next.”

What makes Fertilizer Plus Fungicide VIII so special?
“It’s a broad-spectrum fungicide—among the broadest
on the market, in fact. It handles dollar spot, brown
patch, leaf spot, red leaf spot, and pink snow mold. And
it's a double-barreled weapon against disease: it works
first on contact for quick action, then systemically for
additional protection.”

Sounds like that would be helpful to any turf manager.
“Sure would. It makes things a little handier—you

don’t have to pick and choose from among several prod-

ucts for the best treatment.”

What about follow-up outbreaks of those diseases?

“You don’t have to be as concerned about future disease
problems, because Fertilizer Plus Fungicide VIII does
more than just cure. It’s also effective as a preventative.”

How often should you apply it? “Every 10 days to
3 weeks, depending on the severity of the disease
pressure.”

Won't that be too much nitrogen? “No. At the recom-
mended application rates, you'd be using a modest
amount of nitrogen consistent with the development
of quality greens.”

How does the price compare with other alternatives?
“The pricing is very competitive. Considering that the
alternative is normally a combination of products—
which may even call for different methods of applica-
tion—I think a lot of turf managers will end up saving
money with this fungicide combination.”

For more information about Fertilizer Plus Fungicide

VIII, call your ProTurf. Tech Rep. Or call Scottss
direct at 800-543-0006.

“Economy and
broad-spectrum action will
make this one of your most

i

powerful weapons against
turf disease.”

Joe Bell, Scotts Research project leader
(Turfgrass Fungicide R&D), talks about new
Fertilizer Plus Fungicide VIIL.
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ServiceMaster goes ‘Green’

Chicago's Richard White built Village Green from the ground up.
Now he and his former company are part of an $800 million service company
that is building a nationwide network of ‘ma and pa’ lawn care operations.

John Willis once taught flying at Chi-
cago's Midway Airport. He traded that
for the drudgery of cleaning homes
and offices in Elgin and Schaumburg.

He dug hard cash out of his pocket
and presented it to a company called
ServiceMaster for the privilege.

Now his blue eyes dance as he de-
scribes the $400,000 cleaning and dis-
aster restoration business he owns
and manages from his 10-year-old
home, evidence of a profitable 14-year
association with ServiceMaster.

This brick house, tucked in a cor-
ner of a wildlife preserve near Elgin,
[1l., is a comfortable home. The bas-
ketball hoop over the garage suggests
anything but the business beehive
which is in the remodeled, basement
where employees man the phones.

Opportunity comes knocking
again, Willis believes. He digs again.

by Ron Hall, associate editor

This time for lawn care.

The key again, ServiceMaster.

Says Willis, “I want to get in on the
ground level of ServiceMaster Lawn
Care. I enjoy the pioneering part of it
more than anything. Who knows?
Maybe I'll put all my efforts in one
direction—lawn care.”

You in lawn care ought to know
more about ServiceMaster.

It knows about you and the healthy
growth of your industry.

ServiceMaster, the $800 million
service giant headquartered in Down-
ers Grove, Ill. about a half hour from
O’Hare International and 45 minutes
from the Willis' home, eased into
lawn care in 1985 with the purchase of
Village Green, the Chicago-area busi-
ness headed by veteran lawn care
businessman Richard White.

“ServiceMaster looked for nine

Richard White poses in front of ServiceMaster headquarters in Downers Grove, Ill. White, vice-president of the Lawn

Care Division, is former owner of suburban Chicago’s Village Green.

months, 12 months trying to find a
good fit before it bought Village
Green,” White recalls. I think our
company did business the way Ser-
viceMaster likes to do business."

White believes *‘they wanted a
company to use as a model for lawn
care. The management was in place to
do lawn care.”

The management, of course, was
White. He'd already put together a
comprehensive training manual. It
was no secret he was thinking fran-
chise with Village Green.

Industry insiders consider White,
still trim and on the sunny side of middle
age, one of lawn care’'s pio-
neers. The idea is that young. White
treated his first lawn in 1962, before the
industry had a name. He was 16. In 1973
he started Village Green in suburban

Chicago. continued on page 34
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Abo picka up dobris & litter

The new Brouwer-Vac can be the answer to your
clean-up problems. Designed to easily and
economically pick up thatch from verti-cutting,
grass clippings on sod farms, parks and golf
courses. It has also proven very efficient when
used to pick up leaves, twigs, paper, food con-

OUTSTANDING FEATURES
335 cu. ft. load capacity
Dual flotation wheels — low compaction
All hydraulic operation - finger tip controls [
Extensive use of aluminum '
Wide, floating suction head - up to 120 in.
35 - 45 H.P. tractor requirement

]

Self unloading
with Hydraulic Door

tainers and other such trash and litter that require
cleaning up from airports, sports stadiums and
highway shoulders. For these and other applica-
tions, the Brouwer-Vac will provide a fast, efficient,
reliable and economical way for you to “clean-
up BIG".

BROUWER

TURF EQUIPMENT LIMITED

7320 Haggerty Rd./Canton, MI. 48187 Telephone (313) 459-3700
Woodbine Avenue/Keswick, Ontario, Canada L4P 3E9 Telex 065-24161 Telephone: (416) 476-4311
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OTHER FRONT MOWERS SEEM

()m front mowers have
really come a long way
in a short time.

Just two years ago
our first series rolled off
the line, and this year
were back with a full
line of sophisticated
machines. We have a
new package of features
(some exclusive, others
simply top-of-the-line)
that put our front mowers
way ahead of the other guys.
t starters, this year in addition to our gas-
powered models, we offer two liquid-cooled
diesel models, the 17-hp F915 and the larger
22-hp F935. These field-proven engines feature
heavy duty design, especially in the block and
crankshaft areas. Plus a full-pressure lubrication
system to keep them running cooler for longer
engine life.

You'll be running a lot cooler, too. Because
features like hydrostatic transmission, standard
power steering, and a new dual-pedal foot con-
trol, all go a long way to make this probably the
easiest front mower there is to drive.

Combine those features with our new 76-
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inch wide swept spindle mowing deck (available

IN COMPARISON.

on the F930 and F935) and you can forget about
ever having to trim. You can cut around any .
tree or shrub, and leave an uncut -
circle of grass only 14 inches in
cdhameter. Or use the turn-
ing brakes and mow
right around a fence or
lamppost.

f you have to cut
grass anywhere but a \
totally flat surface, and who
doesn't, our front mowers
have two exclusive features
that are tough to go with-
out. Differential lock
will improve traction
on slopes or ditch
banks. And
our weight
trans-
fer
valve'\ s
will /.
keep

v

VL



P you cutting through long grass or
’.~ ’j in slippery conditions.
: 'S Of course, the best feature
h ). that we have to offer is our John
‘ ' Deere name. Which has come
to mean quality and depend-
ability. \{’(* stand behind
our front mowers with a
two-year limited
warranty. And, in
the unlikely event
that anything
should go wrong,
you can go back to
your local John Deere
dealer. (Which
shouldn’t take long. We
have so many commer-
cial dealers across the
country that there's
probably one very close

a

R oo JOHN DEERE

to you.) If he doesn't have the

part in stock, hell get it for you

in hours—not weeks—thanks

to our unique computerized

FILASH" parts system.

Because he knows that if

your front mower isn't

working, neither are vnu
While space here

is limited, the list of M

terrific features on ()lll

front mowers isn't. To find out \

more, just write John Deere, Dept.

75, Moline, Illinois 61265. Or call 800-447.9126

toll free (800-322-6796 in Illinois) for the name

of the dealer nearest you. If you're in the market

for a front mower, we challenge you to check out

the other guys, and then look at us. We'll only

look that much better in comparison.

Nothing Runs Like a Deere’

Circle No. 109 on Reader Inquiry Card
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Grass is his livelihood. When he
walks the grounds at corporate head-
quarters, a pancake of greensward big
enough for three football fields, he
eyeballs the turf like an old friend at a
high school reunion. He knows this
particular turf.

Not long ago, but before Ser-
viceMaster made its move into lawn
care, White convinced management
to mow that grass more often. This
erased bagging of grass clippings. It
gave workers 25 percent more time for
other jobs. The grass looked better,
too.

White doesn’t walk this lawn often
now. He’s vice president of the Lawn
Care Division of ServiceMaster. He's a
Heinz-57 blend: administrator,
teacher, troubleshooter. His office is
on the second floor of the Downers
Grove building.

Good vibes

His office bustles. Bright. Cheerful. It,
like the others, displays a small
plaque with these four maxims: “To
honor God in all we do. To help other
people develop. To pursue excellence.
To grow profitably.”

Business-watchers claim Ser-
viceMaster pursues the fourth of
these with particular zeal.

Fortune magazine in its June 11,
1984 issue described ServiceMaster as
the nation’s “most profitable” large
service company with an astounding
30 percent return for its shareholders
from 1974 to 1983.

It reaps these rewards by con-
vincing and helping people build
profitable “in-home” businesses: by
granting franchises and training peo-
ple to do jobs most people (and busi-
nesses) don't want to do for
themselves.

Carpet and upholstery cleaning is
one service often associated with the
increasingly evident green-and-
yellow ServiceMaster vans.

Company founder, the late Marion
E. Wade, a hard-working Baptist not a
bit bashful about mixing Christianity
with business, started this way 35
years ago.

In 1962, ServiceMaster expanded
its horizons, offering what it describes
as “housekeeping management.” And
in the 1970s, business mushroomed as
it spread into the health care industry.

Today ServiceMaster contracts
with more than 1,000 hospitals, and
provides management for everything
from cleaning and laundry to the food
that is prepared in hospital cafeterias.
The locations of franchise-holders dot
a huge map on a lobby wall.

ServiceMaster vans should become more common to lawn care customers.
John Willis (left) and employee Ron Wizieck at Willis’ home in Elgin, Ill.

Training school

ServiceMaster nurtures its newest
baby, lawn care, with a familiar
formula: by licensing “ma and pa”
businesses, providing the support of a
respected and nationally-known
business name, and giving licensees
week-long training at its ‘‘service
academy” located fittingly in a con-
vent in Wheaton, I11.

“Everything is controlled at these
academies,” says White, who teaches
agronomics to hopeful LCOs. Others
instruct subjects like insurance,
bookkeeping—skills needed to pro-
vide a service, to turn a profit. “These
people (licensees)don’t go out for din-
ner or anything. We just don’t allow
for any lost time. Besides, they have
money invested in this.”

This September, ServiceMaster
graduated its second class of 16 hope-
ful lawn care businessmen. Next
summer there will be another crop. In
the fall of 1986, another.

“When they leave, we want them
ready to go into business,” White says.
“After they leave we follow them.
Our function is to assist these people
to become successful.”

All, like flight-instructor-turned-
businessman Willis, a member of the
first training class this past April, pay
a $10,500 license fee ($6,000 down) to
become an LCO. Startup costs, includ-
ing van and materials, eventually
come to $18,000.

Franchise owners also purchase
their supplies via an arrangement
with ServiceMaster and return 8 per-

cent of their revenues to the company.

Although ServiceMaster promotes
the “ma and pa’ operation—the one-
person, one-van business—don't let
that mislead you.

Says White: “There really is no
limitation. Sure, we think a one-man
operation can be successful and some
people will probably be happy with
that kind of business, but they don't
have to be.”

Many of that first graduating class
of LCOs, like Willis, already operate
successful ServiceMaster cleaning
businesses. Some, again like Willis,
are distributors in the ServiceMaster
cleaning chain. They provide the li-
censees (Willis has 20) with supplies
and support.

These first training academies
could provide the management link,
the distributors, for ServiceMaster's
nationwide lawn care network.

Willis sees opportunity here while
he gauges the progress of his infant
lawn care firm. He should reach 200
customers by year’s end, hopefully
400 next season.

“These are minimum projections,”
he says. ‘““Actually, I hope—and I
think—we can do much better. I'm a
builder. I'm enjoying the pioneering
spirit of this.”

How about ServiceMaster? How
big does it want to become in the lawn
care industry?

Says White: “Let’s just say [ decline
comment. Everytime somebody says
‘we’re going to be as big as somebody
else,’ they flop.” WTA&T
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THE PRODUCTION MACHINE

“HIGH CAPACITY, ECONOMICAL, HIGH-FLOATATION”

-

J

e
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-
TURF BLAZER 727 - 104
That's how this machine has been designed! The Add to this a field tested, 3-cyclinder water-cooled,
mammoth 104" appetite affords you 31% higher 27 HP diesel engine in conjunction with hydro-
capacity than a standard 72’ unit. With a 60"’ static transmission and you have a machine which
mower out front and two hydraulically operated will maximize your return on cost of acre cut!
wings, we have eliminated the application of long, '
troublesome belts and assured you of picture Contact your local HOWARD PRICE distributor for
perfect floatation over berms and undulations. a demonstration on your turf.

Mandicsiity 18155 Edison Avenue
nutactu Chesterfield, Mo. 63017
T URF E []“ | P M E NT Circle No. 275 on Reader Inquiry Card



Growing in all directions

A Kalamazoo, Mich., company blends a lawn care operation
with its pest control operation. And it's working.
That versality has lifted gross revenues to $2 million.

When ChemLawn offers you the
chance to become a franchisee you
take it, right?

Today perhaps vou would but, in
the early 1970’s, Linden Griffin said
“no'" to the giant's offer. His company,
Griffin Pest Control of Kalamazoo,
Mich., was strictly into pest and ter-
mite control.

Atthetime, he didn't catch the nat-
ural connection—the use of pes-
ticides in both fields.

“It seemed kind of strange at the
time," he recalls of the offer. "I
thought, ‘boy, they're emphasizing
chemicals.' I didn't think that was a
positive PR move.”

In retrospect, Griffin says he should
have accepted the offer.

“It was probably two or three years
later before I really even considered
getting into lawn care,” he says. “At
the time of their offer, I was really into
making pest control a success. I still
owed my parents money from my pur-
chase of the business (1973)—that’s
why | was reluctant.”

Within a short period, Griffin solid-
ified the pest control operation and
realized the natural relationship the
field has to lawn care.

Three years later he began his own
lawn care division with the help of a
capable employee, Wayne Bro. “He is
a young man who we thought could
handle that kind of challenge,” says
Griffin.

With Bro providing guidance,
Griffin Lawn Care traveled a bumpy
road to profitability.

“We got 220 customers (from the
pest control client list) and decided
we'd better learn what we're doing,”
he savs.

Griffin Lawn Care progressed from
nursery school to graduate school in a
period of months. Branch offices are
now located in Battle Creek and

by Ken Kuhajda, managing editor

Grand Rapids, in addition to the home
base in Kalamazoo.

The right approach
“We'll do $500,000 this year," savs
Griffin of the lawn care division.

That figure climbed sporadically as
lawn care in his area has experienced
“years where growth was flat."”

Griffin will tell you he’s made mis-
takes along the way.

He did a lot of television and radio
advertising in 1982.

“It was a disaster,” he says. “I think
TV and radio advertising are impulse
purchases. It didn’t help us grow at
all.”

Instead, Griffin prefers phone solic-
itation. “We've been more successful
with our phone solicitation program
than with any other. That's the most
cost-effective way of reaching the cus-
tomer,"” he says.

Barely two years old, the program

Griffin headquarters in Kalamazoo, one of three Griffin offices.

netted 1,629 new customers in 1985,
says Griffin.

With a week to go in the latest 10-
week sales period, phone solicitation
has recorded a gross intake of
$261,301, says Griffin, pointing to a
sales chart in the corner of his office.

“Any lawn care company loses 20
to 30 percent of its customers each
vear,” he says. Even when you con-
sider that and other loss factors, he
says, phone solicitation has been a
boon for his company.

“We sold $261,000 to get $130,000,”
he says, figuring losses with gains.
“That's not bad considering (hired
lawn care) is discretionary income for
a lot of people.”

Room for growth

Perhaps most encouraging for Griffin
is the potential for growth. Three
Griffin offices lie in markets totallinga
million people. That’s a lot of lawns.
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Maintaining a fairway can be a real headache.
Fine fescues give you less to worry about...

K.’»rpmu vour course looking great and your
budget balanced can be a real headache.
Oregon grown fine fescues can make your job
just a bit easier. When used on tees and fairways
fine fescues offer shade tolerance with low
fertilizer and water requirements. Fine fescues
mix well with ryegrass and bluegrass without
getting pushy, and they have a tight, upright
growth habit. Oregon fine fescues germinate

and perform better than imported varieties

Where do you find fine fescues? On tees,
fairways, roughs, parks, home lawns, industrial
campuses and anywhere a fine textured, shade
tolerant turf is desired

Where do vou get fine fescue? Ask

distributor for Oregon grown fine fescue f

For a series of eight tech sheets on Oregon

grown Chewings and creeping red fescues, cal

or write

OREGON FINE FESCUE
COMMISSION

2140 Turner Road SI
Salem, OR 97302
503/585-1157
Circle No

138 on Reader Inquiry Card



Linden Griffin, owner of Griffin Lawn
Care and Pest Control, Kalamazoo,
Mich.

Grand Rapids, a market Griffin en-
tered just five years ago, has a popula-
tion of 500,000. It offers the best po-
tential of the three because of the
numbers.

In Kalamazoo, Griffin has reached a
“saturation point,” but remains a
stronghold in the industry.

Battle Creek, with just 125,000 peo-
ple, has brought in steady income but
lacks the numbers to become a wind-
fall area.

A state unemployment rate hover-
ing around 10 percent doesn’t help

matters. “In Michigan, we haven't
been under a 10 percent unemploy-
ment rate in the last decade,” says
Griffin. “In Michigan, you have to
work hard to make your business
grow.”

Another factor related to Griffin’s
bottom line is the cold southwestern
Michigan winter. His lawn care em-
ployees are sent onto the streets with
their snow plows, sometimes working
up to 14-hour days.

Snow removal doesn’t generate
much income, says Griffin, and takes a
quick toll on equipment and person-
nel. He doesn’t recommend it as a
winter alternative.

The days of ice and snow can se-
riously damage a cyclical business, he
says, adding, that the company’s bot-
tom line “looks like a giant roller
coaster,” over a year.

He's made an attempt to remedy
winter’s cash flow woes by imple-
menting a pre-pay (or pre-bill) system
for lawn care customers. It sometimes
aids sagging cash flow. “$40,000 in
cash is helpful in January and Febru-
ary,” he says.

The total package
Among the three Griffin divisions,
gross revenues of $2 million are pro-

Only sweeper for both turf and pave-
ment.Grass, glass and trash ... wet ordry.
Sweeping widths from 4 to 10 ft. Self-
propelled and tow-type, both with ground
dump and power lift dump.

Riding Model 80

Model FM-5 with hand intake hose

Write for brochures and distributor in your area.

TURF VAC CORPORATION
P.O. Box 90129

Long Beach, CA 90809

(213) 426-9376

Versatile multi-purpose work vehicle. Hill-
climbing 18 h.p.gas engine with a unique
power train that eliminates stripped
gears and burned-out clutches. Three
models and a wide selection of options
allow you to build a SANDANCER to
match your work needs.

3 or 4 wheel models

Circle No. 149 on Reader Inquiry Card
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jected for 1985.

In Linden Griffin’s first year at the
helm (1973), revenues totalled $180,000
(without lawn care, began in 1977).

Griffin almost missed out on mil-
lion dollar gross revenue figures.

He had no intention of following
his parents into the bug business.

His parents, Linden Sr. and Irene,
founded Griffin Pest Control in 1929
and their son worked on-and-off for
20 years beginning in 1954.

Linden Sr. became ill in the early
‘70s and reached an agreement with
his son for the purchase of the
business.

After a few months as president,
Linden Jr. realized he had underesti-
mated his parents.

“When I graduated from college
(Western Michigan University in Ka-
lamazoo), I felt I could do a better job
running the business,” he says. “After
a year-and-a-half, my parents became
a lot smarter.”

Pest control was then and is today
the cornerstone of the business. It ac-
counts for 60 percent of gross reve-
nues, while lawn care has reached 25
percent in just eight years. Termite
control, always a small part of the op-
eration, accounts for 15 percent.

In five years, he says, the company
“may be out of the termite business.”

Pest control continues to grow
though not at the pace set by lawn
care. “‘Lawn care has an excellent
growth potential because it’s in its in-
fancy. It has more growth potential for
us than pest control,” says Griffin.

He predicts lawn care will provide
40 percent of the company’s revenues
in five years.

Currently, the company is carrying
3,000 lawn care customers.

Pre-notification

Griffin is concerned about Michigan's
notification question, requiring prior
notification of the use of petro-sen-
sitive chemicals to any sensitive per-
son within a 2,000-foot radius.

In Michigan, Senate Bill 65 (pre-
notification) is pending and Griffin, as
local governmental affairs repre-
sentative for the Michigan Pest Con-
trol Association and Professional
Lawn Care Association of America, is
lobbying for its defeat.

“I think states should have pri-
macy over the use of pesticides,” he
says, agreeing with the recent Wau-
conda (I11.) decision.

With a nod of his head Linden
Griffin admits he enjoys speaking to
gatherings of his peers. He sometimes
practices for an hour, achieving just
the right voice inflection or gesture.

It’s the same care he puts into run-
ning his growing business. WTAT



The Penn Pals are

nd True’

b .

Tournament croquet exhibition at Pure Seed Testing Research Center, Hubbard, OR

All work and no play make research a to “stay on top of it," so to speak. By Warren Bidwell will talk to your
dull duty. testing our products under a myriad of superintendents’ group about “The Penn

Just as time, patience, recording and conditions, we can proudly say “We've Pals” on your course.
recommendations are part of the devel- TRIEDit. ..and you can't finda TRUEr Call or write TEE-2-GREEN CORP.
opment of our superior creeping bent-  surface for whatever your lawn sport” for details.

grasses, acual field testing isa big part pENN PALS ., , the DePENNdables from TEE-2-GREEN

of assuring the user a quality product.
The performance of Penncross and
Penneagle on putting greens is academic.
They are the standards used to judge any
other surface. The use of Penneagle and
Pennway creeping bentgrass blend on
tees and fairways has proven to be an
effective way of crowding out Poa annua.

Now, our “PENN PALS" are finding
their way onto bowling greens, tennis
and croquet courts as well as other

sports turf uses. As leaders in the sports
greens business, the “PENN PALS” have







You didn't get where

you are in the lawn care business
using anything but the best.

You sell service. Pure and simple.

So if your customers complain
about lingering, hard-to-control lawn
pests, you go back and re-treat. Which
takes time. Expensive peak season time.

That's when quality pesticide
formulations prove their real value.

At Union Carbide, our insect and

weed control lproducts are designed to
keep turf healthy, pest free and looking
great.

And that, of course, is what your
customers really pay for.

Realistic, dependable

insect control
SEVIN® brand SL carbaryl insecticide

is designed for the convenience of turf
professionals. It's a water-based flow-
able that's easy to handle, mix and
apply. . 1
SEVIN® brand SL carbaryl liquid
effectively controls over 25 common
turf insects, including sod webworms,
white grubs, billbugs, chinch bugs,
even ants, ticks and fleas.
You and your
customers also get
ace of mind
om knowing
that carbaryl is
used for insect
control on pets,
poultry ané)'3
even some
game birds.

— o

| k i

So you worry less. And that's
important.

The first name in phenoxys

Qur researchers developed the
henoxy herbicide chemistry turf pro-
essionals have depended on for nearly
40 years.

And, with formulations like
WEEDONE' brand DPC broadleaf
herbicide, we can help make turf
weeds the least of your worries.

WEEDONE® brand DPC is a
powerful combination of 2, 4-D and
dichlorprop in one convenient herbi-
cide with the performance of more
expensive, three-way mixes. So you get
effective control for even hard—t&kiﬁ
species such as spurge, chickweed,
oxalis and ground ivy.

In fact, WEEDBINE' brand DPC
could be the only herbicide many lawn
care operators will ever need.

Made for turf

Ask your chemical supplier about
amm  SEVIN brand SL
= and WEEDONE®
brand DPC.

When it comes

to your insect
and weed con-
trol turf chemi-
cals, why choose

nythin% but

From the turf care group at Union Carbide

Union Carbide Agricultural Products Company, Inc. Box 12014 TW. Alexander Drive, Research Triangle Park, N.C. 27709

SEVIN® is a registered trademark of Union Carbide Corporation. WEEDONE® is a registered rademark of Union Carbide Agricultural Products Co., Inc

As with any insecticide or herbicide, always read and follow label instructions. © 1984 Union Carbide Agricultural Products Company, Inc

Circle No. 150 on Reader Inquiry Card



Growing up in an
adolescent market

Trendsetting Southern California lags in lawn care.
A Riverside firm looked to the Midwest to tap this potentially lucrative market

by Ken Kuhajda, managing editor

This narrow strip of turf in front of Bourbonnais' Riverside office is a portion
of the commercial real estate he maintains.

While Midwest-based lawn care com-
panies like ChemLawn perfected
their treatments in the late ‘70s and
early ‘80s, Larry Bourbonnais didn't
know there was such a thing as liquid
lawn care.

His Riverside, Calif.-based firm,
the Larry Bourbonnais Company, had
specialized in professional grounds
management since 1973; but he was,
in his terms, one of a horde of Califor-
nians who call themselves *'gar-
deners.”

Liquid fertilization? He'd never
heard of it. Not until 1980.

While attending a Southern Cal-
ifornia Turfgrass show, he strolled to
a booth featuring liquid fertilizer.

He'd stumbled on something that
would forever change his business.

He went from shorts and no shirts
to three-piece suits in less than four
vears (although he admits he's still a
casual dresser).

“I asked the guy ‘what is this?’ and
he said that liquid spraying was a big
deal in the East."

The 37-year-old Bourbonnais was
miffed. “I'd never heard of it. I'd been
in business for almost eight years,
Well, the guy said he'd ask a consul-
tant in Chicago to get hold of me," he
says.

Bourbonnais flew to Chicago, a first
for the California boy, to meet with
the consultant, Jim Mello, owner of
Nice'N'Green lawn care service. He
saw his first spray truck. Impressed
vet undecided, Bourbonnais prayed
for guidance and was answered.

Spray Green

With Mello's assistance, Spray Green
was born in the spring of 1981. Bour-
bonnais took the Midwest route into
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LIMIT can cut your tougt

LIMIT SLOWS GRASS GROWTH
FOR UP TO SIX WEEKS.

Monsanto, the company that
brought you Roundup® herbi-
cide, now brings you another
important turf management
tool. LIMIT turf regulator is
the guaranteed way to slow
the growth of blue-
grass, fescue, and ¢S
ryegrass forup to @8
six weeks.

ming and mowing treated areas.
LIMIT buys you time.

Time your crews can use for

priority projects, especially in

the spring.

THE ONLY TURF REGULATOR

TO WORK THROUGH THE
ROOTS.

] Unlike other turf

4%, regulators, LIMIT =
" works through

You know them: all those
places where cutting grass is a
big headache. And a big time-
taker. Hillsides. Roadsides. Wet

spots. Bunkers. And pesky the roots.
trim spots like plantings, sy LIMIT BUYS YOU TIME Not through the
monuments and fences. & %’: IN YOUR BUSIEST SEASON. foliage.

The places where you -~ ~. [Five years of testing The result? You can
wish the grass would @75 % % by Monsanto and turf spray LIMIT earlier. Only
grow nice and slow. q ';c\(/‘" 3\) managers have LIMIT works before green-up,
The places where, sure -9 )] provenit: LIMIT can as well as after. It fits your

as grass grows, you need
LIMIT® turf regulator.

reduce by half the schedule. Not the other way
time you spend trim- around.

ALL KINDS OF TURF MANAGERS GIVE LIMIT HIGH MARKS:

oy | AR PR T g - X N YRR P o

JOE KOSOGLOV

Golf Course Superintendent,
Hillcrest Country Club,
Indianapolis, IN

FRED TRAUT
Grounds Supervisor,

Sheppard and Enoch Pratt Hospital,
Baltimore, MD

k

r .
\
t ' o

“...on real steep, hard-to-mow slopes, LIMIT
reduced equipment usage, the hazard to my
employees. ..and my labor of mowing”’

“We use LIMIT in areas that require a lot of
handwork. I'd recommend LIMIT to any golf
course superintendent spending too many hours
in areas he'd rather not be.”



THE ONLY TURF REGULATOR
THAT DOESN'T MIND

What's more, LIMIT is (‘“““\\‘g-\ MONSANTO

harmless to orna-

THE RAIN. ¢ /. ) mentals. And LIMIT LIMIT
Root uptake of /1 e / 7 \won't stain monuments, WPRKS.
LIMIT also means $ 7 sidewalks, or other This Spring,
there’s no wash-off worry.” fixtures. cut your tougdhest
Let it rain. You can actually mowing an
ile it’s raini EASY TO MIX, trimming jobs
apply LIMIT while it’s raining. EASY TO APPLY. by half. g)
LIMIT IS SAFE EVEN Adding LIMIT to your cur- Monsanto guarantees that
WHEN YOU rent spraying program is easy. spraying LIMIT before seed-
OVERLAP. No special equipment is needed. head will slow grass growth for
LIMIT is safe Plus, LIMIT can be tank up to six weeks. Saj()[.v
' ‘ to turf, too. It's mixed with both fertilizer and Try new LIMIT where you
formulated to commonly used herbicides, so want to mow and trim less. A lot
get consistent you get one-pass efficiency. less. And give your crew better
response and And, compared with other things to do.
quality even where there’s turf regulators, LIMIT is
unavoidable overlapping; unlike unusually tolerant of mixing L I M IT
other turf regulators that erTors. :
cause overlap browning. I l” ”[II I I “”I | [

DICK STEDMAN
President

Wright Lawn and Tree Care, Inc.
Clarence Center, NY

Lawn Service Manager,

Monsanto

PHIL PIRRO

Landscaping, Inc.,
West Hartford, CT

“We've had phenomenal results with LIMIT at
two cemeteries. For the first time, we can tell
our accounts we have a product that will
consistently work.’

“With LIMIT, I cut my mowing in half and
freed up my personnel to do more detail work
that my customers notice.”



fAs sure as grass grows, you need LIMIT.

@ One application controls growth for up to six weeks.

® Labeled for repeat applications.

® Reduces mowing and trimming by half.

® Saves you valuable manhours.

@ Fits your work schedule—apply before or after green-up.
® Will not wash-off—rain actually improves uptake.

® Overlaps safely.

@ Safe to ornamentals, sidewalks,
monuments, or other fixtures.

® Can be tank-mixed with fertilizer and \ml'l I 2
commonly used turf herbicides for l'£'JJl!l!,"lH“““
one-pass convenience. s

@ Easy to mix and apply. =

@ Available in quart or gallon size. &/

® Monsanto guarantees LIMIT will perform as promised on the label.
(Always read and follow label divections.)

For more information, contact your local LIMIT dealer.
Or call this toll-free number for the LIMIT dealer nearest you.

(except Nebraska and Alaska)

LIMIT

TURF REGULATOR

" Monsanto

Get a free quart of Roundup when you buy LIMIT.

For every 1 gallon of LIMIT® turf regulator you buy between November 1, 1985 and April 15, 1986, you
get 1 quart of Roundup® herbicide free! This purchase may include any combination of quart or gallon
containers of LIMIT. One quart of Roundup for each whole gallon of LIMIT purchased.

Please use the attached business reply
" envelope to take advantage of this offer.
umir)| & : 6

- —
LIMIT* and Roundup* are registered trademarks of Monsanto Company. . v g

© Monsanto Company 1985 S
LIM-6-103



lawn care. He and Spray Green said
“hello” to the ‘80s.

The “Inland Empire,” as Riverside,
San Bernadino, and surrounding
areas are called, was a market aching
to be tapped.

Bourbonnais instituted a direct
mail campaign. “Response was good,”
he says. Oddly, Spray Green trucks
boosted interest in his business. Peo-
ple asked what they were.

“I'd never heard of it (liquid lawn
care); they hadn’t either. But they
were fascinated by the truck,” he
says.

Curiosity and profits and two dif-
ferent things though. The locals didn’t
educate easily. “Most thought it was
hydroseeding, some thought maybe
we sprayed dye on lawns,” he says
with a straight face.

Today, his clients are a bit more
sophisticated (as is Spray Green'’s ap-
plication schedule), but education re-
mains a top priority for Spray Green
Crews.

Here, Bourbonnais feels he can’t
compete with big lawn care com-
panies. “Companies like ChemLawn
and others have a lot more money
than we do. They can spend the
money to educate their customers,”
he says. “Sometimes I feel like the
man from Mars when I talk to these
people.”

ChemLawn has moved into neigh-
boring Ontario, he says, and is “ex-
panding inward.” He expects heavy
competition from the Midwest-based
giant in the near future.

A promising market

Larry Bourbonnais has the level per-
sonality needed to make it in the
business world. A born-again Chris-
tian, he treats both employees and
customers with respect, although he’s
the first to tell you he’s short on posi-
tive feedback to his employees.

He will compromise. Example:
Bourbonnais enjoys the comfort of an
air-conditioned office. Company sec-
retary Mary Steinkoenig, whose desk
is located directly inside the front
door, has an aversion to air-con-
ditioning.

They reached an agreement. He
leaves his office door almost closed (to
trap the cool air) and she opens the
front door (and keeps it open) to let in
the sometimes smoggy Riverside air.

It’s the same with the customer—a
lot of give and take.

With a wink, Bourbonnais tells you
it's a lot more give.

“We have the best reputation in
town but people don’t call me and say

Larry Bourbonnais, owner of The
Larry Bourbonnais Company of
Riverside, Calif.

‘I want you to bid on my property’ or ‘I
want to hire you.’ I have to call on
people, I have to knock on doors,” he
says.

The cold-call strategy, however
cumbersome, has been a boon. He
landed his two largest commercial ac-
counts (Bournes Inc. and Bear Medi-
cal) with cold calls.

In Riverside, they're just two in a
market that could make Bourbonnais
a rich man. Development is every-
where, laying a foundation for a mil-
lion-dollar lawn care business.

Bourbonnais hasn’t reached that
point. He's looking at a gross of
$250,000 this year between the land-
scaping and lawn care divisions. That
figure is doubled from 1980. It’s a long
way from the $150 (used to buy a
mower and edger) he started with in
1973.

With his usual candor, Bourbon-
nais says his growth is slower than
anticipated.

“Riverside is a good market, but it
hasn’t taken off like I thought it
would. The problem is that the area is
growing tremendously, but you don’t
have the big bucks like you do in
Orange County,” he says, noting that
most living in Riverside have emi-
grated from affluent Orange County.

The reason is obvious, he says. You
can buy the same home in Riverside
for half of what you would pay in
Orange.

Locals want to save money. And
that means many skimp on other
costs, including lawn care.

“Most don’t know much about

lawn care around here,” he says.
“They don’t know how to water their
lawns correctly during our hot spells.
We had 17 days this past June and July
over 100 degrees. Our environment
(semi-arid) makes it tough on lawns.”

An image

In laid-back Southern California em-
ploying a ‘“‘gardener’ is a status
symbol but Bourbonnais bristles
when discussing their merits.

“I never saw a gardener until I be-
came one, and now everybody'’s a so-
called gardener. This is casual Cal-
ifornia and there’s guys here working
on lawns in shorts with no shirts. I
think it’s horrible,” he says.

“We have lettered trucks and I
make sure they’re cleaned and pol-
ished. Our guys wear nice shirts and
clean pants.

“I think it's important especially
with the commercial end. You have a
company doing a half a billion a year
and they don’t want to see a bunch of
losers hanging around with no shirts
and long hair,” he says.

He considers his commercial cli-
ents cake. He does 99 percent of his
business with the individual home-
owner.

He’s lukewarm about the prospect
of adding more condos to his client
list, but says “there’s going to be a lot
more added to this area.”

Typically, the Spray Green liquid
fertilization and weed control pro-
gram, designed for the Inland area, isa
seven-step procedure.

It starts in February (fertilizer, po-
tassium, and crabgrass pre-emergent
control) and ends in December with
fertilizer and potassium application.
In between are more fertilizer (timed-
and instant-release in May, July, and
August) and broadleaf weed control
applications.

There are no slow periods in sunny
Southern California.

His two divisions are complemen-
tary. When it's raining, the grass is
growing and the need for lawn care is
high.

When it's dry (the norm in River-
side), maintenance booms. Mainte-
nance and grounds management
account for 75 percent of the firm’s
revenues.

Candid Larry says he wouldn't
want to be in any other business. “I'm
into grass,” he says. “Even when I
started I just liked to be outside mow-
ing lawns.”

That passion has developed into a
business he hopes will gross $500,000
by 1989. WT&T
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Solving _
problems

Bob Clooten is a custom
applicator seeking new
ideas to old problems. His
North Dakota firm is
servicing 2,000 customers
a year and that number is

increasing.

The morning shower is somewhat of a
ritual for custom applicator Bob
Clooten. He doesn’t just sing in his
shower. As the water pelts his body,
Clooten mulls what he can do to make
his business—Fertilawn, Inc.—
stronger.

By 6 a.m., Clooten, at his shop/
garage well ahead of Fertilawn’s 25
peak-season employees, is already in
motion.

“Good service will always sell,”
says Clooten. “It's the key, whether
you're talking lawn work or industrial
application. You need to be competi-
tive, but service is what builds long-
term business.”

Clooten feels long hours, hard
work, and a creative approach in the
custom chemical application business
still pay off.

Early last spring, for example,
Clooten worked to earn a contract to
control all vegetation at Basin Electric
Power Cooperative substations. The
new business calls for year-round
bareground control at 36 electrical
substations, some located 500 miles
from Bismark, home base to both.

Hard work pays
Clooten, 33, started the business
seven years ago in his father-in-law’s
garage. Selling door-to-door and by
telephone, he custom-applied fertil-
izer, herbicide, and insecticide to
about 200 lawns.

Last season, his company tended
800 lawns. For many, Fertilawn pro-

Bob Clooten, owner and operator of Fertilawn Inc. in Bismark, N. D.

vides complete lawn care—from
spring power raking through season-
long fertilization and pest control to
regular mowing. “All told, we serve
about 2,000 customers a year,” says
Clooten.

‘It makes me a better
manager if | do some
of the sales and
application work
myself.’

—Clooten

Fertilawn’s services extend to
other cities and towns in the region,
includingadjacent Mandan. The com-
pany holds its own against highly-pro-
moted and franchised lawn care
services.

The company’s industrial division
has enjoyed rapid growth.

“We work closely with manufac-
turers, conducting local experiments
with new herbicides,” he says. “We
want to be known as the custom ap-
plicator with new ideas and products
that solve problems.”

Along with lawn and commercial
chemical application, the crowded
print on his business card also adver-
tises: tree spraying; soil testing;
ground sterilization; garden fertiliz-

ing; tissue analysis; lawn power rak-
ing, mowing and edging.

Lawn work at homes, businesses,
schools and government institutions
make up 75 percent of Fertilawn's
business. Non-lawn industrial and
commercial weed and grass control
are increasing rapidly, he says.

The boom sprayer

Nineteen trucks equipped with solu-
tion tanks and a variety of application
systems are used. For lawns, the com-
pany gains attention by using a small,
hand-pushed boom sprayer with
wheels. It’s connected by a feeder
hose to the service truck.

Fertilawn claims that greater fertil-
izer and chemical application accu-
racy are achieved with the boom,
versus a single hand-held spray
nozzle.

“People often call and ask if we're
the lawn company with the boom
sprayer,” says Clooten.

Clean, attractive equipment and
operators also are important, he says.
“People comment about our clean
trucks and uniformed men.”

Homeowner invoicing also is inno-
vative. Upon completion of an appli-
cation, the Fertilawn operator leaves
behind a handy pre-addressed envel-
ope with the amount due included.

Clooten divides his time between
selling, management, and application
work. He often does all three the same
day, changing from suit and tie to ap-
plicator uniform.
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VORLAN'

U
v WETTARE POWOEN

new medicine
for turf diseases

VORLAN™ is Mallinckrodt's newest, toughest turf fungicide.

Enough experience has been gained with Vorlan by now —
on golf courses and in university trials — to confirm that it
establishes new standards of performance. Against Leaf
Spot, Red Thread, Dollar Spot (even resistant strains!), and
Pink Snow Mold, Vorlan delivers more effective control than
any other fungicide available.

Vorlan's effectiveness — because it takes so little and lasts
so long — also makes it economical, too.

If you haven't yet tried Vorlan, you should. Call Mallinckrodt
toll-free, or contact your Mallinckrodt Turf Products distribu-
tor. No prescription is needed!

P O.Box 5439
St. Louis, MO 63147
(800) 325-7155

Circle No. 128 on Reader Inquiry Card
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“It makes me a better manager if I
do some of the sales and application
work myself,” he says. ““I stay familiar

Fertilawn’s Brad Jossart uses the boom sprayer.

our industrial work, I have the most
experience.” About 60 percent of his
work time is spent on sales and man-

tions. His usual work day during busy
seasons is 6:30 a.m. to 9 p.m.

Business goals

Clooten credits his success to hard
work, inventiveness, a positive atti-
tude, and good employees.

Employee performance com-
parisons, meetings, individual con-
ferences, job-related training courses,
and incentive pay help maintain
continuity.

Fertilawn uses Du Pont Hyvar her-
bicide to achieve soil sterilization un-
der hard-surfacing, such as in the case
of parking lots. Karmex and Velpar
herbicides are also applied at indus-
trial and commercial locations.

“Setting business goals is vital,” he
says. ““We look for referrals from pres-
ent customers and a high rate of re-
peat business.”

Can a custom application business
such as Clooten’s Fertilawn be sus-
tained? “I'll make it go on,” he an-
swers. ‘I get up every morning with a
positive attitude and make it grow.

“Taking my morning shower, I
start thinking, ‘What can I do today to
make the business more productive

with the problems. And for some of agement and 40 percent on applica- than it was yesterday?.”” WT&T

Quality brochures to promote
your lawn service business.

Designed to increase customer response
and enhance the professional image of your
company, these new brochures from LESCO
will give your lawn service company an
updated look for 1986.

Brochures are of extremely high quality,
printed in full color on fine paper stock and
can be ordered with or without
personalized imprinting. Small or large
quantities are available and the entire
selection is very competitively priced.

LESCO . . . the full-service supplier to the
lawn care industry. For more information or
to obtain samples, call LESCO toll free.

(800) 321-5325
NATIONWIDE

(800) 362-7413
IN OHIO

EESCO

LESCO, Inc. ®* 20005 Lake Road * Rocky River, Ohio 44116 ¢ (216) 333-9250

s
Circle No. 126 on Reader Inquiry Card
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RYAN INTRODUCES THE

LawnairelV

Ihe self-propelled walk-behind aerator that
does a professional job on home lawns and
imaller turf areas.

» Equipped with 30-3/4" coring tines
providing an aeration pattern of 9 holes
per square foot.

* Penetration up to 2 3/4”,

» Two weight options provided for
increased downward pressure - a 38 Ib.
steel bar and/or steel drum that holds 55
Ibs. of water.

LAWNAIRE IV SPECIFICATIONS

Model 544863

Convenient lift handle for raising and
lowering transport wheels which provide
added maneuverability.

Covers up to 21,000 square feet per hour,
Tine wheel shaft and water drum shaft
are equipped with two grease fittings and
protected by felt seals to keep out dirt.

3 h.p. industrial engine with rotary stop
switch for easy shut-off.

Fuel tank holds two quarts.

Designed for the professional who wants to
provide quality core-type aerification at a
high rate of speed, the new Lawnaire IV is
the most dependable walk-behind roll-type
areator on the market.

More and more homeowners are asking for
lawn aeration to break down thatch and
improve turf quality. The Lawnaire IV offers
lawn care professionals and rental outlets a
core aerator that pays for itself in just weeks.

DIMENSIONS

IVIH Y S w50 o Sliosmn duetbae e sm LG A 28"
V0 L A S S P RS S Sl OB 19”
IVEIRRES ot oo aia oavats Dry-215 Ibs.
Water in drum-265 lbs. (6.6 gallon
capacity).

POWER

BOgIe, oo oloie 5 4-cycle, 3 hp industrial

with 6:1 gear reduction, dual air cleaner,
with rotary on-off switch, low tone muffler.
M o S A A A Belt tightener.
DYIVEY s 5 wivia) e aisigsdinre Primary: V-belt
4L-section to clutch idler. Secondary: #40
roller chain to tine assembly. Transport: #40
roller chain to barrel.

——— ————

Lubrication. . ...... Two grease fittings
in each axle hub.

UNIT
Penetrdtion s oo sia s Upto23/4”
Aeration Pattern. . . .....33/4"x7"
center to center.
SO S e ale Operation: 225 f.p.m.
Transport: 190 f.p.m.
Productivity . . . . .. Up to 21,000 sq. ft.
per hour.
Tines. . ..........3/4” Coring-type,

formed from .08” thick heat-treated alloy
steel, 30 tines per aerator.

T e S e 7 0 e Two8 x 1.75
semi-pneumatic with ball bearings.

For more information call your Ryan Sales,
Service and Parts Dealer today.

Or call toll-free 1-800-228-4444
OUR REPUTATION IS BUILT TO LAST
Cushman-Ryan, OMC Lincoln
P.O. Box 82409 #2701
Lincoln, Nebraska 68501-9971

Tine Replacement Part #522361

*Outboard Marine Corporation, 1986. All rights reserved

Circle No. 106 on Reader Inquiry Card
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CALIFORNIA

CHEM:S

RAY CO. e

Partners Mike Baty (left) and Tom Ayers of Chem-Spray, Stockton, Calif.

Thinking
small

Success as small custom applicators
in the competitive weed control field
was just a dream, back in 1975, for two
young Californians.

Today the dream is a reality. And
it'’s in Stockton, Calif., that Tom Ayers
and Mike Baty first established and
have now developed their quality-
minded firm known as the Chem-
Spray Co.

Chem-Spray targets its operations
at the industrial customer. The firm
controls weeds and grass on plant
sites, fence lines, roadsides, parks,
school sites, housing developments,
curbs, ornamental plantings, and sim-
ilar areas.

Much of its business is close by, in
California’s central valley but a good
chunk is also as far away as Reno,
Nev. (200 miles east), where a dif-
ference in climate means an extended
treating season for Chem-Spray ap-
plicators.

Humble beginnings
The small firm began as a boot-strap

A Stockton, California, firm still services
the first client it gained in 1975. Ten years growth hasn't
led to a decline in attention to the little details.

organization, with $1,000 invested by
each partner and a $13,000 stake from
a friend (which took five years to
repay).

But Chem-Spray has grown, because
Ayers and Baty know that chemical
weed abatement is more economical
than pulling weeds manually or con-
trolling them mechanically.

“We had an idea,” reflects Ayers.
“It was to give a one-year guarantee
with every job we do.

“We started out selling weed con-
trol—not weed treatments. We've de-
veloped satisfied customers by deliv-
ering performance. In the first year,
we had only 50 customers and we
grossed about $30,000.

“Today we've got over 600 custom-
ers, many with multiple sites that
need annual care. A few of these cus-
tomers ask for help on good-sized
areas—up to 100-150 acres, for exam-
ple. But the average is quite small—a
few acres or even less. And we still
serve our very first customer, a cus-
tom-builder of looms,” says Ayers.

The Chem-Spray partners recall
their early days when they shared the
use of a single spray rig they had built
themselves.

Today their three rigs are,operated
by Chem-Spray employees, men who
have joined the business to work on
an incentive system, so that precise
application results in few call-backs
and added compensation for the em-
ployee. It's a system that’s built loy-
alty and stimulated results.

Ayers and Baty handle sales, pa-
perwork, and management. They get
along without secretarial help. “We
aim at maintaining quality at reason-
able cost,” say the partners.

They've used a wide array of her-
bicides, both residuals and contact
materials, and have kept intricate rec-
ords with various products and rates.

Computerization

But it was in 1983 that Chem-Spray
took two big steps that have helped
build business success at a faster rate
than in earlier years.
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Announcing a major new industry event!

B8 Landscape Exposition

March 5-7, 1986 Valley Forge Convention Center

Valley Forge, Pennsylvania

Finally, you can catch the entire lawn care and landscape industry
at one exciting show. The new Landscape Exposition will bring
together the largest group of landscape/lawn care professionals
and suppliers of products and equipment ever assembled in one
place. At least 17 markets will be represented!

The Landscape Exposition is being held at the brand new
Valley Forge Convention Center in Valley Forge, Pennsylvania,
a suburb of Philadelphia. This fine center offers you many
advantages including free parking, non-union staff, fantastic
hotel facilities, and easy access from major highways and
airports

This exciting show has the enthusiastic support of the
Professional Grounds Management Association, Associated
Landscape Contractors of America, and Sports Turf Managers
Association, and other professional groups. It is sponsored by
Weeds, Trees and Turf and Lawn Care Industry magazines. And it
is managed and promoted by HBJ Expositions & Conferences, a
division of Harcourt Brace Jovanovich

Make sales find new sales leads keep on top of the
competition see all the newest products and equipment
share ideas with your peers. Don‘'t miss the largest and most
comprehensive landscape show ever!

HBJ) PRODUCED AND MANAGED BY HBJ EXPOSITIONS & CONFERENCES

Plan now to attend or exhibit:

B8 Landscape Exposition

Title

State 20

P.O. Box 5555, 50 Washington Street, Norwalk, CT06854
Phone: (203)853-0400 (800)243-2815 Company
YES!I'MINTERESTED! Address
Please send me, at no cost or obligation, an o

] Exhibitor’s prospectus and application i ;
] Attendee’s information package Telephone
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Goossen’s

Bale Chopper

THE MULCHING SOLUTION.

The Bale Chopper
shreds and blows a
bale of straw in
seconds.

30 ft. flexible hose
lets you mulch
around trees and
shrubs with ease.

Ideal for mulching
newly seeded lawns
and nursery stock.

The gas model
(shown) operates in-
dependently and can
be used from a truck
bed. PTO model
available.

Find out more about the Bale
Chopper, call Goossen Industries
today.

TOLL FREE OUTSIDE NEBRASKA

800-228-6542

IN NEBRASKA 402/228-4226

1Goossen

927 W. COURT - BOX 705 - BEATRICE, NE 68310

Circle No. 116 on Reader Inquiry Card

NEW ... HARLEY

Double Roller Landscape

POWER RAKE

PULVERIZES, LEVELS & RAKES
ROCK, roots and other trash. Double
Roller gives deeper penetration and
allows moving of several windrows
into one for faster pickup. New
scarifier. Also ask us about Harley
Rock Pickers.

@lenmaoe

(701) 252-9300
Toll Free 1-800-437-9779

Circle No. 115 on Reader Inquiry Card
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The Tagalong sprayer, designed by Ayers and Baty, is used for fertilizer

application on garden apartment turf.

First, the partners switched to a
computer system to handle the rec-
ords. “We use our computer to sched-
ule work, to bill our customers, to
keep records and file reports.” says
Ayers.

“It helps in a bid situation, giving
us confidence we're working on an
economic level. It tells us when to
check up on specific jobs and when to
follow-up on customers for another
year’s business.”

Ayers notes the company has a
computer program geared specifically
toward small business needs in indus-
trial weed control.

“It saves time every day. Initially,
we indexed the computer to help
evaluate our herbicide experience
with various problem weeds and
guide us on application rates. The
idea was to point the way toward the
right products in repeat applications.”

Secondly, Ayers and Baty took a
look at some early trials with Du-
Pont’s Oust herbicide.

Chem-Spray reports this new her-
bicide has been effective in control-
ling a very wide range of tough weeds.

In addition, the few ‘‘escape
weeds’’ from Oust are easily con-
trolled. Says Baty: “With Oust, you
also get a much broader application
window than with the earlier re-
siduals. We treat in California from
October to March, and we've found
that by working with Oust, we've re-
duced our call-backs for follow-up
contact treatments by well over half.”

Innovation
Chem-Spray has developed spe-
cialized equipment for applying

herbicides and also fertilizers (a
minor part of their business).

A “Tagalong” spray rig, for exam-
ple, can be hooked up with a three-
wheeled Honda or with a four-wheel
pickup.

The spray boom is controlled by
the light switch on the Honda. The
vehicles are very maneuverable, and
hence they're ideal for tight turns and
small jobs.

Bare-ground weed and grass con-
trol is a standard customer expecta-
tion on most Chem-Spray jobs.

In the West, local lawmakers con-
sistently set up tight specifications on
weed growth to minimize or avoid fire
hazards in the summer, when vegeta-
tion dries up on unirrigated land. So
the “clean look” in a vacant yard or
open-air storage facility means no
heavy vegetation stands during the
winter growing season.

One product

It’s problem species like ryegrass and
Russian thistle that have often trig-
gered two or more chemical treat-
ments in years past. One herbicide
spray took care of the winter weeds;
another, the summer species.

“Now, we can get away from that
routine,” Baty says.

“We've been able to use Oust at a
number of different rates, on a single
site, depending on what we have to
control. We always survey our new
sites before we start with any weed
control program. Then we set up the
treatment on our computer and our
team follows through. We've never
stopped thinking small. It’s helped us
grow,” says Baty. WT&T
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THE GENTLE GIANTS

Here are E-Z-GO's
hard workers in
three-or four-wheel,
gas or electric models
With durable,
diamond-plated steel
Polane-coated panels
and load beds, including
opuons \U\'h ds sprayers, aerators,
spreaders, top dressers, and more. Each
one tough but easy on turf

The GXT-7

Here's the heavy-duty workhorse in the line. Powered by an 18

H.P. engine for payloads of up to 1500 pounds. For golf course
or public grounds, its large load bed h 1s sides and tailgate
Options include a hydraulic dump, PTO, and range changer
The GXT-7 adapts to many accessories: sprayers, spreaders
top dressers, and aerators to handle any job
The GXT-800
Reliable, economical, this mid-size hauler more than pullsits
own weight. It has a two-cycle,
244cc engine with rack and
pinion steering, heavy-
duty springs, and
hydraulic shocks, plus
a whopping 1000-
pound load capac-
ity. Options and

ACCEeSSOries suc l\ as

é

C.i}‘\. bed covers
and loading ramps
make it an ideal all-around
utility vehicle

The XT-500

All brains and brawn. 1000-pound capacity, mid-size, powered
by a 36-volt high efficiency electric

campuses, wherever quiet effi-
clency Is as important as
durability

The GXT-300
This tough gas-powered three-wheel vehicle is perfect for
light to medium-sized
loads. A two-cycle,
oil injected, 244cc
engine keeps it run-
ning efficiently. It has
a 1000-pound capacity,
and is engineered
especially for easy
maneuverability.

The X'T-300

7}1'(('

is critical. It provides

otup

iy : )
roomy d./-cubic toot, diamond-

I‘I«H('\i l\ hl\i ‘!‘l\i

‘Il.!} ln‘

wheel

This is a re

{ A( *CLrIC 14(\\"

.U' l\\'«( vari-
ety of jobs where
maneuverability

Cidaiabiliv

1 payload capability
a’a’a! 1

to 1000 pounds in its

The PC4GX
E-Z-GO's gas-powered, 4-

passenger personnel carrier is
your best bet for moving staff
and clients around resorts,
hotels and worksites quickly,
efficiently, and economi-

cally. Headlights, taillights,
brake lights, horn, oil-
injected engine are only
a few of the standards

The PC4X

Where quiet is key, our efficient electric-powered personne

carrier is the answer
complete with an
onboard charger, re-
tractable AC cord
and stainless steel
battery racks
For your resort,

campus, office park
or other maintenance
needs, go durable,
dependable E-Z-GO
The most advanced,
most versatile line of
utility vehicles in the world

WTT 1185
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Reduce customer turnover
and increase profit potential with
long-lasting disease prevention.

It costs a lot to replace a lost customer.
So you put together a complete lawncare
rogram. Not just to keep customers’
El\ms looking good all season. But to

keep your customers loyal.

A complete program includes pre-
ventative disease control. And only one
lawn care fungicide — the market
leader — keeps your customers satisfied,
fits into your schedule, and improves
your profitability

That product is CHIPCO* 26019
fungicide. Because it does 7 job without
mmph( iting your job.

CHIPCO 26019 is a low-toxicity prod-
uct that controls all the major lawn dis-
eases: Helminthosporium Leaf Spot and
Melting Out, Fusarium Blight, Brown
atch, Dollar Spot, and Red Thread.

Its the only fungicide that provides
this control long enough to get you from
one scheduled round to the next, reduc-
ing costly callbacks.

Protect your turf and build your
profits. Make CHIPCO 26019 a part of
your lawncare program.

Rhone-Poulenc Inc., Agrochemical
Division, Monmouth Junction, NJ 08852.

C()

Tikmg care 0 humness

CHIPOD® is 3 registered trademark of Rhvioe P
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Winter injury

Understanding the causes of winter injury
of landscape plants will help you avoid the effects,
says a Weeds Trees & Turf technical advisor.

To consider protection against winter
injury for landscape plant material,
you have got to understand the causes
of winter injury: low temperature,
rapid temperature fluctuation, degree
of dormancy, desiccation, and physi-
cal injury.

Low temperature injury is gener-
ally accepted as the critical tem-
perature at which the plant tissue is
killed.

Frequently, the temperature dif-
fers for flower buds, vegetative buds,
stems, and roots. Plants native to
northern areas—the Great Lakes re-
gion (Michigan, Wisconsin) and the
Northeast—are generally capable of
withstanding low temperatures of
minus 25 to 35 degrees Fahrenheit be-
fore cell freezing and tissue death
occur.

The ability to withstand a low car-
dinal temperature is controlled genet-
ically and is affected by the amount of
carbohydrates accumulated within
the plant.

Generally, the higher the plant’s
accumulated carbohydrates, the
lower the temperatures it will tol-
erate.

Temperature fluctuation
Rapid temperature fluctuation is fre-
quently a more important factor in
winter injury. When the temperature
drops rapidly after several warm days,
some injury may occur.

This type of winter injury occurs
during February and March when the
temperature may drop 30 degrees or
more in one day.

Frequently, hardy plants are dam-
aged. Often heavy mulching of the
root system with organic matter (bark,
compost, peat moss) is used to protect
these plants.

Mulch acts as does the insulation
in our homes to modify temperature
fluctuation.

Mulch should be put on just prior
to soil freezing to limit not only the
effect of cold temperatures but also to
help keep the soil cool longer in the
spring, therefore delaying premature

by Douglas J. Chapman

commencement of growth.

Plants with a rather tender top—
roses,for example—can be protected
by mulching the crown and the upper
portion of the plant with straw or sim-
ilar material.

This crown mulch is designed to
slow the ra<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>