
A matter of expectations 
• If some weeds, some insect and 

some disease damage don't both-

er your customers, then, by all 

means, consider reducing turf 

pesticide use. 

But this is a big, big "if." 

Irv B r a w l e y . grounds super-

intendent at Davidson College 

near Charlotte, N.C., says "you've 

got to have a customer or a com-

munity that will accept a certain 

amount of weeds." 

Brawley has, for almost 10 

years, cared for about 100 acres 

of the college grounds practically 

without using pesticides. 

Practically? Brawley says his 

crews sometimes have to fight an 

occasional insect infestation with 

control products. He says he 

chooses the least toxic material 

that he feels will solve the prob-

lem. "We don't do any preventive 

spraying," he maintains. 

Brawley describes his grounds 

care philosophy as an extension 

of organic gardening, principles 

he read about and practiced before attempting them on a col-

lege campus with its 1600 students. 

"In some respects I compare what we do to growing a zuc-

chini or a tomato plant. The secret is in having a healthy soil, 

the right pH, the right varieties of plants (turfgrass)," he says. 

The cornerstone of his program, he says, is developing a 

"healthy" soil. Basic to this, he feels, is the use of organic fer-

tilizers. He's used Milorganite, Fertrell, Nitro-10, and Earth-

Rite with good results, and this season he's been using 

Sustane's turkey litter product. 

Although the campus itself is a picture postcard of build-

ings, trees and turf, Brawly admits the college's par-three golf 

course is not in good shape—particularly the greens. 

Brawley says the college didn't pressure him to implement 

his "natural" grounds program; he developed it himself. "I 

started out on a small scale, and 

it evolved," he explains. 

M i k e Grandy, grounds super-

intendent of Oak Park, 111., had 

no choice this past summer. "We 

were told we'd not use pesticides 

under any circumstances," he 

says of an April 1991 decree from 

the Park District Commissioners. 

Grandy hurriedly put togeth-

er a battle plan. Weeds would 

have to be removed by hand, he 

reasoned, but how? 

First, Grandy rated all the 

parks, ballfields, playgrounds and 

public areas under his jurisdiction. 

Category 1: areas where 

weeds are a safety problem or 

where they're so obvious they'd 

draw complaints (flower beds, 

tennis courts, around signs and 

memorials, etc.); 

Category 2: commonly used 

areas where weeds are unsightly 

but not a safety problem (com-

fort stations, near playground 

equipment); 

Category 3: areas where weeds aren't particularly noticeable. 

Then he hired three "weed removers" at minimum wage. "If in 

doubt, pull it out," were his instructions to these laborers. The 

weeders would start in the the high-profile areas and weed these 

intensively, and then work into the other categories as time and 

their progress allowed. Weeding is hot, boring work and Grandy 

says worker turnover increased as the season progressed. 

He says he finished the 1991 season marginally satisfied 

with the no-pesticide program. 

"I believe our challenges next year will be bigger. Next fall 

might be our big test," he tells LANDSCAPE MANAGEMENT magazine. 

Then, apparently, it will be up to the 53,000 residents of 

Oak Park to decide for themselves if they like what they see in 

the parks and playgrounds. 

—Ron Hall 

M o s t l y na tura l m a t e r i a l s are used on Davidson 
Co l lege grounds. 

Avoid environmental spiels 
• Officers from Lawnmark lawn care 

operations will meet with state regulators 

in New York before devising marketing 

strategies for Lawnmark's alternative lawn 

care programs. 

Lawnmark president J. Martin "Marty" 

Erbaugh says he wants to make sure nothing 

his company advertises or implies concern-

ing the use natural products is misleading to 

customers or prospective customers. 

Erbaugh's caution is understandable. 

The U.S. Federal Trade Commission, dur-

ing the May 1991 Senate subcommittee lawn 

care hearings, reported it had uncovered five 

instances of deceptive advertising by lawn 

care companies. Four involved claims made 

by companies purportedly offering "organic" 

alternatives to chemical lawn care. 

These investigations focused on claims 

that the advertised services or products 

were safe, non-toxic or safer than other 

types of lawn care services or products, 

reported the FTC. 

Mark Nuzum, president of Harmony 

Products, thinks that lawn/landscape mar-

keters should go easy on the save-the-

earth angle. 

"I think the message should be that 

you're providing a better product and a 

better service," he says. 

Adds Scott Boutilier, Ringer 

Corporation: "I think a good thing to tell 

clients is that you're integrating the use of 

natural materials into your programs and 

you're using them at appropriate times. 

continued on page 12 



T m not an anti-chemical person," he 

adds. T m a pro-alternative person and 

maybe that's the message people who pro-

vide these types of services should be giv-

ing their lawn care customers too." 

The following fertilizer definitions are, ten-

tatively, being recognized by the Professional 

Lawn Care Association of America: 

• Organic fertilizer: contains carbon and 

one or more elements, other than hydrogen 

and oxygen, essential for plant growth. 

• N a t u r a l o r g a n i c fer t i l i zer : derived 

from either plant or animal products. 

These materials shall not be mixed with 

synthetic materials. 

• N a t u r a l b a s e fer t i l izer : contains a 

minimum of 50 percent by weight of natu-

ral fertilizer materials. 

• Organic b a s e fert i l izer: contains a 

min imum of 50 percent by weight of 

organic fertilizer materials. 

"The biggest concern I have about the 

use of natural products," says Ed Dotson, 

O.M. Scott & Sons, "is the customers' 

understanding of what it all means. We 

definitely have an obligation to educate 

the customers." 

LM REPORTS: TR IM M O W E R S 

A va luab le p iece o f a r t i l l e ry 
In t h e landscaper 's a rsena l 

Product ion o f t h e s e handy 
m a c h i n e s e x h i b i t s a t r e n d 
t o w a r d m o r e high-
p e r f o r m a n c e a n d m o r e 
o p t i o n s t h a n e v e r b e f o r e . 

• As mid-size mowers become more 

manueverable, landscape uses for small 

(20- to 28-inch) push or walk-behind trim 

mowers become more specialized. 

"Mid-size mowers have been refined so 

much lately that 21-inch mowers are 

becoming orphans," noted one manufac-

turer during an exclusive LANDSCAPE 

MANAGEMENT interview. 

Yet, there remains a place in the green 

industry for these utilitarian machines. 

For home lawn maintenance and places 

where larger models cannot go—like 

cemeteries and other limited-access 

spaces—the commercial trim mower is a 

valuable piece of artillery in the landsca-

per/groundsman's arsenal. 

M u l c h i n g k i ts and m u l c h i n g m o w e r b lades l ike th is one are 
w e l c o m e opt ions t o wa lk -beh ind and push m o w e r s . This 
par t icu lar b lade l i f ts and c u t s t h e grass , t h e n re-directs t h e 
c l ippings b a c k into t h e pa th of t h e b lade , c r e a t i n g a f ine 
mu lch . Ci rc le No. 3 4 9 on Reader Inquiry Card . 

And for golf course maintenance crews 

where most mowing is done with large 

five-and-seven gang tractors, a need still 

exists for small, manueverable machines 

to mow around trees and other obstacles. 

A survey of major mower manufactur-

ers seems to indicate a trend toward more 

high-performance machines with more 

options than ever before. In recent years, 

such developments as electronic ignitions, 

precision carburetors, overhead-valve 

engines, improved starting systems and 

more efficient air and noise filters have 

become commonplace. 

A limited number of manufacturers are 

now offering hydrostatic, variable transmis-

sions on their newer walk-behind models. 

And with the advent of the "Decade of 

the Environment" and media emphasis on 

our supposedly disappearing landfill space, 

mulching mowers are gaining popularity 

among homeowners and professionals 

alike. Most manufacturers either offer 

mulching mowers or mowers that are 

adaptable via mulching conversion kits. 

There is also a push, as in the consumer 

lawn mower market, 

for stricter manufac-

turer guarantees on 

equipment perfor-

mance and usefulness. 

It comes as no sur-

prise, then, that prices 

over the years have 

continued to escalate. 

In the consumer mar-

ket, it is virtually impos-

sible to buy a decent 

piece of machinery for 

less than $250. In the 

commercial market, 

Ohio S t a t e Univers i ty researchers 
recent ly c o n d u c t e d a s tudy of 
m u l c h i n g m o w e r e f fec t i veness . 
C o n t a c t t h e Ohio Turfgrass Foundat ion 
a t ( 6 1 4 ) 2 9 2 - 2 6 0 1 for t h e resul ts . 

manufacturers are asking from $500 to 

almost $1,000 for the heavier duty models. 

Where some smaller operations in the 

green industry might opt for the less 

expensive consumer model, they should be 

cautioned that studies have proven the 

value of spending the extra money on 

commercial equipment, which is more 

likely to stand up to the 40+ hours of 

mowing demanded each week. 

On the next two pages, you will find 

some of the major players in the commer-

cial trim market and the types of equip-

ment they are offering this season. 

—Jerry Roche 



Sugg. Circle 
Company Model Cut Ht. Adj. Engine Self-Propelled Other Dealer Retail No. 

Ariens LM21 SP 21* Vl*&lim Zenoah/Briggs 5hp • Variable speed control 350 

Bunton BC21-R 21* 17e-33/4" Briggs Quantum 5hp 2c • 351 
BC 21 21* 1V4-33/4" Briggs Quantum 5hp 4c • 

John Deere 14PZ 21* 72-372* Briggs 4hp 4c X $439.00 352 
14SZ Briggs 4hp 4c • < "Tricycler" kit avail. $549.00 
12SB Zenoah/Briggs 4hp • $669.00 
14SB Kawasaki 4.5hp OHV • *Tricycler"standard $689.00 
14SE Kawasaki 4.5hp OHV • $799.00 
14PB Kawasaki 4.5hp OHV X "Tricycler" kit avail. $589.00 
12PC Zenoah/Briggs 5hp X $679.00 
14SC • • Kawasaki 5hp OHV • $839.00 

Echo LM-212 21* l-33/4* Echo 4.1 hp 2C X 353 
LM-212P I I I ' 
LM-212PB • • • • Cast aluminum deck 

Honda HRC 216HXA 21" 1-3" Honda 5.5hp • Hydrostatic transmission $954.95 354 
HRC 216SXA I I Honda 4.5hp • 2-speed transmission $894.95 
HRC 215PXA i i + X $719.95 

Husqvarna 56DH 22" Briggs Quantum 5hp 355 

Jacobsen Commercial 20" 1-3" Jacobsen 4.2hp X Two-year warranty on 356 
crankshaft; 
Solid state ignition 

Kee 25 25" 74-4" 5.5hp Honda, 5 or 8hp Briggs Kit available 20" Mag rear wheels 357 
GC22 25" 172-33/4" 3.5hp Honda or 5hp Briggs Kit available lifetime frame & 

deck warranties 

COMMERCIAL TRIM MOWERS 



Sugg. Circle 
Company Model Cut Ht. Adj. Engine Self-Propelled Other Dealer Retail No. 
Kubota W5021-PCC 21" 1-372* Kubota 5hp OHV X Mulching kit available for 358 

W5021-SCC + ^ • • both models 

Lawn-Boy C21ZPN 21" 1-3" Lawn-Boy 4hp X Mulching options available $549.95 359 
C21ZSN + • • for all 4 models $659.95 
C21ZPR 1-372" Lawn-Boy 5hp X 3-speed transmission $669.95 
C21ZMR 4 + 4 ' $769.95 

Poulan PP850PE 22" Briggs Quantum 5hp X Mulching kit available 360 
PP800M 20" I X Mulching mower 
PR750HW 22" + X 16" spoke rear wheels 

Pro Classic 22" 1-372" Briggs 5hp or 8hp Kit available 16" or 20" rear wheels 361 
24" + + + + 

Ransomes M21-4BZIC 21" 72-372* Briggs System II X 362 
Bobcat M21-4SPZIC + + l/C4hp • 

Roof Commercial 21* 1-4" Briggs l/C 4hp X 363 
Ranger 26" 1-3" Briggs l/C 8hp • 20" spoke rear wheels 
VP-75 26" 1-4" Briggs Vanguard 9hp • 20" spoke rear wheels 
400 21" 1-3" Briggs l/C 5hp X 20" heavy-duty rear wheels 

Toro Commercial 21" 3A-3" Suzuki 4.5hp • Comes with grass- $819.00 364 
Recycler catcher bag 

Snapper C21559BV 21" 1-3" Briggs 5.5hp OHV X $575.00 365 
CAP21509R 1-372" Robins 5hp • $735.00 
CP1409R2 1-3" Robins 4hp • $655.00 
CP21559BV I Briggs 5.5hp OHV • $655.00 
CP21509R 4 4 Robins 5hp • $700.00 



Lower temperatures 
signal increased 
care for equipment 
by Bill A. Garratt 

• Snow, ice and subzero temperatures are no less wearing on 

landscaping equipment than they are on those of us who live and 

work with these elements for months on end. This is true for 

equipment in use and storage. 

So when the job has to get done, whether the next frozen 

morning or next March, cold weather maintenance can help 

insure your fleets will start when the work shift does. 

Most winterizing tips are applicable across product lines. With 

that in mind, this chart offers some guidelines that will help keep 

equipment productive despite the wrath of winter. 

By making a conscious effort to follow these winterizing tips, 

your equipment will remain productive despite the threatening 

snow and subzero temperatures. 

—The author is manager of service training at J I Case, a 

Tenneco Company, in Racine, Wise. 

WINTER EQUIPMENT MAINTENANCE 

Proper warm-up 
1. Wait until dashboard signal lights 
indicate machinge is ready. 
2. Warm up on one-half to one-quarter 
throttle. 

Batteries 
1. If possible, store batteries indoors 
overnight. 
2. Disconnect positive terminal when 
machine is off. 
3. Check electrolyte levels regularly. 
4. Keep battery charged. 
5. Electric warning pads help batteries 
work in the cold. 

Starting aids 
1. Keep cold start kits available. 
2. Use ether kits and electric coolant 
heaters when possible. 

Lubrication 
1. Lubricate regularly. 
2. Retract cylinder rods to circulate oil 
whenever possible. 

Winter storage 
1. Start the machine at least once a 
month, and run until engine reaches 
normal operating temperature. 
2. Check cooling system and top off 
all fluid levels. 
3. Wherever possible, position cylinder rods inside 
cylinders. 
4. Cover all intake and exhaust ports. 
5. Check tire pressures and fill to specifications. 
6. Lubricate fittings and linkages per maintenance 
schedule. 
7. Drain all water traps after last machine use. 
8.Cover or remove all seats not protected by 
cabs. 

Suff ic ient warm-up t i m e prepares engine and hydraulic 
sys tems to perform properly under heavy loads. Source: The author 

H e l p f u l h ints : D e a l i n g 
w i t h your f r i e n d l y b a n k 
by Ed Wandtke 

• Financing the continued success and 

possible expansion of a business is becom-

ing more challenging for most green 

industry companies. 

Determining the amount of money 

needed to maintain the company during 

the off-season is increasingly difficult. 

Here are questions that need answering: 

1) What can be done to increase its via-

bility and secure adequate Financing later? 

2) What needs to be done to survive the 

financial crisis in the banking industry 

today, especially in light of the industry's 

seasonal nature? 

W i n t e r b a n k loans—For years you 

have been able to borrow the necessary 

funds to weather the winter cash crunch. 

This year—thanks to bank failures, declin-

ing profitability and increased deposit 

insurance premiums—banks will examine 

loan applications more closely. 

When you go to the bank this winter, don't 

be surprised at the number of questions or the 

amount of additional information you'll need to 

supply. Bankers now want to know how last 

N e e d a loan? Don ' t be 
surpr ised if your banker 
w a n t s t o s e e m o r e proof 
t h a n usua l o f your 
f inanc ia l s tab i l i ty . 

year's performance compared with the budget 

They may even ask for the same information for 

the prior year if it has not already been supplied. 

In addition, don't be surprised if your banker 

asks for financial statements prepared or 

reviewed by your accountant An audit will not 

be needed, but be prepared to supply more 

detailed financial information to your banker. 

1992 may be the year you will be asked to 

supply personal tax returns for the past three 



to five years, in addition to your personal 

financial statement. Bankers are becoming 

more concerned with the ability to repay 

loans, and are seeking to secure loans with 

more collateral than before. If these condi-

tions arise at your bank, you will need to be 

prepared to deal with these requests. 

Prepar ing t o borrow—Here are some 

helpful hints: 

1. Do not pay all of your company 

earnings to the owner. 

Having a reasonable amount of funds 

showing as "Retained Earnings" will indi-

cate to your banker your willingness to 

risk some past earnings on the company's 

future performance. 

2. Identify what you do better than 

anyone else in the market. 

An asset not reflected anywhere on your 

financial statements is your competitive 

strength in the marketplace. Letters from 

satisfied customers, community recognition, 

or profitability better than the industry aver-

age are all examples of how you are better 

than other companies in your market. 

Develop a file on your company as if 

you were competing with yourself. What 

are the specific strengths that have led to 

the performance of your company? How 

are these strengths evident or provable? 

How will these strengths assist you in 

maintaining "better than average" perfor-

mance? Demonstratable answers to these 

questions will serve as great ammunition 

in presenting a favorable financial picture. 

3. Identify the value of your customer 

list and contracts. 

Generally accepted accounting princi-

ples do not require that a value be 

assigned to your customer list. 

Do a business valuation of the company. 

This valuation can be used in supporting the 

financial statements the banker will ask to see. 

Having this valuation completed—independent 

of your accountant—by an expert in the green 

industry is an excellent method of demonstrat-

ing to your banker the real value of your busi-

ness. Many bankers do not realize the significant 

value of the customer list and service contracts. 

Coming prepared with a valuation is another 

method of putting your best foot forward. 

4. Value your assets at market. 

Accounts receivable are usually dis-

counted by bankers; they assume you will 

collect 80 or 85 percent of them. 

Presenting your bad debt write-offs for 

the past three years is often a revealing piece 

of information the banker is unfamiliar 

with. An appraisal made of your fixed assets 

also increases the value of your business. 

The financial statement merely pre-

sents your fixed assets based on the depre-

ciation allowed by the IRS. An appraisal of 

your assets can demonstrate that your 

fixed assets are worth far more than their 

book value. This information must be pre-

sented in compliance with generally 

accepted accounting standards for finan-

cial statement reporting. 

Coming prepared to deal with your 

banker, and presenting the value of your 

assets is another method of improving your 

effectiveness in securing an operating loan. 

—The author is a senior consultant 

with PC Systems, Inc., Columbus, Ohio. 

• Landscapers who offer a Christmas tree 

recycling program can bring in more 

clients, plus attract positive media coverage. 

Manager Dave Millen of Olmsted Falls, 

Ohio, says Dugan's Garden Center's recy-

cling program has worked out very well in 

the past. Millen says Dugans' Christmas 

tree recycling program has paid off to the 

tune of more customers for its full-service 

landscaping business. 

Each person who dropped off a tree to be 

recycled had their name placed in Dugans' 

mailing file. "It increased our customer 

newsletter address list. We got a lot of mileage 

out of it in that respect," Millen reports. 

About 500 trees were turned in follow-

ing the 1990 winter holiday season. "That 

was the first year we've done it," Millen 

explains, adding that they could have had 

even more trees on hand if they had decid-

ed to accept unsold trees from large retail-

ers. "We didn't get any chains who dropped 

off their trees—but we sure had a lot of 

them call" seeking permission to do so. 

The discarded trees had a brief run-in 

with a chipper that quickly reduced them 

to mulch. "We ground them up and we 

used them around here" to protect and 

nurture the nursery stock, Millen says. 

The only cost involved was the hiring of 

a chipper and operator. 

Even that came at a good 

price because "we have a 

good working relationship 

with one of the local tree 

contractors," Millen notes. 

Administration of the 

program was virtually free: 

"We just had a sign out front 

telling them to stop at the 

office." 

There the customers 

were placed on the mailing list and sent on 

their way—although a number of them 

stayed around to shop at the garden cen-

ter. 

"All we ask is that the trees are tinsel-

free," Millen says. 

The participants in the program loved 

it, Millen recalls. "They were happy to see 

something being done as an alternative to 

taking it to the dump." 

Ohio, like many states, has passed laws 

restricting the amount of trash that can be 

placed in landfills. Landscape waste is a 

prime concern of both government and tax-

payers, and the Christmas tree recycling pro-

ject helped reduce a portion of that problem. 

"We had the idea because of our concern for 

the community," says Millen. 

Dugan's has previous-

ly donated a truck for 

trash recycling programs, 

"and that kind of led to 

the idea of the Christmas 

trees," Millen recounts. 

"This is one area where 

we were able to help." 

Millen laughs as he 

recalls a visit by an after-

hours gasoline thief: the 

culprit paused long 

enough to drop off a tree. 

The success of the win-

ter endeavor was enough 

to convince the company 

to offer a summer garden 

debris program in which area residents 

were encouraged to drop off their landscape 

waste for inclusion in a compost pile. 

The Dugan's Christmas tree program 

was written up in four newspapers and 

attracted a good amount of television cov-

erage. "This is all free advertising," Millen 

points out. "(The press) is always looking 

for good stories, especially during the holi-

day season." 

The company is also involved in other 

community events. At Halloween, a haunt-

ed house that is less scary for the benefit of 

younger children also doubles as a food-

for-the-hungry drive. An Easter egg hunt 

and a "winter wonderland" display are 

other attractions. 

—Jim Guyette 

Christmas tree recycling 
pays handsome dividends 



Liability considerations for 
recreational groundsmen 
by Dr. Arthur H. Mittelstaedt, Jr. 

• We often hear that the public has an 

"assumption of risk." This term, like many 

legal terms, carries different definitions 

from state to state. Interpretations should 

be addressed in accordance with the laws 

in your state. 

However, practically speaking, when a 

person acknowledges formal risks which 

have been correctly communicated to 

them, that person assumes the risk. If 

signed statements of the risks along with 

verbal cautions are standard procedure, 

the owner/operator has less liability or has 

reduced his or her vulnerability. 

"Contributory negligence"—another 

legal term that varies by state—usually 

means that the plaintiff, by omission or 

commission, has been negligent to the point 

of injuring or in any way helping cause an 

injury. In cases involving "comparative neg-

ligences," any negligent action of the plain-

tiff or injured is weighted and the fault is 

shared proportionally in the judgment. 

"Proximate cause"—another variable 

legal term—generally means that an 

injury was caused or aggravated by a spe-

cific act of negligence. 

"Foreseeability" is a less legal term. It 

is often used with "reasonable." Fore-

seeability is when the defendant should 

have predicted, foreseen or anticipated the 

plaintiffs action that caused or resulted in 

the injury. Today, we must consider what 

could happen, recognize it and prevent it 

from happening. When we don't, we are 

negligent. 

"Reasonable" is when the defendant did 

try to think and do all things within possi-

bility to recognize a hazard or danger and 

prevent it. However, he or she just didn't 

plan for that one-in-a-thousand situation 

or condition and someone was injured. 

This is why a complete safety program 

is necessary. That one-in-a-thousand con-

tingency may occur. If it does, at least it 

can be said that all reasonable precautions 

were taken. Thus, the risk had been 

reduced, but obviously not eliminated. 

Standards are a broad term that are 

used as the means of measurement. 

Standards may be formalized, such as 

laws, government regulations, ordinances 

and policies. They may be set forth by vol-

untary standards groups such as ASTM or 

Last m o n t h , w e 
d i s c u s s e d s a f e t y a s i t 
r e l a t e s t o m a i n t e n a n c e 
o f pub l ic r e c r e a t i o n a l 
a r e a s . This m o n t h , 
l i ab i l i t y t a k e s t h e 
f o c u s . 

ANSI. They may be set forth by trade or 

professional organizations. They are also 

established by law. 

Standards, when informally estab-

lished, are often called "criterion" or 

"guidelines;" often referred to as "accepted 

practice" or "learned treatise" (books, pro-

fessional articles, consumer articles, 

speeches), and as the state of the art. 

"Theories of negligence" is a broad 

informal term used to describe the theo-

ries which a complaint or petition stipu-

lates as having been violated when a suit is 

filed. It is used throughout the litigation 

process. The expert and attorney often 

focus on such theories, whereas the law is 

so variable by state that it is only the attor-

ney's domain. 

Theories of negligence often specify 

evidence that the defendant was aware of a 

defect or deficiency in practice. If the 

defendant received prior notice, such as 

through an inspection or an actual notice, 

does nothing to correct or prevent the 

incident, negligence becomes obvious. 

Theories of negligence include entail 

established principles or practices govern-

ing the activity or facility: 

• Improper planning 

• Improper design (surveying, architec-

ture, landscape architecture or engineering) 

• Improper construction (electrical, 

mechanical, structural, general contract-

ing or building, and the manufacturing 

and installing of materials) 

• Improper maintenance and operation 

• Improper protection (securing and 

protecting—including containing, prohibit-

ing and warning of hazards and dangers) 

• Improper surveillance (superintend-

ing and overseeing) 

• Improper instruction: (leading, 

teaching and counseling) 

• Improper user selection (in sports): 

(separating age, skill level, developmental 

levels, interests and needs; and assigning 

such individuals appropriately) 

• Improper safeguards (providing 

guards, signs and labels, footwear, goggles, 

clothing, mouthwear, fences and insuring 

their fit and ability to withstand use and 

even abuse) 

• Improper supervision/coaching: (pro-

viding, controlling, officiating, instructing 

and coaching) 

• Improper or lack of warnings: (alert-

ing and notifying through verbal and visu-

al techniques) 

• Improper administrative procedures: 

(conducting and administrating through 

various recognized records like injury 

reports, incident reports, minutes, logs 

and other forms of communication) 

• Improper medical attention: (notify-

ing, replying, responding, treating, attend-

ing, removing and subsequent treatment) 

An understanding of the landscape pro-

fessional's role in relation to public liabili-

ty and its many aspects can correct or pre-

vent the chance of an injury or death, and 

control the risk and loss to the agency. 

—The author is board chairman of the 

Recreation Safety Institute, P.O. Box 392, 

Ronkonkoma, NY 11779. Phone number 

at the institute is (516) 563-4806. 

Winter golf: 
Can it work? 
Hav ing a go l f course o p e n 
for w i n t e r p lay in cool-
s e a s o n a r e a s is not 
c o m m o n . But it can work , 
a s s h o w n by t h i s Canad ian 
course . 

• Here's one for you: winter golf in 

Canada. How's it done? Can it work for 

your course? 

Gordon Witteveen, superintendent at 

the Board of Trade Country Club outside 

of Toronto, Canada, offers year-round tee 



times on the club's south nine. There is 

rarely a shortage of "die-hards" for the 

extended service, he says. 

Since 1981, club members have had the 

option to play the course throughout the 

winter when weather permits, although 

two other 18-hole courses are closed until 

the traditional season returns. 

"It is not as cold as Americans might 

think," Witteveen says. (Toronto lies along 

the same latitude as Boston.) Witteveen 

adds that there are many mild winter days 

when a full round of golf is not only possi-

ble, but pleasant. 

Witteveen keeps the tees, fairways and 

greens snow-free, occasionally by using 

snowblowers. Surface scalding damage 

from snowblowers is easily repaired in 

early spring. Beyond that, the course suf-

fers no real damage from winter play, 

Witteveen says. 

Tees and greens receive a heavy late-

season sand topdressing which Witteveen 

credits as a good preventive practice. 

Dependable drainage also bolsters the hale 

Mower safety 
reduces trips 
to hospital 
Don' t le t any o f your 
e m p l o y e e s jo in t h e 
g r o w i n g number o f p e o p l e 
in jured w h i l e m o w i n g a 
lawn. 

• Last year, an estimated 77,000 persons 

visited hospital emergency rooms, suffer-

ing from lost fingers, toes and other 

extremities that were nicked, lacerated or 

amputated by power mowers. Thousands 

more were probably treated in doctors' 

offices for lesser injuries. 

Statistics show that about 50 percent of 

the injuries from all mowers and 64 per-

cent of the injuries to operators of walk-

behind mowers occur from blade contact. 

The Consumer Product Safety 

Commission (CPSC) established mower safe-

ty standards in 1982 to guide manufacturers 

in the production of safer equipment. 

However, there are things that you can do, 

as operators, to reduce injury potential. 

The following suggestions come from 

"Divots," the newsletter of the Miami 

and hearty sand-based greens which make 

a smooth transition from winter to spring 

play. The greens are kept clear through 

the winter. 

"Those greens seem to survive a lot bet-

ter and are in better shape in the regular 

season than some of the other greens. 

That is an interesting by-product. We're 

always amazed at how beautifully the 

course comes out," says Witteveen. 

Winter's charms do pose special chal-

lenges for golfers and superintendents alike; 

Witteveen responds with unique solutions. 

• Four cups are pre-dug on each green 

in late fall. Three are plugged over with 

artificial turf plates until needed. This 

makes changing the hole placement easier 

when the ground is frozen. Winter cups 

are also located at the back of the green 

because approach shots in cold settings 

tend to bounce to that area. 

• Wooden tees are not practical in win-

ter because of the frozen ground, so 

Witteveen's crew fashions rubber tees from 

discarded irrigation piping. Colored balls 

Valley GCSA: 

• Study your operator's manual to know 

the different functions of your mower. 

• Make any adjustments to the mower 

before you begin to cut. And make sure the 

engine is not running. 

• Remove all stones, wire and other 

objects from the area you plan to mow. 

• Make sure children and other bystanders 

are away from the area you plan to mow. 

• Never mow up and down a hill with a 

walk-behind mower. Always mow laterally 

to prevent slipping toward the mower. 

• Never mow wet grass. It clogs up the 

deck and increases the chance of slipping. 

• Wear sturdy leather or steel-toed 

shoes to protect your feet. 

• When refueling, let the mower cool 

down first. 

are used to stand out from the bordering 

white groundcover. 

The short (three par-3s, six par-4s), 

challenging course can attract 75 to 100 

golfers on a "balmy" winter day, and once 

played host to a 1984 tournament during a 

Canadian turfgrass convention. Low score 

that day was a respectable three-over 33. 

Witteveen says holes-in-one have been 

recorded in December, January, February 

and March, and have all been dutifully 

reported to local newspapers. 

Toronto's Board of Trade, the American 

equivalent of an American chamber of 

commerce, is likely the only one in Canada 

to own and operate a golf course, much 

less one offering tee times in November 

through February. 

"This has not always made me popular 

with my colleagues in the area, who some-

times resent me for doing this. They feel it 

puts unfair pressure on them to do the 

same," says Witteveen, his voice trailing 

off in a low laugh. 

—Jack Simonds 

1 7 s teps 
t o course 
s a f e t y 
• Knowing the 17 steps that you, as a golf 

course superintendent, can take to make 

your golf course safer for its players is a 

key to good management, said Al Zikorus 

at a recent Public Golf Course 

Management Association meeting. 

There are also design considerations 

that can take into account player safety, 

Zikorus said, but maintenance sugges-

tions he cited are: 

1. Remove all dead wood in trees. 

Golfers don't stay out of woods on real 

windy days. 

2. Protect all shelters with properly 

installed lighting rods. 

3. Find and fill any potholes on the 

property. 

4. Repair any eroded areas by grading, 

seeding or sodding. 

5. Fill any settlement of drains after 

heavy rains. 

6. Keep all stairs under repair. 

Eliminate them where possible and re-

grade the slope. 

7. Keep all signs serviced. 

8. Keep ball washers serviced. 

9. Use Turface or a similar product to 



keep tees from becoming slippery. 

10. Replace broken sprinkler head cov-

ers. 

11. Protect pumphouses with fences 

and locks to keep children away. 

12. Check brakes and locking devices 

for overnight storage of carts and equip-

ment. 

13. Remove all low hanging branches 

that could affect equipment operators and 

golf cart operators. 

14. Use highly visible gates, not cables. 

15. Remove rocks or cover from fair-

ways and roughs that might ricochet a golf 

shot back to the golfer from across fair-

ways. 

16. Refrain from using railroad ties for 

sand trap facings. 

17. Provide proper barriers in golf cart 

parking areas. 

To min imize risk of injury t o gol fers, you should repair any eroded a r e a s by 
grading, s e e d i n g or sodding. 

Is your vehicle 
insurance a wreck? 
Cer ta in t y p e s o f c o v e r a g e 
a re n e c e s s i t i e s — b u t t h a t 
doesn ' t necessar i ly m e a n 
you should pay e x o r b i t a n t 
p remiums. 

• Basic vehicle liability coverages may be 

woefully inadequate to protect lawn main-

tenance operators in a serious mishap, 

according to Chester A. Pierce, benefits 

representative for the Lawn Maintenance 

Association in Florida. 

Pierce's suggestions for making deci-

sions on auto insurance, as listed in the 

organization's newsletter: 

1) Set liability limits at a level high 

which has no 

enough to protect 

your assets. 

2) Carry unin-

sured motorist cov-

erage at the same 

levels as your liabili-

ty policy. 

3) Buy personal 

injury protection 

deductibles. 

4) Consider higher deductible policies 

for collision coverage to keep premium 

payments down. 

5) Carry comprehensive and collision 

coverage until the vehicle has little value. 

Pierce also offers good preventive sug-

gestions, including: 

1) Use careful hiring practices, particu-

larly with those you expect will drive. 

2) Hold safety sessions with employees. 

3) Explain to drivers that premiums 

are directly affected by driving prac-

tices. 

4) Set a good example yourself to 

employees. 

Pierce recommends thorough review of 

all policies. Questions about coverage 

should be fully explained by your agent. 

Defusing those 
volatile clients 
• There are specific steps you can take 

when faced with a difficult customer, 

according to a recent Garden Centers of 

America newsletter. 

D e f u s i n g di f f icul t s i t u a t i o n s : 
• SMILE: Give the customer a warm, 

sincere hello with a smile. 

• ANTICIPATE: Head off customer 

complaints with a sincere, concerned com-

ment. Take the offensive with kindness. 

• APOLOGIZE: Take the blame for the 

customer's situation and empathize with 

them for their problem on behalf of your 

organization. 

• ACTION: Solve the problems 

promptly. 

C o o l i n g i r a t e c u s t o m e r s : 
• LISTEN: Let the customers know 

you are interested in their problems. 

• EMPATHIZE: Put yourself in the 

customer's place. Use "warm fuzzies" that 

are genuine, specific, timely and sincere. 

• QUESTION: Ask questions in a 

mature, non-threatening manner that 

requires the customer to think about 

answers. 

• REPEAT: Tell customers your 

understanding of the problem, then sug-

gest one or more alternatives to answer 

their concerns. 

• APOLOGIZE: But don't issue any 

blame. 

• SOLVE: Identify solutions to satisfy 

the customer's needs or find someone who 

can. 



Hiring questions 
to ask & avoid 
For legal and other 
reasons, it's important to 
ask the right questions 
during a job interview, and 
to avoid the wrong 
questions. 

• Legally, what can you ask and what 

can't you ask during a job interview? 

Richard I. Lehr, general counsel to the 

Professional Lawn Care Association of 

America, lists 10 questions that provide 

solid, pertinent information about possible 

job candidates yet don't infringe on person-

al rights guaranteed by our legal system. 

Here are the questions and their most 

effective phrasing, as Lehr related to Idaho 

Nursery Association members: 

1. Is there any reason why we cannot rely 

on you to work when scheduled and to work 

weekends or overtime when necessary? 

2. Have you missed work for any reason 

Richard Lehr: ask 
hirees the right 
questions 

other than vacation or holidays 

during the past three years? 

3. There are times when the 

schedule for providing our ser-

vice will be hectic due to the 

weather and other circum-

stances beyond your control. 

There may be a lot of pressure 

involved. What kinds of circum-

stances have you been in where 

you have had pressure deadlines 

to meet? How did it turn out? 

What did you do to achieve that 

result? 

4. We want customers to think that the 

services we provide are better than our 

competitors'. What do you think would 

provide this result? 

5. There are times when each of us 

must deal with people we don't like. Tell 

me about such situations you have been 

involved in. What did you do? How did it 

turn out? 

6. There are times when we have to 

deal with customers who are very mad or 

disturbed about something, even though it 

is not our fault. Have you ever been 

involved in such a situation? What was the 

situation? How did you deal with it? What 

was the result? Looking back 

on it now, should you have 

dealt with it differently, and 

if so, how? 

7. Were you ever placed in 

a situation where you were 

asked to compromise your 

values, and if so how did you 

handle it? Do you have any 

regrets about that now? 

8. Do you recall any situ-

ation at work or away from 

work where you believe that 

you were criticized unfairly? What was the 

situation? Why do you think it was unfair? 

9. Are you most comfortable supervis-

ing others or being supervised? What were 

the attributes of the supervisor you most 

admired? What were the attributes of the 

supervisor you least admired? 

10. What type of people have you most 

enjoyed working with? Describe those cir-

cumstances. Which individuals did you 

least enjoy working with, and why? 

Remember, Lehr warns, that a relation-

ship must exist between the answer to a 

question and the individual's ability to do 

the job. If not, the question may very well 

be illegal. 

Get ready 
for wintertime 
profits. 
After your fall landscaping jobs 
are finished, equip your truck 
with a Fox Cub Spreader It's 
compact, self-contained and 
ideal for all kinds of sand and 
salt spreading jobs. 

On parking lots, driveways, 
streets.. .a Fox Cub Spreader 
brings you profitable new busi-
ness with every snowfall. Avail-
able with 8 hp engine or hydraulic 
drive for full-size pick-ups and 
small f latbed or dump trucks. 

Full-size Fox hopper-type spreaders are 
available in lengths to 13 feet. 

Economical Fox tailgate mounted spread-
ers fit all standard width dump bodies. 

WRITE OR CALL FOR MORE INFORMATION. Circle No. 107 on Reader Inquiry Card 
FOX SPREADERS • A PRODUCT OF HINIKER COMPANY • [507) 625-6621 • AIRPORT ROAD • PO. BOX 3407 • MANKATO, M N 56002-3407 
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