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Herbicide and Broadleaf Weed Susceptibility

Meco-
Weed 2,4-D Silvex prop Dicamba

S-1

Bindweed
Bittercress
Black medic
Buttercup
Carpetweed
Chickweed,
common
Mouse-ear
Chicory
Clover, crimson
Hop
White
Cranesbill
Daisy, oxeye
Dandelion
Dock
Dogfennel
Garlic, wild
Ground ivy
Hawkweed
Henbit
Knapweed, spotted
Knawel
Knotweed
Lambsquarter
Lespedeza
Mugwort
Mustards
Nutsedge
Onion, wild
Ornamental plants
Woodsorrel
Pennycress
Pepperweed
Pigweed
Plantains
Poison ivy
Pony foot
Prostrate spurge
Purslane
Red sorrel
Shepherdspurse
Speedwell
Spotted spurge
Thistle, musk, curl
Thistle, Canada
Vegetables
l Wild carrot

Wild strawberry
|E!|i‘llll|~||‘\‘rliii|I;i ::!! "1'4':”
, Chart reprinted by permission,

Yarrow
hel’biCideS one S. Wayne Bingham, Ph. D,
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S=weed susceptible; | =intermediate, good
control at times with high rates, sometimes poor,
usually require more than one treatment;

R =resistant weeds in most instances.
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Yellow rocket

“Two” is better!

Some weeds simply aren’t affected by single
herbicide treatment. But Banvel +2,4D has an
“additive effect” in that the two herbicides get weeds
that one alone just weakens.

Banvel herbicides—products for professional turf men

eVelsicol

Velsicol Chemical Corporation
341 East Ohio Street » Chicago, IIl. 60611

: 2 ; Velsicol Chemical C tion. 197
Circle 124 on free information card DTS SN S ROraon * WTT-677




Maintenance
Equipment Package
at Bel Air Course

|—tractor with 9-gang fairway
mower.
2—tractors for rough and inter-
mediate-rough mowing.
2—utility tractors with power take
off.
|—front end loader and excavator.
1—1%-ton dump truck with stake
body.
|—Y2-ton pickup truck.
I—¥%-ton pickup truck.
1—200-gallon greens sprayer (in-
secticides & fungicides).
1—150-gallon fairway herbicide
sprayer.
13—30-inch pull-type rough mow-
ers.
3—greens and tees aerifiers.
|—fairway aerifier.
|—fairway renovator or dethatcher.
I—Howard turf quaker.
|—power spiker for greens and tees.
|—Mattaway (tee renovator or de-
thatcher).
2—sweepers
roughs.
l—small sweeper for tunnels.
1—8-foot drop spreader.
I—Lilly rotary spreader.
2—small rotary spreaders.
|—small drop spreader.
|—top soil spreader for greens and
tees.
|—power drag mat.
2—Ren-o0-Thins (verti-cut ma-
chines).
|I—Hahn 3-gang machine for de-
thatching.
14—22-inch greens and tee mowers.
1—72-inch rotary mower.
2—small rotary mowers
|—Rogers seeder and renovator.
|—Danasner digger with 4 augers.
1—Ditch Witch.
6—haulsters or trucksters.
|—Superintendent’s cart.
l—Assistant superintendent’s cart.
I—Ryan sod cutter.

for fairways and

—Power take-off equipment, as
appropriate.
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B e I Ai r continued

personages. Some of these notables
live within sight of the Bel Air
course, and such a tour reveals past
or present residences of Conrad
Hilton, Alfred Hitchcock, Charles
Bronson, Ray Milland, Mary Tyler
Moore and even the late Howard
Hughes.

“We are always trying to im-
prove and beautify the Bel Air
course even further,” confides
Twombly, although he modestly dis-
claims the labels of *‘outstanding”
or “famous™ for his handiwork.
Nevertheless, a systematic tour of all
18 holes reveals many plantings and
decorative features which did not
exist before Twombly’s arrival.

Bel Air is situated on very hilly
terrain, so that large hillside areas
have required attention and cover-
age. Responding to this need,
Twombly and his crew have planted
azaleas, bottle brush and bougain-
villea, presenting striking shades of
red, with scarlet ice plant and
daisies decorating the frequent sand-
stone outcroppings of this park-like
course. Again, ice plant, ivy and
African daisies are used in pro-
fusion to break-up the “‘monotony”
of unlimited grass.

Along walkways and roadsides,
one may see liberal use of the hibis-
cus plant, and shielding the edges of
certain tees or greens from sur-
rounding homes are colorful, high
hedges of the golden nugget shrub.
Mindful of feminine members,
Twombly has thoughtfully pro-
vided gazanias to surround several
ladies’ tees, and even a bed of pan-
sies on one tee, out of the line of
play.

At the main entrance to Bel Air
Bay Club, members are welcomed
by generous plantings of exotic
blooming flowers, principally gar-
denias, camellias and azaleas. This
pleasing array is shaded by ficus
trees. At one time, rather than dis-
card some of these attractive trees,
which required removal from the
driveway entrance, they were sal-
vaged and used to separate two
different fairways.

In order to economize, Twombly
and his crew buy flats of small
plants and hand-transplant into 4-
inch boxes. During a recent two

week period, 20 such flats were
transplanted. Based on a purchase
price of $8 for 64 plants, and repot-
ting into the 4-inch size (which sell
normally at 70¢ to 80¢ each), the
savings more than justified the trou-
ble involved.

Trees emphasize beauty,
require maintenance

Flowers and flowering shrubs
contribute charm, but what adds
explanation points to this pictur-
esque setting are the many varied
and dignified trees. Sycamores,
Brazilian peppers, jacarandas,
junipers and a large variety of euca-
lyptus, pines and even fruit trees
provide fresh vistas from each tee.

Included in the pine family are
the Monterey, Leppo and Italian
Stone varieties. Flowering eucalyp-
tus, borrowed from Australia, is a
favorite, and orange, peach and pear
trees lend a particular California
feeling to the Bel Air course.

Behind the scenes of this majes-
tic beauty are occasional problems,
and saving elderly sycamore speci-
mens is one. Where trunks have
been weakened by natural causes,
Bel Air has hired outside tree ex-
perts to tie these large beauties to-
gether, and to anchor points, with
wire cabling. When a limb or branch
becomes diseased some many inches
in diameter, where possible it is re-
moved and the wound chemically
treated to save the tree.

The Bel Air staff attends to its
own tree maintenance, as much as
possible, but does not hesitate to call
in outside services for pruning taller
trees involving more hazards. To do
otherwise, Twombly admits, would
be to require exorbitant insurance
coverage. Smaller tree varieties,
however, are pruned at least every
one or two years by his staff,
depending upon requirements. New
trees and shrubs are continuously
planted, year -round.

Manicured turf
requires dedication

No element of a golf course can
be more important than tees, fair-
ways and greens, and maintenance
of this “backbone” of any course

Continued on page 34



Because the flexibility of the
Cushman Turf-Care System
saves you time and money.
Here's how!

The System is built around
the rugged, versatile 18 hp Turf-
Truckster, 3-or 4-wheel model.
With this one power source and
options, you can haul, spray,
spike, spread and top dress. And

save as much as 35% on
equipment in the process.

Because, instead of buying
separately powered units for
each job, you buy only the Turf-
Truckster and the modular
Cushman accessories you need.
So you pay less in total for
equipment...and have only one
power unit to maintain.

OMC-Lincoin, a Division of
Outboard Marine Corporation
2226 Cushman Drive

P.O. Box 82409

Lincoin, Nebraska 68501

Circle 117 on free information card

TURF-CARE
& EQUPNENT

But that’'s not all.

The System is also a time
saver that can cut your labor
costs. Accessories mount on the
back of the Turf-Truckster. Your
men do their work quickly,
efficiently ...and then move on
to the next job at speeds up to
22 mph. There's less wasted
traveling time, so you get more
work out of each hour of labor
cost.

The Cushman Turf-Care
System. Versatility, superior
performance, economy. It's a
tough system to beat.

Write today for your free
Cushman Turf Care Catalog.
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Be I Ai r continued

must necessarily demand major
attention from the groundskeeper
and his staff. Caring for the beauti-
fully-landscaped Bel Air turf re-
quires not only careful attention to
irrigation needs, and a careful
schedule of mowing, but a dedi-
cated campaign of weed grass elimi-
nation. Mowing at Bel Air is a
seven-day per week proposition for
greens, and not less than five days
weekly for all fairways, with week-
end mowings often necessary under
California’s productive growing
climate.

Bermuda is the majority plant-
ing on all fairways. A hybrid ber-
_muda is sometimes utilized to pro-
vide a smoother fairway area, where
appropriate. On greens, every effort
is made to maintain a maximum of
bent grass. Here, as on fairways,
open warfare is waged against Poa
annua and kikuyugrass. Poa looks
good in winter months, when ber-
muda browns, but in summer
months this pest turns brown and
unsightly. Additionally, Poa annua
(or annual blue grass) grows as a
clumpy grass, which golfers do not
appreciate.

Weapons used to combat Poa
annua and kikuyugrass include
overseeding with desirable grasses,
such as bermuda, bent and rye, and
pre-emergence treatment with Mal-
linkrodt’s Pre-San in the case of Poa
annua and Monsanto’s Roundup
versus kikuyugrass. Betasan also has
been found useful, in fall months, to
prevent seed germination by Poa
annua.

Unique automatic
irrigation system

How to water “‘wall-to-wall™,
without overwatering and runoff, or
underwatering and dry spots, a 124
acre course set in scenic but steep
hills was the question faced by Bel
Air maintenance professionals.
With the old hydraulic system, first
constructed of oil field pipe in the
1920's, *“*You either had to water
everything or shut everything off.”
To this statement of the problem,
expressed by assistant superin-
tendent Charles “*Bud™ McDonald,
could be added the problem of how
to adjust an irrigation system —
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other than by hand watering — to
the vagaries of weather.

An ideal answer to these prob-
lems, which has become the pride
and joy of superintendent Twombly,
is an automatic irrigation system us-
ing the Johns-Manville Binar con-
trol system. From ‘his office,
Twombly can choose from among a
large number of irrigation options,
simply by selecting appropriate set-
tings on 21 different central pro-
grammers. Each programmer panel
controls 26 to 28 valves out on the
golf course, and two sprinkler heads
per valve (rather than 16, under the
old system) can be individually set
for times varying from 2% to 60
minutes.

Flexibility is built into this
system, and allows *‘programmed
watering™ at short intervals, say a 20
minute watering of hillsides in the
morning, then another 20 minutes
four hours later — with complete
water absorption and no run-off as
the bonus. Adding to this flexibility
are alternate programs, permitting
an additional 50 percent to 100 per-
cent time over the original setting,
for hot, dry spells, or a fraction of
the base setting (such as 75 percent)
when weather is overcast and
courses still moist. Again, if one
portion of the course requires more
water than another, adjustments can
casily be “*plugged in™. In short,
“for everything, there is a set-
ting.” Twombly and his depart-
ment are proud that they helped in-
stall this system, over a five month
period, and feel as a result “‘each of
us knows where every valve is
located.” This becomes quite an
advantage, when emergency mea-
sures are necessary, or even routine
inspection. Since no system can be
operated 100 percent auto-
matically, without checking, Bel Air
maintenance personnel “eye ball”
inspect each of the 1500 sprinklers
weekly, to insure correct operation.
Then, if dry or brown areas are spot-
ted, quick couplers are available
throughout the course to permit
rapid, supplementary watering.

An even easier way to spot water
is available to the Twombly crew. At
various points on the course are
underground control boxes to which
they can connect portable com-
mand units. If the manual override
button has first been pushed at the

central programmers in the office,
these portable units can be used to
set off groups of sprinkler heads for
up to one-half hour each. An even
newer wrinkle is a special device
recently acquired which allows over-
riding even the central pro-
grammers. This equipment has obvi-
ous advantages during power out-
ages or earthquakes (not infrequent
in California), and can be run from
the battery terminals or even ciga-
rette lighter of any vehicle.

A rain gauge installed on the
maintenance building roof also can
cause a manual override of this
irrigation control system, and a
quarter inch of rain will shut down
the whole works. From rain to
drought, according to Twombly,
“*We have found that the automatic
system will do anything we want it
to do, providing it is installed prop-
erly and we don’t ask it to do too
much.” To this he adds, “Having
just gone through a seven month
drought, we can safely say we've
proved it will operate in Cali-
fornia.”

For frosting on the cake, the Bel
Air automatic irrigation system con-
tributes to much-needed water
conservation, saving 30 to 40 per-
cent over the old, hydraulic system.
To emphasize the point, Twombly’s
crew even hand-rakes all drainage
culverts to remove accumulated
debris, replacing the former water
wash-down procedures.

Pesticides role in
preventive maintenance

Preventive maintenance is the
fundamental remedy for fungus and,
insect and weed pests, explains
Twombly, requiring at least three
spray rigs in continuous use. Seven
different fungicides are employed in
this program — against such
hazards as fusarium, melting-out
and rust (on grasses) — not less than
once every three weeks, and some-
times twice weekly.

Insecticides are also applied with
the same tractor-driven spray equip-
ment, on an “‘as necessary” basis,
following visual inspection. Cut-
worm and sod webworm are the
chief pests. After greens are spiked
or aerated by machine, these insects
prefer to lay their eggs in the air pas-

Continued on page 41



Chillreical Lawn Cctlre,
rowi
new %urkems&.

And no onereally reachesit
but Weeds TreessTurf.

We've added 4,791 Chemical Lawn Care professionals to our circula-
tion. And no one is there but us. Because no one else has performed the ex-
haustive research necessary to identify the people in this high volume mar-
ketplace.

Which makes Weeds Trees&Turf the only place for you to go to reach
this market effectively.

Not just because of the millions of dollars the Chemical Lawn Care
people spend, either. We have the highest circulation and the best CPM in
the entire vegetation management marketplace.

Get growing with us.

WHDS IR URE

Contact Dick Foster, Ad Director, 9800 Detroit Ave., Cleveland, Ohio




by Daniel Dorfman

When I founded Lawn-A-Mat

GranUIar Chemical & Equipment Corp. on
Long Island in 1961, there was no

lawn care industry as it is struc-

I' t' Th tured today. Those landscape

app |ca lon P~ e gardeners who specialized in apply-

ing fertilizer, seed and control

chemicals to residential lawns did

Lawn-A_ M at sto ry most of the work manually, and, of

course, had to charge for their labor,

raising the cost to the homeowner so

that their services were affordable
only by the relatively affluent.

The development of the multi-
‘purpose Lawn-A-Mat combine,
towed by a small tractor which
could aerate, roll and dispense sev-
eral dry materials uniformly, accu-
rately and simultaneously, was only
the first step in this revolution.
Almost as important were the
marketing methods we pioneered.

It should be noted also that the
Wit = Lawn-A-Mat combine is equipped
o AR ST ; - with spray capabilities so that lig-

Above, the all-purpose combine can cover irregular properties with
relative ease and can be backed into corners when necessary.

Below, the rig is transported to the job site by a trailer then backed
off in a matter of seconds.
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uid applications can be made on a
selective basis where necessary.

We realized early in the game
that the best piece of equipment on
earth will not bring in a single cus-
tomer if it is not merchandised prop-
erly. Our selling theme then, as it re-
mains today, is that we will deliver
and apply top quality products to a
customer’s lawn for approximately
what it would cost if the customer
bought equivalent products at his
local garden center, carried them
home, and had all the equipment to
do the hard work of applying them
to his lawn.

The multi-purpose combine, uni-
que and efficient as it is, was simply
the vehicle that dramatized this key
point. We believed then, and we still
do, that the American public is
brand name conscious, and wants
assurance that he is getting all that
he is paying for. Therefore, from the
very outset, we have emphasized the
fact that the Lawn-A-Mat customer
is buying guaranteed Lawn-A-Mat
products with our brand name,
“Lawn-A-Magic”.

The other major factor which
loomed importantly in our plan-
ning was who would actually be
delivering and applying these prod-
ucts to the customer’s lawn. My op-
tions at the very outset were clear. |
could embark on a program of com-
pany-owned operations, with many
employees and the inevitable red
tape and personnel problems that
would arise as | expanded, or I

PSS
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could franchise my equipment and
concept.

I chose the route of franchising,
because | believed, and still do, that
few employees will ever do the kind
of conscientious job or render the
caliber of personalized, thoughtful
service that the concerned, owner of
his own business can offer.

Regardless of whether the actual
applications are liquid or granular,
the human element cannot be elimi-
nated from the lawn care business.
The most technically ingenious
spray nozzle ever designed to dis-
pense precise droplets of water at ex-
act rates of flow will not prevent the
human applicator from holding it in
one place an instant too long and
burning it or missing an area en-
tirely. Until such time as computer-
ized, automated robots actually
handle the spray equipment, the
danger of human error is always
present.

Even our automated Lawn-A-
Mat combine, which has undergone
constant improvement and up-
grading over the years and which |
believe to be the finest piece of
equipment of its kind, is subject to
human error despite any amount of
training given our franchisees. If the
operator is careless enough not to
steer it in the prescribed patterns,
the applications will not be uni-
form.

However, with granular mate-
rials which are formulated for con-
trolled, timed release, any possible
damage from operator negligence is
minimized.

We have always emphasized and
driven home the point that the
Lawn-A-Mat man is a local busi-
nessman who has to live in the com-
munity with his customers for a long
time, and not some faceless cog of a
large distant company. Because of
this, we believe he can and does do a
more careful job.

Right here on Long Island,
where we started, soil conditions can
vary considerably within two miles
of a given location. I'm sure this can
apply to most sections of the coun-
try. The local franchised operator
understands the specific needs of his
operating area. He doesn’t come in
with a broad spectrum application
program designed for a large region

and apply it indiscriminately in his
local area.

The Lawn-A-Mat man is taught
to work closely and personally with
his local extension service agent so
that he may constantly keep abreast
of all developments affecting lawn
care in his specific bread and butter
territory. How can a company using
a generalized approach equal such
neighborhood-tailored expertise,
regardless of the high powered re-
search and advisory staff it may
have at some distant office? We, too,
retain highly regarded turf advis-
ors, but there is no substitute for a
knowledgeable local operator.

Then, there are the little extras
that are so important. The Lawn-A-
Mat man has a first name, and his
customer knows it. The Lawn-A-
Mat man can be talked to, and will
personally tell the customer why he
is applying certain materials and not
applying others.

The landscape gardener think-
ing about going full-scale into the
lawn care business should also con-
sider the cost of acquiring custom-
ers. Any way you slice it, he will
have to make a sizeable investment
in equipment, and, in order to
justify a large capital investment, he
will have to generate a high volume
of business relatively fast.

This involves a combination of
sophisticated marketing tech-
niques. It is no longer enough to
pass out a few leaflets in a neigh-
borhood, which is often all that is
necessary to obtain customers for
mowing, clean-ups and hedge and
shrub trimming. A many-pronged
advertising and promotional pro-
gram must be undertaken, and this
costs money too. What your
advertising says, how it says it and
the media in which it is placed can
be all important and make or break
an independent start-up operator.

The advertising must not be mis-
leading. Many consumers these days
are quick to report apparent mis-
representation or extravagant claims
to the local consumer fraud bureau
office. In a highly competitive situa-
tion there is a great temptation to
promise the customer a lush, thick,
richly green lawn virtually before
the sun goes down on the day of the
first application.

Some spray operators, because
their method of application does
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Lawn-A-Mat

produce rapid cosmetic results, are
sometimes tempted to do this. In the
long run, this can debase the credi-
bility of our overall industry. Thus,
spray companies with an eye to the
future, are of course careful to avoid
misleading overstatement of this
kind.

And then we have the question
of aerating (spiking) and seeding.

Although there seems to be no
uniformity of opinion about the
benefits of spiking, most respected
authorities agree that it can do no
harm at the very least. There are
those who feel strongly that timely
spiking can help control thatch
build-up, may play a significant role
in reducing the odds against certain
kinds of fungus infestation and con-
tributes significantly to the passage
of air, moisture, nutrients, lime, etc.
into the soil.

The new spray operator should
consider that most of his first time
customers will have poor lawns to
start, often neglected and heavily
thatched. How do the water-borne
nutrients and control chemicals get
down to the root zone in places
where they cannot seep through the
thatch? Does the new spray oper-
ator recommend mechanical de-
thatching prior to his applications?
Does he *‘farm out™ the de-thatch-
ing job or does he do it himself?

The spiking, we have found in
our almost 20 years of experience
around the country, significantly en-
hances the results of both bare spot
seeding and overseeding on estab-
lished lawns, because the holes act
as catch basins for some of the seed,
reducing washing away and con-
tributing to a higher germination
percentage.

Our franchisees are taught how
to present the benefits of a planned
total program of aeration, seeding,
feeding and chemical controls at
timely intervals in a way that is
clearly understood by the home-
owner. This is extremely important
if the lawn application specialist is
to build a long-term business on a
solid foundation.

The level of expectation of the
new customer must not be made un-
reasonably high. The customer must
understand that building a healthy
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sound lawn takes time and any land-
scape gardener seeking to market
himself as a lawn specialist should
be very careful not to oversell and
make the customer expect more
than he and Mother Nature can
deliver.

We have found that the best way
to maintain a constructive long-term
relationship with any customer is to
de-emphasize the idea of service. We
concentrate on the idea that good
products, properly applied at the
right time will produce the best pos-
sible results . . . if we have help from
the homeowner himself and co-
operation from Mother Nature.

If the homeowner does not mow
and water properly or if unseasonal
weather creates problems, our
experience shows that no amount of
effort by a lawn applicator can pro-
duce perfect results every time.
Otherwise, there would be no need
for the continual search for new and
better control chemicals and im-
proved seed varieties.

We learned this from long
experience. Some of our franchisees
have attempted at times, contrary to
company guidelines, to emphasize
service, in the process suggesting to
the customer that service alone will
produce magical results. They lear-
ned to their despair, after a particu-
larly moist spring followed by an
unusually blistering summer, that
their best service efforts fall short of
producing the expected results be-
cause of these factors beyond their
control.

Strong, hard-hitting advertising
can produce new customers who will
give a new applicator a try. But the
customer must be educated prop-
erly so that he expects only what is
reasonable, if the applicator is to
build a solid long-term business.

Pricing is another factor. We
have economy programs and we
have what we call our compre-
hensive Greenskeeper Care Pro-
gram, to suit the standards and
wallets of different types of cus-
tomers. Even with our complete
Greenskeeper Care Program, we are
careful to explain that we are not
guaranteeing a picture lawn over-
night but the customer can expect a
healthy good looking lawn in a
reasonable time.

Although our franchisees are not
obligated to purchase materials

from us (most do), they are re-
quired to use materials that have
been tested and found to be equiva-
lent to our own *“‘Lawn-A-Magic”
products. It is our insistence on
quality control that helps give the
homeowner in all parts of the coun-
try where we operate the confidence
that he is getting what he is paying
for. This in turn bolsters our reputa-
tion and the credibility of our name
and, in the long run, means more
business and greater profits for our
franchisees and us.

Another hazard avoided by the
use of granular materials is wind
drift. We know of no spray equip-
ment which completely eliminates
this danger. Aside from the possible
damage to nearby ornamentals,
windy days often mean lost work
time, usually during the busiest
season for the lawn applicator. This
is a consideration which would not
be minimized. Heavy rainstorms
which can cause rapid run-off of
materials are also more of a factor
with liquid applications than with
granular,

Throughout the country there
are many families with two genera-
tions of Lawn-A-Mat customers;
where the parents started with us
almost twenty years ago and their
children later bought their own
homes and became customers. We
think this is the best testimonial to
the staying power of the concept of
dry applications, reasonably priced
and carefully and conscientiously
done by a local entrepreneur.

You need not own a Lawn-A-
Mat franchise to do it our way. By
now our methods, programs and
general procedures are well known
and have been adopted by quite a
few others.

Although the Lawn-A-Mat
name is a potent marketing asset in
many parts of the country, it is not
indispensable to operating a profit-
able healthy applicator business and
those who are contemplating full-
fledged entry into this specialized
field should consider our *‘dry”
record carefully before discarding
this time-tested approach. O

Daniel Dorfman is founder and presi-
dent of Lawn-A-Mat Chemical &
Equipment Corp. He submitted his
story as a result of our March Lawn
Care Supplement.



How our Ryan sod cutter stacks up
to their sod harvester.

In performance. In price.

Using one man, our Ryan And the H.D. Sod Cutter will
Heavy-Duty Sod Cutter with sulky will  continue to save you money with its
cut and roll just as much sod, just as fast  rugged dependability and low
as a sod harvester. maintenance. You get a smooth, precise
It will cut it in widths from 12" to cutter that is as economical as it is
18", In lengths from | foot to 9 feet. In  capable.
thicknesses up to 2%2"". And in more Other people have tried to match
different conditions (like damp or even Ryan performance ever since we started
wet) than a sod harvester. making sod cutters, over 28 years ago.
What it won’t do is cut into your But there’s still only one company that
budget like the bigger machine. can give you this combination

A Ryan Heavy-Duty Sod Cutter
costs about one fourth what a sod
harvester rig costs. So you can spend %
less, or buy 4 Ryan sod cutters for the
price of one sod harvester.

of economy, big capacity and
durability: Ryan.
Find out the whole
story. Write for your free
+ Ryan Turf-Care Equipment
catalog today.

RYAN
TURF-CARE

OMC-Lincoln, a Division of
Outboard Marine Corporation,
5527 Cushman Drive,

= P.0. Box B2409,

22 Lincoln, NB 68501

Circle 114 on free information card JUNE 1977/WEEDS TREES & TURF 39



WHY YOU SHOULD MAKE A

CORPORATE CONTRIBUTION
TOTHEAD COUNCIL

Do you really know what
i when business

proﬁtsgoupordown"

Uyoudo you re unusual - es proves

by 4 rovent vur vy Laben thi sughout u--.u‘

v

e money

The Advertising Council is the biggest advertiser in the
world. Last year, with the cooperation of all media,

the Council placed almost six hundred million dollars
of public service advertising. Yet its total operating
expense budget was only $914,683, which makes its
advertising programs one of America's greatest
bargains. . . for every $1 cash outlay the Council is
generating over $600 of advertising.

U.S. business and associated groups contributed the
dollarsthe Ad Council needs to create and manage this
remarkable program. Advertisers, advertising agen-
cies, and the media contributed the space and time.

The Advertising Council is a voluntary organization
that promotes the public good by conducting informa-
tion and action campaigns in such areas as support
for higher education, drug abuse prevention, rehabili-
tation of the handicapped, traffic safety and many
others. Recently, it added an exciting new campaign
to its list: one to encourage Americans to learn more
about our economic system.

Yet this donated creative effort, time, and space are
not enough to do the job. Money is necessary to
operate: Money to service thousands of mass media
outlets with the materials needed to publish or
broadcast the advertising message.

Your company can play a role. If you believe in sup-
porting public service efforts to help meet the
challenges which face our nation today, then your
company can do as many hundreds of others—large
and small—have done. You can make a tax-deductible
contribution to the Advertising Council.

At the very least you can, quite easily, find out more
about how the Council works and what it does. Simply
clip and mail the coupon below. You'll receive
material which tells how American management is
helping to solve many of today’s problems.

| Mail to: Robert P. Keim, President |
| The Advertising Council, Inc 4 [ |
| 825 Third Avenue, New York, New York 10022 |
| O Please send us your material |
| |
Nam

| . |
: Company :
| Address |
I |
| City/State/Zip |

d

The cost of preparation of this advertisement was paid for by the American Business Press, the association of specialized business publications

The space was donated by this magazine



JUNE 1977. Good until Sept. 1977

Weeds Trees & Turf FREE INFORMATION

Want free information on products and services advertised and featured in this issue? Use this
card. Circle the numbers on which you want information and mail today.

101 102 103 104 105 106 107 108 109
121 122 123 124 125 126 127 128 129
141 142 143 144 145 146 147 148 149
161 162 163 164 165 166 167 168 169
181 182 183 184 185 186 187 188 189
201 202 203 204 205 206 207 208 209
221 222 223 224 225 226 227 228 229
241 242 243 244 245 246 247 248 249
710 711 T2 718 714 715 716 717 718

1M1 112 113 114 115 116 117 118 119 120
131 132 133 134 135 136 137 138 139 140
151 152 153 154 155 156 157 158 159 160
171 172 173 174 175 176 177 178 179 180
191 192 183 194 195 196 197 198 199 200
211 212 213 214 215 216 217 218 219 220
231 232 233 234 235 236 237 238 240
700 701 702 703 704 705 706 707 708 709

TITLE

COMPANY

ADDRESS

CITY

STATE ZIP

Do you want to receive Weeds Trees & Turf? OYES ONO

Are you interested in receiving or continuing to receive WEEDS TREES & TURF? If you are,
complete all the information on this card and mail today.

DATE SIGNATURE

Please check the one item which best describes your primary type of business:

-

N

-l

325 ooNon » ©

Rights-of-Way Maintenance
a.
b. Utility
c. M!rood
and structural)
a commdallhduﬂrlll ovound applicators

b. Aerial Applicators
Extondong:rweu. Forestry; Federal and State Regu-

Pc?lrty- and Grounds Maintenance — Federal, State,
| (does not Include Forestry)

g%
93
is

Cemeteries

Industrial Parks

Shopping Centers

Hospitals, Nursing Homes, Schools, Colleges and
Universities (Grounds maintenance personnel only)
Athletic Fields

Race Tracks

0o opooo o UDU"DDU

MIMIry hmnauom
Grounds or | per in not
specified above.
Mine Field Reclamation
Chemical lawn care companies
contractors

Landscape

Landscape architects

Sod Growers

Seed Growers

Tree Service Companies/Arborists

Wholesale nurseries/Tree Farms

Irrigation and Water Drilling Contractors/Consultants
Chemical Dealers/Distributors

25. O Equipment Dealers/Distributors

26. O Other (Specify)

i
: @®
oonoooooao DDD




First Class Permit
No. 665

Duluth, Minn.

BUSINESS REPLY MAIL

No Postage Stamp Necessary if Mailed in United States

Postage will be paid by

Weeds Trees & Turf

Box 6049
Duluth, Minnesota 55806



