BEFORE YOU BUY
JUST ANY BENTGRASS,
GO BY THE BOOK.

Phone 1-800-547-0255 today for your complimentary
copy of the Penn Pals catalogue. You'll see why
Penncross, Penneagle, PennLinks and Pennway blend
set the standard for bentgrass on golf courses.

Tee-2-Green Corp.
PO Box 250, Hubbard, OR 97032
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Scott's ProTurf

Down in the analysis area on every fertilizer
bag, you'll find the ““fine print” that tells you
what the big print doesn’t. Read all of it.
Carefully. But most importantly, look at the
percentage of Water Insoluble Nitrogen.

Water Insoluble Nitrogen (WIN)...

the key to superior turf.

The higher the WIN percentage, the longer
your turf will remain green. And the less often
%/ou will have to fertilize. That's because WIN is

he percentage of total Nitrogen
thatis truly slow release. Freeing
small amounts of Nitrogen each
time it's touched by water (Par Ex®
with IBDU®) or activated by tempera- &
.

ture or bacterial action (competi-
tive products).

No competitor can
deliver as much usable
WIN as Par Ex.

Only Par Ex contains IBDU—a
unique Water Insoluble Nitrogen
source that is 100% available to
your turf in a single growing season.
Consider that urea formaldehyde :
products (bacteria and temperature 8
released) contain about one third of
their WIN in the form of plastic
polymers. Its long-term Nitrogen

Lebanon Country Club

SHIW
fertilizer

Par Ex

release is so slow, it’s almost useless, and will
most likely occur during the hottest periods,
just when you don’'t want it.

For Sulfur Coated Urea (SCU), research has
shown that by the time it is spread, about 50%
is immediately soluble, effectively doubling
your cost of controlled-release Nitrogen and
cutting the benefit in half!

Be sure to read your bag.

If the percentage of Water
-, Insoluble Nitrogen isn't listed, there
- isn‘'tany slow-release Nitrogen. If it
is listed, chances are it won't be as
2o high as the WIN percentage in Par
B £ Evenifitis, we guarantee you
that 100% of what we list as WIN is
available to your turf every growing
season. That means for every six
months of growing, you'll receive an
additional 46-53% more usable WIN
than our competitors can deliver.
So start building your WIN per-
centage today.Talk to your local
Par Ex Representative or call
813/294-2567. And get all the WIN
you've been reading about.

pares Bhgll® CX

et wTRO LSS

THE EX STANDS FOR EXCELLENCE

Par Ex and IBDU are registered trademarks of Vigoro industries, Inc., P.O. Box 512, Winter Haven, FL 33882. ProTurfis a registered trademark of the
OM Scott & Sons Company; Country Club is a registered trademark of the Lebanon Chemical Corporation
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You can use Mavrik Aqua

Mavrik Aquaflow is the
1deal insecticide/
miticide for landscape
maintenance.

It is a non-restricted product that is
highly effective against the majority of
insect and mite problems.

There are no phytoxicity
problems. Mavrik® has
been proven safe for
hundreds of plant
species, even when
sprayed right on the
blooms.
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Mavrik is also very
concentrated. So you
have less to buy, carry
around, or store. It's
safe to use and Mavrik
leaves no odor and
little visible residue.

No matter what kind of insect
and mite pests you come up
against, hit them with Mavrik
Aquaflow. And it'll be over
for them.

See your distributor today.

SANDOZCROP PROTECTION

Use pesticides effectively. Read and follow
label directions carefully

© 1987 Sandoz Crop Protection Corporation
Mavrik is a registered trademark of Sandoz, Ltd
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...for Turf-Seed’s new

Turfin’ II

guide to the proper
grass for popular sports.

Full 8% x 11
size,

four color

\ printing.

All sports turf managers and superintendents will want
to read this comprehensive guide to turfgrass
varieties for athletic field, playground and golf course
use. This volume is sprinkled with sports trivia
and history, diagrams of playing areas and
comparisons of natural turf with artificial surfaces. So,
order your copy today...then grab a bag of warm
popcorn or peanuts and settle in for entertaining,
enlightening and straightforward sports turf talk.

TURFSEED

PO Box 250 « Hubbard, OR 97032 « 1-800-247-6910
503-981-9571 « FAX 503-981-5626 TWX 510-590-0957
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AS | SEE IT...

Applying the
‘pixie dust’

The Disney Company has been accused of doing a lot of things to
keep its employees happy. The most notable is sprinkling employ-
ees with pixie dust every morning.

This is not the case, according to Franki Turner, Walt Disney
World’s manager of marketing and seminar production opera-
tions. But what the company does do to keep employees happy
also applies to the green industry.

“Our corporate management knows that image is very impor-
tant to preserve,” Turner says. “Every person at Disney realizes
that. A ticket-taker sees 20,000 more guests a week than (WDW
president) Dick Nunis. That person is one of the key marketing
tools we have.”

Turner said new employees are imbued with what she calls
“corporate culture.” She defines that as (1) tradition of the past, (2)
operations of the present and (3) visions of the future. “They make
up the culture of almost every organization. And we try to keep it
simple and clean so it's understandable by all 23,000 employees."”

After the company’s culture has been de-
fined, Turner says that three additional follow-
ups keep employees loyal and happy.

No. 1 is training. One full day is set aside to
show new employees how to go through the
cafeteria line, how to make out time cards,
where lockers are, etc. On-the-job training lasts
anywhere from three days to two weeks, de-
pending on the job.

No. 2 is communication, one of Disney's
strong suits. The company uses bulletin boards,
clever videos, newsletters and—most of all—
personal contact (managers being what is called “out-in-the-
area”).

No. 3 is care. Disney shows it cares for its employees. The
company holds annual picnics and chooses one date a year on
which employees and their families can get in the park for free.
Disney even goes so far as to help find temporary and permanent
housing, and—very important—promotes heavily from within.

Teamwork is of utmost importance. “No one ever says ‘it’s not
my job,”” notes an employee in the standard Disney training
video.

Finally, Turner notes, ‘“Cast members (employees) are treated
as we expect them to treat the guests.”

These ideas, clearly, don’t only work for the entertainment
industry. They are also applicable to the green industry and
others.

Use your imagination. Sprinkle some pixie dust on your

employees!
/Qﬁ;i
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A wealth of potential cus-
tomers among current do-
it-yourselfers believe pro-
fessional lawn care is over-
priced.

This fact from results of
a Monsanto telephone sur-
vey, revealed by David
Duncan, Ph.D., director of
the company’s product de-
velopment. He gave a pre-
sentation during the
PLCAA's national conven-
tion in New Orleans.

The survey compares
the do-it-yourselfer (DIY)to
the professional lawn care
user in three categories:

1. Frequency of use

Forty-nine percent of
the respondents used pro-
fessional lawn care in the 12
months prior to the survey.
However, 87 percent sup-
plemented that care with
their own.

Twenty-four percent of
those surveyed had what
they termed ‘“‘a tendency
toward lawn care,” but like
it to be done for them. Of
that 24 percent, half had in-
deed purchased lawn care
in the past year.

By projecting the figures
nationally, Monsanto be-
lieves 16 million Americans
have that ‘“tendency’ to
purchase services, yet only
7.8 million follow through.

*“A significant amount of
the population is inclined
toward lawn care, and they
can be brought back," says
Duncan. “That is a heck of
an opportunity if people get
out there and talk to these
customers.”

2. Demographics

Of great significance to

continued on page 14
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Phone survey emphasizes
possible lawn care clients

Importance Of Product Attitudes

LAWN CARE CUSTOMERS

[ Extremely Important [____] Very Important
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Like many smart shoppers, the average lawn Care Service customer is more concemed about product safety and effectivenass rather than price.

LEGISLATION

Green industry group battles
overzealous N.Y. legisliators

A group of lawn care and
pest control organizations
has filed suit in the U.S. Dis-
trict Court against the state
of New York. If they win,
the state would have to stop
the implementation of pre-
notification laws. The reg-
ulations were devised by
the New York Department
of Environmental Con-
servation (DEC).

At stake is whether lawn
chemical and pesticide ap-
plicators must follow
stricter pre-notification
rules. The applicator orga-
nizations believe the reg-
ulations are unfair and
redundant intrusions on
the industry’s business sec-
tor. They further believe
the laws are preempted by
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the Federal Insecticide,
Fungicide and Rodenticide
Act (FIFRA).

Industry groups acting
as plaintiffs in the case are
the New York State Pesti-
cide Coalition, Profes-
sional Lawn Care Associa-
tion of America, Pesticide
Public Policy Foundation,
National Pest Control As-
sociation and National Ar-
borists Association. Lead-
ers are Elizabeth Seme,
executive director of both
the New York State
Turfgrass Asociation and
the Green Council, and
Walter Schroeder, busi-
ness owner and president
of the New York State Pro-
fessional Applicators
Coalition.

“The concept of what
they (state DEC) have done
is outrageous,'' says
Schroeder. “They have no
consideration for the eco-
nomics or lack of prac-
ticality involved. It's
strictly an agenda set forth
by powerful environmental
lobbyists.”

“The new regulations
are extremely complicated
and cumbersome," says
Dave Sek, vice president of
Monroe Tree and Lawn
Tender, Rochester, N.Y. He
believes the regulations
would make it difficult for
companies to schedule ap-
plications, especially for
multiple dwelling unitsand
business complexes.

cont. on page 14



