
"This Babv Will Steal¥mrHeart: 
"When you put as much into something as 

1 have with this new 30-H, it gets close to you. But 
1 think it's the kind of machine you're going to 
love It's got a Yanmar diesel that turns out 30 
horses for all the power you'll ever need. The 
72" deck gives you the big cut you want for 
wide area mowing. Talk about smooth. The 
hydrostatic transmission really gets the job 
done And our special rear-wheel steering 
leaves a "0" uncut circle Naturally, the 30-H 
1 11 - _1 1 . 1 - l . v 1 J • . . nas an me uepenaaonuy we ounu into 
every Gravely. Let me tell you, this baby 
will steal your heart." 

Ask your local Gravely dealer to 
introduce you to the powerful, new 
30-H today E GRAVELY 

r 
y Miller. Director of Engineering 

Gravely International. Inc. 
Clemmons. North Carolina 

MlnLove 
WithAGravely 

Gravely International. Inc.. PO Box 5000. One Gravely Lane Clemmons, NC 27012 • 919-766-4721 • Telefax: 919-766-7545 



Introducing Tempo 
Rr Home Lawns 
And Ornamentals. 

Use new TEMPO™ 2 ornamental insecti-
cide and it will become your new standard 
of measure for all other insecticides. New 
TEMPO is the first affordable pyrethroid 
labeled for both ornamentals and home 
lawns. Better yet, it treats the same area as 
effectively as the leading insecticide, but 
with 80% less active ingredient. And that's 
a sizeable difference. 

Weigh the alternatives. New TEMPO 
uses approximately 80% less active 
ingredient than the leading insecticide. 
Which means there's approximately 80% 
less chemical for you to carry around. 
And 80% less chemical to impact the 
environment. HowTo Size Up 

Measure the effectiveness. 
TEMPO is a broad-spectrum, 
advanced- generation 
pyrethroid. 

In simple terms, 
TEMPO effectively con-
trols the surface-feeding 
insects attacking your 
customers' lawns. Plus, TEMPO controls 
the toughest ornamental pests. So using 
TEMPO eliminates the need to stock 
several different insecticides. 

TEMPO effectively controls surface-feeding pests like 
cutworms, armyworms, chinch bugs, and sod web worms. 

Here's another good 
reason to put TEMPO in 
your tank. More and more 
of your customers have a 
growing concern about 
Lyme disease. TEMPO 
effectively controls the 
deer tick which carries 

the Lyme disease virus. 
Calculate the cost. TEMPO is the 

first affordable pyrethroid labeled for use 
on home lawns. Better yet, it's competi-

908359 



And 80% less chemical means fewer 
handling, mixing, and disposal hassles. 
In addition, TEMPO tank mixes with 
most fungicides and fertilizers. 

Analyze the safety. TEMPO has a 
very low mammalian toxicity. So TEMPO 
offers maximum safety for your customers 
and your employees. 

TEMPO is not a cholinesterase 
inhibitor like other insecticides. So you 
don't have the chore of constantly moni-
toring your applica-
tors. And you don't 
have the applicator 
downtime caused 
by cholinesterase 
depression. 

Add it all up. 
Effective broad-
spectrum control on 
both lawns and ornamentals. Reduced 
handling, storing, and disposal. Reduced 
potential for exposure to your customers, 

T E M P O reduces exposure to 
your customers, your employees, 

and the environment. 

\bur Insecticide. 
tively priced with what you probably use 
right now. So with TEMPO, you get the 

latest advancements in insect 
control for the same price of the 
older insecticides. 

Gauge the work involved. 
TEMPO uses 80% less 
active ingredient than the 
leading insecticide. So, 
TEMPO takes up 80% 

T E M P O uses less storage space, both 
S() t^SngînSS^ on and off the truck. 

your employees, and the environment. 
Plus, TEMPO has virtually no odor. And 
it's competitively priced. 

Now contact your Mobay distributor 
or Mobay representative. Then compare 
insecticides. We think you'll find that new 
TEMPO has some sizeable advantages. 

Mobay Corporation 
A Bayer USA MC COMPANY 

TEMPO is a TM of Bayer AG. Germany 
©1990 Mobay Corporation 

Bayer 
Specialty Products Group 
Box 4913. Kansas City. MO 64120 



THE ART OF RELATING 
It's more than just free publicity. Public relations can be a systematic 

method of projecting your company's presence in the community. 

Most c o m p a n i e s in the l a n d s c a p e / 
lawn care industr ies s e c u r e n e w cus-
tomers by advert is ing. T h i s results in 
an e x p e n d i t u r e of m o n e y to obta in 
cus tomers . 

But c u s t o m e r s c a n b e a t t r a c t e d 
through other methods . And publ ic 
r e l a t i o n s gets y o u r m e s s a g e to t h e 
publ ic in a c h e a p e r and often more 
ef fect ive m e a n s than advert is ing. 

Publ i c re lat ions is one of the most 
i n e x p e n s i v e ways to attract cus tom-
ers. T h e general publ ic usual ly is very 
s k e p t i c a l of a d v e r t i s i n g , but f e e l s 
more comfor tab le and will do busi-
ness with c o m p a n i e s they hear about 
through publ ic re lat ions c h a n n e l s . 

Publ i c re lat ions can benefit your 
c o m p a n y in the fol lowing ways: 

1. I n c r e a s e b u s i n e s s through the 
most ef fect ive sel l ing method of sales 
today: word-of -mouth or o n e - o n - o n e 
c o m m u n i c a t i n g . 

2. Crea te a posit ive image for your 
c o m p a n y . 

3. Boost e m p l o y e e morale by gen-
e r a t i n g goodwi l l that is o f ten per-
c e i v e d a s c o v e r i n g a l a r g e r 
geographical area than just the market 
area current ly served. 

4. Attract bet ter e m p l o y e e s — e s p e -
c ia l ly with c u r r e n t p r o b l e m s fac ing 
the l awn/landscape industry b e c a u s e 
of the shr ink ing workforce . 

W h a t , t h e n , is t h e m e s s a g e of an 
e f f e c t i v e p u b l i c r e l a t i o n s p r o g r a m 
for a c o m p a n y in t h i s b u s i n e s s ? 

Many o w n e r s are not aware of the 
fact that the ir c o m p a n y has a publ ic 
image. T h e y read in the newspapers 
about c h e m i c a l spil ls , etc . , and are 
e lated that a s imi lar problem has not 

MANAGEMENT 

IN BUSINESS 
o c c u r r e d at t h e i r c o m p a n y . Y e t , 
through an ef fect ive publ ic re lat ions 
campaign, a c o m p a n y ' s image can be 
improved. 

A good i m a g e w i l l a t t r a c t c u s -
t o m e r s . But it wi l l not t a k e t h e p l a c e 
of q u a l i t y s e r v i c e s . If t h e p u b l i c per -
c e i v e s you as h a v i n g a f a v o r a b l e i m -
age a n d you t h e n p r o v i d e s u p e r i o r 
q u a l i t y s e r v i c e s , it c a n m a k e t h e 
d i f f e r e n c e b e t w e e n just b e i n g a s u c -
c e s s f u l c o m p a n y r a t h e r t h a n a 
b o o m i n g , g r o w i n g c o m p a n y . 

T h e key e l e m e n t in mapping an ef-
fec t ive publ ic re lat ions campaign is to 
develop a program to take your mes-
s a g e to t h e p u b l i c . T h i s c a n b e 
a c h i e v e d through a c o m b i n a t i o n of 
the fo l lowing m e t h o d s : c o m m u n i t y 
i n v o l v e m e n t , p u b l i c s p e a k i n g , 
printed materials , media and the of-
fice e n v i r o n m e n t . 

Let 's look at what can be done in 
each of the above areas to a c h i e v e an 
ef fect ive publ ic relat ions program. 

N e t w o r k i n g o p p o r t u n i t i e s 
a c h i e v e d from c o m m u n i t y involve-

ment are unbe l ievable . T h e recogni-
tion of you as the company o w n e r and 
of t h e c o m p a n y ' s p a r t i c i p a t i o n in 
c o m m u n i t y act ivi t ies really does pay 
off. T h e r e will even be t imes w h e n 
your e m p l o y e e s ' participation in com-
muni ty act ivi t ies will give morale a 
boost and at the same t ime identify 
your c o m p a n y as one commit ted to 
the be t te rment of the c o m m u n i t y . 

Ways to involve your employees 
differ, but you may find the following 
options an e x c e l l e n t place to start in 
es tabl ishing a policy: 

A. Al low employees to participate 
in only one c o m m u n i t y act ivity per 
year. 

B. Let employees know that you 
s u p p o r t t h e i r c o m m u n i t y i n v o l v e -
ment by f inancial ly supporting a pro-
g r a m t h e e m p l o y e e is p e r s o n a l l y 
involved in. 

C. S h a r e the participation in com-
muni ty involvement ; let different em-
ployees b e c o m e involved from year to 
year. 

D. Eva luate the benefit to an em-
ployee both personal ly and profes-
s i o n a l l y f r o m t h e i r c o m m u n i t y 
invo lvement . 

E. If an individual has been doing 
c o m m u n i t y work in one organization 
for an e x t e n d e d period of t ime, c h e c k 
to see if the individual 's interest and 
participation level are waning. 

Public speaking 
M a n y people f r e e z e up w h e n t h e y 
are a s k e d to speak b e f o r e an audi -
e n c e . T o p r e p a r e to b e c o m e a c o m p e -
tent s p e a k e r , the key is to in i t ia l ly 
s p e a k o n l y on e x t r e m e l y f a m i l i a r 
t o p i c s . L e a r n e v e r y t h i n g you c a n 
a b o u t y o u r a u d i e n c e b e f o r e y o u 
speak to t h e m . At first, speak b e f o r e 
a u d i e n c e s t h a t y o u a r e f a m i l i a r 
w i t h . W h e n p r e p a r i n g t h e s p e e c h , 
d e d i c a t e 15 p e r c e n t to the i n t r o d u c -
t ion, 75 p e r c e n t to the topic and 10 
p e r c e n t to the c o n c l u s i o n . 

T h e o b j e c t i v e in a n y s p e e c h is to 
m a r k e t t h e c o m p a n y and to c o v e r 
t h e t o p i c c o m p e t e n t l y . T o af fect th is 
o b j e c t i v e , p r e p a r e a b r i e f i n t r o d u c -
t ion of y o u r s e l f and t h e c o m p a n y 
that t h e m o d e r a t o r c a n e a s i l y read. 

Mai l ing or distr ibuting printed ma-



Cost effective 
total weed control 
is now available. 
Introducing New Avail™ Non-selective Herbicide 
with the active ingredient glyphosate. Avail is 
more economical to purchase than other non-
selective systemic herbicides and is easier to 
measure so you don't waste product through 
overapplication. 

Avail offers reliable systemic control of brush 
and annual and perennial grass and weeds. 
It eliminates hard-to-control species like 
quackgrass, bermudagrass, Johnsongrass, 
nutsedge, poison ivy, multiflora rose and 
honeysuckle. 

Use Avail for complete lawn renovations, spot 
applications, trimming and edging. Its short 
residual lets you replant a week after application. 

Avail yourself of the economical choice! Order 
by contacting your LESCO sales representative, 
visiting the nearest LESCO Service Center or 
calling toU free ( 8 0 0 ) 8 2 5 - 3 7 2 6 . 

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



DIQUAT 
keeps your grounds 
looking trim* 

Give your grounds a cleaner 
edge with DIQUAT, the fast-acting 
contact herbicide. 

DIQUAT Herbicide gets rid of a 
broad spectrum of annual grasses 
and broad leaf weeds, usually 
within 24-48 hours, under almost 
any kind of weather conditions. 

Because DIQUAT is a non-
selective contact herbicide, it will 
burn back or control nearly any-
thing green on which it's applied. 

Circle No. 175 on Reader Inquiry Card 

And, it stays where it's sprayed 
to leave a cleaner edge, unlike 
systemic products. 

So, if your grounds, roadside 
or recreation area is looking a 
bit rough around the edges, keep 
them sharp all year round 
with DIQUAT. 

DIQUAT 
Herbicide H/A 
Avoid accidents. For safety, read the entire label, including pre-
cautionary statements. Use all chemicals only as directed 
Copyright © 1990 Valent U.S.A. Corporation. All rights reserved. 

VALENT. 

terials to potential customers is an ef-
fective technique to secure company 
recognition. 

The people that you target with 
printed materials would be: 

• suppliers; 
• individuals whom you know 

from community involvement; and 
• customers and influential people 

in the community. 
The newsletter is the key item that 

you should be mailing to the afore-
mentioned list. Thus, you should de-
velop a mailing list capability on your 
computer to make this system easy to 
execute. 

Company environment 
One area that I have seen skimped on 
is the office. While this area does not 
have to be glamorous, it should be 
well-maintained and be a location 
your employees are proud to work in. 
Keep it painted and well-maintained 
in addition to introducing live plants 
as a method of improving appearance 
and projecting to any visitor a care for 
personnel. 

Maintain an awards showcase in 
the reception area for show-off pur-
poses. 

Public relations is more than free 
publicity. It is a systematic method of 
projecting the company's presence in 
the community. Do not let it be a crisis 
action undertaken only when the 
company is having problems. Devel-
oping an effective public relations 
campaign takes effort, but can be sys-
tematically taken on. L M 

Ed Wandtke is a senior consultant with All-
Green Management Associates, in Colum-
bus, Ohio. He focuses on operations and 
financial questions. 



"With our old 
steering wheel mowers, 

daily service was 
a way of life. 

Husder ended all that." 

Get out of that daily rut. If you routinely start your 
day by greasing your mower from end to end, oiling 
the chains and gears or adjusting temperamental drive 
belts, it's time to buy Excel turf equipment. 

Say goodbye to high maintenance. When Excel 
introduced the Dual-Path hydrostatic mower 20 years 
ago, it cut the number of moving parts by more than 
half. That eliminated time-consuming daily service 
and the costly downtime that went with it. 

One-hand hydraulic steering gives the operator total 
command. The Hustler has no foot pedals, gear shift 
or steering wheel. Speed, braking and zero-turning 
maneuverability are controlled with one hand. The 
result is greater productivity and less operator fatigue. 

Buy Husder for low maintenance. For reliability, 
comfort and a beautiful finish, you can't buy better 
than Hustler. For a FREE Hustler Product Guide, call 
Excel toll free or see your local Hustler dealer today. 

6 „•'•.,: V/.vT : V i f /v 
Gasoline-powered Husder 440 with 12' Range Wing,M rotary 

Excel Husder...Still Out Front! 

1-800-835-3260 
(In Kansas and Canada 316-327-4911) 
Excel Industries, Inc. 
Hesston, KS 67062-2097 

E X C E L 
Turf & Grounds Equipment 

© 1988. Excel Industries. Ine 

Circle No. 119 on Reader Inquiry Card 



JOBTALK 
Putting yourself in the customer's place 
When bidding for a job, always put 
yourself in the customer's shoes. And 
be sure you know what they really 
want before you jump to a conclusion. 
"Don't assume—find out ." 

That's the advice of consultant Eric P. 
McCarty, president of Management Con-
cepts, Inc. He has worked with a number 
of lawn care and landscape companies. 

Whi le McCarty 's tip may sound 
simple, many landscape professionals 
fail to execute that crucial part of a 
sales presentation. 

It takes some careful inquiries to 
determine what the customer wants. 
" W e cal l them o p e n - e n d e d ques -
tions," McCarty reports. One exam-
ple: " W h a t are some of the things 
you're thinking about?" 

"They ' l l tell you things and then 
you have to pin down what's most im-
portant," McCarty says. You can do 
that by asking, "What do you think is 
most important to you?" 

Then it can be narrowed down by use 
of a closed-ended question: "Is the entry 
way the thing we have to concentrate 
on?" 

" Y o u get the ir needs and what 
their priori t ies a r e , " McCarty ex-
p l a i n s . He c a u t i o n s c o n t r a c t o r s 
against listing all that they offer—let 
the customer say what is wanted, and 
then describe what you can do to meet 
their needs. 

McCarty uses the words "features" 
and "benefits" to illustrate the point. A 
feature might be that three inches of 
mulch is put on each bed. The benefit is 
that unsightly weeds won't compete with 
the colorful spring flowers and shrubs. 

You could tell a customer that the 
lawn will be mowed or sprayed at cer-
tain times, and the customer 's re-
sponse may be, "So what?" 

You can say to the prospect words 
to the effect that "you're going to see a 
lovely lawn with this backdrop and 
your neighbor's going to enjoy it, too." 

Creating "word pictures" is a good 
way to describe benefits. An offer of 
mowing service can include a state-
ment about how the customer can sit 
back and relax in the shade while a 
trained professional does all that hot 
work. And think of the extra leisure 

"Plant a tree 
for your 

tomorrow" 

Th, Lhere's a simple thing that each one of us 
can do to help the environment. Plant a tree. 

Jo in me and plant a tree for your tomorrow 
. . . for your chi ldren. . . and for the earth. 

For your free brochure, write: Trees for 
America, The National Arbor Day Foundation, 
Nebraska City, NE 68410. 

John Denver for 
The National 
Arbor Day Foundation 

time you're getting. 
McCarty urges contractors to use pic-

ture books when selling their services. 
And the pictures should include happy 
people in them. "That's what we sell in 
our business." 

A firm that installs Jacuzzis has a pic-
ture book with several color photographs. 

One picture is of a happy couple 
with drinks enjoying the tub. 

Another shot is of a happy mother 
and baby in the tub. 

The third photo is of a happy older 
man relaxing with a cigar and drink. 

The photos depict how people with 
different needs can enjoy the facility. 

When talking about the cost, refer to 
it as an "investment" rather than using 
words like "price" or "spending." 

Avoid asking, "How much do you 
want to spend?" McCarty says a good 
method is to say, "We can really do these 
things, but it would help me to find out 
how much you plan to invest." 

"That tells them why you are ask-
ing the question," McCarty explains. 

Try not to back down too soon on 
price, McCarty advises. "It 's been our 
experience that landscape sales peo-
ple tend to assume that people won't 
spend as much as they wil l . " 

Defend your prices by noting that 
property improvements don't depreciate 
like cars and boats—and that a beautiful 
yard can be enjoyed every day. 

Above all, try to put yourself in the 
customer 's shoes. To i l lustrate the 
point, McCarty, 61, tells of when he 
sought to have a Jacuzzi whirlpool 
constructed in his backyard deck. He 
says the reaction of the salesperson 
seemed to imply: "You want a Jacuzzi 
at your age?" 

Needless to say, that salesperson 
did not make the best impression. He 
also did not get the job. 

"He jumped to a conclusion about 
what I wanted or didn't want," Mc-
Carty recalls. 

"When you're talking to people you 
want to address where they're coming 
from," says McCarty. "It always has to 
tie in to what they perceive." 

In the Jacuzzi episode, McCarty 
sought a place to relax after a hard 
day's work. T h e sa lesperson was 
t h i n k i n g a b o u t ' ' y u p p i e s a n d 
swingers" enjoying the tubs and he 
determined that "people my age don't 
do that ," McCarty remembers. "Don't 
go prejudging i t , " he advises. 

"You're trying to tell me something 
about where I'm coming from—and 
you don't know." 

—fames E. GuyetteO 



You make it a work of art. Surflan® keeps it 
a picture suitable for framing. 

Surflan stops more than 50 different weeds 
and grasses before they emerge. Yet it's labeled 
for use on more than 175 different ornamen-
tals. No other ornamental herbicide can top 
these numbers. 

Surflan preemergence herbicide is so gen-
tle on your established shrubs and ornamen-
tals you can spray it directly over the top, even 
over sensitive ornamentals like petunias. At 

recommended rates of 3 oz. per 1,000 square 
feet, Surflan keeps tough weeds out all season 
long. That makes your work a real work of art. 

Choose from quarts or gallons. See your 
Elanco distributor. Or call toll-free: 
1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept E-455, Indianapolis, IN 46285, U.S.A. 
Surflan*—(oryzalin, Elanco) Circle No. 111 on Reader Inquiry Card 

Over-the-top . M. 

picture-perfect 
* m " - • 

weed control. 



RESEARCH UPDATE 
Stopping these 
They ' re called " sur face insects," but 
they're much more e lusive than that. 
They ' re the pests that l ive within the 
leaf and stem zone or sometimes hide 
out in thatch. They burrow by day and 
feed by night. Among the most trou-
blesome are chinch bugs, white grubs 
and sod web worms. 

But every problem has a solution, 
and Dr. Louis Vasvary of Rutgers be-
l ieves the solution to this annual sur-
f a c e insec t p r o b l e m b e g i n s w i t h 
inspection. " O n e of the major consid-
erations to keep in mind, " he begins, 
" i s the fact that with many of our in-
sect problems, the injury is similar. 
The grass could be turning brown due 
to an environmental condition such as 
drought, or it could be caused by a 
host of other things." 

Vasvary says inspection must be 
thorough, and include all grass areas, 
not just those that are injured. Get a 
good cross section of what type of in-
sects are present, identify them, and 
i n c l u d e t h e r e l a t i v e n u m b e r s 
involved. 

In most i n s t a n c e s w h e r e grass 
shows signs of stress, a decision to se-
lect the appropr ia te insect ic ide is 
required. 

" M a k e sure that application takes 
into account the habits of the insect: 
where it l ives, how it l ives and where 
it feeds. That is the key to successful 
control of surface insects." 

Bluegrass, fescue diet 
Chinch bugs feed on Kentucky blue-
g r a s s a n d f e s c u e s . G o l f c o u r s e 
s u p e r i n t e n d e n t s o c c a s i o n a l l y f i n d 
them in bentgrass and perennial rye. 

"Chinch bug injury looks a good 
deal like other types of injury that will 
occur on grass. However , in most in-
stances, you'l l find chinch bugs in the 
open w h e r e it 's s u n n y and w a r m . 
Those are the conditions they most 
enjoy. Cool, wet situations are not sat-
isfactory for chinch bugs." 

Chinch bugs can be difficult to see; 
they grow to a mere Vs-inch as adults. 
" A s far as d e v e l o p m e n t , " e x p l a i n s 
Vasvary , " the cell stages look pretty 
much the same. The immature stages 
pretty much resemble the adult ex-
cept the adult has full wings . " 

For New Jersey-based companies, 
Vasvary says a good portion of that 
states chinch bug populace are short-
winged even in the adult stage. In its 
initial stage of growth, the bug is red-
dish in color, and sports a white band. 

Chinch bugs will usually take up 
residence in more protected areas: un-

bugs can be a 
der large clumps of grass, near sidewalk 
edges, under railroad ties in landscap-
ing. During winter , they wil l often 
crawl up under aluminum siding. 

Know the life cycle 
Vasvary says an important part of the 
chinch bug control strategy is to know 
its l ife cycle. 

T h e o v e r w i n t e r i n g stage is dur-
ing M a r c h and A p r i l . V e r y o f t e n , 
these popula t ions can be low. " I f w e 
h a v e an open w i n t e r , a cold w i n t e r 

In most instances, you'll 
find chinch bugs out in 
the open areas, where 
it's sunny and warm. 
• • • • • • • • ^ ^ H M M M B H M H I 

Much of New Jersey 's adult chinch 
bug population sport short wings. 
Photo courtesy Dr. Vasvary 

wi thout s n o w , that wi l l r educe the 
p o p u l a t i o n . S n o w c o v e r acts as a 
b lanket and wi l l he lp mainta in the 
p o p u l a t i o n . " 

The first hatching occurs in spring. 
This is fol lowed by a nymphal stage, 
and finally, in July, the adult stage. 
Another set of eggs wil l begin to de-
v e l o p in l a t e A u g u s t a n d e a r l y 
September. 

V a s v a r y s a y s one c h e m i c a l con-
trol s c h e m e that w o r k s w e l l w a s 
suggested by Dr. Harry N i e m c z y k of 
Ohio State. It i n v o l v e s appl icat ions 
in A p r i l , w h e n adul t p o p u l a t i o n s 
are qui te low. 

" T h i s works exceptionally well in 
areas that have chinch bug popula-
tions year after year , " Vasvary con-
curs. " In areas where grass type is 
correct and thatch exists, there is a 
good amount of survival . By applying 

'chinch' 
control measures in the spring during 
April , it further suppresses that over-
wintering population, to a degree that 
it never has a chance to build up dur-
ing the rest of the year . " 

Don't forget to water 
Vasvary says to accompany chemical 
applications with enough water "If 
the area has not been irrigated be-
forehand, and the area has not re-
ceived rainfall seven to 10 days before 
t r e a t m e n t , " he says . " I t ' s best to 
charge that area with water. 

"If the thatch is practically non-
existent, a quarter-inch of water is 
satisfactory. If thatch is thick, a half-
inch of irrigation would be better as 
far as control is concerned." 

Water charges the thatch layer so that 
the insecticide has a chance to penetrate. 

" S o in this particular case, without 
rainfal l and with dry thatch areas, 
rather than making the treatment and 
then watering afterwards, charge the 
thatch with water f irst , m a k e the 
treatment with insecticide and water 
again. That has made the difference 
between success and fa i lure . " 

Products you can use 
Vasvary says Dursban has a good track 
record for chinch bug control. Another 
is diazinon, which also works well 
against other surface feeders. 

T e m p o is a t h i r d - g e n e r a t i o n 
pyrethroid , w h i c h V a s v a r y says is 
somewhat expensive , but very often 
the pyrethroids do get a little more 
movement out of insects. 

M a v r i k is a n o t h e r p y r e t h r o i d . 
"Those who work with shade trees or 
woody ornamentals are familiar with 
M a v r i k , w h i c h became ava i lab le a 
f ew years back. It too, is labeled for 
chinch bug control," Vasvary says. 

Control for second generation in-
festations of mid-August corresponds 
to the appropriate timing for control of 
white grubs, when they're small and 
close to the surface. You have an op-
portunity here to use a material that's 
labelled for chinch bugs and white 
grubs. Vasvary says to use the same 
watering technique. 

Chemicals labelled for chinch bugs 
and white grubs include Triumph, Di-
carb, Turcam and Mocap. Keep the 
last three for treatment in the fall or 
late summer , rather than use them 
continuously throughout the year. 

Alternating chemicals might be re-
quired from time to time due to the 
insects' chemical tolerance. 

—Terry Mc/verD 


