
FROM COAST 
To COAST, 

PENNINGTON IS 
THE BEST CRASS 
You EVER SEED* 

Pennington is a national company with locations throughout the 
United States, so we understand that the grass that does well in 
Georgia won't survive a Minnesota winter. And the turf that's ideal 
for a (airway won't do at all for a green. Different circumstances call 
for different grasses. That's why we offer so many kinds and varieties. 
Each one is developed to meet specific conditions. 

Perennial ryegrasses such as Pebble Beach, Sunrise 2-46, and 
Stallion are just a few of our top varieties that give outstanding 
performance for overseeding. For roughs we have proven performers 
such as Finelawn 5GL, Triad and Enviro turf type tall fescues, as well 
as our new cold tolerant turf type bermuda—Cneyenne. 

With basic production in every major grass seed region in the 
countiy, Pennington can provide you with trie correct grass seed for 

any application and the dependable service that you need. 
If so many different types of grasses leaves you uncertain about 

which one is best for 
your needs, just give us a 
call. Pennington nas over 
forty years experience in 
the grass seed industry 
with a technical staff that 
can solve your toughest 
turf grass problems. 

m m i i i t i m 
Call 1-800-277-1412 

Ask for Catherine 



Behavioral traits 
Questions: + evidence 
? no evid.; 0 counter 

Additional information 
and observations Concerns 

1 Ego/achievement drive 
• Recognition & independence 
• "My campaign was chosen* 

2 Technical mastery 
• Enjoys creativity 
• Stays current in field 
• Explores new approaches 

3 Discerner 
• Sorts well 
• Grasps essential points 
• Good judgement, appropriate 

4 Innovator 
• Visualizes the possibilities 
• Sees new frames of reference 
• Picks up linkages 

5 Intensity 
• Works long hours 
• Meets deadlines 
• "Whatever it takes" 

6 Strategist 
• Grasps strategic directions 
• Coordinates steps & details 

7 Persuader 
• Listens well 
• Convinces customer of 

benefits/advantages 

8 Communicator 
• Skilled presenter 
• Talks and listens with 
"real world" perspective 

9 Relator 
• Friendly 
• Values personal relationships 

10 Assertor 
• Straightforward 
• "Driven" 

11 Values 
• Honesty 
• Ethics 

Source: MPR Co. 
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to succeed 

T = TALENT - Behaviors required to get the 
job done. 

E = EXPERIENCE - Job-related experience, education, 
and training that contributed to 
earlier productivity. 

C = CHEMISTRY - Personality that fits into company 
and work group. 

O = STRENGTH Q = WEAKNESS 

Source: MPR Co. 

It's too costly not to." 
His keys to staffing with the best possi-

ble employees is to (1) know what is the 
best (specifying the position); (2) discover 
where to find the best (sourcing); (3) learn 
how to determine the best (interviewing); 
and (4) use the profile of the best to evalu-
ate employees (assessing). 

"We've got to focus more on behavior," 
he says. "You get hired for what you know; 
you get fired for who you are—and that's 
wrong." 

Here are some key factors which may 
or may not enter into your hiring decision: 

• Start a talent file of people you meet. 
Good managers are always, always recruit-
ing. They never stop, even if they're down-
sizing. Once you increase applicant flow, 
you can and will get more selective. 
"Seventy percent of all employees should 
come from referrals," says Ryan. "Work 
the networking to death." 

• "Street smarts" is essential. The per-
son you hire must be pragmatic. 

• Women make better hiring decisions 
than men, so don 't be afraid to ask a 
female for her opinion. 

• Define the traits you're looking for, 
ask questions, observe, and note your con-
cerns. 

• Never interpret a question for inter-
viewees. Let them interpret it themselves. 

The three main ingredients to a good 
employee are behavior, experience and 
how the individual fits into the organi-
zation. Each employee prospect should 
be graded in these three areas (see Chart 
1). 

The personal interview is of utmost 
importance. It should be structured and 
use zero-based evaluation in a variety of 
categories, depending on the type person 
you're looking for (see Chart 2). 

"More often than not, the interviewer 
talks more than the interviewee," Ryan 
points out. "From now until the moment 
you die, when you ask questions, ask for 
an example. The more specific and recent 

the answer is, the more the behavior is 
practiced." 

Ryan also suggests to tape every job 
interview—with permission. The best tack 
to use is to tell the interviewee that the 
tape will be erased as soon as the position 
is filled. "You'll be a better interviewee and 
you'll hear a of of fresh material," Ryan 
contends." 

Finally, remember that many talented, 
successful people don't meet society's defi-
nition of a "normal, well-adjusted person." 
In particular, MPR points out, if the posi-
tion requires that a person be exceptional-
ly "driven" in order to be successful, you 
should be prepared to accept behaviors 
that might not match your expectations of 
"normal behavior." 

—Jerry Roche 

—For more information on what MPR 
Inc. can do for your business, call Ed, 

Julie, Dennis or Sarah in Chicago, III at 
(800) 888-1976. 



A breakthrough in 
fertilizer performance and value. 

Scons® Poly-S™ technology encompasses a family of 
controlled-release fertilizers that offer you the performance of 
advanced polymer coating technology at a price comparable to 
traditional sulfur-coated urea (SCU) fertilizers. 

What makes Poly-S technology revolutionary is a 
unique multiple coating system that determines the 
rate of nutrient release while improving handling 
and application of the fertilizer. 

Each Poly-S particle consists of a high-
quality nutrient substrate core coated with a 
layer of sulfur. The particle is then encapsu-
lated with a proprietary polymer that protects 
the nutrients and, in combination with the sulfur 
layer, determines the rate of release, which can 
be regulated by varying the levels of each of the 
coating components. 

The Poly-S process actually requires less total coating 
than with SCU products, providing higher nitrogen analysis. 
And it's less sensitive to temperature than fertilizers coated 
with polymer only. 

The durability of the Poly-S coating protects the nutrients 

without the need for the waxes and conditioners often used to 
mask coating imperfections in traditional sulfur-coated products. 
So there's no dust problem and no wax residue on spreaders— 
increasing the convenience and accuracy of application. 

Poly-S technology also makes the fertilizer gran-
ules more abrasion-resistant than SCU, so that 

they are applied to the turf with the coatings 
intact, virtually eliminating the chance of 
premature release of nitrogen leading to 
surge growth and turf damage. q 

No other fertilizer offers you so much 
residual flexibility with the economy of 

Poly-S technology. And all Poly-S fertilizers 
come with a Scott Tech Rep, an agronomically 

trained professional ready to help you develop a 
total turfgrass program that assures proper applica-

tion and maintenance scheduling. 
For more information about Poly-S 

fertilizers and their performance advan-
tages, contact your Scott Tech Rep. Or call 
1-800-543-0006. 

Circle No. 141 on Reader Inquiry Card Growing better through technology. 



Can information blitz 
keep 'anti's' at bay? 
• Here's a blueprint for starting a pesti-
cide controversy in a community, any 
community. 

1. Inspire a single person, then a small 
group of people to express concerns about 
the health, safety or environmental aspects 
of pesticide use. 

2. Ignore and/or antagonize this group 
so that it becomes vocal enough to attract 
the attention of a larger audience. 

3. Argue the controversy long enough 
to whet the interest of the media. 

4. Add fuel to the issue, raising it to 
the level of public debate. 

5. Avoid compromises so that the con-
troversy lands on the doorstep of lawmak-
ers—local, state or federal. 

Now that ChemLawn Services Corp. 
has identified the life cycle of a typical 
communi ty pesticide controversy— 
astounding how similarly they unfold— 
the company's management is more confi-

dent it can address them. 
And the number one way it addresses 

them is with information. 
Deb Strohmaier, ChemLawn's chief pub-

lic relations specialist, told an audience of 
about 200 turf professionals at the Ohio 
Turfgrass Conference this past December 
that the nation's largest lawn care provider is 
continually increasing and upgrading the 
information it provides its customers. 

Brochures, videos, fact sheets—you 
name it, ChemLawn can provide it. 

"We have a positive story to tell on the 
issues and we've made it easy for our 
employees to tell it," says Strohmaier 
who's been with the company for five 
years. 

Strohmaier made these further obser-
vations specifically about dealing with the 
media: 

• Recognize that most reporters and 
editors probably know little about chem-

istry. 
• Recognize that they're working 

under a deadline. 
• What 's the background of the 

reporter seeking your comments? What's 
his angle? 

• If an interview is being arranged, it's 
to your benefit to find out in advance what 
the reporter wants to cover. 

• If you can—and want to—answer 
specific questions, be truthful. Never lie. 

• Don't guess or speculate about 
answers. Offer to find out. 

• Avoid saying "no comment." It's 
much better to say, "I can't comment on 
that just yet." 

• Present your point but don't argue or 
debate with the interviewer. 

• Know when to duck and get out of 
the way. If the story is bigger than you, 
refer your interrogator to your business 
association. 

"In years past ChemLawn did find 
itself speaking for the industry and we 
became the magnet for controversy. We've 
since discontinued the practice of com-
ment ing on generic stories," says 
Strohmaier. 

Smart billing KOs 
cash flow crunches 
by Ed Wandtke 

• Lawn care and landscape company own-
ers often say, "If I can make it through the 
first quarter, I'll be all right with cash 
flow." 

There are ways, however, to mini-
mize—or possibly eliminate—your cash 
crunch. 

1) Convert your current budget to a 
cash flow budget, detailing when all 
monthly expenses and income will occur. 
Planning the year this way will help you 
better forecast major purchases. In addi-
tion, the cash flow budget will show you 
when cash will be tight. Confer with your 
accountant the first time through; he or 
she should be able to thoroughly explain 
this cash management tool to you. 

When you apply for the line of credit, 
make sure that you and your accountant 
do a thorough job of explaining the cycli-
cal nature of your lawn service business. 
By doing this, you stand a much better 
chance at receiving the line of credit you 

are applying for. 
2) Offer a five percent discount for 

pre-payment. A discount of five percent is 
typically enough to get five to 15 percent 
of your current customers to pre-pay. 
Some firms approach this method of gen-
erating cash flow more aggressively, and 
have an astounding 40 percent of cus-
tomers prepaid by December 31. 

3) Billing at the beginning of the 
month can accelerate your collection peri-
od by as much as 30 days. 

The "on-time" customer always pays 
his bill within 30 days. The "past-time" 
customer pays within 60 days. For March 
application, look at how the billing could 
effect cash flow: 

Bill March 1: Collect customer on-
time March 30 
Collect customer past-
time April 30 

Bill March 30: Collect customer on-
time April 30 
Collect customer past-
time May 30 

4) Bill commercial accounts monthly 
to guarantee certain cash flows each 
month. Some companies have even set up 
a program with their residential customers 
in which they offer monthly billing instead 
of five or six larger payments. Both of 
these methods can be implemented on a 
very cost efficient basis. 

5) Send customer statements on the 
15th and the 30th of application month. 
Reminding your customers often of the 
need to pay on time will assist in more of 
paying as soon as the bill is left or mailed 
to them. 

Don't abuse your customer by calling 
for a payment two days after you have ren-
dered an invoice for the prior 30 days. If 
you need to do this for cash, review the 
suggestion above as to a better collection 
system for these type of customers. 

When you buy a new vehicle or other 
piece of equipment, do you take a 12 pay-
ment per year plan? Why take a 12 pay-
ment per year plan when cash is coming in 
for only eight to nine months of the year? 
Ask the financier next time if you could 
pay for this purchase on an eight-month 
schedule. This will help prevent you from 
paying out money when none is coming 
in. Remember it can never hurt to ask, 
because often the financier is happy to 

continued on page 48 
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TURF MERCHANTS, INC. 
33390 Tangent Loop, Tangent, OR 97389 

1-800-421-1735 FAX 503-926-4435 
1-503-926-8649 

TURF-SEED, INC. 
PO Box 250, Hubbard, OR 97032 

1-800-247-6910 FAX 503-981-5626 
1-503-981-9571 

FOR 
ENDOPHYTE 



ThisTLme f̂e Did 
j£ompetition,Wj Out 

To make a dramatic turnaround in your productivity, put yourself behind the 
wheel of the machine that outmaneuvered them all: The new Groundsmaster® 
220-D or the new gas-powered 224 from Toro. No other out-front rotary mowers 
are as maneuverable, as effortless to operate or provide as much trim productivity. 

Fourlink power steering is your link to unmatched 
maneuverability. Now operators can make sharper, 

easier turns with less tatigue. This makes trimming 
around any obstacle quick and almost effortless. 

you even 
more cutting 

control, Grounds- i 
masters feature a ( f 

single knob deck-to-
tractor weight transfer 

system. A twist of the wrist 
is all it takes to balance 
cutting unit flotation to 
height of cut and traction 
needs. The result is better 
traction and better flota-
tion without scalping. 

When it comes to engine 
size, Toro gives you the power 
of choice. The new Groundsmaster 
220-D features a 20 hp liquid-cooled, 
3-cylinder Mitsubishi diesel engine. 
The new Groundsmaster 224 gives 
you the same engine in a gas model, 
providing you with the durability 
diesels are known for, but with 
more power. Both give you all the 
speed and power needed for the 
most demanding jobs. 

The Groundsmaster220 also 
is available with a 20 hp air-cooled 
gas engine. 

"Toro" and "Groundsmaster" arc registered trademarks ofThe Toro Company. ©1988 The Toro Company. 



n't OverpowerThe 
euvered Them. 

A small, compact whcelbase provides 
a small uncut trim circle and tight turn-
around enabling you to trim close around 

any obstacle. Just what you need 
to get into or out of 

^ ^ ^ ^ ^ tight areas. 

With all these performance features, 
it's obvious why the new Groundsmaster 
220-D and 224 are so popular. And why 
Toro is the leader in out-front riding 
_ rotary mowers. To request a 

demonstration, call 
your local Toro 
distributor or con-
tact Toro at the 
address below. 

A patented, heavy-duty carrier frame with floating cutting decks allow the 
cutting units to follow ground contours for a superb quality of cut. For added 
cutting control, there are three decks to choose from: 72", 62" or 52". And the 
52" is available with an optional grass collection system. 

The Toro Company, Commercial Marketing Services, 8111 Lvndalc Ave. So., Minneapolis, MN 55420. 

The Professionals 
That KeepY>u Cutting. 



work with you. 
6) Slow down your first quarter pay-

ments. Many purchases are made during 
the first quarter, but the payment for these 
purchases can be scheduled for the second 
and third month of the second quarter. 
Suppliers will work with you when you 
negot ia te these payments in advance, 

rather than after you have purchased the 
i tems. Of ten , the in te res t a suppl ie r 
charges for extending payments is slightly 
higher than the interest a bank would 
charge, but you do not use your line of 
credit up at the bank when you can negoti-
ate this type of payment plan. 

Ask for a deferred or extended payment 

te rms , and you will be surpr ised how 
accommodating some of your suppliers 
can be. Prior payment performance will be 
the basis upon which a supplier will decide 
if they are willing to carry your bill for a 
deferred payment system. 

—The author is a senior consultant 
with PC Systems, Inc., Columbus, Ohio. 

Snow thrower safety: 
don't put your hands 
where you shouldn't 
• The biggest chance you have of injuring 
yourself while operating a snow thrower is 
by p u t t i n g your hands where you 
shouldn't. 

More than 4,000 people require emer-
gency room treatment every winter because 
of injuries from snow thrower-related acci-
dents, reports the Consumer Products 
Safety Commission. These injuries are usu-
ally to the fingers, hands and arms. 

George R. Thompson, III, director of 
corporate communications for Briggs & 
Stratton Corporation, offers these snow 
thrower safety tips: 

• Stop the engine before attempting to 

The marketing plan 
As the Cheshire Cat told 
Alice, it doesn't matter 
what road you take if you 
don't know where you want 
to go. 

by Rudd McGary, Ph.D. 

• A big misconception in many green 
industry companies is that advertising 
equals marketing. But advertising is only 
one part of the marketing matrix. 

The idea that advertising can make up 
for other marketing inadequacies is a falla-
cy. When several companies I know severe-
ly curtailed or eliminated their advertising 
for a whole year, the overall effect was 
actually positive. They saved money on 
advertising and, in addition, attracted new 

customers through other means. 
Marketing plans usually take at least a year 

to fall into place, since they contain many 
parts. Impatient management is the greatest 
impediment to a marketing plan's success. 

Here are some key elements to a suc-
cessful marketing plan: 

1) The consumer—What does the cus-
tomer want to buy? How much will they 
pay for it? How are you going to determine 
this information? 

One of the factors in planning is that 
not everyone buys lawn care, nor tree 
work, nor design/build services, nor irriga-
tion. Each segment of the population buys 
different services in different ways. 

Ask the consumer what he/she wants. It's 
always best to ask in person, second-best to 
ask by phone, and third to ask by mail. 

2) Control—If you're going to spend 
money in adver t i s ing /promot ion , you 
should have a way of determining whether 

or not you get a re turn on the money 
you've invested. 

3) Sales staff and management— 
You need to understand what the sales 
force is to do, how it is to be managed, and 
how the rest of the marketing activities fit 
in with the sales force actions. 

4) Mix of services—Have a clear focus. 
I've worked with many companies that have 
branched into areas that don't exactly fit 
into their original mission. The classic line 
is that "we went into (fill in the blank) 
because we had someone who could do it." 
Make sure your customers want it first. 

5) Outside influences—How will 
reports on 2,4-D affect the lawn care busi-
ness? What will a down economy do to the 
buying patterns for services? Regulatory, 
economic and environmental issues are as 
important a part of planning considera-
tions as any of the internal issues. 

6) Owner needs—What is satisfying to 
the owners of the company? For instance, 
in a small company, the owner is probably 
also working; in a publicly-held company, 
there may be thousands of owners peering 

unclog the machine. 
• Use a wooden block to clear a 

clogged passage. "Even if the snow 
thrower is tu rned off, opera tors 
must make sure all moving parts 
have completely stopped before they 
at tempt to unclog the machine," 
says Thompson. 

• Read and understand all oper-
ating instructions. 

• Don't touch hot mufflers, cylinders 
or fins. 

• Don't fill the gasoline tank while the 
engine is running. Allow the engine to 
cool before adding fuel. 

• If gasol ine is spil led, move the 
machine away from the area of the spill 
and avoid creating any source of ignition. 

• Don't wear loose clothing that could be 
caught in moving parts of the equipment. 



FINALLY 
BROADLEAF WEED CONTROL 

IS AS EASY AS 

INTRODUCING DISSOLVE" 
Now, the convenience of a three-way herbicide has gone one step further. 
DISSOLVE, from Riverdale Chemical Company, is the first totally water 
soluble, dry, three-way postemergent broadleaf herbicide. University tested 
and proven on ccx)l and warm season grasses, DISSOLVE combines efficacy 
with the added convenience of a dry, highly concentrated product and water 
soluble packaging. 
With DISSOLVE there's... 

• No Measuring 
• No Pouring 
• No Triple Rinsing 
• No "Spills" 

• No Container Disposal 
• No Freezing 
• No Exposure To Concentrates 
• Packaged In Recyclable Cartons 

DISSOLVE is available in 40 oz. and 10 oz. sizes. For more information 
contact your Riverdale Distributor. 

TM 

Riverdale Chemical Company 
425 West 194th Street, Glenwood, Illinois 60425-1584 



over management's back. 
After getting the proper input from 

everyone required, you need to determine 
the company's strengths and weaknesses 
from financial, marketing, operational and 
management viewpoints. 

The next step is to look at both long-
term and short-term objectives. Short-
term objectives should change depending 

on how the long-term objectives are 
framed, and not vice versa. 

The planning at this point takes into 
account information on the consumers, the 
company and overall objectives. These are 
examined at the same time, not sequentially. 

The next part of planning is to deter-
mine accountability. If no one is responsi-
ble for either the plan or its final outcome, 

there isn't much chance it'll work. 
The final cog is to work out some sort 

of cont ingency plans. Obviously, it's 
impossible to foresee all the variables that 
can occur during the year. If the plan is 
not working, there must be an alternative. 
Failure to understand when the plan is 
going poorly is often a major problem in 
the planning process. 

'Cr i t ical heights ' 
o f p layground 
t e s t e d mater ials 

CRITICAL HEIGHT OF 
TESTED MATERIALS 

Material Uncoi 
6" 

mpress 
9" 

ed to. 
12" 

Compressed to: 
9" 

Wood mulch 7' 10' 11' 10' 

Double shredded 
bark mulch 

6' 10' 11' 7' 

Uniform wood 
chips 

6' 7' >12' 6' 

Fine sand 5' 5' 9' 5' 

Coarse sand 5' 5' 6' 4' 

Fine gravel 6' 7' 10' 6' 

Medium gravel 5' 5' 6' 5' 

Source: CPSC 

• Natural and artificial turf are not rec-
ommended by the Consumer Product 
Safety Commission (CPSC) for surfacing 
public playgrounds "because their effec-
tiveness in absorbing shock during a fall 
can be reduced considerably due to wear 
and environmental conditions." 

According to a CPSC pamphlet entitled 
"Handbook for Public Playground Safety," 
unitary and loose-fill materials are better 
suited than grass. 

Unitary materials are generally rubber 
mats or a combination of rubber-like 
materials held in place by a binder that 
may be poured in place and cures to form 
a unitary shock-absorbing surface. 

Loose-fill materials include sand, gravel 
and shredded wood products. The table 
lists the critical height—maximum height 

• If plants have not been specified in a 
landscape design, here is a "backwards" 
process for selecting them, as suggested 
by Bonnie Lee Appleton of the Virginia 
Hampton Roads Ag Expe r imen t 
Station: 

1) Decide generically what type of plant 
is needed: a tree, a shrub, vines, a ground-
cover; deciduous or evergreen. 

2) Decide what plant characteristics 
(time of flowering, fruit, fall color, bark or 
branch patterns) you want. She suggests 
to aim for multi-seasonal interest. 

3) Decide—realistically—how large a 
plant can grow in its intended landscape 

from which a child 
can safely fall—for 
each of seven materi-
als tested by the 
CPSC. (For example, 
if uncompressed 
wood mulch is used 
at a minimum depth 
of six inches, the 
critical height is 7 
feet.) 

The depth of any 
loose fill material 
could be reduced 
during use, which would result in different 
shock-absorbing properties. For this rea-
son, a margin of safety should be consid-
ered in selecting type and depth of materi-
als, the CPSC warns. 

site. Consider height and spread, and 
growth rate. 

4) Decide the degree of maintenance 
(pest control, pruning, fertilizing, etc.) 
desired. 

5) List the existing landscape site con-
ditions, to include: 

• soil: type: pH: moisture content 
• exposure: full or partial sun or 

shade: direction and amount of wind 
• available moisture: precipitation and 

irrigation 
• temperature tolerance: both winter 

and summer. 
6) Use plant reference guides to select a 

—Landscape Structures Inc. is offering 
free reprints of "Handbook for Public 
Playground Safety." To get yours, write 
601 Seventh St. South, Delano, MN55328; 
or phone (800) 328-0035. 

specific plant of the desired type with the 
desired characteristics and level of mainte-
nance. 

7) Shop for plants that are labeled as to 
type: healthy looking: free of insects, dis-
eases, mechanical damage and well-cared 
for. 

8) Look for a few specific things based 
on the way the nursery produces the 
plants: 

• bare-root: adequate number of roots, 
roots not dried out 

• balled and burlapped: tight rootball, 
no weeds, rootball not dried out, rootball 
well wrapped and/or laced 

• container-grown: adequate number 
of roots on outside of rootball: no major 
circling roots: no weeds; not dried out 

• containerized/process balled: ade-
quately rooted into the medium packed 
around the roots; not dried out. 

Selecting plants: a 
backwards method 


