
Eliminate slipups on the way to the top. 

Detail 
of cog belt 
drive system. 

Mowing wet, undulating 
turf can be an uphill battle 
with standard belt drive 
equipment. Not so with 
Ransomes Pos-A-Drive™ 
mower. The Pos-A-Drive is 
the only mower on the 

market that features cog belt drive and a sealed clutch 
system. As a result, the Pos-A-Drive can take on hilly 
terrain—wet or dry—without slipping. 
'Offer good at participating dealers only. See your local dealers for details. Qualified buyers only. 

And because it offers true positive forward and reverse 
drive—as opposed to reverse assist—operating the 
Pos-A-Drive is a snap. 

From top to bottom, the Pos-A-Drive is designed to help 
you on your way up. No matter what the conditions. 

Call 1-800-228-4444 for the dealer nearest you 
to arrange a free on-site demonstration. 

Built to Last 
RANSOMES 

6215 Ransomes America Corporation • 7900 West 78th Street, Suite 105 • Minneapolis, M N 55439 © Ransomes America Corporation 1992. All rights reserved 



LAWN CARE 
INDUSTRY 

Bio Green believes in quality 
service; making the sale, too 
Northern Virginia firm 
growing in spite of being 
on high end of prices. 

• Until a customer signs the check, you 
really don't have a customer. 

That's true even in lawn care—espe-
cially in lawn care—believes David 
Schrader who's keenly aware of the cosmic 
connection between getting paid and stay-
ing in business. 

"You have to look at lawn care from 
two ends at once—quality service and 
sales. You need both," says Schrader. 

Some other Schrader tenets include: 
• Charging enough to make a profit. 

"There probably are only one or two com-
panies in our market more expensive than 
us," he says. 

• Giving customers exactly what they 
want. "We offer organic programs, pesti-
cide-free programs and traditional pro-
grams, but 99 percent of our customers 
still want nice, green lawns," he says. 

• Having the same technician treat 
the same lawns whenever possible. How 
else is a technician going to know that 
that same south-facing, sunny slope in a 
client's lawn is going to have that grub 
problem," he says. 

Schrader and Mark Stoeckel operate 
Bio Green Lawn Care which, this season, 
will treat more than 2,000 home lawns in 
addition to providing tree/shrub care and 
sprinkler services to several hundred other 
northern Virginia property owners. 

Of the two, Stoeckel has more lawn 
care experience. He worked with several 
o ther f i rms prior to helping s tar t Bio 
Green Lawn Care six years ago. Schrader, a 
1984 University of Maryland graduate 
(agronomy specializing in soil conserva-
tion) likes sales. It shows. He thinks $1 
million in sales is realistic for Bio Green 
this season. It served about 2500 lawn and 
shrub customers in 1992. 

"We try to drill the concept of quality, 
quali ty, quali ty in to our company. 
Certainly, we want our customers to rec-
ognize the quality of our service, but we've 
still got to sell and sell," says Schrader. 

That means no estimates dangling from 
door hangers. No vague price quotes over 
the telephone. 

The best way to sell a quality, higher-
priced service, says Schrader, is face to 
face. "If a prospect isn't going to sit down 
for 15 minutes and talk with us, they're 
not going to hire us," he says. 

In other words, if Schrader walks a 
lawn with a potential client and gives them 

David Schrader, left, likes sales, while 
Mark Stoeckel oversees production. 

all the reasons why they should hire Bio 
Green, then he's most definitely going to 
ask for the check. 

Similarly, Bio Green technicians devel-
op friendly, workable, face-to-face relation-
ships with customers, to the extent that 
time and schedules allow anyway. 

"People hi re lawn care companies 
because they don't know what to do," says 
Schrader. "That's why our technicians 
always try to do three things with each 
customer. We tell them what we did. We 
check off what they should do, and we tell 
them what's supposed to happen. 

"That's always a lot better than leaving 
behind a computer printout of your visit." 

Schrader's optimism is genuine and 
growing. His older brother, Steve, until 
recently a res taurateur , is joining Bio 
Green. "He's going to be pushing a spread-
er. We want him to get to know what we 
do," says Schrader with a wicked grin. 

Also, the company, with offices in 
Manassas and Ashburn, eyes an expansion 
south into Fredericksburg, Va., in 1994. 

—Ron Hall BioGreen Lawn Care staff must be able to give clients a 'menu' of programs. 



R A PRE WITH OUR POST 
Crabgrass escapes are almost impossible to avoid, even when using the best 
preemergence herbicide. But unsightly crabgrass and costly callbacks can be 
avoided by using the best postemergence crabgrass herbicide available, Acclaim® 
1EC Herbicide. Crabgrass treated with Acclaim just melts away, leaving no ugly 
brown patches that the older arsenicals commonly leave in lawns. 

Acclaim controls from the 1-leaf stage to just before seed head formation, and 
can be used safely on tall and fine fescue, bluegrass, ryegrass and zoysiagrass. It 
also lets you reseed fescue and ryegrass immediately after the spray dries* Best 
of all, you can treat 1,000 sq.ft. with Acclaim for just small change. 

This year, be ready for crabgrass escapes. Be ready with Acclaim... Hoechst S3 
because no PRE is perfect. •Wait 3 weeks for bluegrass, zoysiagrass, bentgrass Roussel A 

Follow label directions carefully ACCLAIM and the name and logo HOECHST are registered trademarks of Hoechst AG The name and logo ROUSSEL are registered trademarks of Roussel llclaf S.A. 
Marketed by Hoechst-Roussel Agri-Vet Company, Somerville, NJ 08876-1268 C 1993 

BECAUSE NO PRE IS PERFECT 



Extension 
service program 
to educate 
homeowners 
about proper 
lawn care is a 
winner in Va. 
• Bio Green Lawn Care cooperates with 
the Prince William (Va.) Cooperative 
Extension Service 's Water Quality 
Program. 

Program specialist Marc Aveni says the 
program is educating homeowners about 
the impact of fertilizers and pesticides on 
the env i ronmen t , specifically the 
Chesapeake Bay and its tributaries. 

"We want homeowners to know what 
they're doing before they use fertilizers 
and pesticides," says Aveni. "We're really 
looking at non-point source pollution." 

The extension service conducts three 
two-hour field days in the fall and four 
two-hour field days in the spring on vari-

ous lawn/landscape care topics. 
It's also enlisted 60 volun-

teer lawns. The homeowners 
have agreed to follow all pro-
gram recommendations. Infor-
mation on the amount and type 
of materials they use is being 
recorded, a long with the i r 
results. 

After a season, some of these 
homeowners will allow their 
lawns to be used as "demonstra-
tion lawns." Aveni says there 
about about 10 now. 

This effort is jointly funded 
by the USDA and extension. 

"As our name implies, we 
design our programs using as 
few chemica ls as possible," says Bio 
Green's David Schrader. "But we're not 
extremists so we do make judicious use of 
pesticides when necessary. After all, there 
are a lot of environmental benefits to hav-
ing a healthy lawn." 

Partner Mark Stoeckel says lawn care 
professionals can help themselves immea-
surably by keeping in touch with their 
local extension personnel. 

"We've always come to them as a 

source of information whenever we run 
into problems. They've helped us tremen-
dously in our business," says Stoeckel. 

Aveni, for his part, thinks the profes-
sional lawn care industry—and he singled 
out Bio Green—has been supportive of the 
Water Quality Program. 

"They know that what's good for the 
environment is also good for business," 
says Aveni. 

—Ron Hall 

Enhanced microbial degradation—it's real! 
Soil micro-organisms are 
'hungry, relatively 
immobile and ready to 
reproduce,' says Purdue 
educator. 

• Soil microbes are hidden, but they're 
real. You should know about them. 

Indeed, there may be as many as 500 
million micro-organisms (7,000 to 10,000 
different species) in one gram of soil, typi-
cally clustered in small clumps or micro-
colonies on/near food sources, says Purdue 
University microbiologist Dr. Ron Turco. 

Turco describes them as "the power-
house in the soil, the driving force con-
trolling what really goes on in the soil sys-
tem." 

No wonder then that the chemical 
industry has a term for what they do to 
pesticides: enhanced biodégradation. 

Soil micro-organisms, through their 
amazing reproductive abilities, can devel-
op populations capable of rapidly breaking 

down some chemical compounds. 
The more a particular compound is 

used, the more likely microbes are to 
adapt to it. As the populations of these 
"adapted" microbes increase, the com-
pound's survival in the soil decreases. 

The problem arises when the chemical 
compound is degraded before it controls 
the pest it was applied for. 

"When you apply some pesticide to the 
soil, bacteria view that pesticide as a free 
lunch," says Turco. "They're very happy to 
see the arrival of the chemicals. It 's a 
much more readily available material than 
what they're normally living on which is 
the slow decomposition of organic matter 
in the soil." 

Turco says to reduce 
incidences of enhanced 
biodégradation: 

• ro ta te d i f ferent 
chemicals in different 
classes, and 

• l imit the use of 
soil-active prophylactic 
chemicals. 

In other words, when 

chemicals are used to treat problems as 
they occur, rather than making blanket 
preventive applications, they stand a much 
smal ler chance of acce lera t ing the 
biodégradation process. 

Turco presented much of the above 
in fo rma t ion at the Golf Course 
Super in tenden t s Association America 
Conference in Anaheim, Calif., this past 
January. 

In answer to a question from the floor, 
he said the potent ia l for enhanced 
biodégradation is just as significant in 
thatch as it is in soil. 

—Ron Hall 



We cut this piece of Typar® Pro 
landscape Fabric to show what 
you can't do with the others. 

Like cut quick slits for plants to 
pass through. Or fast curves that 
follow landscaped contours. 

Typar is easily cut, l ightweight 
and less bulky. So it's faster and 
cheaper for you to install. 

And it's surprisingly tougher. 
With rugged polypropylene fibers 
that resist tearing, even under 
stones, gravel, patios and side-
walks. Typar is also porous, so air, 
water and nutrients can pass right 
through. Your landscaping projects 

look healthy as well as handsome. 
So save time and labor whi le 

you control weeds, drainage, soil 
erosion, and heaving of walks and 
patios. 

Get Typar Pro Landscape Fabric. 
And start cutting corners the 

FOR PROFESSIONALS 

^REEMAY 



Turf care professionals, 
from landscapes to 
greenkeepers, appreciate 
the versatility and dependability 
of the Mark 2™. 

It removes turf neatly and 
easily for repairing, renovating 
or digging to lay pipes and/or 
cables. 

'Moments of truth' separate the 
good, the bad, the ugly in service 
Doing only what the 
customer expects, even if 
you do it well, will get you 
only a 'C' from a client. 

• Why are some lawn care companies able 
to charge more for their services and still 
build marke t share while compe t i to r s 
struggle? 

Service. They make it easy for cus-
tomers to do business with them. That's 
what Ron Zemke, a nationally known busi-
ness consultant, says. 

He also says that businesses that place 
a premium on service: 

1) charge, on average, 10 percent more 
for their basic products and services. 

2) grow market share at 6 percent com-
pared to 1 to 2 percent for those who don't. 

3) have a return on sales of about 12 
percent compared to 3 to 4 percent for 
those who don't. 

Zemke this past February led about 250 
green industry professionals through the 
building of "service-centered" organiza-
t i ons at t he Associa ted Landscape 
Contractors Association (ALCA) Executive 
Forum in Tucson, Ariz. 

Crucial to service success, says Zemke, 
is how well an organization manages the 
" m o m e n t s of t r u t h . " He desc r ibes a 
"moment" as any time a customer comes 
in contact with some aspect of your busi-
ness and has an opportunity to judge your 
company's service quality. 

First in a series 
on Zemke 

and quality service 
If your organization does everything a 

cus tomer expects, that client gives you 
only a "C" on their report card. If the 
client has an experience with your compa-
ny that annoys them, then your company 
gets a "D" or "F" grade, he says. 

Zemke: do more 
than is expected 

Your organization 
must develop and put 
"enhancers" into its 
service to develop a 
loyal and sa t i s f ied 
c l i en t . Give c l i en t s 
m o r e t h a n they 
expect to get an "A." 

"The only way you 
lea rn a b o u t t he se 
moments of t ru th is 
by set t ing down and 
asking the right ques-
tions of your customers," says Zemke. 

What is it you expect from us? 
f What is it you've experienced from 

our organization? 
V What has made you unhappy with 

our service? 
What has been an exceptional expe-

rience you've had in dealing with us or 
someone like us? 

Ì^ And, what did we do to make that a 
memorable experience? 

For in fo rma t ion about Ron Zemke: 
Pe r fo rmance Research Associates, 821 
Marquette Ave., Suite 1820, Minneapolis, 
MN 55402; (612) 338-8523. 

—Ron Hall 

23324 Woodbine Avenue 
Keswick, Ontario 
Canada L4P 3E9 
Tel. (416)476-4311 
Fax (416)476-5867 
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A sod cutter you can take anywhere. 



Reduce Excessive Thatch 
Up To 42% In A Single Season 
Bio Grounds Keeper Thatch 
Reducer decomposes thatch 
naturally... and effectively 

Nature's way of eliminating 
thatch is to decompose it. Bio 
Grounds Keeper® Thatch Reducer 
works the same way. 
It adds a rich supply of natural 
biological extracts and bio 
catalysts to the soil, helping the 
existing microorganisms 
decompose the dead roots, 
stolons, and rhizomes which make 
up thatch. It is amazingly effective. 
Years of university field test data 
clearly show regular applications of 
Bio Grounds Keeper® Thatch 
Reducer significantly decrease 
thatch. 

Bio Grounds Keeper Thatch 
Reducer can help you cut back 
on the high cost of mechanical 
dethatching. 

Bio Grounds Keeper̂  is safe to 
handle and easy to apply. It can be 
tank mixed and sprayed on with 
your regular turf amendments. 
Within six to eight 
weeks you will start seeing the 
difference in stronger, healthier 
turf. 

You'll save more than labor 
costs, too. Reduced thatch has 
been shown to reduce plant stress, 
improve uptake of both water and 
fertilizer, improve root systems, 
increase drought resistance and 
eliminate surge growth. 

Call 1 (800) 383-4081 
For more information, or the name of your local distributor. 

Completely natural. 
Environmentally compatible. 

No matter which Bio Grounds 
Keeper" product you choose, you 
can be sure that it is all natural. 
Environmentally compatible. Easy 
to handle. Economical. And 
effective. 

Of course the best way to see 
just how much Bio Grounds 
Keeper" Thatch Reducer can 
simplify your life — and improve 
your turf — is to try it yourself. We 
would be happy to help you set up 
a test program at your site. 

1992 Bio Grounds Keeper Inc. Circle No. 111 on Reader Inquiry Card 

Bio Grounds Keeper, Inc. 
6667 West Old Shakopee Rd. • Suite 101 
Bloomington, MN 55438 
(612) 943-1600 



Ken Gerlack Twyla Hansen Tim Hiers Bill Prest Mark Schlossberg Brian Storm 

Reader panel will 
advise on green industry 

Six LM readers selected 
for special committee on 
editorial quality. 

• Ken Gerlack, Twyla Hansen, Tim Hiers, 
Bill Prest, Mark Schlossberg and Brian 
Storm have been named to LANDSCAPE 
MANAGEMENT'S f i rst "Reader Advisory 
Panel," to serve 14-month terms. 

In their roles, the six will be responsi-
ble for grading recent issues of LM as to 
editorial content and usefulness. They will 
also be called upon to suggest topics for 
future articles and will occasionally appear 
as contributing authors. 

"We are excited about our new affilia-
tion with these six key readers, who have 
impressed us as having their fingers on the 
pulse of the green industry," notes LM edi-
tor-in-chief Jerry Roche. "This is another 
way the magazine has devised to serve its 
readership more efficiently. We are look-
ing forward to working with all of them." 

• Gerlack founded Contra Costa 
Landscaping in Martinez, Calif, in 1970. 
He is active in the Associated Landscape 
Contractors of America and the California 
Landscape Contractors Association, in 

which he was awarded a Life Member 
award earlier this year. 

Gerlack holds a degree in ornamental 
horticulture from Cal Poly/San Luis Obispo. 

• Hansen is g rounds manager at 
Nebraska Wesleyan University and curator 
of Alice Abel Arboretum in Lincoln, Neb. 
She has held those positions since 1982. 
She is a former officer and board member 
for the Sports Turf Managers Association, 
the Nebraska Turfgrass Foundation and 
the Nebraska Statewide Arboretum. She is 
also chair of the Lincoln Communi ty 
Forestry Advisory Board. 

Hansen received her bachelor's degree 
in hor t icul ture from the University of 
Nebraska-Lincoln. 

• Hiers has just been named to the staff 
of Collier's Reserve in Naples, Fla., after 
serving eight years as golf course manager 
at John's Island Club, Vero Beach, Fla. At 
John's Island, Hiers supervised 54 golf 
holes. He had previously been superinten-
dent at Quail Ridge in Boynton Beach, Fla. 
and at Sun Tree in Melbourne, Fla. 

Hiers, a Certified Golf Course Superin-
tendent, is past president of the Florida 
GCSA and was Dis t inguished Service 
Award winner in 1986. 

• Prest started working at Springvale 

Country Club in North Olmsted, Ohio, at 
the age of 14. He has been superintendent 
there for 25 years, and is now superinten-
dent and assistant general manager. Prest 
is a member of the national GCSAA and 
the Northern Ohio Chapter of the GCSAA, 
where he is a member of the Employment 
Relations Committee. 

• Schlossberg, who has a degree in 
agronomy from the University of 
Maryland, is president of Pro-Lawn Plus in 
Baltimore, Md. 

He is a member of the Maryland 
Alliance for the Responsible Regulation of 
Pesticides and on the board of directors of 
the Maryland Turfgrass Council. 

• Storm, owner of Terrascaping Inc. in 
Birch Run, Mich., is immediate past presi-
dent of the National Landscape Associa-
tion. He has a degree in landscape and 
nursery management from Michigan State 
University. 

Besides being president of the Michigan 
Nursery & Landscape Association in 1986, 
Storm is also active on the American 
Association of Nurserymen's public rela-
tions committee. 

Six new panel members, to serve 18 
months, will be named in June, 1994 at 
the end of the current panel's terms. 
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Panel: 2,4»D, cancer link 'weak' 
Report from scientific 

panel this summer to say 
relationship of herbicide, 
cancer is 'weakly possible,' 
and 'weakly suggestive. ' 

WASHINGTON—A panel of scientists is 
expected to tell the U.S. Environmental 
Protection Agency that evidence suggest-
ing 2,4-D is a carcinogen is limited. 

The EPA's 10-member Special Joint 
Committee on the Weight of Evidence of 
Carcinogenicity of 2,4-D convened, in a 
two-day meeting here in early April, to 
assess several pub l i shed c o n n e c t i o n s 
between exposure to 2,4-D and cancers in 
dogs and farm workers. 

It zeroed in on the results of National 
Cancer Institute studies on farm workers 
in Kansas, Nebraska, and Iowa; a key dog 
study; and a continuing investigation of 

OKLAHOMA CITYf Ok/a.—When Donn 
Smith bought his ServiceMaster Lawn 
Care (SMLC) franchise in Oklahoma City, 
Okla. in 1989, he figured he had a winner. 
He was right. 

Central Oklahoma's economy was look-
ing up, and lawn care was one of its bright 
spots. Contractors were building homes 
and the homes were selling. Curb appeal 
had returned to the oil patch. 

In fact, Smith says his operation was 
one of the top SMLC franchises in the 
country. Early in 1991, he also bought the 
TruGreen operation in his market area. 
(By this time TruGreen, and all its branch-
es, had become a part of ServiceMaster 
Consumer Services.) 

In making the deal, Smith had signed 
another SMLC franchise agreement, one 
containing a non-competition clause. The 
clause was one of the conditions of the 
sale, he says. 

Now this clause is the focus of a legal 
battle between Smith and TruGreen. 

Tha t ' s because on May 23, 1992, 
TruGreen bought ChemLawn, including a 
ChemLawn o p e r a t i o n t h a t c o m p e t e d 
against Smith's SMLC franchise. Within 
weeks of the TruGreen/ChemLawn merg-
er, TruGreen approached Smith with an 

the heal th of chemical m a n u f a c t u r i n g 
plant workers provided by Dow Chemical 
Co. (now DowElanco). 

The panel will issue a report by late 
June. After the report is presented to EPA 
Administrator Carol Browner, the agency 
will make a decision whether to put the 
herbicide in special review or take other 
measures to restrict its use. 

Although Sheila Zahn, the principle 
author of one of the NCI studies, defend-
ed the s t udy ' s qua l i ty , t he s c i e n t i s t s 
decided the evidence didn't appear to be 
as definitive. 

Five of the scientists felt the evidence 
was "weakly suggestive" of a herbicide-
cancer link, three opted in favor of the 
term "weakly possible" and one voted for a 
"possible" link. 

Dr. Genevieve Matanosk i , J o h n s 
Hopkins University School of Hygiene and 
Public Health, said she felt the human epi-
demiologic data "in and of itself is very 
weakly suggestive." 

offer, but Smith says he didn't like the 
terms of the offer. 

"All I wanted was a reasonable settle-
ment," he maintains. 

"After that, things just went sour," says 
Smith, who says he just wants to run his 
business as usual. 

In July, 1992, Smith says his attorney 
called TruGreen and asked them to either 
set t le the ma t t e r of a SMLC f ranchise 
(Smith's company) competing against a 
parent company operation (ChemLawn) or 
face the possibility of a lawsuit. 

But TruGreen, Smith says, beat him to 
the punch and sued him in the Chancery 
Court of Tennessee, Memphis. TruGreen's 
complaint charges Smith with breaking 
his franchise agreement and asks for a 
j udgemen t for f ranchise royalties plus 
costs and at torney fees. The complaint 
maintains that TruGreen is not a wholly-
owned subs id ia ry of Serv iceMas te r 
Consumer Services, and that the franchise 
agreement that Smith signed "is for a non-
exclusive franchise." 

Smith ' s counter-claim, request ing a 
jury trial, seeks a total of $4 million in 
compensatory and punitive damages from 
T r u G r e e n Limi ted P a r t n e r s h i p , The 
ServiceMaster Company Limited Partner-

She also po in ted ou t t ha t t he dog 
study linking non-Hodkins lymphoma to 
2,4-D exposure stands alone and hasn' t 
been conf i rmed by o the r s tudies . The 
panel agreed that 2,4-D was "an improba-
ble animal carcinogen" based on the toxi-
cological data. 

Several of the scientists said they felt 
the epidemiological studies didn't explain 
2,4-D's mechanism of action. 

The scientists agreed that more data 
will probably be needed regarding multiple 
chemical exposures to farm workers. 

Daniel War tenberg , Env i ronmenta l 
Health Division of the Environmental and 
Occupational Health Sciences Institute, 
said while the evidence against 2,4-D isn't 
compelling, it should still be considered. 

2,4-D is believed to be the third most 
used pesticide in the United States. About 
70 million pounds are used each year in 
agriculture, turfgrass, rights-of-ways, etc., 
says the EPA. 

—Ron Hall 

ship and ServiceMaster Consumer Ser-
vices L.P. 

The counter claim maintains that the 
" c o m p a n y - o w n e d " ChemLawn in 
Oklahoma City competes against his fran-
chise in violation of the non-competition 
clause he signed when he purchased the 
local TruGreen branch. 

—Ron Hall 

GREEN INDUSTRY 

EVENTS 
MAY 
April 23-Oct. 17: IGA Stuttgart Expo 

4 93 ( in t ' l . ga rden show), Ge rmany . 
Contact: Walter Gehring, (0711) 25709-0. 

1 8 : F lor ida Chap te r , S p o r t s Turf 
Managers Association meeting and tour. 
Palm Beach, Fla. Polo Grounds. Contact: 
John Mascaro, (305) 938-7477; or Ed 
Birch, (305) 938-0217. 

20: Pre-Season Football Turf Main-
tenance Clinic, Notre Dame University, 
Notre Dame, Ind. Contact: Sports Turf 
Managers Association/Midwest Chapter, 
(708) 439-4727. 

JUNE 
3: Rutgers Turfgrass Research Field 

Day, Freehold, N.J. Contact : Edmund 
Milewski, (201)285-8300. 

continued on page 62 

Oklahoma LCO and TruGreen 
square off over 'non-compete' 
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