
4% OF GROSS? 5%? 10%? 

What are your fiiel costs? 

Atwood Lawn Spray's Tom Brune on 
propane conversion: "I don't want to 
be at the mercy of a propane dealer." 

"There's not much you can do but 
jump out of the truck and scream at 
the pump." This was the initial 
reaction of Sheldon Dubrow, Dub-
row's Nurseries, Livingston, New 
Jersey, to the question: What ad-
justments have you made to re-
duce the percentage of your gross 
receipts spent on fuel? 

Other reactions were equally as 

candid. "We get stuck every time 
we think of it," laments Thomas 
Brune of Atwood Lawnspray in 
Sterling Heights, Michigan. 
Robert Miller of Acne Mainte-
nance in Acme, Michigan found it 
hard to contain his enthusiasm for 
the question. "That's a good one," 
he managed. One just laughed. 

The survey involved telephone 
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interviews of eleven lawn care 
businessmen and women from 
around the country. All have been 
in business for over five years, all 
have survived the fuel crisis and 
price rises of the last few years, and 
all have a premonition that fuel 
costs will once again turn upward, 
putting the squeeze on profits, and 
forcing continued and frequently 
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PLCAA SHOW PREVIEW 

PLCAA packs for Indy 
More than 1,500 persons are ex-
pected to attend the Third Annual 
Professional Lawn Care Associa-
tion of America (PLCAA) Confer-
ence and Trade Show Nov. 16-18 
at the Indiana Convention Exposi-
tion Center in Indianapolis. Head-
quarters hotel is the Indianapolis 
Hyatt Regency. 

More than 85 exhibitors are 
expected to fill more than 150 
booths at the show. 

Butz on profits 

This year's keynote speaker will 
be former U.S. Secretary of Agri-
culture Earl L. Butz, whose ad-
dress, "Populism, Politics and 
Progress" will expand upon free 
enterprise and the essential need 
for profits in the American 
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PLCAA keynoter Butz 

ALCA maintenance group 
meeting set for Dallas 
The general maintenance con-
tractors committee of the As-
sociated Landscape Contractors of 
America (ALCA) will be accorded 
full divisional status at this year's 
national convention, to be held 
November 7-9 at the Marriot Mar-
ket Center in Dallas. Its upgrading 
will be the focus of the convention, 
which is being billed as a national 
conference for all grounds 
maintenance and landscape man-
agement contractors. 

According to Ray Gustin, Presi-
dent of ALCA, "Grounds mainte-
nance and landscape management 
is one of the fastest growing 
segments of landscape contract-
ing, and it is high time this part of 

the industry be organized as a 
full-fledged division of ALCA, 
with its own officers, regional 
coordinators, educational prog-
rans, business seminars and publi-
cations. 

Synnestvedt organizes 

The conference organizing 
committee, headed by Don Syn-
nestvedt of Theodore Brickman 
Co., Long Grove, Illinois, reports 
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economic system today. 
The conference itself will open 

with the popular Early Bird Re-
ception 6:30 to 8:30 p.m. on Mon-
day, Nov. 15. This event serves as a 
chance for lawn care businessmen 
from around the country to visit 
with each other and exchange 
ideas and success stories. 

Following PLCAA President 
Marty Erbaugh's opening at 1 p.m. 
on Tuesday, Gerry Sweda, sales 
training manager for O. M. Scott & 
Sons, Marysville, Ohio, will speak 
on "Motivation." Following 
Sweda, there will be a presentation 
of LAWN CARE INDUSTRY'S sur-
vey of the industry. 

Postal regulations 

The final session of the after-
noon will be led by Jerry 
Swinehart, director of mail pro-
cessing for Indianapolis. He will 
speak on postal regulations af-
fecting lawn care mailings. There 
will be a cash bar on the exhibit 
floor from 4:30 to 6:00 p.m. on 
Tuesday, and the evening is open. 

Exhibits will be open Tuesday, 
Wednesday and a half day on 
Thursday, with buffet luncheons 
scheduled. The PLCAA annual 
meeting will be held in conjunc-
tion with a buffet breakfast on 
Thursday morning beginning at 8 
a.m. From 9:30 to 11:30 a.m. on 
Thursday, there will be a panel 
discussion on "hot issues" facing 
the lawn care industry. 

Dr. Robert Miller, vice president 
of ChemLawn Corp., Columbus, 
Ohio, and president of the Na-
tional Coalition for a Reasonable 
2,4-D Policy, will speak on the 
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PLCAA 
exhibitors 
Hahn, Inc. 
USS Agri-Chemicals 
GROUNDS MAINTENANCE 
Hawkeye Chemical Co. 
Power Spray Technology, Inc. 
BFC Chemicals, Inc. 
Miller Chemical & Fertilizer 
Estech, Inc. 
The Andersons 
Northrup King Co. 
Mobay Chemical Corp. 
International Seeds, Inc. 
Monsanto Co. 
Pickseed West, Inc. 
Moyer & Son, Inc. 
Encap Products Co. 
E-Z Rake, Inc. 
Rockland Chemical Co. 
Dow Chemical U.S.A. 
Knox Fertilizer & Chenical Co. 
Lofts Seed, Inc. 
FMC Corp., Ag Machinery Div. 
Mallinckrodt, Inc. 
Cushman Ryan/OMC Lincoln 
Lebanon Chemical Corp. 
Rhone-Poulenc, Inc. 
Turf-Seed, Inc. 
AMERICAN LAWN APPLICATOR 
Stauffer Chemical Co. 
O. M. Scott & Sons Co. 
TUCO, Div. of the Upjohn Co. 
Chipman, Inc. 
Riverside Manufacturing Co. 
LAWN CARE INDUSTRY 
Echo, Inc. 
PBI/Gordon Corp. 
Diamond Shamrock Corp. 
W. A. Cleary Chemical Corp. 
Smithco, Inc. 
Dice Decal Corp. 
March & McLennan 
Brouwer Turf Equipment, Ltd. 
Olathe Manufacturing, Inc. 
Du Pont Co. 
Warren's Turf Nursery, Inc. 
Rain Bird Sales, Inc. 
Great Sale Lake Minerals 

& Chemicals Corp. 
Velsicol Chemical Corp. 
Lakeshore Equipment & Supply Co. 
Ciba-Geigy Corp. 
Agro-K Corp. 
The Grasshopper Co. 
Velotta Uniform Sales Co. 
Clean Crop Special Products 
Feldmann Engineering & Mfg. Co. 
Sierra Industries, Inc. 
Coatesville Machine, Inc. 
Desco Chemical, Inc. 
Agriculture Service Corp. 
N-P-K-Ca Concepts, Inc. 
Palm Industries 
American Pelletizing Corp. 
Green Pro Cooperative Services 
Professional Turf Specialists 
Container Manufacturing, Inc. 
B & G Equipment Co. 
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Make sure 
your lawn care jobs 
don't come back 

to haunt you. 
With labor and gasoline what they 

are today, the cost of a call-back is fright-
ening. Add in the hidden costs of unhappy 
customers, and it's enough to scare you 
to death. 

That's why you need DURSBAN* 
insecticide in at least two of your yearly 
applications. You see, in most parts of the 
country, insects are a problem in both 
the Spring and later on in the Summer. If 
they don't get you the first time, they just 
might get you the second. 

And that can mean costly call-backs. 
So think twice before you decide to 

skimp on DURSBAN. And think about how 
little it c o s t s - a s little as $3.50 for a 10,000 

sq. ft. lawn. Which is a lot less than the 
cost of a call-back. 

DURSBAN insecticide gives you results 
you can count on, too. It gets all your 
major problem bugs. And it controls them 
for up to eight weeks instead of the more 
common four to six. 

DURSBAN. Makes sure all your returns 
are happy returns. Available in 2E and 
double-strength 4E formulations. 

See your Dow distributor. Also ask 
him about our new "DURSBAN delivers 
the goods'' incentive program. Be sure to 
read and follow all label directions and 
precautions. Agricultural Products Depart-
ment, Midland, Michigan 48640. 

DURSBAN 
Call-backs haven't a ghost of a chance, 

DOW Chemical U.S.A. 
'Trademark of The Dow Chemical Company. Ad No : 2901 
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Extension under fire? 
Several national farm organiza-
tions are charging that the 

Cooperative Extension Service 
(CES) has spread itself too thin 
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because of its expansion into 
urban areas, in other words short-
changing its traditionally rural-
oriented programs. 

They feel that agricultural pro-
duction should be the top-priority 
item. 

On the other hand, groups such 
as Gardens for All feel that the 
Cooperative Extension Service 
should continue to serve the 
people — where they live — in 
urban areas — and that it should 
expend its urban gardening and 
community developnent efforts. 

And what lawn care business-
man reading this column has not 
benefitted from the Cooperative 
Extension Service? Enough said. 

This dilemma and others are 
facing a national committee ap-
pointed jointly by U.S. Secretary of 
Agriculture John Block and Robert 
Clodius, president of the National 
Association of State Universities 
and Land-Grant Colleges 
(NASULGC), to determine the fu-
ture of the Cooperative Extension 
Service. 

Co-chairman Daniel Aldrich, 
chancellor at the University of 
California-Irvine, identifies three 
factors making this 21-member 
committee's tasks most difficult. 

First, Aldrich says, people in the 
more than 3,000 counties in 
America have a much wider range 
of interests, problems, and needs 
than existed in earlier decades. 
These people have had a vital part 
in the determination of programs 
at county and community levels 
and in providing local funds and 
volunteers to conduct such pro-
grams. 

Aldrich goes on to say that many 
urban groups and individuals 
have come to believe that the 
colleges of agriculture, home 
economics, and natural resources 
should serve urban as well as farm 
people. Questions as to how much 
of the Extension resources should 
be allocated to marketing, pro-
cessing, and distribution systems 
are raised. Thus, questions the 
committee faces are: What should 
the scope of Extension's programs 
be? Should Extension serve urban 
as well as rural clientele? Should 
4-H youth programs continue to be 
available to nonfarm as well as 
farm youth? 

A second major factor the com-
mittee faces is the effect of changes 
in technology, media and com-
munciations. If CES were to use 
more computers, cable television, 
and other such media, such usage 
could increase CES's effectiveness 
and efficiency but possibly risk not 
serving some people who wish 
one-to-one counseling on prob-
lems they face in their businesses 
and homes. 

The committee has sent a ques-
tionnaire to more than 6,000 per-
sons throughout the nation, asking 
them to respond to many of these 
issues. Even so, Aldrich says the 
committee invites people to write 
down concerns they wish the 
committee to address, or any rec-
ommendat ions they wish to 

suggest. Such responses should be 
sent to: Dr. Laverne Forest, Project 
Coordinator, University of 
Wisconsin-Extension, 605 Exten-
sion Building, 432 North Lake St., 
Madison, Wisconsin 53706. 

The committee will complete its 
task by next month and publish the 
report for public use. 

New warm-season grasses: Four 
warm-season turfgrasses, two 
bermudagrasses and two St. 
Augustinegrasses, have recently 
been released to commercial sod 
producers in the Southeast. The 
following descriptions are based 
mainly on information provided 
by the cultivar developer. More 
detailed information should be-
come available as the turfgrasses 
are evaluated at research stations 
throughout the South. 

Tifway II bermudagrass is 
another developed by Dr. Glenn 
Burton and staff at the Georgia 
Coastal Plain Experiment Station 
in Tifton. It is an improved mutant 
of Tufway. It resembles and has the 
same desirable characteristics of 
Tifway but it makes a denser, more 
weed-free turf; it is more resistant 
to root-knot, ring and sting 
nematodes; and exhibits longer 
fall color retention and earlier 
spring green-up. It is suited for use 
in lawns. Its management re-
quirements are similar to Tifway. 

Vamont bermudagrass was de-
veloped by the Virginia Agricul-
tural Experinent Station. It has 
excellent low-temperature hardi-
ness and is suited for use in 
general turf areas. It has a light 
green color, medium-coarse leaf 
texture (similar to common ber-
nuda), rapid establishment rate 
and excellent recuperative rate. 

Raleigh St. Augustinegrass was 
developed at the North Carolina 
Experiment Station in North 
Carolina. It has medium green 
color, medium leaf texture and 
shoot density and moderate fall 
low-temperature color retention 
and spring green-up rates. It is 
susceptible to chinch bugs and 
moderately susceptible to gray leaf 
spot. Its major attributes are its 
low-temperature hardiness and re-
sistance to St. Augustine Decline 
(SAD) virus. 

Seville St. Augustinegrass was 
developed by O. M. Scott & Sons, 
Marysville, Ohio, and is marketed 
by Pursley, Inc., Palmetto, Fla. It 
has a medium-dark green color, 
medium leaf texture, and 
medium-high shoot density. It also 
has moderate fall low-temperature 
color retention, spring green-up 
rate and is susceptible to chinch 
bug. Seville has moderate low-
temperature hardiness and resis-
tance to SAD virus. 
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When it comes 
to toughness, one 

industrial/commercial 
engine shines. 



Briggs & Stratton 
industrial/commercial engines. 

Everything about them is work-site tough. 
When you depend on your 
power equipment for profit, you 
can't afford to make compro-
mises. Make sure the replace-
ment or original-equipment 
engine you choose is designed 
for the punishment of indus-
trial/commercial duty. 
Make sure it's a Briggs & 
Stratton. 
Our I/C engines are job-site 
functional — complete in de-
sign, complete in quality. We 
don't compromise either — our 
reputation is too important. 

From their cast iron bores to 
their dual element air cleaners, 
Briggs & Stratton I/C engines 
are built in total for the most 
brutal operating conditions. 
And Briggs & Stratton provides 
perhaps the most important fea 
ture of all . . . qualified, readily 
accessible service worldwide. 
Uncompromising features and 
top service. Two good reasons 
your next engine, whether it's 
original equipment or replace-
ment power, should be a Briggs 
& Stratton I/C. > 

Our I/C engines range from 3 
through 18 HP, including our new 
4 and 11 HP vertical crankshaft 
models. We also offer diesel 
power — the tough, dependable 
Briggs & Stratton Farymann die-
sels from 5 to 27 HP. 
For complete details on our I/C 
engines, write Briggs & Stratton, 
Industrial/Commercial Division, 
P.O. Box 702, Milwaukee, Wis-
consin 53201 U.S.A. Or contact 
your local Briggs & Stratton 
dealer. 



Features that add up to maximum life 
and minimum maintenance. 

Cast Iron Bores. 
Our I/C engines 
come with cast iron 
bores, which provide 
better wear charac-
teristics and longer 
cylinder life. 

Magnetron® 
Ignition. 
Our Magnetron elec-
tronic ignition has no 
moving parts, which 
means no points or 
condensers to wear 
out. No adjustments. 
No corrosion. It's de-
signed for the life of 
the engine. And it 
gives five times 
longer spark duration 
and greater consist-
ency in 
KV out-
put than1 

capacitor 
discharge 
systems. 

Dual Element Air 
Cleaner. 
The Briggs & Stratton 
air cleaner features a 
large capacity pleated 
paper cartridge sur-
rounded by a foam 
sleeve. This double 
filtering insures that 
only the cleanest air 
gets through to the 
carburetor which ex-
tends the servicing 
interval by a factor of 
five. 

Replaceable 
Bearings. 
No special tools are 
needed to replace DU 
and ball bearings. 
And they're made for 
extra heavy radial and 
thrust load capacity. 

Stellite® Valves and 
Seats. 
Exhaust valves and 
seats are faced with 
Stellite® for better 
wear and heat resist-
ance. Can be expected 
to last up to five times 
longer than more com-
monly used materials. 



The diesel alternative. 
Farymann has long been con-
sidered one of the finest names 
in diesel power for the indus-
trial/commercial market. 
This German-built diesel has a 
big reputation for long life, easy 
starts, simple maintenance and 
the capability to stand up un-
der extreme operating condi-
tions. This is why Farymann is 
preferred on vibrators and com-

pactors — two of the toughest 
industrial applications. 
The great Farymann tradition is 
worldwide today. People from 
Toronto to Tokyo are taking 
advantage of the rugged per-
formance features and extra 
conveniences long associated 
with the name Farymann. You 
get cast iron cylinder bores. 
Direct injection with Robert 

Bosch equipment. Semi-auto-
matic compression release. An 
excess fuel device for easier 
starts. And a self-bleeding fuel 
system. 
So when you're considering the 
diesel alternative, consider 
Farymann — an integral part of 
the worldwide Briggs & Stratton 
acceptance story. Available 
from 5 to 27 HP. 

BRIGGS & STRATTON 



CHICAGO'S TEMPO 21 LAWNBEAUTIFUL 

Master's thesis, $5,000 investment 
leads to million dollar company 
A fleet of uniquely designed serv-
ice trucks keeps Tempo 21 
LawnBeautiful on the go. 'There 
aren't any other trucks in the world 
like ours," says Robert Parmley, 
president of Tempo 21, Wheeling, 
111. 

"Our trucks, each with a 1,200-
gallon capacity, can carry a full 
day's supply of either dry fertilizer 
or liquid fertilizer/herbicide solu-
tions at the same time. 

"When a crew encounters a 

Tempo 21 Lawn Beautiful's Parmley: 
"We can cover 250,000 square feet of 
lawn with either dry or liquid fertilizer 
in a day with one load." 

newly seeded lawn adjacent to an 
established lawn, they can easily 
switch over to straight dry fer-
tilizer for the new lawn right 
there," he said. He says many other 
companies have to make special 
trips to the new lawns in order to 
spray a straight fertilizer. 

25-truck fleet 

This special feature was de-
veloped by one of the board men-
bers of the 10-year-old company, 
which also has offices in Carol 
Stream, 111. and Libertyville, 111. 
Parmley and his partner Dave 
Floreani were fresh out of college, 
each with a Master's degree, and 
were determined to run their own 
business. They decided to start a 
lawn care service in the Chicago 
suburbs. 

The service was fashioned after 
the Master's thesis they co-
authored, which was on a 
service-oriented small business. 

Neither of them had any experi-

ence in lawn care, so they sought 
an expert to design the ideal 
service truck. "A golf course su-
perintendent offered to do it," 
Parmley recalls. "He built most of 
the truck himself. And we are still 
using it." 

The golf course superintendent 
never went to work for Tempo 21, 
but became a partner in the com-
pany. 

With only a few modifications 
all the trucks, more than 25 in the 
fleet, have basically the same fea-
tures. Each truck has two 600-
gallon fiberglass tanks anchored 
directly behind the cab. And at-
tached behind the tanks are two 
dry storage compartments, each 
with a one-ton granular mixture 
capacity. 

The application equipment and 
accessories are easily accessible 
beneath the truck bed. Under the 
fiberglass tanks hang a PTO-
powered centrifugal pump and 
control valves. A self-winding 
hose reel is set below the dry 
storage boxes. 

Granular spring and fall 

When granular applications are 
called for, the spreader, which is 
stored at the rear with the handle 
protruding slightly, can be swiftly 
removed from a fold-up loading 
ramp. 

"We can cover 250,000 square 
feet of lawn with either dry or 
liquid fertilizer in a day with one 
load," Parmley explains. They 
apply granular fertilizers and her-
bicides early in the season, from 
March into April, then switch to 
liquid mixtures. Again, in late 
September, when the rain begins 
to fall, they switch back to a 
granular program. 

Cash flow is kept up 
during the winter with a 
lawn mower repair shop. 
"It's only open part-time 
during the season." 

Tempo 21 hires a fertilizer com-
pany to analyze the soil in their 
service district, which covers the 
suburbs within 35 miles of 
Chicago. The fertilizer company, 
in coordination with Tempo 21's 
staff agronomist formulates the 
appropriate fertilizer mixtures for 
them. 

For pre-emergent weed control 
they use primarily Betasan, mar-
keted by Stauffer Chemical Co., 
Westport, Conn. Spring applica-
tions provide pre-emergence con-
trol for crabgrass and other weeds. 
Betasan is used on about 90 per-
cent of the lawns treated with a 
granular herbicide. For post-
emergence control of weeds, they 
use Trimec, marketed by PBII 
Gordon Corp., Kansas City, Mo. 

During the winter months most 
of the more than 60 employees 
keep busy stripping down, over-
hauling, repairing, and repainting 
all the trucks and equipment. 
Tempo 21's philosophy is one of 
year-round employment. "We 
have a high quality service force 
and less employee turnover when 
we pay them all year for nine 
months of lawn work," Parmley 
states. 

Computer strategy 

"We keep the cash flowing 
during the winter with our lawn-
mower repair shop," he adds. "It's 
open only part time during the 
spraying season. We concentrate 
on treating lawns then." 

Parmley recalls how their first 
year wasn't nearly as busy or 

productive. "We barely made 
enough money to live on our first 
season," he reminisces. "And that 
winter I sold correspondence 
courses door-to-door. I decided 
not to do that again." 

Through persistence and hard 
work, they turned their $5,000 
investment into a multi-million 
dollar operation. 

As a devoted computer user for 
storing customer records and 
bookkeeping records, Parmley has 
added a new function to the 
computer system, which he feels 
improves the service for their 
customers. 

"Our service supervisers follow 
up on all complaint calls and 
record and log in the computer the 
weed or insect problem. The com-
puter breaks them down by 
neighborhood so that we can de-
velop the following season's 
strategy with the information 
gathered the year before." 

According to Parmley, Tempo 
21 will continue to grow as it 
forges into the next century. As the 
name indicates, he adds, "We're 
setting the pace for the 21st Cen-
tury." 

TOOLS,TIPS,TECHNIQUES 

Storage, shelf life of pesticides 
As the end of the lawn care season approaches, every lawn 
care businessman must concern himself with storage of 
pesticides in such a way as to insure they will not deteriorate. 

There are hundreds of pesticide formulations, and all 
cannot be treated the same if a useful product is desired when 
the chemical is again removed from storage for use. The 
formulation maze is further complicated by the fact that we 
must deal with partially used containers. 

The shelf life of a pesticide is dependent upon several 
factors: 

• Storage conditions 
• The type of formulation 
• The kind(s) of inert ingredients present 
• The nature and stability of the chemical itself. 
Most pesticides can be stored if proper facilities are 

available. However, before storing any chemical, read the 
label and if you still have questions, contact the manufacturer. 
Under normal conditions, the following rules apply for the 
maintenance of pesticides. 

(1) Never allow liquid formulations to freeze. On the other 
hand, dry and liquid formulations should never be stored 
where temperatures may exceed 100°F. Heat initiates the 
breakdown process. 

(2) All pesticides should be kept in a well-ventilated but dry 
place. Also, keep chemicals in the dark, as some are 
decomposed by prolonged exposure to sunlight (especially 
those in glass containers). 

(3) Keep different chemicals separated. Herbicides, fertiliz-
ers, fungicides and insecticides should be stored in separate 
compartments with no air exchange between them. 

(4) Always keep chemicals in their original containers, if 
possible. If the original container is damaged, use a substitute 
of similar composition and label it clearly. Glass, plastic and 
paper are the best storage containers as many pesticides will 
corrode metal. If a container is opened (especially paper 
containers), it should be closed tightly and then placed in a 
clear plastic bag for added protection and safety. The clear 
plastic also allows easy identification of the contents without 
opening the bag. 

(5) The floor and exterior walls are usually the dampest 
places in a room. Therefore, keep powdered, granular and 
dust formulations and all chemicals in paper containers away 
from these surfaces where moisture may condense. 

(6) Keep an up-to-date inventory of all pesticides and use 
the older materials first. 
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MAKE IT LEGAL, THERE IS THE POTENTIAL FOR BREAK-UP THE DAY YOU BEGIN 

Some say partnerships can't work — 
here are 4 lawn care ones that did 

In 1956 Robert Shaheen and 
Curtis Goodfellow formed a hand-
shake partnership, setting up their 
own two-man company and 
working just enough hours to put 
themselves through college. Five 
years later, both having completed 
their schooling, the pair again 
drew up a formal partnership in 
Little Rock, Ark. 

This time the partnership was 
outlined under the guidance of a 

lawyer, involving a strict buy and 
sell agreement, provisions for a 
stock buying of one partner by the 
other, and life insurance policies 
which would pay off the loan from 
the bank. 

Equally invested 

The partners are equally in-
vested in the business, split profits 
down the middle, and receive the 

same salary. 
"My partner and I are good 

friends, but we know that in order 
to be successful as partners we 
need to act as a business team in 
the office," says Goodfellow, vice 
president of the company, Land-
scape Associates, Inc., adding, 
"Even in the beginning we hand-
led our partnership as a business 
operation." 

A good business operation runs 

on cooperation, and conflicts be-
tween partners can disintegrate a 
company as quickly as it began. 
After 21 years of working in a 
successful partnership Goodfel-
low believes the key to establish-
ing a partnership is to develop 
trust in each other. 

Give and take 

"A partnership in marriage is 
just like a partnership in business. 
You must give and take a lot, and 
there are a lot of gray areas, but 
when you have trust in your 
partner that what he is doing will 
eventually better the business, you 
can succeed," he explains. 

The key is simply trust, Good-
fellow further states, "I don't 
worry if my partner is doing his 
job, stealing from me or taking 
advantage of me. That is where 
others fail, when they lose their 
trust in each other." 

On the surface, Goodfellow and 
Shaheen seem like an unlikely pair 
to start a business together. How-
ever, often the best partners, ironi-
cally, have very different skills and 
interests. Both must be dedicated 
to the business and trust the ability 
of his partner. 

Personality differences 

Shaheen is the creative one in 
their partnership, dreaming new 
ideas and meeting the public, 
while Goodfellow is the overseer, 
making sure the jobs get done, and 
the ideas are carried out. 

"These personality differences 
have made us better," Goodfellow 
remarks. "We can each add our 
own dimension of skill, making us 
a more diverse unit." 

Where Chuck Ferdig and Duane 
Keesen, partners in Keesen Enter-
prises, Inc. in Englewood Cliffs, 
Co., experience conflicts, is in 
areas they are both strong. They 
also agree "opposites" work well 
together and consider the 
strongest point in their partner-
ship to be the different skills each 
possesses in different areas. 

More than a handshake 

Keesen, who is the original 
owner of Keesen Enterprises, Inc., 
10 years ago opened the door to 
Ferdig. Although in many cases a 
handshake, sufficient capital, and 
an agreed upon enterprise are all 
that is necessary to begin a 
partnership, Keesen and Ferdig 
chose to be more cautious. 

Under the direction of their 
lawyer, they outlined the duties of 
each partner. "If you both try and 
do the same thing, problems can 
only be expected," Ferdig warns. 
"Let one person be stronger in his 
area, where he has the most ability, 
knowledge, and experience." 

He also said to include in the 
to page 12 
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YOU 
CAN WIN $11000 
IN CASH 

Lawn Care 
Industry's 

"LONG GREEN" 
EEPSTAKES 

at the PLCAA 
Show 

You can really clean up at the PLCAA Show in 
Indianapolis, November 16-18, this year when 

Lawn Care Industry awards $1750 in cash! Enter our 
"LONG GREEN" SWEEPSTAKES at any participating booth 

.. .and you might go home $1000, $500 or $250 richer! 

Here's all you have to do: 
1) Get either copy of LCI's new "PLCAA Show Extras" with 

listings of participating booths. 

2) Go to any listed booth, get an entry blank with complete 
rules/details (for non-exhibitors only), fill it out and drop it 
in the ballot box. 

3) Enter as often as you like, but only once at each booth. 

4) Pick up your prize-if you're one of our instant winners-
and have your picture taken at the winning booth. Prizes 
will be mailed if winners are not present. 

Thafs it—for the fastest "green" you might ever see! 
See you at the show...and good luck. 
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HBJ A HARCOURT BRACE JOVANOVICH PUBLICATION 

757 Third Avenue • New York, New York 10017. (212) 888-2892 
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Our 
tell us 
We've got the 
solution. 
BUY CHEMICALS 

IN BULK 
220 

gal 

700 gal 
1400 gal 

P R E V E N T S D A M A G E 
& M A T E R I A L S P I L L A G E 
Heavy duty poly containers • REDUCES 

W A R E H O U S E S P A C E 
One container 

• I M P R O V E S 
I N V E N T O R Y M A N A G E M E N T 
Accurate metering 

BULKKEM ships up to 220 gallons in easy to use, returnable containers...and we pay 
the freight both ways. We can also deliver by tank truck direct to your location and fill 
the bulk container. 

THE SOLUTION...BULKKEM's nationally accepted method of handling bulk chemicals. 

E L I M I N A T E S C O N T A I N E R 
RINSING & D I S P O S A L 
No wasted man hours 

CHEMICALS available in bulk 
TRIMEC® 992 AMINE 2,4-D 
IRON CHELATE 
BETAMEC-4 MECOMECT 2.5 

PHENABAN 801 
2,4-D + DICAMBA 

— AN EIGHT TO ONE SELECTIVE HERBICIDE 

PHENABAN 1001 
2,4-D + DICAMBA 

— A TEN TO ONE SELECTIVE HERBICIDE 

CALL our toll free number1 - 8 0 0 ~ 4 4 7 - 4 1 3 1 
or write for further information. 

\BULKKEM 
BULK SUPPLIERS O F m j A W N C H E M I C A L S 

THE BULKKEM CORPORATION • 400 NORTHTOWN RD. • NORMAL, IL 61761 

Circle No. 102 on Reader Inquiry Card 



PARTNERSHIPS from page 10 

agreement possible options in case 
the partnership fails. Such options 
are best worked out through a legal 
mind, by someone who has seen 
both successes and failures. 

The division of profits, stock, 
and salary should also be worked 
out at this time. Ferdig and Keesen 
have since changed their original 
agreement several times, and 
today with Keesen owning 51 per-
cent of the shares and Ferdig 49 
percent, they share equal profits 
and salary. 

Dissolving format 

Provisions for the possible death 
or disability of a partner, plus a 
format for dissolving the partner-
ship are also necessary. Ferdig and 

Keesen each hold $300,000 life 
insurance policies on each other, 
which would be used to pay the 
company's debts, and given to the 
deceased's family. 

The legal formalities involved in 
starting a partnership sometimes 
seem unnecessary to the beginners 
who are old buddies and as yet 

have no profit. Ferdig, however, 
cautions those starting out, 
whether they are brothers, old 
college pals, or purely business 
associates. 

"Don't let any partnership be an 
'I thought you said,' or 'I under-
stood' si tuation. When you're 
coming up and everything is rosy, 

\ 

you're of one mind, but when 
things are coming down and going 
the other way, nothing seems in 
proportion. This is when you want 
an agreement, and when the 
partnership is falling apart it is too 
late to start one." 

Indeed, not every partnership 
lasts 10 or 20 years, and Patrick 
McGrady's was one that broke after 
three years. The partnership was 
not a failure. McGrady's brother-
in-law, his ex-partner, just decided 
to change industries. 

Because the pair had formed a 
legal agreement at the beginning 
of their partnerships the separa-
tion unraveled much more 
smoothly than what might have 
been expected, McGrady said, who 
is the owner of Pro Green Inc. in 
New Castle, Ind. 

In their original buy and sell 
agreement they had agreed to keep 
a yearly update of assets to know 
what the value of the business was 
at all times. By having this record, 
McGrady said they were able to 
split the business accurately and 
fairly. 

When one wants out 

"If you do have a previously 
arranged contract the shock that 
comes when one partner wants out 
is not nearly as great. Both parties 
already know where they stand, 
and what measures need to be 
taken," McGrady comments. "You 
just avoid a lot of arguing by 
setting down the ground rules in 
the beginning." 

A true partnership need not 
consist always of two people; in 
fact a partnership is defined as two 
or more people formed for a com-
mon purpose, generally conduct-
ing business. David Young and his 
three partners, who own a lawn-
care business in the Baltimore-
Washington area, are four such 
people. 

Young, before joing the partner-
ship, was previously in partner-
ship with Barbara McCoy for five 
years. The pair three years ago 
decided to team up with another 
lawn-care partnership in the same 
area. "We were both running 
lawn-care services in adjacent 
areas, and we realized we could 
cut our overhead by merging to-
gether and putting our cash flow 
together," Young says. 

Power struggles 

All four partners are equally 
invested, and hold life insurance 
policies on each other. They are 
currently in the process of drawing 
up a legal contract agreement. 

Although the partners did not 
use legal counseling in the begin-
ning, they did, on their own, 
outline the duties and divisions for 
each partner. This was based on 
the skill and qualification each 
person had in a certain area. 

Even with this outline, conflicts 
did arise in their beginning years. 
Often here is a power struggle 
between partners and Young says 
they were no exception. 

"Not wanting to give up the 
power was a problem at first for us. 
Finally we realized we all wanted 
the same things, had the same 

to page 15 

GREEN PRO COOPERATIVE SERVICES 
presents 

EASY-MONEY-MAKER SERIES 
Quality; Lawn-Tree-Shrub Spraying Units 

PROFESSIONAL EARNINGS ARE YOURS 

• Specialty Weed Control 

• Disease Control 

• Ornamental Spraying 

• Deep Root Feeding 

• Evergreen Winter Protection 

Gets you started for a very affordable $847.00 

• Lawn Feeding 

• Special Organic Soil Building 

5$v», 
EASY-MONEY-MAKER 1 
Includes: 
• 150-gallon TV Tank of tough 

polyolefin with cradle, straps 
and pads 

• 250 psi — 6 Roller Pump (Hypro) 
• 3 h.p. Briggs & Stratton engine 
• 5 gpm flow 
• All necessary connecting hoses 

and special fittings 

EASY-MONEY-MAKER 2 
Includes: 
• 300-gallon Pickup Tank (also good 

for use in vans or stake trucks) 
• 400 psi dual-piston pump (Hypro) 
• 8 h.p. Briggs & Stratton engine 
• 10 gpm flow at all pressures 
• All necessary connecting hoses 

and special fittings 
Built for Greater Profits 
at a Very Moderate Investment $1547.00 

ITS WHAT YOU NEED TO SET YOU APART FROM 
YOUR COMPETITORS - DON'T PUT IT OFF! 

Prices Effective 9 /1 /82-Subject to Change Without Notice 2 WEEKS DELIVERY - CONTINENTAL U.S.A. 
CALL or WRITE for advice and more information 

GREEN PRO COOPERATIVE SERVICES 
380 S. Franklin Street, Hempstead, New York 11550 

(516) 483-0100 
Circle No. 105 on Reader Inquiry Card 

The legal formalities involved in starting a partner-
ship sometimes seem unnecessary to the beginners 
who are old buddies and as yet have no profit. 
Keesen Enterprises' Ferdig, however, cautions those 
starting out - whether they are brothers, old college 
pals or purely business associates. "Don't let any 
partnership be an 'I thought you said' situation," 
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MARKETING IDEA FILE 
PARTNERSHIPS from page 12 

goals, and were all committed to 
the business, so we might as well 
work together to achieve these 
goals." 

Young said he feels the success 
of their partnership comes from 
working so well as a team and as 
individuals. "When there is a 
decision to be made in your area, 
you are the one to make it. This 
area is your responsibility," he 
adds. 

Titles don't count 

Titles in a business, such as 
president and vice president are 
unimportant to the majority of 
business partners. Some switch 
their titles every few years while 
some address the senior partner as 
president. 

In Young's par tnership they 
chose their titles according to the 
area each worked the best in. 
Because much of Young's work is 
in the office, he was given the title 
secretary/treasurer. He emphasizes 
the titles have no relationship to 
their position in the company, and 
will be restructured every few 
years. 

"What is important," Young 
adds, "is that we treat each other as 
equals and create what we set out 
to create — a well organized 
business." 

Partnerships can sour and often 
do, but the old adage, "two heads 
are better than one," still seems to 
be holding true for some. "Partner-
ship form of business is the most 
difficult form of business to make 
work," concludes Goodfellow of 
Landscape Associates, "but if you 
pull your skills together and plan 
for success it will work. And when 
things go wrong, as they will, you 
always have the comfort of some-
one to lean on." 

KENTUCKY BLUEGRASS 

Eclipse is recommended 
in Maryland, Virginia 
After consistently ranking number 
one in three consecutive year-long 
shade trials, Eclipse Kentucky 
bluegrass has been added to the 
Maryland/Virginia recommended 
list for sod certification, according 
to John Zajac of Garfield Willian-
son Co., Jersey City, N.J. 

The environmentally-adaptive, 
disease and drought-resistant 
Kentucky bluegrass distinguished 
itself in tests performed under the 
natural shade of locust and cherry 
trees. It will prove a boon to sod 
growers who normally can't emu-
late ideal growing conditions. 

The Maryland/Virginia list is 
limited to turf varieties found 
suitable for use in the transition 
zone, an area which presents spe-
cial problems for turf professionals 
because it encompasses climates 
too south for cool-season grasses 
and too north for warm-season 
grasses. 

The tests were conducted by 
agronomists fron the universities 
of Maryland/Virginia extension 
division and the U.S. Department 
of Agriculture turfgrass program 
in Beltsville, MD. 

ALL SEED 
IS NOT 

CREATED 
EQUAL! 

Not every Kentucky Bluegrass seed can produce a grass that tolerates up to 65% 
shade and still grows vigorously. Not every seed can produce a grass that can stand 
the stress of drought, cold and extreme heat. Not every seed can produce a grass that 
can survive low and high altitudes, poor soil and sand. Not every seed can produce a 
grass that tolerates short mowing down to as little as one-half inch. Not every seed 
can produce a grass that can stand up to the wear and tear of baseball, football and 
horse racing. But then, not every seed is Warren's A-34 BenSun Kentucky Bluegrass 
...it can and does! 
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SEED DIVISION 

Box 459 R.R. • Suisun City, California 94585 • (707)422-5100 
Corporate Offices: Warren's Turf Nursery, Inc. • 7502 South Main Street • Crystal Lake, Illinois 60014 • (815)455-5100 

Prograss Liquidcare Lawn Service, Hubbard, 
Ore. called this their "tell a friend" campaign 
for this past lawn care season. The engaging 
photo on the cover was accompanied by the 
copv "Say the word and save $5." 

The copy on the inside read: "Say the secret 
word to your friend or neighbor. Then get a $5 
credit on your next application when he or she 
tries one or more Prograss applications. It's 
easy . . . just complete and return the attached 
postage free card. There is no limit to the 
number of referrals you may send us nor the 
amount of $5 credits, once they try our 
program. ..." 

Mike Erb, Progress marketing manager 
thought the referral program up and worked 
with ad specialist Larry Kassell who designed 
the brochure, using his own picture of his two 
children. 



INSIDE THE INDUSTRY 

INDIANAPOLIS: 
The entertaining city 

The capitol of Indiana and the 11th 
largest city in the United States, 
Indianapolis is a haven for fun-
loving residents, entertainment-
minded tourists and business-
oriented conventioneers. 

Lawn care businessmen and 
families who attend the Profes-
sional Lawn Care Association of 
America (PLCAA) Conference and 
Trade Show Nov. 16-18 will be 
able to sample attractions from the 
nation's largest city-owned park — 
Eagle Creek — to the contempor-
ary facilities of the country's most 
luxurious convention center, and 
the sophisticated nightlife of fine 
restaurants and theaters. 

In Indianapolis, culture is herit-
age, with a wide variety of fine and 
performing arts and marvelous 
museums and monuments for 
year-round enjoyment. The In-
dianapolis Symphony, Opera and 
Ballet Companies, Clowes Hall, 
Starlight Musicals, The Indiana 
Repertory Theater and a number of 
fine dinner theaters, amateur and 
professional playhouses perform 
to enthusiastic response. 

The Indianapolis Museum of 
Art, the fascinating City Market, 
Conner Prairie Settlement all re-
flect the city's historical tradition. 
In addition, museums dedicated to 
children (the largest of its kind in 
the world), Indian history and the 

state's heritage lend an insight to 
the makings of the future. 

From intimate to candlelight 
dinners for two, to sumptuous 
banquets for as many as 12,000, 
Indianapolis feeds its guests with 
style and gourmet flair. Award-
winning French and continental 
cuisine, exotic memories from 
tropical climes, Mexican, Italian, 
German, Greek and Oriental 
specialties — all are served in 
restaurants throughout the city. 

But a truly fine dinner is only the 
beginning of an enjoyable evening 
in Indianapolis, where top stars 
and big-name entertainment are 
regular features of the nightlife 
scene. Dance away the hours to a 
disco beat or to nostalgic rhythm 
and swing. Piano bars, country-
western's unique blend or the 
stately sounds of string quartet are 
equally as possible as you choose 
the evening show that fits your 
mood. 

The flavor of a European village 
or the taste of a big-city depart-
ment store are central to In-
dianapolis' downtown shopping 
as you choose from designer fash-
ions in the fine boutique areas of 
major retailers or the beautiful City 
Market Internationale (one of only 
six original city markets remain-
ing in the country). 

A few minutes away, PLCAA 

conference-goers and families can 
sample the wares in huge, modern 
shopping malls, or among the 
stalls and shops in quaint cobble-
streeted villages or contemporary 
bazaars. Whether you search for 
bargains hidden away in flea mar-
kets, or insist on the finest of 
imported crystal, choose carefully 
handcrafted designs in fur or your 
favorite name brands, In-
dianapolis provides them conve-
niently and comfortably. 

Indianapolis attractions in-
clude: 

The Children's Museum. The 
largest children's museum in the 
world isn't in New York, Chicago 
or London. Right in Indianapolis 
at 30th and Meridian streets is the 
largest and third-oldest children's 
museum with something for any-
one who is or ever was a child. 
Ride a turn-of-the-century 
carousel, spelunk in a simulated 
limestone cave, see a real mummy 
or witness the largest collection of 
toy trains on public display. 

Hooks' 1980 Drug Store 
Museum. Indiana State Fair-
grounds is the location. A collec-
tion of colorful 19th century drug 
store and pharmacy memorabilia 
in a setting of ornately carved 1850 
furnishings. Ice cream sodas on 
tap at the 100-year-old fountain, 
many old goodies for sale and 

happy tunes on the old nickelo-
deon. 

James Whitcomb Riley Home. 
Authorities describe the Lockerbie 
Street home of poet James Whit-
comb Riley as one of the finest 
Victorian preservations in the 
United States. 

Speedway Museum. The fa-
mous Indianapolis Motor Speed-
way, scene of 66 international 
500-mile classics, is located seven 
miles northwest of the center of 
town, with the magnificent new 
Hall of Fame Museum building 
structured inside the track be-
tween the number one and number 
two turns. 

Morris-Butler House. The eleg-
ant Morris-Butler House was con-
structed near the end of the Civil 
War. Today it is a nationally 
recognized landmark and museum 
of mid-Victorian arts. 

Museum of Indian Heritage. 
Indian exhibits are housed in a 
lovely old structure on the shore of 
the Eagle Creek Reservoir with 
Eagle Creek Park. 

Indianapolis Museum of Art. 
The Indianapolis Museum of Art is 
located in a magnificent park-like 
setting; once the grounds of the 
Lilly Estate. The museum houses 
outstanding collections and offers 
a full schedule of cultural events. 

Conner Prairie Pioneer Settle-
ment. The place is a central In-
diana village, each season brings 
its own dimension, each day of the 
week is different, but the year is 
forever 1936. Conner Prairie is 
recreating a total rural community 
of the early 19th century. Through 
costumed guides skilled in first-
person interpretation, Conner 
Prairie brings the residents of this 
imaginary community to life. 

Buildings which have been 
brought to the 250-acre site are 
carefully restored and adapted to 
the 1836 setting, with period ar-
tifacts. It is located 20 miles north 
of downtown Indianapolis. 

Lilly Center. Lilly Center fea-
tures exhibits and displays which 
portray the world-wide diversified 
operations and interests of Eli Lilly 
and Co. Research efforts and pro-
duction methods, as well as the 
company's concern for the quality, 
safety and effectiveness of its 
products are illustrated. 

Lilly family memorabilia and 
archival materials are located on 
the first level, while the second 
level exhibit hall highlights in-
clude major presentations on dia-
betes, antibiotics, agricultural and 
animal sciences, in addition to 
capsule manufacturing opera-
tions. 

Indiana Museum of Transport 
and Communications. This 
museum was formed to collect, 
evaluate, restore and operate items 
of interest in the fields of trans-
portation and communication. 
Since 1960, the museum has col-
lected over a dozen railroad 
pieces, has obtained and restored a 
passenger-freight station, bicy-
cles, radios, telegraph and tele-
phone equipment. 



Dining, nightlife at PLCAA show 
The Professional Lawn Care As-
sociation of America (PLCAA) 
Conference has a reputation as a 
working show — lawn care 
businessmen come from all over 
the country to share ideas, hear 
speakers and buy equipment and 
chemicals for the coming season. 

But you can't work all of the 
time, right? Here are places you 
can relax with family and friends 
and business associates: 

The City Center Cafe, 40 Monu-
ment Circle. Cafe where one can sit 
and watch life go by in an old 
European style setting. 11 a.m. to 5 
p.m., Monday through Saturday. 

Brother Juniper's Restaurant, 
150 E. 16th St. Homemade bread 
and hearty sandwiches. Monday 
through Friday, 11 a.m. to 8 p.m., 
924-9529. 

Country Oven, Hilton on the 
Circle. The warmth of the Hoosier 
hospitality, along with the best in 
food and drink. 635-2000. 

Culinary Creations, 399 N. Il-
linois. Distinctively good home-
made fare at reasonable prices. 
Breakfast, lunch and dinner. Mon-
day through Saturday. 631-0037. 

Delaney's Ice Cream and 
Sandwich Shoppe, Merchant's 
Plaza. Old-fashioned ice cream 
shop serving soups, salads and 
sandwiches. Monday through Fri-
day 7 a.m. to 8 p.m. Saturday, 11 
a.m. to 6 p.m. Sunday, noon to 6 
p.m. 

Eagle's Nest, Hyatt Regency. 
City's only revolving restaurant 
offers a panoramic view which is 
complemented by the unusual 
ethnic and traditional American 
fare. Daily, 11 a.m. to 2 p.m., 6 p.m. 
to 10 p.m. Reservations, call 632-
1234, ext. 47. 

Harr ison 's , Hyatt Regency. 
Aromatic flavors of the world will 
entice you into a most unique, 
sophisticated dining experience. 
Specialties include Roast Five-
Star Duckling, Rack of Lamb Di-
able and Veal Piccata. Monday 
through Friday, 11 a.m. to 2 p.m., 6 
p.m. to 9 p.m. Reservations, call 
643-1234. 

Fiddler's Bar and Grill, 9 N. 
Meridian. A fun place serving 

good food and geared for the 
fast-paced lunch crowd. 11 a.m. to 
8 p.m. 

Greenhouse Tea Room, Blocks, 
150 N. Illinois. Relaxing tea room 
atmosphere. Perfect for downtown 
lunch or hearty or light fare. 
Monday through Friday, 11 a.m. to 
2 p.m. 

Hearth and Embers, North 
Meridian Inn, 1530 N. Meridian. 
Try the succulent steaks or one of 
their great continental specials. 
Daily, 6 to 10 p.m. 

J. Pierpont's Investment, 148 E. 
Market. Elegant, candlelight di-
ning upstairs; bawdy fun dining 
downstairs. Featuring aged steaks 
and fresh seafood. 11 a.m. to 2:30 
p.m., 5 p.m. to 10 p.m. 

Jong Mea, 2137 N. Meridian. 
One of the nation's finest 
Chinatown restaurants with fine 
food in oriental style dining room. 
Private rooms available. 11 a.m. to 
10:30 p.m. 

Katy O'Leary 's Restaurant , 
Essex Hotel, 421 N. Pennsylvania. 
Featuring meals rich in Gaelic 
substance, excellent steaks and 
broiled red snapper. Daily 11 a.m. 
to 2 p.m., 5 p.m. to 11 p.m. 

Key West Shrimp House, 2861 
Madison Ave. Famous from 
coast-to-coast for its seafood and 
steaks. Gracious gourmet dining in 
a congenial Caribbean atmos-
phere. Recognized as one of 
America's best 48 restaurants, ac-
cording to National Dining 
Awards. Reservations, call 787-
5383. 

King Cole, 7 N. Meridian. Quiet, 
elegant atmosphere adorned with 
original masterpieces. Winner of 
the Holiday Magazine Fine Dining 
Award for two decades. Excellent 
continental cuisine, outstanding 
seafood offered on its varied menu, 
accompanied by an extensive wine 
list. Jackets required after 5 p.m. 
Monday through Friday from 11 
a.m. to 2:30 p.m., 5 p.m. to 10 p.m. 
Reservations, call 638-5588. 

La Tour, 35th Floor, Indiana 
National Bank Tower. One of the 
finest restaurants in the Midwest, 
featuring elaborate menu of gour-
met specialties and service in the 

European manner. Monday 
through Friday from 11 a.m. to 
9:30 p.m. 

La Scala, 110 S. Meridian. The 
ultimate in award-winning Italian 
cuisine in an elegant Italian at-
mosphere, artistically decorated. 
Family-priced. Reservations, call 
635-7415. 

Masa Ichi House of Shogun 
Japanese Steak House, Merchant's 
Plaza. Delicious Japanese fare pre-
pared by skilled Teppan chefs in 
an elegant Oriental atmosphere. 
Lunch and dinner daily. Reserva-
tions, call 637-1291. 

McClarney's Famous Restaur-
ant and Lounge, 1435 W. Morris. 
Famous for steaks and homemade 
pies. 10 a.m. to 10 p.m. 632-1621. 

Oaken Bucket, Hilton on the 
Circle. Stop in and unwind. Build 
your own sandwich. 11:30 a.m. to 
7:30 p.m. 

The Old Spaghetti Factory, 210 
S. Meridian. Spaghetti with every 
sauce imaginable, all homemade, 
served in an antique setting which 
is breath-taking. Monday through 
Thursday, 5 p.m. to 10 p.m. 

The Park, Hyatt Regency. Relax 
in rocking chair comfort to 
cocktails and the classical sounds 
of Nick Kostas in the evening. 11 
a.m. to 11 p.m. 632-1234, ext. 32. 

The Porch, Hyatt Regency. 
Something for every appeti te 
amidst the atrium splendor. 6:30 
a.m. to midnight. 632-1234, ext. 
32. 

The Ramsgate, Sheraton Meri-
dian. Elegant lunches and dinners 
with a panoramic view of the city. 
Rich Victorian decor highlighted 
by mantle, leaded glass and wood 
millwork from the original Van 
Camp Mansion. Service until 10 
p.m. 

St. Elmo Steak House, 127 S. 
Illinois. Famous since 1902 for 
excellent steaks, chops, seafoods 
and mixed drinks. 4 p.m. to 10:30 
p.m. 637-1811. 

Tea Room of Ayres, L. S. Ayres, 
1 W. Washington. Elegant tea 
room atmosphere in which the 
latest fashions are modeled. Per-
fect for downtown lunch. 11 a.m. 
to 3 p.m. 

Teller's Cage, 35th Floor, In-
diana National Bank Building. 
Lunch with a panoramic view. The 
"in" place in Indy. Free hors 
d'oeuvres during cocktail hour 
from 4:30 to 6 p.m. Open until 8 
p.m. 

Top of the Hilton, Hilton on the 
Circle. Indiana's most beautiful 
restaurant, overlooking Monu-
ment Circle. Take the outside 
scenic elevator to an evening of 
delicious food, dancing and en-
tertainment. 5 p.m. to 10:30 p.m. 
635-2000. 

The Well House, Hyatt Regency. 
Escape to our corner of the world 
with complimentary hors d' 
oeuvres and outstanding name 
jazz musicians. 5 p.m. to 1 a.m. 
632-1234, ext 43. 

Weiss Deli, 23 E. Market. Best 
coffee in town. Famous deli soups, 
sandwiches and salads since 1920. 
6 a.m. to 3 p.m. 

Williams, Sheraton Meridian. 
Williams features taco salad, duck 
salad, prime rib sandwiches. With 
' ' a t t i tude adjus tment hour" 
featuring nacho bar and nightly 
entertainment. 11:30 a.m. to 7 p.m. 
924-1241. 

Captain Alexander ' s Wharf , 
6220 Castleway W. Dr. Decorated 
in the motif of an old seafaring 
vessel, featuring fresh seafood, 
prime rib and steak. 10:30 a.m. to 
10 p.m. 842-4070. 

Beef and Boards Dinner Thea-
ter, 9301 N. Michigan. Broadway 
plays with professional New York 
and Los Angeles casts. Dinner and 
show offered at one low price. 6 
p.m. to 10:30 p.m. 872-9664. 

Benihana of Tokyo, Keystone at 
the Crossing. Hibachi steak house 
with a feast prepared before you in 
the warm and relaxing Japanese 
manner. Menu includes choice of 
steak, lobster, shrimp, scallops 
and chicken. 846-2495. 

Cafe St. Paul, Holiday Inn 
North. American-style dishes and 
European-style specials. The 
decor is reminiscent of a rustic 
sidewalk cafe from a village on the 
Riviera. 6 a.m. to 10 p.m. 872-9790. 

Hollyhock Hill, 8110 N. College. 
Family-style dining. 
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"LAWN RENOVATION WITH ROIINDIIP 
HERBKIDE IS ABOUT 30 TO 40% 
MORE PROFITABLE FOR US 
THAN CONVENTIONAL METHODS'' 

John Loyet, President 
Greenscape Lawn & TVee 
St. Louis, Mo. 

W e put Roundup" herbicide on our 
customer's lawn, came back 10 days 
later to power rake it and then seed 
it. About 10 days after that, the per-
ennial ryegrass we planted came up. 
We were just amazed at how good 
it looked. 

We used to have to plow or 
disk the lawn we were renovating or 
use a sod cutter to remove it. With 
Roundup, it only took us 6 man-
hours to do a job that used to take 
24. And the results were just as 
good. 

Our customers like Roundup 
almost as much as we do because 
the lawn holds up really well under 
light traffic all during the renova-
tion period. 

For us, it extends the season 
by about a month and turns a 
normally slow fall into a profit 
opportunity season. 

We plan to use Roundup for 
lawn renovation from here on in!' 

IF YOU WANT TO LEARN MORE 
ABOUT LAWN RENOVATION WITH ROUNDUP, 
CALL TOLL FREE 800-621-5800 FOR YOUR 
FREE LAWN RENOVATION GUIDE. 
ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
FOR ROUNDUP 
Roundup® is a registered trademark of Monsanto Company. 
© Monsanto Company 1982. RUP-SP2-104 

Monsanto 
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Fiesta, Blazer receive 
Plant Variety Protection 
Pickseed West of Tangent, Oregon 
has added two varieties to its 
growing list of elite turfgrasses. 
Receiving Plant Variety Protection 
certification this August was 
Fiesta turf-type perennial rye-
grass. Pickseed announced the 
certification of Blazer Turf-Type 
early this spring. Both ryegrasses 
were developed in conjunction 
with Dr. Reed Funk, a professor of 
agronomy at Rutgers University. 

Both turf-types are known for 
their excellent disease resistance 
and winter hardiness. Fiesta also 
offers outstanding tillering capac-
ity and superb mowing qualities 
while Blazer is distinguished for 

Curbside spraying 
The new spray unit (PCO-50SS) 
from Broyhill is designed to fit in a 
number of vehicles for curbside 
spraying convenience. Its plumb-
ing features are also designed for 
easy accessibility. 

The PCO-50SS offers a Hypro 
5206 twin piston pump, a surge 
chamber with operating pressures 
up to 400 psi at 6 gpm, and a 50 

its dark green color and over-all 
turf quality. They both join an elite 
corp of turfgrass marketed by 
Pickseed including Touchdown 
Kentucky bluegrass, American 
Kentucky bluegrass, Agram 
chewings fescue, Exeter colonial 
bentgrass, and Kingstown velvet 
bentgrass. 

Fiesta and Blazer turf-type are 
available through Pickseed's 
nationwide distribution network 
and in Canada through Otto Pick 
and Sons Seeds Ltd., Richmond 
Hill, Ontario. Joining Pickseed in 
its marketing of Blazer is the Turf 
and Forage Seed Division of 
Pioneer Hi-Bred International. 

gallon 304 stainless steel tank that 
resists wear and chemical action 
and adds life to the unit. 

In addition to standard quality 
features, the new Broyhill product 
offers a line of optional equipment 
for specific spraying problems. 

Circle No. 164 on Reader Inquiry Card 

Pump ratios water 
and chemicals 
for closed system 
Pending the acquisition of U.S. 
and foreign patents, Terminator 
Products Inc. will soon be mar-
keting its new "Cohydro Pump," a 
hydraulic-fluid-powered pump 
that automatically ratios water and 
chemicals into an output circuit. It 
represents the latest technology in 
"closed circuit" pesticide han-
dling. 

The Cohydro pump can be plug-
ged into a tractor's hydraulic sys-
tem and deliver from 1 to one 150 
gallons per minute at up to 600 psi. 
Kits are available to install an 
automatic electric-clutch control-
led hydraulic pump to a pickup 
truck, which can power the pump 
more economically than an au-
xiliary engine can. 

The Cohydro pump is available 
in sizes ranging from 20-gpm to 
150-gpm, at pressures of from 
50-psi to 2,500-psi. 

Circle No. 165 on Reader Inquiry Card 

3M 
How to calculate 
the savings hidden 
in your turf 

A method for calculating mow-
ing and trimming costs is ex-
plained in a brocnure available 
from 3M Co. 

The "Mowing Costs Guide" 
includes a cost comparison 
worksheet for computing the 
costs of mechanical mowing and 
the cost of spraying with a plant 
growth regulator. The guide also 
includes a chart listing a hard-
to-mow and trim areas recom-
mended for spraying with Em-
bark plant growth regulator, 
which is marketed by 3M. 

In addition to providing turf 
management recommendations, 
the guide offers suggestions for 
spraying along roadsides, 
hazardous-to-mow areas and 
around obstacles such as trees, 
headstones and fences. 

For a free copy of the 
brochure, write to Agricultural 
Productsl3M, Building 223-
1N-05 3M Center, St. Paul, MN 
55144. 

The Professional Turf 
System includes: 

1. Tank (Single or 
compartmented) 

2. Bed 
3. PTO and drive 

train 
4. Pump 
5. Tachometer 
6. Pressure guage 
7. 300f t . , 1/2 inch high 

pressure hose 
8. Electic hose reel 
9. Sight guage 

10. Spray gun 
11. High volume 

agitation 
12. Chemical inductor 
13. Carbon Steel or 

Stainless Tanks 

TWO JOBS AT ONCE: The Professional Turf System can be designed to spray lawns and 
trees from the same unit. 

UNIQUE AGITATION SYSTEM: Allows suspension of granular material such as IBDU 
and wetable powders. 

COMPARTMENTAL TANK: Allows you to spray different solutions from the same unit or 
induct specific products through our special inductor. 

SELF-CONTAINED. SELF-POWERED. 
Our skid mount unit features its own twin cylinder engine with all the 

features of the truck mounted units. Available in sizes from 1000 gallon 
down to 300 gallon. Ideal for pick-up mounting or sliding on to a flat bed. 

Professional Turf Specialties 
400 NORTHTOWN ROAD • NORMAL, ILLINOIS 61761 

CALL COLLECT: (309) 454-2469 
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Concentrated 
Balan* 10% 
For Professional Turf 
A major breakthrough in 
crabgrass control. 
Ideal for liquid spray systems: 
• The most economical pre-

emergence herbicide. 
• Save $10 or more per acre. 
• 20 pounds of product per acre 

provides 2 pounds of Balan? 
• Compatible with most N-P-K 

fertilizers. 
• Contains special wetting agent 

for proper tank mixing. 
• Proven highly successful. 

© 
Balan is a registered trademark of Elanco Products Company, a division of Eli Lilly Company. 

Clip and mail this coupon today to receive more infor-
mation on USS Vertagreen® Concentrated Balan® 10% 
for Professional Use. 

Name 
Add ress 
City 
State Zip 

Agri-Chemicals 
Division of United States Steel 
P.O. Box 1685, Atlanta, GA 30301 



TWO-CYCLES 

Suzuki to build 
engines for Toro 
Hoping to expand its share of the 
lawnmower market in the 1980's, 
the Toro Company of Bloomington, 
Minnesota has reached an agree-
ment with Suzuki Motor Co., Ltd., 
of Japan to have Suzuki supply 
Toro with an exclusive "state of 
the art" two-cycle lawnmower en-
gine. 

According to Kendrick B. Mel-
rose, President of Toro, "The in-
troduction of a two-cycle engine 
line will enhance our competitive 
position." Production of the 
121-cc engine will begin this fall 
and is expected to be part of Toro's 
1983 walk mower product line. 

Toro presented Suzuki with a 
"very demanding set of specifica-
tions," said Melrose, "and we were 
very pleased to find a high-quality 
company such as Suzuki in a 
position to supply us with our 
engine requirements." 

30 years experience 

Both Toro and Suzuki are lead-
ers in their product lines. Toro is 
the nation's top independent 
manufacturer of lawn and garden 
equipment and irrigation systems 
for both residential and commer-
cial needs. Suzuki has specialized 
in two-cycle engine production for 
over 30 years and is a leading 
worldwide manufacturer of 
motorcycles, automobiles, out-
board motors, and other engines 
for a variety of applications. 

JULY FIGURES 

Housing starts 
are up sharply 
According to a Department of 
Commerce report released in 
mid-August, new housing starts 
increased in July to their highest 
level since April, 1981. Whether 
this increase will translate into a 
surge in the lawn care industry is 
not immediately clear, however. 

Analysts indicate that the 
seasonably-adjusted increase was 
due to a boost in government-
subsidized housing programs 
which could not be expected to 
mean lasting recovery in the trou-
bled housing industry. The major-
ity of the government-sponsored 
starts were multi-family dwellings 

of five units or more. The report 
said that starts of single-family 
dwellings actually fell slightly 
from the previous month. 

High mortgage rates 

High mortgage rates continue to 
be the bane of the single-family 
housing market, but Mark Reidy, 
executive vice president of the 
Mortgage Bankers Association of 
America, said the Government was 
providing "a temporary but wel-
come boost in apartment con-
struction." 

Overall, the report concluded 
that construction of new 
privately-owned housing units 
rose to an annual rate of 1.2 million 
in July, only the second time in the 
last year that the figure has risen 
above the one million mark. The 
number of building permits also 
increased but industry analysts 
remained cautious in their as-
sessments of the figures, terming 
the industry's comeback as an 
"irregular climb". 

ALCA from page 1 

tured somewhat loosely. Those 
who wanted to serve on it could 
but this meant there was no mech-
anism for insuring nationwide 
representation. Now we can have a 
more reliable forum for continua-
tion of the broadest range of 
ideas." 

The agenda of the convention 
will feature workshops on a 
number of pertinent topics. Dr. 
William Franklin will lead a full 
day session on marketing and 
image building, an area in which 
landscape maintenance people 
"do not customarily have exper-
tise," added Synestvedt. 

Job estimating 

Mr. Synnestvedt will conduct a 
seminar on job estimating, which 
will be geared towards new con-
tractors and mid-level managers. 
"Estimating, if done properly, can 
be a useful tool in production 
monitoring. It can give you more 
control over the achievement of 
your work goals," he said. 

A panel consisting of leaders in 
the lawn care industry will discuss 
innovative use of equipment as a 
means of reducing operating costs. 

Clifford Kraft, a consultant 
headquartered in Philadelphia, 
will lead a seminar on personnel 
problems. "Because the landscape 
maintenance business is labor in-
tensive, employee training, retain-
age, and successful hiring prac-
tices are integral parts of the 
business," observed Synnestvedt. 

The conference will close with 
the popular "Brag and Blooper 
Night," when people informally 
share some of their major succes-
ses and more embarassing mis-
takes. "Many people have called to 
tell me that these sessions have 
provided as much valuable infor-
mation as the more structured 
seminars," claimed Synnestvedt. 

For further information, contact: 
A1 Smith, ALCA, 1750 Old 
Meadow Rd., McLean, VA 22102, 
703-821-8611. 

Do you wane 
to increase 

your profits ? 
ELWOOD AVIATION 

can show you how by... 
• CUSTOM BLENDING A COMPLETE SOLUTION 

FERTILIZER TO YOUR SPECIFICATIONS. 

• CUTTING LABOR COSTS AND IMPROVING 
PRODUCTIVITY THROUGH THE USE OF A CLOSED 
LIQUID STORAGE AND HANDLING SYSTEM. 

To learn more, see Warren Shafer at: 
THE NORTH CENTRAL TURFGRASS EXPOSITION 

ARLINGTON PARK HOTEL, ARLINGTON HEIGHTS, ILLINOIS 

NOVEMBER 10-12, 1982 
• . .OR. • • 

Call or write: ELWOOD AVIATION, INC. 
P.O. BOX 197 
ELWOOD, ILLINOIS 60421 
(815) 423-5808 

ELWOOD AVIATION, INC. 
. . . an authorized FORMOLENE™ 
fertilizer distributor foRMOlfNf 
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PLEASE CHECK BELOW YOUR PRIMARY BUSINESS AT THIS LOCATION: 

A. CONTRACTOR OR SERVICES: 
•Lawn care service business involved primarily 

with fertilization, weed, and insect control. 
Please specify method of application: 

10 •Liquid 11 GOry 12 DBoth 
20 •Primarily mowing/maintenance service 
30 Li Landscape contractor/lawn service company 
40 • Nursery or garden center/lawn service company 
50 DPest control/lawn service company 
60 • Irrigation contractor/lawn service company 

B. GROUNDS CARE/MAINTENANCE AT ONE OF THE 
FOLLOWING TYPES OF FACILITIES: 
110 • Private or public estate 

120 
130 
140 

150 
190 

•School, college, university, hospital, or similar facility 
•Condominium housing development or industrial park 
•Government grounds; parks, around municipal buildings, military 

facilities 
• Cemetery or memorial garden 
•Other (please specify) 

C. SUPPLIER 
210 •Chemical dealer or distributor 
220 •Equipment dealer or distributor 
230 DSeed broker/dealer 
240 QSod grower 

NAME 

BUSINESS NAME_ 

CITY _STATE_ 

_TITLE . 

.ADDRESS -

_TELEPHONE_L ) 
AREA CODE 

I WISH TO RECEIVE (CONTINUE RECEIVING) LAWN CARE INDUSTRY EACH MONTH • YES • NO 
SIGNATURE DATE 
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BOOKSTORE 
375-SITE DESIGN AND 
CONSTRUCTION DETAILING by 
Theodore D. Walker 
An introduction to the subject of 
site design and construction 
detailing. Focus is on design 
implementation. Discusses the 
nature of construction drawings. 
Presents the characteristics, origin 
and nature of construction 
materials. $24.00 

380-RESIDENTIAL LANDSCAPING I 
by Theodore D. Walker 
Provides an in-depth discussion of 
the planning, design and 
construction phases of residential 
landscaping. Illustrated with the 
work of professional landscape 
architects. Covers everything from 
analyzing the site to constructing 
the landscape. $22.50 

355-PERSPECTIVE SKETCHES by 
Theodore D. Walker 
A reference source of ideas, media 
use, styles and techniques. 
Grouped by subject matter. 
Illustrates technique for 
vegetation, vehicles, play 
equipment and recreation 
facilities, people, animals, etc. 
$19.50 

Cost Data 
for 
Landscape 
Construction 

345-COST DATA FOR LANDSCAPE 
CONSTRUCTION 1982 Kathleen W. 
Keer, Editor 
An updated unit cost data 
reference for designers and cost 
estimators. Developed to fill the 
tremendous need for detailed 
landscape construction cost data. 
Laid out in easy-to-use CSI format. 
Annual. $27.50 

365-PLAN GRAPHICS by Theodore 
D. Walker 
Focuses on plans, elevations, 
sections and lettering. Provides 
many different examples to be 
used as guidelines in personal soil 
experimentation. Includes graphic 
techniques for site analysis and 
design concepts. $21.00 

340-CONSTRUCTION DESIGN FOR 
LANDSCAPE ARCHITECTS by 
Albe E. Munson 
Design specifications for layout, 
grading, drainage, structures and 
irrigation. Also explains 
mathematics of drafting. $34.50 

010, 015-ADVANCES IN 
TURFGRASS PATHOLOGY by Dr. 
B.G. Joyner & Dr. P. Larsen 
Leading U.S. turf pathologists 
report on turfgrass diseases, 
pythium blight, snow molds, fairy 
rings, leaf spot of Kentucky 
Bluegrass in Minnesota, initial and 
filed fungicide screening, turfgrass 
disease resistance, etc. Contains 
new ideas on how to combat 
turfgrass problems. $27.95 
hardcover, $18.95 paperback 

335-LANDSCAPE DESIGN THAT 
SAVES ENERGY by Anne Simon 
Moffat and Marc Shiler 
Practical guide to landscaping a 
home or office to reduce space 
heating needs by as much as 30 
percent annually. Contains 
specific planning strategies for the 
four main climatic zones of the 
continental United States. $9.95 
paperback 

110, 120-TURF MANAGER'S 
HANDBOOK by Drs. William 
Daniel and Ray Freeborg 
This specially designed manual by 
leading turf specialists is a 
comprehensive, organized 
approach to turfgrass science and 
care. An easy, on-the-job reference 
for planning, purchasing, hiring, 
construction and plant selection. 
$23.95 hardcover, $18.95 
paperback 

530-INTERIOR PLANTSCAPING by 
Richard Gaines 
One of the first handbooks 
directed at the professional 
interior plantscaper. Includes 
design and maintenance clues for 
foliage. $28.50 

385-TREES FOR ARCHITECTURE 
AND THE LANDSCAPE by Robert 
L. Zion 
A book of photographic tree 
definitions, or portraits, intended 
to facilitate communication 
between the landscape architect, 
the architect and the layman. 
$11.95 
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455-THE GRAFTER'S HANDBOOK 
by R.J. Garner 
Revised and updated fourth 
edition. The encyclopedia of plant 
propagation by grafting. Contains 
information on the chemical 
control of weeds in orchards, on 
diseases and on the vegetative 
propagation of woody plants. 
$16.95 

800-THE GOLF COURSE by 
Geoffrey S. Cornish and Ronald E. 
Whitten 
The first book ever to give the art 
of golf course design its due, and 
golf course architects the credit 
and recognition they deserve. 320 
pages and approximately 150 color 
and black and white photographs. 
Traces the history and evolution of 
the golf course, analyzes the great 
courses, shows how they were 
designed and constructed. $35.00 

fHE GOLF COURSE 

795-FIRST AID MANUAL FOR 
CHEMICAL ACCIDENTS by Marc 
J. Lefevre 
This indispensable guide helps 
you take quick corrective action to 
minimize the harmful effects of 
chemical accidents. Written for 
people (other than doctors) called 
on to aid fellow workers who are 
victims of such work-related 
accidents. A must reference for 
any work situation involving 
hazardous chemicals. $16.50 
paperback 

555-THE NEW YORK BOTANICAL 
GARDEN ILLUSTRATED 
ENCYCLOPEDIA OF 
HORTICULTURE by Thomas H. 
Everett 
10 volumes compiled in an easy-to-
use encyclopedic format with 
Latin/popular name cross-
referencing. 20,000 species, 3600 
genera, 2500 cross-references, 
10,000 photographs. Slated to be 
the standard reference source in 
the field of horticulture. $525.00 

565-WEEDS by Walter C. 
Muenscher 
Second edition. Premier text for 
identification and basic natural 
history for weeds found in the 
continental United States and 
Canada. Ecological data on weed 
biology combined with excellent 
keys and plant descriptions makes 
this an essential reference book. 
$34.50 

665-THE OXFORD 
ENCYCLOPEDIA OF TREES OF 
THE WORLD Bayard Hora, 
Editor 
An authoritative reference 
describing the principal trees of 
the world. Includes biology and 
growth of trees, ecology of 
different types of forest, forest 
management, timber usage and 
pest and disease control. $24.95 

Recreation 
Planning 
and Design 

• • • • • • • M a a a 
Seymour M. Gold 

790-RECREATION PLANNING AND 
DESIGN by Seymour M. Gold 
A comprehensive look at 
recreation needs for parks and 
how they can design the park 
facility for the community. Book's 
content can help justify 
construction and maintenance 
needs. $37.50 

ADDITIONAL TITLES 
410 - DISEASES & PESTS OF 

ORNAMENTAL PLANTS $29.95 
660 - DISEASES OF SHADE TREES 

$23.50 
610 - DISEASES OF TURFGRASS $30.00 
480 - GREENHOUSE MANAGEMENT FOR 

FLOWER & PLANT PRODUCTION $15.35 

490 - GREENHOUSE OPERATION & 
MANAGEMENT $19.95 

350 - HANDBOOK OF LANDSCAPE 
ARCHITECTURAL CONSTRUCTION 
$48.50 

360 - HOME LANDSCAPE $24.95 

510 - H0RTUS THIRD $99.50 

690 - INSECTS THAT FEED ON TREES * 
SHRUBS $47.50 

370 - LANDSCAPE OPERATIONS: 
MANAGEMENT, METHODS & 
MATERIALS $19.95 

545 - MODERN WEED CONTROL $21.50 

700 - THE PRUNING MANUAL $14.95 

710, 720 - SHRUB IDENTIFICATION 
$18.00 hardcover, $8.00 paperback 

780 - TREE IDENTIFICATION $9.95 
760 - TREE MAINTENANCE $35.00 
770 - TREE SURGERY $18.95 
650 - TURFGRASS MANAGEMENT 

$19.95 

630 - TURFGRASS SCIENCE & CULTURE 
$25.95 

640 - TURF IRRIGATION MANUAL 
$22.95 

620 - TURF MANAGEMENT HANDBOOK 
$14.65 

560 - WEED SCIENCE $24.00 
570 - WESTC0TT S PLANT DISEASE 

HANDBOOK $34.50 
580 - WYMAN'S GARDENING 

ENCYCLOPEDIA $29.95 

CLOSEOCITS 
ORDER THESE TITLES AT SPECIAL REDUCED PRICES! 

430 - FLOWER & PLANT PRODUCTION 
IN THE GREENHOUSE $13.60 

440 - FUNDAMENTALS OF ENTOMOLOGY 
& PLANT PATHOLOGY $18.50 

450 - GARDENING IN SMALL PLACES 
$6.75 

| Mail this coupon to: Book Sales, Harcourt Brace Jovanovich Publications 
One East First Street, Duluth, MN 55802 

I 
| Name 
| Street Address 
| P.O. Box Number 
| City/State/Zip 
j Phone Number 
| Signature 

460 - GREENHOUSE ENVIRONMENT 
$21.20 

500 - HORTICULTURAL SCIENCE $18.80 
540 - INTRODUCTION TO FLORICULTURE 

$25.00 

_Date_ 

Please send me the following books. I have enclosed payment* for the total amount. 
Please charge to my Visa, Master Card or American Express (circle one) 
Account Number Expiration Date 

BOOK NUMBER AND TITLE QUANTITY PRICE TOTAL PRICE 

'Please add $3.00 per order plus $1.00 per additional copy for 
postage and handling. (postage & handling) 

Please allow 6-8 weeks for delivery 
Prices subject to change. 
Quantity rates available on request Total Enclosed 

LCI 102 



COST CUTTINGS 
MOBAY 

Bayleton, Oftanol 
brochures avai lable 
Mobay Chemical Corporation's 
Specialty Products Group has just 
published two new brochures de-
tailing the advantages and applica-
tion procedures of two of its chemi-
cal products. 

Bayleton 25% wettable powder 
fungicide is the subject of Bayleton 
Facts. Bayleton offers the advan-
tages of multi-site activity and 
long-lasting control of key problem 
diseases. 

Oftanol Facts r e c o m m e n d s 
single-application use programs of 
Oftanol 5% granular insecticide for 
problem turf insects. 

TURF 
MANAGERS' 
HANDBOOK 
By Dr. William Daniel and 
Dr. Ray Freeborg 
$23.95* hardcover $18.95* paperback 
This essential reference book covers: 
•scope and organization ®pests and controls 
•grasses and grooming *uses of turf 
• rootzones and water •serving turf needs 
•nutrition *AND MORE 
The TURF MANAGERS' HANDBOOK is an easy 
on-the-job reference to planning, purchasing, hiring, 
construction, and plant selection. These 424 pages 
contain 150 illustrations, 96 color photographs plus 
240 tables and forms. 

Ordering Information 

Please send. 
Signature. 

5 of the hardback ($23.95* ea.) Name (print). 

» of the paperback ($18.95* ea.) Address 
Quantity rates available upon request. City . -State . -Zip -
'Please add $3.00 per order plus $1.00 per additional p ^ Q n e 
copy for postage and handling. 

Please charge to my Visa, Master Card, or Send to: Book Sales 
American Express (circle one) Harcourt Brace Jovanovich Publications 
Account Number 
Expiration Date _ 
Please allow 6-8 weeks for delivery. 

One East First Street 
Duluth, MN 55802 LCI 102 

Speeding cash flow 
Good cash flow is essential for the existence of a stable lawn 
care business. As the economy tightens, many businesses are 
finding that a substantial number of their customers are 
making late payments. This is an especially difficult problem 
for lawn care companies, because they are competing for 
work within a relatively short season, and therefore, cash flow 
is usually inadequate for part of the year, according to Robert 
Ottley of the New York State Turfgrass Association. 

Pre-payment discounts often range from five 
to eight percent, and must be received by 
April 1. 

In the past, lawn care companies, like many small 
businesses, have made agreements with customers to do work 
with the understanding that payment would be due on 
completion of the job. If a customer pays a bill within 30 days, 
this is usually considered acceptable, but many people are 
trying to hold on to their money as long as possible without 
paying interest. When this happens, the result is often a strain 
on a small business* cash flow. 

Lawn care conpanies try to solve this cash flow problem by 
using several methods. One way is to arrange for customers to 
pay in advance for their entire program. To help persuade 
customers to do this, companies have offered a discount off 
the total price of their season's program. These discounts 
range from five percent to eight percent, and are usually 
accompanied by the stipulation that payment must be 
received on or before the first of April. 

Another method to speed cash flow is to have the customer 
pay for each treatment in advance. Problems may arise with 
this, especially with new customers who may want to see 
some results before paying. 

Another way to speed customer payments is to put two 
prices on your invoices. The first is the net price and the other 
would reflect the price plus IV2 or two percent interest to be 
paid after 30 days. This system has been in use for years by 
utility companies. 

Probably the fastest way to receive payments after each 
application is to allow customers to pay for the treatment with 
bank cards. When using this system, the lawn care company 
almost immediately has the cash. The bank charges the 
company a percentage of total sales made on bank cards. The 
percentage the bank charges usually depends on the volume 
of its business. 

$25 EVERY 10 MINUTES IS YOURS 
WITH OUR EASY-TO-APPLY 

WINTER PROTECTANT SPRAY 

The GP-20 w e i g h s only 2 0 Lbs. - Ho lds 5 -ga l lons which i s 
e n o u g h for the average $ 3 5 - 4 0 job . The gas-driven pump sprays at 
3 0 0 p s i - w i th PRECISE ACCURACY A N D PLACEMENT f o r 
e c o n o m i c a l u s e of materia ls . Great for all k inds of spec ia l spraying 
j o b s all year long . 

"SPECIAL OFFER N 

GP-20 SPRAYER - Regularly $459.00 - ONLY 
$392.90 with ANY purchase of our GREEN SHIELD 
Winter Protectant Spray. Green Shield comes in 
5-gallon and 30-gallon containers which are shipped 

^freight prepaid anywhere in the U.S.A. ^ 

YOUR CUSTOMER'S VALUABLE EVERGREENS 
NEED WINTER PROTECTION FROM: 
• SUN • WIND • COLD 
TO PREVENT 
• Sun scald • Windburn • Winter kill 
• and Loss of value 
COST? 

So low your customers won't say "NO" to this low-
cost plant insurance. (Your cost only about $10 per 
average job.) 
EASY TO APPLY 

No clogged nozzles - Cleans up with water. 
LASTS ALL WINTER 

Because we have combined the best features of 
Natural Materials with Synthetic Materials to produce 
a THICK yet breathable coating that protects from cold 
- wind - and sun damage. 
2 WEEKS PREPAID DELIVERY - CONTINENTAL U S A 
Call or Write: 

GREEN PRO COOPERATIVE SERVICES 
380 S. Franklin St. 
Hempstead, New York 11550 (516) 483-0100 

FINANCING 

Kubota forms 
credit corporation 
Buyers of tractors can now find a 
way to fight the high cost of 
conventional equipment loans. 
Kubota Tractor Corporation of 
Compton, Calif, has formed a cre-
dit corporation designed to offer 
below-market interest rates to 
Kubota customers. 

Beginning in August, Kubota 
Credit Corporation/USA began 
offering 12 percent interest rates 
for a limited time on the purchase 
of new Kubota tractors and im-
plements bought from participat-
ing dealers. 

"The credit corporation will 
provide our dealers with more 
flexibility in selling tractors and 
will enable them to offer custom-
ers the standard monthly repay-
ment plan as well as a seasonal 
repayment plan tailored to that 
customer's cash flow," said Mr. K. 
Morioka, executive vice president 
of Kubota Tractor Corporation and 
president of the new Kubota Credit 
Corporation. 
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Managemc 
Authoritative? 

UTS 
ticipative? 

Some people need 
need a kick in the 
manager's job is 
works best. 

a carrot, some people 
pants. The lawn care 
to determine which 

maintenance condition rather than 
a growth condition. "The em-
ployee does not live to become 
safe, rather he seeks to become safe 
in order to live," Luckham says. 

Motivation 
"A manager must be aware of 

the magnitude of the change that 
occurs when an individual's safety 
is threatened. Many managers 
have taken advantage of this 
change and have called the result 
motivation. A man who is told that 
he will lose his job if he does not 
produce more will probably pro-
duce more. He will do so to protect 
his security. This approach to 
motivation produces an inclina-
tion to do the job, but is limited in 
its appl ica t ion, and is totally 
lacking in long range benefit to the 
employee," Luckham warns. 

The middle need, social, is often 
called the need for love. There is a 
need for acceptance by fellow 
workers and a desire to belong. 
The job related factors include: 
relationships with the work group, 
with the supervisor , and, of 
course, with family and friends. 
Thus, the social image of the job, 
and of the organization become 
important contributors to meeting 
the employees' social needs. 

The final two areas of needs are 
the ego and sel f -actual izat ion 
which are primarily individual 
type needs. Ego or self-esteem 
represents needs that can be met 
from within the individual rather 
than being dependent upon the 
external environment. 
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All business firms achieve results 
through the act ions of other 
people. Even the one-man opera-
tion depends upon effective coop-
eration of his suppliers and the 
approving actions of his customers 
or users if he is to remain in 
business. Thus the turf manager 
must deal knowledgeably and ef-
fectively with people if he is to be 
successful in achieving his goals, 
says W. R. Luckham, associate 
professor of agricul tural 
economics at Virginia Tech in 
Blacksburg, Va. 

"It is primarily through the 
employees that the image of the 
firm is transferred to its users or 
customers. If this image is to be an 
accurate representat ion of the 
turfgrass manager ' s goals, 
policies, and procedures, then 
these must be communicated to 
the employee," Luckham claims. 

This means that the manager 
must define his market — or his 
clientele — and gear his operation 
to meet the needs of this market. 
These factors must be communi-
cated to the employee if he is to be 
successful, he adds. 

Management an art 
Management of people is an art, 

Luckham states, not a science. 
"Just as artists use different styles 
to create their desired end prod-
ucts, so do effective managers. 

"There is no universally right 
style that can be applied to all 
people, but rather a thoughtful 
selection of the most effective 
method for a particular individual 
or group of people," he says. 
"Further different people respond 
to a given situation in different 
ways. In other words, they are 
motivated by different things." 

The manager needs to be "tuned 
in" to his employees, to under-
stand and know them as people, 
not just employees. Effective man-
agers, Luckham says, understand 
themselves and their basic style of 
management and also seek to 
know and understand their em-
ployees. This knowledge will help 
them communicate ideas and in-
formation more effectively with 
customers, workers, suppliers , 
and the general public. 

It is only by obtaining accurate 
readings of our behavior that we 
can change it correctly to be 
effective in managing others. What 
kind of manager are you? Au-
thoritative? Participative? Man-
ipulat ive? "Wishy -washy"? 
What's your style, Luckham asks? 

Authoritative 

The authoritative manager de-
pends upon power to get the job 
done. He exerts pressure on his 
staff and believes that the amount 

of work performed is directly 
related to the amount of pressure 
applied. Authoritative managers 
may wield their power through 
threats of ridicule, job security, or 
wage cuts, Luckham says. He may 
use his power with skill, knowl-
edge, honesty and 
humanitarianism and be reasona-
bly successful, but he will never 
get superlative performance from 
his staff. 

Manipulative 
The manipulative nanager, Luc-

kham adds, uses his staff and their 
psychological needs to ac-
complish that which will be of 
benefit to himself and to the 
organization, rather than consid-
ering the effect it may have on the 
staff members. His motives are 
never known. The manipulative 
style is loaded with danger, 
everyone is being played for a 
sucker, and few people like that 
role. 

Participative 

The participative manager uses 
leadership, guidance, and encour-
agement in trying to obtain results 
he wants to achieve. He knows his 
job is to close the "can do-will do 
gap." He asks two fundamental 

questions, Luckham states, about 
each subordinate: Shall I keep 
him? If so, how can I help him do 
his job? 

Participative management is not 
soft management or lack of man-
agement, he adds. It is the most 
demanding style of leadership. 

Management's job, Luckham 
further explains, is to select the 
appropriate management style for 
each group or individual, add to it 
an understanding of why each of 
his employees works, select the 
appropriate means to encourage 
productivity, and communicate 
effectively with his employees. A 
well-deserved pat on the back, he 
adds, will produce more than any 
raise you might give. "A well-
motivated work force doesn't cost 
— it pays," Luckham advises. 

Luckham says he feels that 
motivation plays a key part in 
active participation. He explains 
first that motivation is something 
that occurs within an individual, 
and generally has more "staying 
power" than responding to an 
external stimulus or exhortation. 

Secondly, he says, motivation 

causes the individual to release 
something within himself, or to 
put something into action. 

The third important point is that 
the unique resources of the indi-
vidual must match the organiza-
tion's goals. The key to motivation 
is to create the conditions so that 
the employees can get their satis-
faction of the job while contribut-
ing toward achieving the goals of 
the firm. 

Luckham warns there is no set 
formula or cookbook approach to 
motivation, but there are theories 
which have been developed over 
time which shed considerable 
light in this area. 

Abraham Maslow first proposed 
his hierarchy of human needs in 
1954, and they have been elabo-
rated ever since. 

In essence, man is a wanting 
animal, Luckham replies. He has 
many needs, persisting from birth 
to death. These needs are not 
manifested in equal intensities but 
appear to have a very distinct 
sequence or hierarchy. Although 
this hierarchy varies between in-
dividuals, the fact that it exists is of 
paramount importance. Key 
points in the Maslow theory are: 
• Each individual seems to have 

a basic satisfaction level he 
must reach before going on to 

satisfy the next need. 
• A satisfied need is not a 

motivator. 
• Blocking the satisfaction of a 

need can prevent an indi-
vidual from proceeding to the 
next need or can cause resist-
ant, antagonistic, uncoopera-
tive behavior. 

• The self-fulfillment need is 
where the real action is. It is 
like getting a king in checkers. 
A king can move in any direc-
tion. The more men you make 
kings, the stronger your team. 

The first needs, physiological or 
biological, Luckham explains, are 
the needs basic to the life of an 
indivdual and are generally pro-
vided for in the current work 
environment. The job related fac-
tors that provide for these needs 
include: money or pay, fringe 
benefits, working conditions and 
hours of labor. 

The second need, safety, is con-
cerned with job stability, manage-
rial relationships, working condi-
tions and fringe benefits. There 
needs are also very basic and are 
now considered to represent a 

Self-actualization is the peak — 
being what one is capable of being. 

These individual needs are rep-
resented by the need for achieve-
ment, growth and development, 
creativity and innovat ion, ac-
complishment, power, pride, and 
above all, a need for being in-
volved and making a contribution, 
Luckham says. The firm can pro-
vide the environment for these 
needs to be met by providing for: 
freedom of action, a challenging 
atmosphere, leadership oppor-
tunities, job importance, oppor-
tunities to participate in decision 
making and goal setting, oppor-
tunities to enrich and add variety 
to jobs. 

The manager's job is to use 
motivational tools to create a job 
climate where the individual can 
succeed in meeting his basic needs 
through the satisfaction provided 
by the job. Controlling the job 
factors, or motivational tools, and 
the job climate, which when used 
skillfully, can allow the employee 
to achieve his potential, Luckham 
concludes. 



FUEL COSTS from page 1 

dramatic, business adjustments. 
"We're always worried we're 

just going to get eaten up in a flash. 
The Middle East situation is unst-
able, and American drilling has 
come to a halt because it's not cost 
effective. We may see a shift for the 
worse," said Brune. 

The survey began with the 
question: What percentage of your 
gross do you spend on fuel? The 
answer heard most frequently was 
between four and six percent. One 
troubled Michigan landscaper was 
at 10 percent. No consensus on the 
relationship between current and 
past percentages could be ascer-
tained from the survey but indi-
vidual experiences were far more 
telling than any figures could be. 

Blue Ribbon Landscape Man-
agement in Bothell, Wash, had to 
undergo a complete change in 
focus. "Fuel costs have changed 
the thrust of our entire business," 
claimed Carol Vlusuc, an employe. 
"We have shifted from residential 
to commercial landscaping so our 
crews can stay on sites longer and 
the trucks are used less," she 
added. 

Residential clusters 

Ms. Vlasuc's experience was 
echoed by Dana Smithlin, who 
helps run Foothill Grounds of 
Tucson, Arizona with her husband 
Peter. "We've cut out less cost 
efficient residential business, 
working only those residential 
sites that are clustered together." 

Thelda Dunlop, Bill Dunlop 
Lawn Service, Dallas, Texas, 
prides herself on maintaining 
many of the same residential cus-
tomers she and her husband have 
served since they started business 
in 1947, but she admits that "a 
large property is necessary" to 
justify sending a crew. "It hurts 
every time," she added. 

To a great extent the conversion 
to commercial business is a con-
sequence of a decline in residen-
tial business. "Because of 
mortgage rates, many homes have 
been left unfinished and the jobs 
are not as big. Before we would do 
the front and back. Now we only 
do the front," said Harold Cooper, 
Aristocrat Landscaping, 
Plymouth, Michigan. 

Commercial contracts 

For Blue Ribbon Landscape 
Management, the change to com-
mercial contracts has had a posi-
tive effect on business. Carol Vla-
suc was unable to give an accurate 
comparison of past and present 
percentages for fuel consumption 
costs because business had dou-
bled in the past year. "Business 
has changed so dramatically that 
we need a bigger place." 

One restriction forced on lawn 
care businesses as a result of their 
fuel costs has been the distance 
employers are willing to let their 
crews travel to work sites. Virtu-
ally all of the businesses contacted 
had set a limit on travel time of one 
hour or 50 miles, depending on the 
density of business. Roger Finn of 
Antietam Tree Service, 

Hagerstown, Md., has reduced fuel 
consumption and travel time by 
setting up satellite branches in 
outlying rural areas, giving him 
closer access to his markets. "I may 
spend more per dollar in operating 
costs than most, but I make up for it 
in rent savings," he added. 

For some, an answer to the fuel 
cost problem has been to buy it 
bulk rate and store it in their own 
tanks. One Tulsa, Okla. lawn care 
businessman was busy setting in a 
10,000-gallon fuel tank for bulk 
delivery when contacted. 

Buying bulk 

The advantage to buying bulk 
rate is the convenience of delivery 
and a price break. But, according 
to Richard Tice, T & L Lawn 

Rich Blaklev on diesel: "Unless you're 
mechanically inclined, don't buy it." 

Service, Cheshire, Conn., spend-
ing less for bulk rate fuel is no 
longer guaranteed. 

"I used to save five to 10 cents 
buying bulk but now the margin of 
savings is negligible," he told 
LAWN CARE INDUSTRY. 

Harold Cooper calculates that he 
would have to buy a 20,000 gallon 
tank to get a price break. Roger 
Finn corroborated Cooper's situa-
tion. "I might be able to make a 
savings if I buy a 10,000 gallon 
tank." Most yards contacted had 
tanks of 5,000 gallons or less. 

"So, why do many continue to 
buy bulk?" The advantage has 
evolved to a question of saving 
employee product iv i ty . Many 
employers are unwillingto send 
their crews to wait in line at a local 
gas station when they should be at 

Jacobsen. 
Out front again with 

new out front mowers, 
The new HF-5* 

Highly maneuverable, the lightweight, compact HF-5 gives you 3,4 and 5 gang versatility, 
plus the power and maintenance ease of a complete hydraulic system. Engineered to 
cut up to 50 acres in eight hours and help trim your budget down to size. 

Out Front Mowing 
Hydraulicalfy 
Driven Reels 
Hydrostatic Variable 
Speed Transmission 
Diesel Engine 
Hydraulic Lift Mowers 

- Cuts ahead of the wheels to eliminate tracking. 

- Cuts wet or dry grass easily. Reels can be reversed 
from the operator's seat. Instant backlapping. 

- Variable ground speed to match terrain and turf 
conditions. Eliminates turf damage. 

- Power, economy and longer engine life. 

- 84" to 106" to 133" cutting width all at the operator's 
fingertips. 

The new Turf King II. 
Known for its maneuverability and quality of cut, in wet grass or dry, the out front mowing 
Turf King II is available in both 76" and 84" cutting widths. A versatile machine designed 
for comfort and the economy you need from a high quality triplex mower. 

Hydrostatic Drive - Reel speed independent of ground speed. Variable 
forward and reverse controlled by single pedal. No 
clutching. 

Out Front Mowing - Cuts ahead of the wheels to eliminate tracking. 

Limited Slip Differential - Better traction on slopes and soft ground. 

The new Turfcat IL 
Ayear-round out front rotary system. Available in three engine sizes in either air-cooled 
gasoline or water-cooled diesel with a choice of three deck sizes and implements ranging 
from a flail mower to a snow blower. The rugged Turfcat II does more than maneuver, climb 
and trim. It lasts. 

Ducted, Screened, 
Air-Cleaning System 
Hydrostatic Drive 

Two-Speed Transaxle 
System Implements 

- Cleaner, more efficient cool ing. Longer engine life. 

- Cutter speed independent of ground speed. Variable 
forward and reverse controlled by single pedal. No 
clutching. 

- Dual speeds. Low 0 to 4.6 mph. High 0 to 8.8 mph. 

- The Turfcat II system includes: 50", 60" and 72" rotary 
decks, 50" and 60" flail mowers, rotary brooms, plow, 
snow thrower and grass catcher. 



work sites. Tom Brune insists his 
drivers, who are paid on a com-
mission basis, "wouldn't go for 
wasting time refueling." 

"In troubled times the best way 
to approach the fuel problem is to 
do what you did when you started 
business: Check around for the 
best price every month." This is 
the advice of Roger Finn, whose 
percentage of fuel costs is down to 
four percent. He reports that he 
buys fuel four cents a gallon 
cheaper at the pump than in 
quantity. "I started shopping for 
the best deal in my first year of 
business and haven't stopped." 

Firms were equally divided over 
buying locally or having it deliv-
ered, many doing both. 

Many businesses depend on the 
rapport they have developed with 
local stations as the best way to 

One drawback to bulk service is 
the necessity of installing costly 
storage tanks. Tom Brune says it 
would cost him $10,000 and there 
is no guarantee that fuel would not 
be stolen. "It happens weekly in 
these parts," he says. Installation 
of fuel tanks also increases insur-
ance costs, and, depending on the 
location, it is often difficult to get a 
license. 

One popular method of cutting 
fuel costs is conversion to alternate 
energy sources; specifically diesel 
or/and propane. Al though the 
price differential between diesel 
and regular is, like bulk versus 
local, becoming less and less dis-
tinguishable, the consensus of 
those surveyed is that diesel is still 
a better buy. Primarily, this is 
because it offers better gas 

Although the price differential between diesel and 
gas is becoming less, most feel diesel is a better buy. 

ensure against credit problems 
and fuel shortages. Thelda Dun-
lop's personal approach has had 
its benefi ts . "Dur ing the fuel 
shortage a few years ago, my trucks 
never had to wait," she claims. 

mileage. 
Many landscapers now choose 

products which require diesel fuel 
while others prefer a mixed bag. 

The disadvantage of diesel fuel 
is the additional cost of the trucks. 
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Tom Brune's situation is not un- 29 
ique. "Our vehicles stand idle five — 
months out of the year. We would ^ 
never recoup the cost." 

Another disadvantage to diesel 
trucks is that they are less power-
ful. According to Dana Smithlin, 
"You don't have the pulling power 
with the big diesel trucks that you 
do with regular gas trucks." For a 
business that traditionally does a 
lot of hauling and pulling, the 
advantage of improved gas 
mileage in diesel engines can 
quickly erode. 

Cold-weather unreliability 

"They are also not reliable in 
cold weather," observes Richard 
Tice, "because they depend on 
compression and vaporization for 
ignition, not electricity." 

Rich Blakley of Blakley Fer-
tilizer Co. in Springfield, 111., offers 
more cogent advice. "Unless 
you ' re mechanica l ly inc l ined , 
don't buy it." Conversion to diesel 
requires stringent and costly safety 
standards. 

Dana Smithlin had a different 
problem in choosing diesel 
gasoline. "In order to get a license 
plate for my trucks, I had to sign a 
form stipulating that I would not 
buy diesel gasoline from out of 
state." (Apparently, Arizona di-
esel merchants are having trouble 
compet ing against Mexican 
suppliers, who offer diesel at 40 
cents a gallon.) "I don't under-
stand. What if I had to go out of 
state? And how would such a law 
be enforced?" 

Propane conversion 

The cost of propane conversion 
is comparable to diesel but price 
quotes from around the country for 
a gallon of propane average 72 
cents, 50 cents less than diesel. 
Most landscape businesses sur-
veyed give themselves a better 
chance to achieve cost payback 
with propane. It is the more appe-
aling alternative to Brune, but he 
sees a problem with refueling. "I 
don't want to be at the mercy of a 
propane dealer. During our rush 
season we open early and close 
late. What if they're not open and 
we are? What if his workers go on 
strike or his pumps blow up? Then 
where are we? Their reliability 
fades dramatically when you view 
some hypothetical situations." 

Brune's situation is colored by 
the fact that there is only one 
propane supplier within a reason-
able distance. Ross Flood, owner 
of Tierra Vista, Inc. in Tulsa, Okla., 
has it much easier. "There are two 
or three places I can get propane in 
the area. With the surplus of fuel in 
Oklahoma and tax breaks for buy-
ing it, we're in pretty good shape." 

Most lawn care people were 
trying to surmount many of the 
problems by reducing costs from 
within. Thomas Brune has insti-
tuted a way of minimizing many 
problems simultaneously. "I now 
have my employees tune-up the 
equipment and some are even 
learning conversion methods. It is 
effective and not costly to us, and it 
is a way of finding work for my 
employees during slower business 
periods." — Chris Murray 

mm-

TEXTRON 



NEWSMAKERS 
Keith B. Shepersky has been 

promoted to marketing services 
manager for Rain Bird Sales, Inc., 
according to Ed Shoemaker, di-
rector of marketing. 

Shepersky Baron 
Michael Baron has been pro-

moted to product development 
manager for the Turf Division of 
Rain Bird Sales, Inc., Glendora, 
Calif., according to Ed Shoemaker, 
director of marketing. 

Michael Sznodis is owner of 
Lawn Magic, Riegelsville, Pa. The 
company offers both liquid and 
granular chemical lawn care, and 
also offers seeding, aerating and 
dethatching services. 

Dean Shaw and Dennis Cecala 
are partners in Vita Lawn, Fre-
donia, N.Y. The company offers 
liquid chenical lawn care services. 

Hugh D. Cotcamp has been 
named parts operations manager, 

sales and marketing, for Ford 
Tractor Operations, according to 
R. C. Leary, assistant general man-
ager. 

Dr. W. Wayne Surles has been 
named to the position Director of 
Strategic Planning for BFC Chemi-
cals, Inc., Wilmington, Del. 

James S. Roof has been pro-
moted to general manager of the 
Specialty Chemicals Division of 
Mallinckrodt, Inc., St. Louis, Mo. 

John R. Skidgel has been named 
director of marketing for the Irri-
gation Division of The Toro Co., 
Riverside, Calif., it was announced 
by Robert Moeller, vice president 
and general manager. 

THE UNBEATABLE 
LATE FALL PROFIT PACKAGE 

l/l/e7/ show you how to do it! 
1 )HYDRAULIC DEEP ROOT FEEDER DESIGNED FOR EASY 

OPERATION AND HIGH PROFITS HOUR AFTER HOUR 

Cupped 

Well positioned 
and efficient 
flow control 

Circle No. 107 
on Reader 

Inquiry Card 

There 
is NOTHING 
Better on the 

MARKET! 

Because of the high organic content we ship only in 5-gallon pails. 

Green Pro Cooperative Services 
380 S. Frankl in St., Hempstead, N.Y. 11550 

(516) 538 6444 
2 Weeks Delivery - Continental U.S.A. 

Skidgel Garnett 
Rhone-Poulenc, Inc., Mon-

mouth Junction, N.J. earlier this 
year announced the appointment 
of Jerry Garnett as product man-
ager for Chipco 26019 fungicide 
and the Chipco range of phenoxy 
herbicides. He brings 14 years of 
turf and horticultural experience 
to his post at Rhone-Poulenc. He 
was previously market develop-
ment manager for the May & Baker 
Garden Products and Environ-
mental Products Departments in 
Brentwood, England. May & 
Baker, the United Kingdom's 
leading turf chemical manufac-
turer, is a wholly owned sub-
sidiary of Rhone-Poulenc. 

Prior to joining May & Baker, he 
was technical sales and marketing 
manager for a large United 
Kingdon distributor and specialist 
turf contractor, where he gained 
considerable experience design-
ing and installing Toro irrigation 
systems in golf and landscape 

Advances in Turfgrass Pathology 
published by HARCOURT BRACE JOVANOVICH PUBLICATIONS in 

cooperation with Dr. B. G. Joyner, Dr. R O. Larsen and 
Chemlawn Corporation 

I 
ADVANCES IN 
TURFGRASS 
PATHOLOGY 

This extensive volume contains 
chapters on: 
• turfgrass diseases 
• cool v.s. warm season pythium blight and 

other related pythium problems 
• snow molds of turfgrasses 
• fairy rings 
• leaf spot of Kentucky Bluegrass in Minnesota 
• initial and filed fungicide screening 
• turfgrass disease resistance 
• PLUS MUCH MORE! 

ADVANCES IN TURFGRASS PATHOLOGY is a compilation of more than 23 reports 
and discussions by the nation's leading turfgrass pathologists. Explore the 
diseases that attack turfgrass. Find out how to conquer the battle of turfgrass diseases. 
KEEP CURRENT WITH NEW IDEAS ON HOW TO HANDLE TURFGRASS PROBLEMS WITH 
ADVANCES IN TURFGRASS PATHOLOGY. 

$27.95* (hardcover) 
$18.95* (paperback) 

COPIES 
LIMITED — 

DON'T DELAY! 

Return this coupon to: Book Sales 
Harcourt Brace Jovanovich Publications 
One East First Street, Duluth, MN 55802 

YES! Please send me copy(ies) of ADVANCES IN TURFGRASS 
PATHOLOGY. 

$27.95* hardcover $18.95* paperback 
Quantity rates available on request. 

A check or money order for. Js enclosed. 

Name 
Address. 
City 
Phone _ 

-State . -Zip-

'Please add $3.00 per order plus $1.00 per additional 
copy for postage and handling. 

Please charge to my Visa, Master Card, or 
American Express (circle one) 
Account Number 
Expiration Date. 
Please allow 6-8 weeks for delivery. LCI 102 

areas. Before that he held positions 
as technical salesman and national 
accounts manager with Fisons 
Corp. 

He earned a National Certificate 
in Turf Culture at the Teachers 
Training Colleges of Bristol, Eng-
land, while serving as superin-
tendent of grounds and gardens at 
the institution. In addition, he is 
editorial consultant to The Official 
Journal of British Golf Greens 
Keepers Association and is special 
correspondent to the new Turf 
Management journal. He is mar-
ried and he and his wife Christine, 
have two children. 

W. L. (Duke) Taraschke has been 
appointed general manager of the 
Quickdraw and Kee-Lock divi-
sions of Caudill Seed Co., Louis-
ville, Ky. 

James L. Morr has been named 
product p lanning manager for 
Ford Tractor Operations, Troy, 
Mich., according to R. F. Moglia, 
assistant general manager. 

Weather-matic, a division of 
Telsco Industries, Garland, Texas, 
recently announced the appoint-
ment of James Goodrich as assist-
ant customer services manager. 

Goodrich Sheldon 

Peter J. Sheldon has been named 
distr ict sales manager for the 
Cushman and Ryan turf care 
equipment lines, and the Frontline 
mower uni ts manufactured by 
OMC Lincoln, Lincoln, Neb. He is 
a veteran of more than 10 years in 
sales administration and market-
ing roles for similar equipment 
systems and products. Prior to 
joining OMC Lincoln's sales force, 
he worked for FMC Corp.'s Ag-
ricultural Machinery Division. His 
territorial responsibilities will in-
c lude: Maine, Vermont, New 
Hampshire , Massachuset ts , 
Connecticut, Rhode Island, Dela-
ware, New York, New Jersey, 
Pennsylvania and West Virginia. 

Woods, Division of Hesston 
Corp., Oregon, 111., recently an-
nounced the appoin tment of 
Travis C. Perry as plant superin-
tendent at its Mount Carroll, 111. 
facility. Also, Clair Brown joins 
Woods marketing group as man-
ager of its newly formed OEM sales 
department. 

Sensation Corp., Omaha, Neb., 
recently announced the appoint-
ment of three new distributors and 
an expanded territory for a fourth: 

Victory Motors, Muskogee, 
Okla., will cover Oklahoma and 
Kansas. Robertson Turf Care 
Products, Inver Grove Heights, 
Minn., will handle Minnesota, 
North Dakota and the northern half 
of South Dakota. Turf Products, 
Auburn, Mass., will handle Rhode 
Island, Massachuset ts , New 
Hampshire, Vermont and Maine. 
Lawn & Turf, Conyers, Ga., will 
handle Georgia as it has in the past 
and also will handle Alabama. 



PRODUCTS 
Totally natural 
soil conditioner 
Clean Crop Special Products 
Group of Greeley, Colorado intro-
duces a new "totally organic" soil 
conditioner called Turfade. Inde-
pendent laboratory tests have 
shown it stimulates grass root 
growth and increases the rate of 
water penetration into the soil. 

Turfade works without the ad-
dition of synthetic chemical sur-
facants but is intended for use as a 
supplement to good lawn fertili-
zation, not as a substitute. 

A quart can cover 4,000 to 5,000 
sq. ft. of lawn depending on the 
age of the turf. 

C i r c l e n o . 150 o n R e a d e r I n q u i r y C a r d 

Hose reels 
Hannay Series 1500 Reels, a prod-
uct of Clifford B. Hannay and Sons, 
Inc., now comes with a data sheet 
providing all the informat ion 
necessary to match the right reel to 
the right application. Capacity, 
model number, dimensions and 
weight of the five reel models 
offered by Hannay are shown in 
easy-to-read chart form. 

SERIES 1500 
r*m - ivt H AM) inch m HUNK 

H A N N A Y R E E L S 
S E R I E S 1500 

I IT T 3 < * 1 • 
g" ' - * ffi 

I J 

Hannay reels can be mounted on 
truck beds and other mobile 
equipment for convenient use in 
lawn care and pesticide spraying. 
They can handle %" I.D. hose in 
lengths to 700 feet, or 2y2" I.D. 
hose in lengths to 500 feet and 
feature two types of rewind mech-
anisms and an adjustable spring 
drag device as a brake. 

Heavy-duty trimmers 
The new Windmill line of trim-
mers and brush cutters from Van-
dermolen Corp. is powered by 
heavy-duty 32 cc and 35 cc 
Kawasaki engines which operate 

remains in the same position all 
the time regardless of the angle of 
operation of the cutting head. 

A full line of nylon and metal 
cutting heads and blades is avail-
able for specific cutting and trim-
ming problems. 

C i r c l e n o . 152 o n R e a d e r I n q u i r y C a r d 

Cushman mower is 
loaded with options 
Emphasizing durability and ver-
satili ty, Cushman Mower has 

& 6 $ 
independently of the shaft hous-
ings. That is, the machines are 
exceptionally well-balanced and 
easy-to-operate because the engine 

come out with its new Front Line 
model capable of multi-season 
maintenance chores. The three 
wheel mower has the ability to cut 
fine grass or tall weeds, and, using 
optional components, can do snow 
removal and sweeping. 

The mower features 60and 72-
inch cutting decks and is powered 
by an OMC 18-hp four-cycle en-
gine. An optional diesel is also 
available. 

It has a lubricated telescopic 
drive shaft for greater durability 
with two belts continuously self-
adjusting to reduce wear. The 
cutting deck lifts hydraulically to 
clear curbs and the mower comes 
equipped with individual wheel 
brakes for maintaining control on 
various terrains. 

C i r c l e n o . 153 o n R e a d e r I n q u i r y C a r d 
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"I'm really proud 
of our Lescosan team. 
They're here to serve 
you with our early order 
and early delivery program. 

Art Wick H a r r y Pod v i a 

H e r b Cole G l e n n Lessig 

Bill T a n n e r Ron G i f f e n 

They'll take your orders for Lescosan, 
for Lescopar, Lescopex, Lesco A 4-D and 
other products in our complete turfline. 

PRODUCTS 
Division of Lakeshore Equipment & Supply Co. 

3 0 0 South Abbe Road, Elyria, Ohio 4 4 0 3 5 
( 2 1 6 ) 3 2 3 - 7 5 4 4 Cal l Collect 

A Fami ly off Fino Products 
Lescosan 12.5G—Lescorene—Lesco 4 — L e s c o b o r — 
Lescopar—Lescopex—Lesco Non-Selective 
Herbicide—Lesco M S M A — L e s c o Thiram 75W—Lescozyme 
—Lakeshore Chinch Bug & Sod Webworm Control. 

NATIONWIDE 
(800) 321.5325 

IN OHIO 
(800) 362-7413 

Stop in and see us at the PLCAA Show. 
CALL BARB 



Prelude turf-type 
perennial ryegrass 
Lofts Seed, Inc. announces the 
development of Prelude, a "new 
generation" turf-type perennial 
ryegrass recognized for its 
superiority over previous varieties 
in a number of categories. These 
include: better shade performance, 
superior heat tolerance and winter 
hardiness, and good disease re-
sistance to crown rust and brown 
patch. 
Circle No. 154 on Reader Inquiry Card 

Grass vacuum 
Excel Industries, Inc. is introduc-
ing a new grass vacuum attach-
ment which allows the operator to 
dump grass without leaving the 
seat. Bac-Vac, as the name implies, 

is designed to vacuum grass clip-
pings, store them conveniently 
behind the operator's station, and 
release grass from the 16-bushel 
collector bin when the operator 
simply releases the locking lever. 

Designed especially for use on 
the Excel Hustler 261, the Bac-Vac 
system uses an auxiliary 5 hp 
Briggs and Stratton engine pow-
erful enough to pick up leaves in 
the fall in addition to grass in the 
spring and summer. 

Circle No. 155 on Reader Inquiry Card 

Utility trailer 
The Jacobsen Division of Textron 
Inc. has come out with a new 
uti l i ty trailer for haul ing turf 
equipment and supplies. The 2800 
lb. capacity Model 80 trailer tilts to 
allow an operator to drive turf care 
machines onto its 6-ft. by 10-ft. 
9-in. all-steel bed. A 1,200 capacity 
winch does the rest of the loading 
and unloading. 

The trailer comes equipped with 

For information contact: 
J & L ADIKES, INC. 
Jamaica, N.Y. 11423 
JACKLIN SEED CO. 
Post Falls, ID. 83854 
NORTHRUP KING CO. 
Minneapolis, MN. 55413 
ROTHWELL SEEDS LTD. 
Lindsay, Ont., CAN. K9V 4L9 
VAUGHAN-JACKLIN CORP. 
Bound Brook, N.J. 08805 
Downers Grove, IL. 60515 

THICKER 
GREENER 

KENTUCKY • BLUEGRASS 

THE G R E E N E R KENTUCKY BLUEGRASS" 
! I * 

• u s Plant Pat No 3150 

I.C.C. approved light package and 
offers a variety of safety features 
including a wire mesh tailgate for 
reduced wind resistance and hyd-
raulic surge brakes which apply 
automatically when the towing 
vehicle suddenly decreases speed. 

Circle No. 156 on Reader Inquiry Card 

Cardboard computer 
For those businessmen unable to 
spend the time or money intro-
ducing a computerized informa-
tion retrieval system into their 
businesses, the Indecks Company 
has the answer: Datasort. 

Described as a "cardboard com-
puter , " Datasort is a manual 
cross-referencing system using 
note cards with holes in them, a 
small rod, and a handpunch. The 
whole system weighs less than 
three pounds, is the size of a 
thickish book, and sells for under 
$30. 

You develop categories within 
your own cross-referencing sys-
tem by punching holes in the file 
cards. Information is retrieved by 
inserting the rod into any category 
hole, then lifting and shaking the 
stack. The file containing the in-
formation you seek will fall into 
view. 

This punchcard system allows 
you to establish any relationship 
between information that is neces-
sary and minimizes the time spent 
duplicating, scanning, and refil-
ing. 

It is ideally designed for 5,000 
cards. 

Circle No. 157 on Reader Inquiry Card 

Self-propelling 
compact sprayer 
Answering the need for a compact 
self-propelling sprayer, Bouldin 
and Lawson, Inc. is introducing 
the Spray Master. The 28-inch 
wide unit, which holds a powerful 
8 HP engine and a 20 gallon tank, 
only needs to be guided along. 

There's a multi-set flow valve to 
allow any combination of hood, 
left or right booms and a gauge and 
regulator to control the rate of 
spray. 

An optional "hand wand" pro-
viding over 200 lb. pressure for 
spraying high, hard-to-reach 
places is also available. 



Banol registered 
in California 
Already active in many states for use 
in the control of Pythium blight, 
Banol turf fungicide has now been 
approved by the EPA for use in 
California. 

Banol is a product of TUCO 
Agricultural Chemicals, Division of 
the Upjohn Company. It is a water 
soluble liquid concentrate with 
propamocarb as its active ingre-
dient. 

Recommended rates of usage is 
1.3 to 1.4 oz. of Banol in 2-5 gallons 
of water per 1,000 sq ft. when 
weather conditions are favorable for 
the development of Pythium blight. 
These include sustained high tem-
peratures and high humidity. Re-
peat applications may be made in 
7-21 days if weather conditions 
remain favorable for disease de-
velopment. 

Circle No. 159 on Reader Inquiry Card 

Measure, dispense 
with new container 
How to store and measure chemi-
cals safely and economically is a 
problem in the lawn care industry. 
Container Mfg. Inc. has come up 
with the perfect solution (no pun 
intended) in the Tip "N" Measure 
container. 

Shaped like an "N," this new 
measure container is capable of 
initial measurements, volume re-
check, and addition or subtraction 
of concentrate, minimizing costly 
improper dosage and dangerous 
accidental spillage. 

As a transfer container, Tip "N" 
measure allows the landscaper to 
carry chemicals to the job in 
smaller controlled quantities and 
eliminates the need for extra and 
often illegal measuring devices. 
Spills and leaks in the service 
trucks are also eliminated since 
the container is sealed when not in 

use. 
Tip "N" Measure containers 

come in three sizes ranging fron a 
quart to a gallon. 

Circle No. 160 on Reader Inquiry Card 

Season-long grub 
control from Scotts 
Only one application of Insec-
ticide 4, the newest product from 
the ProTurf Division of O. M. Scott 
& Sons Company, is necessary to 
provide a full season of grub 
control. The same dosage is all that 
is required to control grub de-
velopment in the summer. 

l&a-SsSSR — - - i t 

Insecticide 4 can protect Ken-
tucky bluegrass, bentgrass, peren-
nial ryegrass, fine fescue, Poa 
a n n u a , bermudagrass and St. 
Augustinegrass from chinchbugs, 
mole crickets, sod webworms and 
Hyperodes weevils. Its application 
rate depends on the insect to be 
controlled. 

Circle No. 161 on Reader Inquiry Card 

MONEYWISE 

Bennies one-third of labor cost 
Employe benefits now make up almost one-third of total 
compensation. Once considered an extra bonus to salaries, 
they are rapidly becoming a very important and expensive 
part of the worker's total pay package. 

Fringe extras such as pension-plan contributions, paid 
vacations and sick leave now represent about 30 percent of 
total payroll costs. They have grown much more rapidly than 
wages and nearly tripled in dollar value in the last 11 years. 

According to a recent study compiled by the U.S. Chamber 
of Commerce, the average firm paid slightly more than $6,000 
per worker on employe benefits in 1980, a gain of 9.2 percent 
from a year earlier. In 1979, these extra benefits amounted to 
$5,560 per employe and contributed 29.6 percent of all 
compensation. While fringes were expanding nearly 10 
percent, cash pay for the average worker grew to $14,195, a 
gain of only 7.4 percent. 

Over the long run, the difference between growth rates in 
annual pay and fringe benefits has been even more dramatic. 
For the past 12 years, wages grew 134 percent in dollar terms 
but only four percent after adjusting for inflation. During the 
same period, fringe benefits have climbed more than 209 
percent, or more than 37 percent in real terms. 

36-inch mowers 
from Sensation 
Sensation Corp. has introduced its 
new concept in in termedia te 
mowers. The 36-inch cutting abil-
ity provides the lawn care 
businessman with a mower that 
will perform well under any con-
ditions, but is lightweight for easy 
handling. 

capable of protecting grass, plants, 
and trees up to a full season after 
only a single application. A liquid 
polymer, Pro-Tec does not inter-
fere with the essential exchange of 
carbon dioxide and oxygen. 

The company is offer ing a 
choice of three 11 h.p. engines and 
two 8 h.p. mowers and will have 
two choices of grass catchers. The 
unit is also backed by a one-year 
warranty. 

Circle No. 162 on Reader Inquiry Card 

Anti-transpirant 
extends season 
Agro-K Corporation believes it has 
found the answer to winter kill and 
transplanting shock problems in 
Pro-Tec, its new anti-transpirant 

By reducing winter kill damage, 
Pro-Tec can extend the business 
calendar for lawn care business-
men up to three months. It is easy 
to use and will not plug up or 
corrode equipment , even after 
prolonged stagnancy. 

Pro-Tec is non- f lammable , 
non-toxic, and non-phytotoxic. 

Circle No. 163 on Reader Inquiry Card 

Wherever you go, 
k^ban^ Lawn Care Products 
^ ^ keep you and 

your customer 
in the green! 

Cdartu/CM O R E E K S k e e p e p GREEN GOLD 
Complete: Time Tested - Time Proven... 

There is a "LEBANON" Professional Turf Care 
Product for all your turf care needs. "COUNTR Y 
CLUB", "GREENSKEEPER"and "GREEN 
GOLD" are names you can trust to help grow 
stronger, more vigorous turf—Consistently & Eco-
nomically! 

"LEBANON'S" crabgrass control and weed con-
trol chemicals in combination with our premium 
fertilizers are designed to give maximum results with 
minimum labor. Quality lawn care and main-
tenance of clean, attractive landscapes for business, 
recreation or the home is more efficient and eco-
nomical with "LEBANON" Turf Care Products— 
Formulated for your local needs and growing 
conditions. 
Call for information today. 
Midwest (800)637-2101 
(Illinois) (217) 446-0983 
Northeast (800) 233-0628 
(Pennsylvania) (717) 273-1687 

SEE US AT PLCAA 
SHOW, BOOTH 301 Lebanon Chemical Corporation 

Lebanon, Pa. 17042 



YOUR GRASS 
WILL BE GREENER 

Attend P L C A A ' s 3rd Annual Convention and Trade Show 
November 16-18, 1982 

Indiana Convention • Exposition Center 
Indianapolis, Indiana 

Early Bird Registration/Reception 
Be present Monday evening, November 15, at the Early Bird 
Registration/Reception and theme party. Socialize with your 
peers, renewing old acquaintances and making new ones. Here 
is an opportunity to complete your registration, avoid those long 
lines on Tuesday morning and be on time for the opening. 

Convention Program 
In response to last year 's attendees evaluations the program has 
been expanded to three days and wil l offer repeat workshops. 
Topics wil l include Motivation; Government Regula-
tions; Management and Stress; Legal Issues; Client 
Relations and a special Panel Presentation on "Hot 
Issues." 

Keynoter 
Keynoting the convention this year wil l be Earl L. Butz, former 
U.S. Secretary of Agriculture, and Dean Emeritus of Agriculture, 
Purdue University, West Lafayette, Indiana. Dr. Butz wil l 
address the subject of the value of the small business 
entrepreneur in the American economic system under the title, 
"Populism, Politics, and Progress." 

i . Trade Show 
View the latest developments of products and services and have 
your questions answered by exhibitors in the attractive Conven-
tion Exposition Center conveniently located to hotels and 
downtown. Exhibit hours have been extended into the afternoon 
of the final day to provide more visitation time by registrants. 
Many new exhibitors representing a wide diversity of product 
lines al ready are contracted for PLCAA '82. 

Send to: Professional Lawn Care Association of America 
435 N . Michigan Avenue, Suite 1717 
Chicago, IL 60611 
312 /644 -0828 

I'm interested in attending PLCAA's Third Annual Convention 
and Trade Show. Please send me information on: 

Registration Exhibiting Membership 

Name. 

Company 

Address _ 

City, State, Zip 



CLASSIFIED 
RATES: 50« per word (minimum charge, $20). Bold 
face words or words in all capital letters charged at 
75* per word. Boxed or display ads charged at $50 
per column inch (one inch minimum). Agency 
commissions will be given only when camera-ready 
art is provided by agency. For ads using blind box 
number, add $5 to total cost of ad. Send ad copy 
with payment to Dawn Anderson, LAWN CARE 
INDUSTRY, 1 East First Street, Duluth, MN 55802. 
BOX NUMBER REPLIES: Mail box number replies 
to: LAWN CARE INDUSTRY, Classified Ad De-
partment, 120 W. 2nd St., Duluth, MN 55802. 
Please include box number in address. 

HELP WANTED 
Corporate Agronomist — Major lawn care com-
pany seeks experienced, degreed agronomist to 
assume responsibility for agronomic programs and 
training. Successful candidate will manage staff of 
regional agronomists. Knowledge of both cool and 
warm season grasses is essential. Excellent salary 
and benefits. Write LCI Box 76. 10/82 

MISCELLANEOUS 

START YOUR OWN SOIL TESTING SERVICE. 
High Profits—Easy to get started. Takes the guess 
work out of Professional Turf Care Management. 
Unlike the amateur N-P-K/pH test like the home-
owners use, This is a thorough 14-Point Profes-
sional Laboratory Analysis with recommendations 
by certified Turf and Soil Experts. It's what you need 
to set you apart from your competitors. Makes you 
the Pro—Keeps your customers loyal. A $23 
analysis for just $10.50. A fifty dollar deposit gets 
you set-up with all the materials you need to market 
and service your customers and future prospects. 
We do the work — You come out ahead! Green Pro 
Cooperative Services, 380 S. Franklin Street. 
Hempstead, NY 11550. 516-483-0100. 10/82 

EQUIPMENT FOR SALE 
SPRAY TRUCKS — 2 1979 Chev C-30, 750 gal. 
tanks, elect, hose reel, hydrocell pumps, com-
partmentized tanks. 2 1979 Chev C-50, 1200 gal. 
tanks, mech. agitation, elect, hose reel, com-
partmentized tanks. Florida 813-576-1111. Ask for 
Paul. 12/82 

SPRAY TRUCKS — 1979 Chev C-30, 750 gal. 
tanks, mech. agitation, elect, hose reel, hydrocell 10 
gal./min. pumps. Good condition, ready to spray. 
Call 513-845-0517. Ask for Ron Wilson. 12/82 

POSITION WANTED 

GENERAL MANAGER — 7 years very successful 
experience at all levels in the lawn care industry. 
Credentials available upon inquiry. Write LCI Box 
77. 10/82 

FOR SALE 

CLOSEOUT SPECIAL! Save your back issues of 
LAWN CARE INDUSTRY and save money at the 
same time. We're closing out our line of permanent 
binders at the special lew price of two for only $7.50! 
(This is a $7.00 savings over our regular price plus 
postage and handling.) Orders will be filled as long 
as our supply lasts — quantities are limited. Order 
your binders today from: Book Sales, HBJ PUBLI-
CATIONS, One East First Street, Duluth, MN 
55802. TF 

Used Spray Units for Sale 
1,250-gallon stainless steel tanks, Mechanical 
agitation. FMC 20 gallon/minute pump. Hanney 
electric reel. Ford F600 and Chevy C60's — 
76 s, 77s, 78 s and 79 s. CaH 502-241-7341. 

TF 

1981 Used Spray Units For Sale — 1250 gallon 
tanks. John Bean F.M.C. 20-20 pumps. Steel beds 
16 HP Kohler engine. Ford F600 s. Call 502-241-
7341. TF 

FOR SALE — 7 year established and incorporated 
landscape maintenance business. Year round cash 
flow. We enjoy one of the highest reputations in our 
respected field. Serious inquiries only please! 
Located in central New Jersey. Everlasting Lawns, 
Inc., P.O. Box 358, Cranbury, NJ 08512. 11/82 

BROYHILL 400 gallon fiberglass factory spray unit, 
160 PSI two stage Ace pump, 9HP B&S, hose reel, 
hose, gun. All mounted on factory steel skid, good 
condition, used little. Sell for one third factory list, 
best offer, take stationwagon, pickup in trade. 
Ueding Flying Service, Vincennes, Indiana. 1-800-
457-9211. 10/82 

WANTED TO BUY 
WANT: CHEMICAL LAWN CARE BUSINESS 
(MINIMUM 2000 ACCOUNTS) IN COLUMBUS, 
OHIO, CHICAGO, ATLANTA, FORT WAYNE, 
DETROIT, LOUISVILLE, LEXINGTON, KY„ CON-
TACT: D.W. BAKER, P.O. BOX 73, WEST CAR-
ROLLTON, OHIO 45449 OR CALL: 513-866-2402. 

1/83 

£ 

c 
C/3 

CO 
00 

KELWAY® SOIL ACIDITY TESTER, used by 
PROFESSIONALS nationwide. Direct reading, 
lightweight, portable, fully serviceable, no power 
source, Model HB-2 reads moisture too. Available 
through distributors. For brochure contact Kel 
Instruments Co., Inc., Dept. T, P.O. Box 1869, 
Clifton, N.J. 07015, 201 -471-3954. TF 

SERVICES 

GET ACQUAINTED PRICES! Lawn Care Profes-
sionals, Landscapers, Tree Experts, Nurserymen, 
Sod Farms. WE MANUFACTURE FERTILIZERS & 
MICRONUTRIENTS FROM BASIC RAW MATE-
RIALS. DEAL DIRECT! Check our prices before you 
buy. Call or write (312) 254-3115. NATIONAL 
LIQUID FERTILIZER CORP., 3724 W. 38th St., 
Chicago, IL 60632. 12/82 

BUSINESS OPPORTUNITY 

Midwest lawn spray and maintenance company, 
including equipment and accounts. Office and 
warehouse also available. Established business for 
turnkey operation. Must sell, $70,000. Write LCI Box 
73. 10/82 
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We have a custom fertilizer proqram to fit you. Howard Johnson Enterprises, Inc. 
THE CUSTOM FORMULA PEOPLE 

P.O. Box 67 
Viroqua. Wl 54665 

608-637-7062 


