
Disposal of clippings complicates composting plan 
Interest in composting is 

piling up nationwide be-
cause of mandates re-

stricting solid-waste dis-
posal in landfills. 

But until more research 
takes place, grass clippings 
should stay out of the com-
post pile, says a waste man-
agement specialist at Ohio 
State University. 

"You can't just toss grass 

clippings in municipal or 
private compost piles," says 
Joe Heimlich, who advises 
public officials on recycling 
and composting. 

"Most bagged clippings 
come from chemically 
treated suburban lawns," 
he points out. 

"Scientists don't know 
what happens to all the 
chemicals if the clippings 

become part of compost 
piles. They do know that 
some chemicals don't break 
down. That makes the com-
post unusable for gardens." 

I t ' s diff icult to suc-
cessfully compost grass 
clippings for other reasons, 
Heimlich says. 

Clippings have a high 
moisture content and they 
pack together tightly. This 

restricts airflow and growth 
of microorganisms, pre-
venting the clippings from 
decomposing rapidly. 

Strong odors result from 
the slow breakdown oc-
curring under wet condi-
tions and lack of oxygen. 

"A good compost pile is 
half air," Heimlich says. 

"Leaves compost quick-
See TRASH Page 26 
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BY J A M E S E . GUYETTE 
Editor 

Hurricane Hugo's path 
through the Carolinas 
left widespread de-

struction, and turf managers 
were expecting to reap tons of 
work—provided their busi-
nesses could survive the im-
mediate aftermath. 

Damage was so extensive 
that it could take years before 
rebuilding is completed. 

As it stands now, authori-
ties were predicting that it will 

NEXT MONTH 5 - D I G I T 4 8 8 
» v / * 8 6 1 32 10 93 

PETE COOKINGHAM 
L I B R A R Y W—121 
USGA TURFGRASS 
M I C H I G A N STATE 
EAST L A N S I N G 

file 

30G-INFO F I L E 
UNI V 

MI 4 8 8 2 4 - 1 0 4 8 

Test with backhoe shows: 

Dwarf fescues have 
long root systems 

Hurricane havoc: Houses were destroyed and trees toppled as Hugo breezed through Charlotte, N.C. 
Turf areas were left with deep gouges, and fescue lawns were smothered under brush piles. 

Huge hassles, opportunities 
in Hurricane Hugo's wake 

be Christmas before all the 
storm debris is removed and 
restoration can begin. 

Numerous yards have huge 
gouges in them where trees, 
poles, cars, houses and boats 
were slammed to the turf. 

Lawns are taking an addi-
tional beating as the various 
cranes, front-end loaders and 
utility trucks are forced to 
drive over them. 

Grass buried in darkness 
under giant piles of brush con-
tinues to die. 

In addition to renovation 
opportunities, most likely 
treatments will be needed to 
control fire ants, yellow jack-
ets and other insects stirred-
up and made homeless by 
Hugo's wrath. 

Some business operators, 
though, were concerned about 

See HUGO Page 11 

BY J A M E S E . GUYETTE 
Editor 

Dwarf tall fescues have 
deep root systems equal 
in depth to traditional 

tall fescue varieties, according 
to a recent test conducted at a 
California sod farm. 

As turfgrass breeders have 
worked to develop dwarf tall 
fescues, there has been nag-
ging concern and controversy 
over the effectiveness of the 
root systems. 

"The single biggest ques-
tion that has been raised re-
garding the truly dwarf fescues 
is the depth of their roots," 
reports Steve Tubbs, vice 
president of Turf Merchants 
Incorporated in Tangent, Ore. 

Does shortening the plant 
affect the depth of the root 
systems? 

"One of the most desirable 
characteristics of tall fescues is 

drought tolerance, and this is 
certainly a key issue," he says. 

(The definition of a dwarf 
tall fescue remains open for de-
bate as well. Tubbs believes that 
the only varieties that exhibit 
"dramatically reduced vertical 
growth rates" are TMI's Bonsai 
and Pickseed's Shortstop.) 

"There is no evidence to 
date that the true dwarf fes-
cues have any different root 
systems than other tall fes-
cues," says Tubbs. 

"It's not true that reduced 
top growth means reduced root 
systems," he says, declaring 
that "we think they will re-de-
fine the low-maintenance mar-
ket for turfgrass as we know it." 

Less mowing is required be-
cause the dwarfs are genet-
ically tuned to day length—as 
days get shorter they don't 
grow as much, which also leads 
to reduced clipping levels, ac-

See DWARF Page 10 

LATE NEWS • 
Toro buys Lawn-Boy for $85 M. 
MINNEAPOLIS— The Toro Co. has agreed to buy 
Lawn-Boy, Inc. for about $85 million. 

The seller is Outboard Marine Corp., which 
earlier sold the Cushman Group to Ransomes 
America for $150 million so it could concentrate 
on its marine products line. 

By 1991 Toro expects i ts profits to greatly 
improve because it will nearly double i ts t r im 
mower line wi thout bringing on additional 
overhead costs. 

Lawn-Boy makes i ts own mower engines, 
ending Toro's need to buy them f rom other 
manufacturers , the company said. 

Toro earnings for 1990 are expected to be 
reduced due to the one-time cost brought on by 
the purchase. 

For FY 1989 Toro sales were $643.5 million, 
earning $22.1 million. In 1988 Lawn-Boy had sales 
of $153 million, earning $6.2 million. LCI 



Ryan brings quality 
aeration from golf greens 
to green lawns. 

Introducing the new Ryan 
Lawnaire® 28. 

The revolutionary Lawnaire 28 
combines the technology and preci-
sion of golf course aeration with the 
demands of lawn maintenance. Its 
reciprocating, crank mounted tine 
arms feature a vertical coring ac-
tion similar to larger Ryan aera-
tors. Tines penetrate straight in to 
a depth of 2V2 inches, and come 
straight out. The results are a more 
professional-looking job, better root 
development, greener lawns, and 
more satisfied customers. 

Make more money by 
the yard. 

Because time is money, the 
Lawnaire 28 is designed to cover 
big jobs quickly — up to 24,000 sq. 
ft. per hour. But because not every 
job is big, it's also compact and 
maneuverable. Just 34 inches 
wide, the Lawnaire 28 easily fits 
through yard gates. The unique 
tricycle front wheel gives the unit a 
zero turning radius while aerating! 

Even the tightest spots are no 
problem. And because it's a Ryan, 
you can rest assured that the 
Lawnaire 28 will keep you on the 
job and out of the repair shop for 
years to come. 

Check out Ryan's reliability in 
your own backyard. Contact your 
Ryan dealer and ask for a free 
demonstration today. Or call toll 
free: 1-800-228-4444. 

R Y A N 
B U I L T T O L A S T 

A CU8HMAN Product: Group 

9018 Ryan, P.O. Box 82409, Lincoln, NE 68501 
Cushman, Inc. 1989. All rights reserved 
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Founders of 
PLCAA feted 
in Las Vegas 
LAS V E G A S , NEV .—A home-
coming of sorts was scheduled 
Nov. 6-9 in Las Vegas for in-
dustry pioneers who attended 
the first meeting of what be-
came the Professional Lawn 
Care Association of America. 

The historic meeting June 
14, 1979 at the Cincinnati-
South Holiday Inn in Fort 
Mitchell, Ky. was called by Bob 
Earley, then-editor of L A W N 
C A R E I N D U S T R Y , recounted 

James R. Brooks, PLCAA ex-
ecutive vice president. 

Plaques were to be pre-
sented to the PLCAA foun-
ders who were able to attend 
the Vegas fete. 

"We're going to recognize 
that group," Brooks said just 
before presstime. 

Attendees at the original 
organizational meeting were: 
Paul Hairston, Pat Lore, Stan 
Weber, Jerry Amstutz, Dr. 
Paul D. Schnare, Ronald D. 
Baker, Doug Baker, Doug 
Ha l t e rman , Harry Sloan, 
Glenn Bostrom, Bob Kautz-
man, Howard L. Evers, John 
Hayes, Rick White, Jerry 
Faulring, Dave Murphy, Gor-

don L. Ober, Ron Giffen, 
R o n a l d W. Col l ins , Joe 
O'Donnell, Tom Brune, Fred 
Rowley, Ronnie L. Zwiebel, 
Jim Kelly, J. Martin Erbaugh, 
John Latting, Steve Derrick, 
Don Burton, Larry Brandt, 
Will Schulze, R.B. Skelton, 
John L. Cruse, Jr., Jim Dun-
can, Rick Elred, Kent Potts, 
Bill F i s che r , Rona ld A. 
Ahlman, Bob Earley and Dick 
Foster. LCI 

OTF expects 
to draw crowd 
COLUMBUS, OHIO—More 
than 3,500 people are expected 

to attend the Dec. 4-7 Ohio 
Turfgrass Foundation Con-
ference and Show in Columbus. 

A record 3,500 attendees 
were at last year's show in Cin-
c i n n a t i , and a t t e n d a n c e 
should increase this year, ac-
cording to Dr. John R. Street, 
executive secretary. 

For more information, call 
(614) 292-2601. LCI 

N.C. exhibit 
is Jan. 10-12 
R A L E I G H , N . C . — T h e 28th 
A n n u a l N o r t h C a r o l i n a 
Turfgrass Conference and Ex-
hibit will be Jan. 10-12. 

For more information con-
tact Dr. Arthur Bruneau at 
(919) 737-2326. LCI 

IPM course 
to be in Jan. 
C O L L E G E P A R K , M D . 
The Second Annual Ad-
vanced Turfgrass Inte-
grated Pest Management 
Short Course will be Jan. 
15-18 at the University of 
Maryland. 

The cost is $600, and en-
rollment is limited. For infor-
mation call Dr. Lee Hellman 
at (301) 454-3845. LCI 

FLAGS EX 
Y( 
S 

CAUTION 
PESTICIDE APPLICATION 

KEEP OFF 

CUSTOMER: PLEASE REMOVE AFTER 72 HRS. 

Designed especially for 
the lawn care industry 

9 flag colors 
8 ink colors 
90° bend in staff 
Shipped straight. You bend when 
used. 
18" or 24" PVC staff (Vs" 
diam.) 
Custom printed if you like 

L e s s than 60 ea. 
(Min. 1000) 

Actual Size: 
4"x5" flag 

P.O. Box 86 • Neligh, NE 68756 
FAX# 402-887-5171 

BLACKBURN 
MANUFACTURING C O M P A N ^ 
TOLL-FREE / 
800/942-5816 East of Rockies 
800/552-3524 West of Rockies 

P.O. Box 276 • Cambria, CA 93428 
FAX# 805-927-1601 

Circle No. 101 on Reader Inquiry Card 

304 S.S. 600 gallon tank ELP • dual stage centrifugal pump (100 
GPM or 200 PSI) • sparger agitation • PTO drive • 12 volt electric 
reel • low to the ground work platform • Options: 5 gallon hand 
rinse tank & bracket • SOLO 425 (475) 435 485 Knapsack 
Sprayer and stand 

NEED A SKID UNIT? / WE GOT IT! SWk 
Westheffer 
Westheffer Company, Inc. 
PO Box 363, Lawrence, KS 66044 
1-800-332-0003 In KS 
1-800-362-3110 USA 
1-913-843-4486 FAX 

OVER 100 MODELS TO CHOOSE FROM. 
EACH BUILT TO MEET YOUR SPECIFIC NEEDS. 

• Single or dual tanks 
• 50-600 gallonage 
• Mechanical or jet agitation 
• Diaphragm, piston or centrifugal pump 
• Electric or manual hose reel 
• Green Garde or Kuritec hose 
• Hypro, JD9CT or Chemlawn gun 

0 

WHILE IMAGE IS CLEARLY NO SUBSTITUTE 
FOR EXCELLENT SERVICE, WITHOUT A DISTINCT 
AND POSITIVE CORPORATE IMAGE, YOUR 
COMPANY IS SIMPLY ONE OF MANY. 

Too often, customers know only two th ings about their lawn care company: 

What they do keeps my lawn looking okay and 
every month or so I get an invoice. 

A custom Focal Point newsletter can establish that crit ical posit ive image 
for your company, and explain the value of your services. It can generate 
new accounts, increase sales to exist ing accounts, reduce service ca l ls 
and cancel lat ions, promote upcoming specials, and more. A Focal Point 
newsletter costs less than tradit ional advert ising, but can have more 
impact. No other form of promot ion has the sustained inf luence of a 
handsomely designed, expertly written Focal Point newsletter. 

Your customers wi l l th ink of your newsletter as a valuable source of news 
and knowledge. So your newsletter is actually r e a d — unlike the thousands 
of advertisements your customer sees, hears, and receives in the mail each 
year. And you can maintain absolute control of your newslet ter— without 
the problems involved in going it alone. Your newsletter helps establish 
the image of an industry l eade r— authoritative, professional, knowledge-
a b l e — that's easy for brand-conscious customers to remember and rely on. 

Please call for free samples f rom our latest Portfolio of newsletters and 
other communicat ion tools designed exclusively for the green industry. 

FocalPoint 
C O M M U N I C A T I O N S 

800 525 6999 
FOCAL POINT COMMUNICATIONS • 11171 EMBASSY DflVE • CINCINNATI, OHIO 45240 

i 

Circle No. 122 on Reader Inquiry Card Circle No. 111 on Reader Inquiry Card 

CATCH A 
RISING STAR 

with the best in components 
design and servicing. 
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Keep your head when devising 
safety rules. A company was 
fined $1,500 under OSHA for an 
employee who didn't wear 
required hardhat . The firm 
supplied the helmets and 
mandated wearing of same, yet 
the rul ing said enforcement 
program was remiss because no 
penalties were issued for 
disobeying—a reminder was 
given and tha t was not enough, 
say Feds. 

Biotechnology i s bigger in 
Texas as Zoecon Corp. unveils 
new $1 million expansion at 
Dallas plant. Biotechnology 
product development will occur 

at state-of-the-art facility. 

Hepe&l of IBS estate freeze 
rules is being sought by trade 
organizations. Existing law (IRS 
Code Sec. 2036c) eliminates some 
of the most commonly used and 
legitimate methods of passing 
family business to next 
generation. Heirs face huge tax 
burden if parent kept interest 
in—or received money from— 
business. 

Law said to he confusing even 
the experts. Urge senators to 
support S.849. 

Fees were incorrectly 
collected from applicator 

licensees in Empire State, says 
New York State Green Council. 

Group wants to fight 
authorit ies in court; lawyer says 
$25,000 is needed jus t to get 
started. Money sought from 
members, other industry 
organizations. 

Chemical specialties 
industry supplies expanded 
information base through 
publication of Vendors to the 
Trade '90. 

Guide has more than 100 
categories, in depth descriptions. 

Order through Chemical 
Specialties Manufacturers 
Association, (202) 872-8110. LCI 

turf performers. 
•

First-rate disease and weed control 
demands a professional's touch. And 
here are the Turf Care products that 

have what it takes. 
Daconil 27875 The cornerstone of a profes-

sional spray program. Daconil 2787 is economical 
to use and the most effective, broadest-spectrum 
turf fungicide on the market. Controls 12 major 
turfgrass diseases. Available as a flowable or 
wettable powder formulation. 

Dacthal.® The preemergence herbicide that 
consistently delivers superior broad-spectrum 
control of crabgrass, spurge and 22 other tough 
annual grasses and broadleaf weeds. Available 
as a flowable or wettable powder formulation. 

Daconate® 6. The proven postemergent 
herbicide. Highly effective against pesky weeds 
such as crabgrass. (Sold as Bueno® 6 in western 
states only.) 

2 Plus 2 (MCPP + 2,4-D Amine). As effective 
as it is economical against more than 20 hard-
to-kill broadleaf weeds such as clover and 
dandelions. Contains no dicamba. 

Frigate® adjuvant. The only product specif-
ically formulated to enhance the performance 
of Roundup* for control of perennial and annual 
weeds. For turf renovations and non-cropland 
use, too. 

When it comes to turf care, you'll see the 
difference in the professional's touch. 

Fermenta ASC Corporation, 
5966 Heisley Road, P.O. Box 8000, 
Mentor, OH 44061-8000. 

TheTM Care* pros. 
•Roundup is a registered trademark of Monsanto Company Always follow label directions carefulfy when using turf chemicals. ^ ^ L 
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This card void after Jan. 15,1990 

1. CHECK BELOW YOUR PRIMARY 
BUSINESS AT THIS LOCATION: 
A. LAWN CARE COMPANY: Read each 

choice before answering. 
10 • Chemical lawn care company 
30 • Both chemical lawn care company and 

mowing/management lawn care 
company 

B. SUPPLIER 
70 • Chemical and equipment dealer and/or 

distributor 
C. OTHER (specify) 

2. WHAT IS YOUR TITLE? 

I would like to receive (continue receiving) 
LAWN CARE INDUSTRY each month: Yes • No • 

Signature: - Date_ 



BUSINESS REPLY MAIL 
FIRST CLASS PERMIT NO. 665 DULUTH, MINNESOTA 

POSTAGE WILL BE PAID BY ADDRESSEE 

READER SERVICE DEPARTMENT 

WWNG1RE INDUSTRY 
POST OFFICE BOX 6080 
DULUTH, MINNESOTA 55806-9780 

I I I I I I I I I I I I I I I I I I I I M I I I I I I I I I I I M I I I I I I I I I I I I I I I I I 



UPFRONT 

Should LCOs charge for a lawn analysis? 
Should lawn care com-

panies charge a service 
call fee to do an analysis of a 
potential customer's lawn? 

One LCO says yes. 
L.V. and her husband own 

a smaller lawn care operation 
in a rural area of a Mid-
western state. 

"No matter which way we 
go it's 20 miles there and 20 
miles back," says L.V., who 
requests anonymity. 

L.V. is plum fed up with 
what she refers to as the 
"wild goose chase" call. 

"A person we consider a 
prospect for our lawn service 
requests a lawn analysis; we, 
in good faith, travel 20 miles 
or more, do the analysis, 
make recommendations, 
spend much of our precious 
time (and gas is not cheap), 
only to find that the cus-
tomer wanted free 
information so he could do 
the job himself." 

Another annoyance is fel-
low LCOs who have their 
friends order up an analysis 
to check out the local compe-
tition. 

Wild goose chase calls are 
particularly bad during the 
busy season in the spring. 

"This is a small company. 
We don't have a salesperson 
to go out and do this type of 
thing. It's taking time away 
from work to be done," L.V. 
complains. 

"I took a look at the Big 
Picture and decided, 'Why 
are we doing this?'" 

L.V.'s solution? The com-
pany now charges a $5 
consultation/service fee, 
which is applied toward the 
bill if the potential client 
signs up. 

"With this $5 fee, if the 
customer takes the service 
they're really not losing any-
thing. It weeds out the ones 
who are just shopping 
around." 

It can be used as a market-
ing technique when dealing 
with a legitimate prospect, 
she believes. 

"It would really enhance 
their interest in using that 
service rather than losing 
$5," she explains. 

"If they're serious about 
getting a service they're going 
to think twice about calling 
someone else and losing that 
$5. If you're serious you're 
not losing anything," L.V. 
points out. 

"If these people realize 
they don't like your service 
you should be paid for your 
time." 

L.V. got to thinking about 
other services that make re-
quested house calls, such as 
plumbers, appliance repair 
people, electrical contractors 
and phone installers. 

And when making a trip 
into town to visit a doctor, 
lawyer or other professional, 
"You put your hand on the 
door knob and it's $25." 

With all these occupations, 
"whether they do anything or 
not they charge you for a 
service call, and it's about 
time that our industry does 
the same!" 

If LCOs consider them-
selves professionals, then 
they should be charging con-
sultation fees like other 
professionals, L.V. observes. 

"That service fee is estab-
lished, the customer is aware 
of it and the customer must 
pay it. Why should our ser-
vice be any different?" 

L.V. tells the people over 

JAMES E. 
GUYETTE 
EDITOR 

the phone about the $5 fee, 
and "I also tell them that it 
will be put toward the service 
if they buy the service." 

Because she began her 
plan in the late summer sea-
son, she has little 
information on reactions 

from possible customers. 
A doctor ordered an analy-

sis and gladly paid the fee 
because, well, because he's a 
doctor and the fee sure 
seemed normal in his eyes. 
(He signed up, too.) 

Everyone else also ac-
cepted the fee and became a 
client, except for one woman. 

"She paid the $5 but 
didn't take the service—but 
that's okay because we didn't 
go on a wild goose chase," 
L.V. recounts. 

She concludes, "Maybe 
we're going in the right di-

rection, maybe we're not." 
Well, readers: Is she? 
L.V. wants to know what 

others in the industry are 
thinking. Please drop me a 
line with your opinions, and 
your reactions will be dis-
cussed in a later column. 

Send your cards and let-
ters to me at L A W N CARE 
INDUSTRY ; 7500 Old Oak 
Blvd.; Cleveland, Ohio; 
44130. 

If you mail your reply be-
fore midnight tonight, you'll 
receive—absolutely free—my 
sincere thank-you. 

ACCLAIM KILLS CRABGRASS 
ALL SEASON LONG. 
i c n o U A R Y M a ^ C T 

Use ACCLAIM 
1EC Herbicide 
instead of a pre. 

1 Don't gamble that your 
ik pre will still be around 

J — t 0 prevent crabgrass 
S S n c e - s k i p it entirely. And in new or 
r S d S turf where pre's aren t an optwp. 

ACCLAIM is ideal 
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killing crabgrass before 
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XLAEVf 1EC Herbicide is a safe, effective product for postemergence 
control of crabgrass. And you can use it anytime after the one-leaf stage. 

Whatever your current program, remember that no other herbicide 
gives you such flexibility in controlling crabgrass. Make ACCLAIM part 
of your lawn care service today, and keep your customers satisfied. 

Because your turf is always on display. 
Circle No. 112 on Reader Inquiry Card 

Special Bonus 
Savings: 
Buy3gaUmsof 
ACCLAIM befiyre 
March 16, andget 
lgallonfice. 



Granted, DURSBAN* TUrf Insec-
ticide won't do you much good 
in a dark alley. But when it's 
time to get tough on surface-
feeding insects, it doesn't make 
any sense to take chances. 
What makes sense is using the 

industry standard-DURSBAN 
insecticide. 

More muscle for your 
money. Nothing's meaner on 
Chinch Bugs, Billbugs, Sod 
Webworms and other surface-
feeding thugs. Nothing. And 

there's simply no better value 
for liquid lawn care applications. 

One tough insecticide. 
What's more, DURSBAN TUrf 
Insecticide offers excellent resi-
dual, low odor and superb broad 
spectrum control. The kind of 



control you've come to expect-
ant! customers demand. 

So arm yourself with 
DURSBAN TUrf Insecticide. And 

keep surface feeders off your 
turf. Wearing a black leather 
jacket during application is, of 
course, not recommended. 

DURSBAN TUrf Insecticide. The Professional Choice. 
•Trademark of 

The Dow Chemical 
Company 
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DWARF 
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cording to Tubbs, who adds 
that it also has decreased fossil 
fuel fertilizer requirements. 

In August, the Pacific Sod 

Co. in Camarillo, Calif, de-
cided to investigate the 

root length issue and perhaps 
put it to rest. 

"They were so tired of hear-
ing about the shallow root sys-
tems that they took a backhoe 
to their plots," Tubbs ex-
plains. 

"We'd been hearing so 
much speculation and concern 
about root depth," recalls 
John Rector, a Pacific Sod 
agronomist. 

The plots that got the back-
hoe treatment were planted in 
September of 1988. 

The irrigated high-mainte-
nance area received high fer-
tilization, no herbicides or 
fungicides, and it was mowed 
at one-and-a-fourth inches. 

"We were growing it as if 
it's for sod," he points out. 

T h r e e v a r i e t i e s were 
planted: Bonsai; Turf Seed's 
Monarch, defined by Rector as 
a medium dwarf; and as a con-
trol, Turf Seed's Triathalawn 
Blend, which contains Olym-
pic, Apache and Bonanza tall 
fescues. 

"In all three cases the roots 
were all comparable," says 
Rector. 

"When we dug down there 
was absolutely no difference" 
in the root sizes. 

Dig deep: Bonsai roots six feet under. 

thickness of the turf creates a 
canopy that holds in moisture, 
leading to humidity-caused 
diseases in the East. 

However, in arid Califor-
nia, "Who cares about humid-
ity problems?" Tubbs queries. 

"West of the Mississippi 
there's a huge market for fes-
cues, and they don't have hu-
midity problems," he points 
out. 

The Bonsai crop was sold 
out way before the harvest, 
and TMI is now working on a 

dwarf suitable for markets in 
the eastern United States. 
"The advanced interest is 
what tells us we're on the right 
track," he says. 

The new variety will keep 
the dark color and low growth 
habit, but the texture will dis-
play "a more open growth pat-
tern" to eliminate the canopy 
problem caused by dense turf, 
Tubbs predicts, adding that 
the new grass is about two 
years away from seed produc-
tion. LCI 

Down to earth: Pacific Sod's Victor Oliva monitors the deep root 
growth found in both the regular and dwarf fescues. 

The roots were estimated to 
be eight feet long—deeper 
than the trench. "We dug the 
hole to six feet, but the roots 
kept going down there," Rec-
tor notes. 

"There was a tremendous 
amount of root material at six 
feet—we're talking lots and 
lots of roots," he observes. 

Tubbs was delighted with 
the results, and it was sure to 
be discussed at TMI's booth at 
the Professional Lawn Care 

Association of America's No-
vember national convention 
in Las Vegas. 

Bonsai, which was bred by 
Dr. Frederick B. Ledeboer, re-
quires less mowing and looks 
as good as bluegrass—maybe 
even more so, says Tubbs. 

"The turf quality is so stun-
ning, it's better than bluegrass 
at this point," Tubbs main-
tains. 

Tubbs notes that a draw-
back to Bonsai is that the 

Tecumseh in 
Italy, France 
G R A F T O N , W I S . T h e 
Tecumseh Products Co. has 
completed the acquisition of 
Tecnamotor, SPA of Torino, 
Italy. The purchase price was 
not disclosed. 

Tecnamotor is Europe's 
leading manufacturer of lawn 
and garden gasoline engines. 
Sales in 1988 exceeded $78 
million. 

The company has more 
than 700 employees in Italy, 
Great Britain, West Germany 
and France, and it has more 
than 5,00 dealers in Europe. 

According to Todd W. Her-
rick, Tecumseh's president 
and CEO, the Tecnamotor 
purchase and last year's acqui-
sition of L'Unite Hermetique 
of F r a n c e e s t a b l i s h e s 
Tecumseh as a significant 
Pan-European company re-
garding exected growth of the 
the European market in the 
1990s. LCI 

Stop crabgrass from grabbing hold 
Once crabgrass takes hold, you're the 

one who gets squeezed. Angry customers 
want your neck. 

Well now there's a pre-emergent pro-
gram that's custom-tailored to your needs. 
It's a unique herbicide program available 

at your DOTS distributor. 
You can choose from TEAM" 

SURFLAN: BALAN* or XL-
depending on your location and turf 
conditions. Your DOTS distributor will 
customize your choice by matching your desired 
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being able to stay afloat finan-
cially in the immediate weeks 
following Hugo's blast. 

Most LCOs were wielding 
chain saws as dazed citizens 
returned to what was left of 
their homes. 

"It's horrible," said Ellen 
Boutwell, office manager of 
Lawn-O-Green in Summer-
ville, S.C., which is just out-
side of Charleston. 

"I'm sitting here with no 
electricity," she said about a 
week after the big storm. 
"There's no area in the city 
that was not damaged." 

She noted that "the beau-
tification of someone's lawn is 
the last thing on most people's 
minds. I think we'll just be 
able to survive." 

Boutwell t hough t t h a t 
some of the impact could be 
long-term. "We've lost all of 
our Isle of Palms customers 
because they don ' t have 
houses." 

There has long been a con-
t rove r sy over i n c r e a s e d 
coastal development, and au-
thorities may prohibit recon-
struction of many formerly 
upscale properties located on 
dunes that were swept away by 
the raging sea. 

In neighborhoods left in-
tact, Boutwell said she was 
taking a wait-and-see attitude 
toward the lawns that re-
mained under water. 

Salt tolerant grass varieties 
are popular in the region, "but 
how much salt can it take?" 

Renovations are in the fu-
ture, but "for now we're giving 
people time to clean up their 
yards." 

Lawn-O-Green employees 
were pitching in with chain 
saws to help out. Because of 

workers compensation restric-
tions they were sticking to 
cuts that can be made from the 
ground. 

Said Boutwell, who stayed 
in her quaking home as Hugo 
hit, "I was a lucky one—no 
trees fell on my house. I can 
look out my back window and 
see 300 broken trees." 

Although there were plenty 
of tree removal opportunities, 
a financial windfall was not 
likely because of government-
mandated price limits de-
signed to prevent profiteering. 
The going rate now is $45 per 
manhour. 

"We're doing everything we 
can for our employees—keep-
ing them with a paycheck. It's 
part of our survival," Boutwell 
said. 

Charlotte, N.C. is about 
190 miles from the 
coast, but after Hugo 

sacked Charleston the hur-
ricane turned right and swept 
northward through the un-
suspecting city. 

"We were caught com-
pletely off-guard," said Mike 

Francisco, manager of the 
Charlotte ChemLawn branch. 

In the days after Hugo's 
romp, workers f rom the 
ChemLawn in Charlotte who 
were not on chain saw teams 
began arriving in Greensboro, 
N.C. 

"We're going to be using 
some of their employees at our 
facility," said Dana Hall, man-
ager of the Greensboro Chem-
Lawn. 

After the excitement dies 
down in Charlotte, those staff 
members will return home, ac-
companied by Greensboro 
ChemLawn people (plus 
Greenville, N.C. ChemLawn 
employees), to begin work on 
the lawns. 

After the initial cleanup is 
finished, fill-ins, aeration and 
seedings top the list of work to 
be done. "Some of the places 
will need complete renova-
tions," Hall observed. 

All hell broke loose in 
Charlotte. "The city 
was basically devas-

tated," Francisco reported. 
"We've quickly gotten into 

a new line of work. We've got-
ten into the tree- and land-
clearing business." 

Price-gougers there re-
sulted in a government-en-
forced limit of $100 an hour for 
a three-man crew with two 
chain saws. "We're basically 
doing only ChemLawn cus-
tomers who call us," Francisco 
said. 

The company also donated 
a crew to charity—aiding el-
derly citizens and others who 
can't afford professional ser-
vices. 

Like the Lawn-O-Green 
workers , the ChemLawn 
sawyers also were restricted to 
cutting trees that were on the 
ground. 

Hospitals in the hurricane-
ravaged region reported a rash 
of chain saw accidents, but the 
ChemLawn operation boasted 
an injury-free record. 

"We're not going into this 
h a l f - h e a r t e d , " said Ma t t 
Swindler, ChemLawn's Hugo 
cleanup manager. 

"We went out and invested 
in chain saw chaps," and the 
saws are run only by super-
visors. 

According to Swindler, 
most of the reported chain saw 
injuries were suffered by over-
eager high school students 
seeking extra cash and "Joe 
Homeowner—who's never 
seen a chain saw in his life." 

Swindler d idn ' t escape 
completely unscathed. On the 
day he spoke with L A W N C A R E 

I N D U S T R Y he had just suffered 
a painful sting from a yellow 
jacket. 

Like many of the human 
citizens of Charlotte, the in-
sect population found itself 
homeless as toppled trees 
ruined thei r root- located 
abodes. 

Changes in barometr ic 

pressure and the odor of sweet 
green wood being ground up by 
chippers all over town brought 
the beasts down upon the 
workers manning those de-
vices, Swindler said. 

Huge 200-year-old trees, 
some as thick as a circle of 
three people holding hands, 
came crashing to the ground in 
seconds. 

"There's 60- to 80-foot elms 
out there just snapped at the 
base , " Francisco related. 
Many trees throughout the re-
gion were broken off about six 
feet above the ground. 

"We've always been proud 
of our trees here, and most of 
them are laying across streets 
or on powerlines," he la-
mented. LCI 

Tools hard 
to locate 
for cleanup 

C H A R L O T T E , N.C.—Finding 
the proper equipment was a 
major struggle in the days— 
and weeks—following Hur-
ricane Hugo's unwelcome 
visit. 

"You couldn't beg or bor-
row a chain saw in Charlotte," 
recounted Mike Francisco, 
manager of the local Chem-
Lawn Services Corp. branch. 

In concer t wi th o the r 
C h e m L a w n o p e r a t i o n s , 
though, arrangements were 
made to obtain the needed 
tools elsewhere and bring 
them into the storm-ravaged 
area. 

"It is great to work for a 
company like ChemLawn/ 
Ecolab because of the super 
cooperation and mustering of 
resources that I have wit-
nessed in the past two to three 
w e e k s , " F r a n c i s c o com-
mented. 

Chain saws were rented in 
Greensboro, N.C., and chip-
pers were soon en route from 
Cincinnati and Atlanta. 

Throughout the region, 
green industry manufacturers 
helped out by offering their 
products to stricken munici-
palities. 

Garden Way Incorporated 
of Troy, N.Y. donated 12 
pieces of equipment to eight 
communities in North and 
South Carolina. 

Six Bolens chipper/shred-
de r s and six T r o y - B i l t 
Tomahawk chipper/shredders 
were contributed. 

Nathanial C. Stoddard, 
Garden Way president, called 
the effor t "something we 
wanted to do as a concerned 
corporate citizen." 

Charlotte, plus Charleston, 
D a r l i n g t o n , F l o r e n c e , 
Hartsville, Georgetown, Myr-
tle Beach and Surfside Beach, 
S.C. got equipment. 

As for Francisco, he said 
he'd be happy when the initial 
cleanup is over and things can 
get back to some degree of nor-
malcy: "I'm getting tired of 
playing Daniel Boone." LCI 

active ingredient per acre rate 
with the fertilizer analysis to fit 

your nutrient demands. 
Your DOTS distributor then offers 

personalized service providing helpful 
and timely advice to maximize results. 

For more information on the DOTS 
fertilizer and pre-emergent herbicide 
program, call 1-800-345-DOTS. 

At DOTS, we help your turf look its 
best. So you look your best. Distributor* Own 

Always Read and Follow Label Instructions. lUrf Supplies 



PLANTING POINTS 

Canadians making moves to spread peat moss use 
Eighteen of Canada's top 

peat moss marketers 
have organized the Ca-

nadian Sphagnum Peat Moss 
Association to promote what 
they feel are the unique prop-
erties and uses of their coun-
try's product. 

Those 18 member firms are 
responsible for 98 percent of 
Canada's total sphagnum peat 
moss production and for 97 
percent of the sphagnum peat 
moss imported by the United 
States. 

According to Gerry Hood, 
president of the CSPMA, 
Americans use 18 million six-
cubic-foot bales of Canadian 
peat moss a year, and half of 
that is used by professionals in 
the horticultural industry. 

Peat bogs cover nearly 12 
percent of Canada's land sur-
face, and in 1988 the country 
exported an estimated 708,000 
tons of the material. 

"In an age of shrinking 
water resources and environ-
mental concerns, Canadian 
sphagnum peat 's natural , 
organic composition; superior 
aeration and water retention 
capabilities are of particular 
import," Hood notes. 

In general, a mix consisting 
of one-third peat and two-
thirds soil helps to replenish 
the soil's capability to produce 
healthy trees and plants for 
years to come, he adds. 

When used in lawn care, ac-
cording to Hood, the peat can 
prepare a bed for seeding and 
supply a protective top dress-
ing to guard against sudden 
temperature changes. 

The CSPMA maintains 
that sphagnum peat helps ev-
erything grow better, includ-
ing lawns, flowers, trees, 
shrubs, bulbs and new seed-
lings. 

Sphagnum peat moss grows 
in the coldest reaches of Can-
ada, in bogs that date back 
7,000 to 12,000 years. 

These sphagnum plants 
were some of the first to grow 
on land when the glaciers 
pulled away at the end of the 
Ice Age. 

Over the ensuing centuries, 
sphagnum plants have grown 
and formed layers, creating 
this fibrous, organic sub-
stance, which reportedly has 
an enduring structure that re-
sists decomposition for years. 

When used in clay soils that 
tend to compact, sphagnum 

peat keeps the soil loose, let-
ting in air and giving roots the 
room they need to develop. 

Also, s ince C a n a d i a n 
sphagnum peat is highly resis-
tant to compaction, it protects 
the soil from hardening, ac-
cording to the CSPMA. 

Another benefit being cited 
is its ability to retain water. 
Canadian sphagnum peat 
moss is so porous that it can 
actually hold 12 to 20 times its 
weight in water, the organiza-
tion maintains. 

When mixed with the soil, 
its natural composition—it re-

portedly contains no harmful 
additives, damaging insect life 
or weed seeds—creates an un-
derground environment that 
is conducive to growing 
healthy plants. 

Also, it has a predictable 
pH level within the range of 
3.4 to 4.8. A soil test will indi-
cate if lime or sulfur is required 
to adjust the pH to 7, the de-
sired level for lawns, according 
to the CSPMA. 

The organization claims 
that soils mixed with its peat 
moss are more productive 
than soils that are amended 

Sphagnum Peat Moss Application Guide 
Application Area No. ot Four Cubic Foot Bales 

Planting New Lawns 25 feet x 40 feet 23 bales 

Mix two inches of peat in top six (1,000 square feet) 

inches of soil. Cover with grass 
seed and top with a i / T to Y*" 
layer of peat 

Overseeding Established Lawns 25 feet X 40 feet 3 to 4 bales 

Spread a y r to layer (1,000 square feet) 

over surface to be reseeded 
Bulb and Flower Beds 3 feet X 8 feet 1 bale 

Blend peat one third (24 square feet) 

by volume with soil (you may 
prefer to use 1/3 peat, 
1/3 sand, Y* soil). 

Shrub Plantings or Transplants 6 or 8 shrubs or 1 bale 

Blend peat one third by volume trees 

with soil (you may prefer to 
use Y* peat, Y* sand, Y* soil). 

Hood: It retains moisture. 

Triumph gets rid of the tough" 
Constant callbacks and 

retreatments can drive even 
the best lawn care business 
right into the ground. 

But you can reduce your 
callbacks —and increase 

your profits— simply by re-
placing whatever insecti-
cide you've been using with 
Triumph! 

Because no other insecti-
cide is proven more effective 

at controlling problem turf 
pests, including white grubs 
and mole crickets. 

Forexample,inlOyearsof 
university testing,Triumph 
has been shown to deliver 

© 1989CIBA-CEIGY Corporation .Turf and Ornamental Products, Box 18300, Greensboro, NC 27419. Always read and follow label directions. For retail 



with products such as bark, 
manure or compost. 

"When compared to other 
peats, for example, Canadian 
sphagnum peat is purer, lasts 
longer in the soil, has greater 
bulk, better water retentive 
properties and a more predict-
able pH," Hood says. 

When used as a topdressing 
or as a soil condi t ioner , 
sawdust and bark waste mate-
rials—as they decompose— 
take up nitrogen and nutrients 
needed to nourish growing 
plants, according to Hood. 

These woody products also 
lack sphagnum peat's ability 
to hold water and to prevent 
leaching, he points out. 

While the chief function of 

vermiculite and perlite is to 
aerate the soil, Canadian 
sphagnum peat performs the 
dual function of aeration and 
water conservation, the orga-
nization claims. 

Vermiculite and perlite soil 
conditioners can be used effec-
tively in combination with the 
organic Canadian sphagnum 
peat. 

When contrasted with the 
use of leaf molds and other 
composts as soil conditioners, 
Canadian sphagnum peat is 
found to last longer and to of-
fer greater water holding and 
releasing capability, according 
to the CSPMA. 

Mixtures of leaf mold, com-
post and Canadian sphagnum 

st turf pests, including these. 
90 percent control of white for a full 8-10 weeks. So one your clients, 
grubs within just 2-3 days late summer or early fall Just that 
of application. application is all you need they'll more 

And, unlike other insecti- for effective turf protection, often be the 
cides,Triumph consistendy Which doesn't mean you green, nego-
provides lasting control won't still collect notes from tiable variety 
sale to and use only by certified applicators or persons under their direct supervision, and only for those uses covered by the applicator certification. 

peat are compatible and effec-
tive soil enhancers when used 
in combination. 

Manure is also sometimes 
used as a soil additive. Can-
ada's peat, by comparison, is 
odorless, slower to decompose 
and free of undesirable biolog-
ical components, Hood says. 

The product is available 
throughout the U.S. in com-
pressed one, two-, four-, five-
and six-cubic-foot bales that 
double in volume when opened 
and loosened. 

Prior to use, Canadian 
sphagnum peat should be pre-
moistened to activate its 
sponge-like water holding ca-
pacity. 

Use a hose to fill the bale 
with water. The water will 
p e n e t r a t e and p r o p e r l y 
moisten the peat moss over-
night. 

In addition to a pH range of 
3.4 to 4.8, the material has a 
h igh c a t i o n (pos i t i ve ly 
charged ions) exchange capa-
city, which is important for 
the absorbation of fertilizers, 
according the the CSPMA. 

The organization points 
out that the product benefits 
any soil type, "even in the very 
highest quality loam." 

For example, in sandy 
soil—where water and materi-
als tend to leach through too 
quickly, creating an unending 
demand for watering and feed-
ing—the peat's fibers combine 
with the soil to reduce leach-
ing and enhance moisture re-
tention. 

In clay soil—which tends to 
compact and harden—air, 
water and fertilizer cannot 
penetrate effectively, which in 
turn inhibits root growth. 

Adding the Canadian peat 
reportedly lets turf managers 
achieve looser, more aerated 
soil, "which gives the roots the 
room they need to develop and 
permits them to retain the 
moisture thay need." 

The organiza t ion also 
maintains that its product 
lasts longer than other peat 
materials when applied on the 
job. LCI 

Study by mail 
at Colo. State 
F O R T C O L L I N S , C O L O . 
Management and Control of 
Turfgrass Pests is a new corre-
spondence course offered by 
Colorado State University. 

Topics include mainte-
nance of turfgrass, biology and 
control of weeds, biology and 
control of insects and related 
pests in turfgrass, biology and 
control of turfgrass diseases, 
pesticide application equip-
ment, calibration, integrated 
pest management and mea-
surements, conversions and 
calculations. 

Admission to the university 
is not required and students 
can study at their own pace. 
The instructor is Dr. Bert L. 
Bohmont. LCI 



SHOP TALK 

Spray equipment functions better with winter care 
Winterizing and clean-

ing your spraying 
equipment will re-

duce repairs and help make it 
last longer. 

"Chemical sprayers are per-
haps the most delicate equip-
ment you have, (and they) 
require special treatment be-
fore storing for the winter," 
says Erdal Ozkan, extension 
agricultural engineer at Ohio 
State University. 

"Cleaning a sprayer before 
storing not only increases its 
life but also reduces the chance 
of cross contamination of 

chemicals next spring and pre-
vents (plant) injury," he main-
tains. 

"Once it's clean, it is impor-
tant to protect the sprayer 
from the harmful effects of 
snow, rain, sun and strong 
winds." 

What you clean the sprayer 
w i t h d e p e n d s on w h a t 
pesticide you have applied 
with it. 

Ozkan says to check chemi-
cal labels for specific cleaning 
instructions, but a solution of 
2 pounds of detergent for every 
30-40 gallons of water will re-

move most residue. 
Follow these steps: 
• Remember to take the ap-

propriate safety precautions 
when handling pesticides and 
cleaning materials. Follow all 
the detailed instructions in 
your sprayer's operator's man-
ual. 

• Flush the sprayer with 
clean water. 

• Add the proper propor-
tion of detergent and water to 
the tank and agitate the clean-
ing solution thoroughly so it 
circulates throughout the sys-
tem for several minutes. 

Some pesticides may form a 
putty-type paste on the wall of 
the tank that detergent will 
not remove. Add a gallon of 
kerosene or diesel fuel for each 
25 gallons of cleaning water, 
allow the paste to dissolve, 
then agitate and flush with the 
detergent solution and clean 
water as described earlier. 

• Remove spray nozzles 
and flush the system twice 
with clean water. 

• Clean the nozzle tips and 
screens in a strong detergent 
solution or kerosene using a 
soft brush. Dry these and store 

Sorry, crabgrass. Sorry, goose-
grass. You won't be checking in here 
this season. Not on turf areas treated 
with Team preemergence herbicide. 

Only one group has reservations. 
Your turfgrass. Even bentgrass can 
relax, Team is that gentle. 

That means with a split applica-
tion you can take an all-season vaca-
tion from weeds. From upset golfers, 
callbacks and costly reapplications. 

Application is easy and accurate. 
Team gets to the ground where you 
want it. It won't leach out, even in 
heavy rainfall. Once activated, it 
forms a zone of protection that shuts 

the door on weeds for up to 20 weeks. 
Team is widely available on dry 

fertilizer from leading formulators, 
and in granular form from your 
distributor. 

So if weeds are planning to visit 
your turf this season, tell them sorry. 
You've booked Team for the season. 
See your Elanco distributor. Or call 
toll-free: 1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept. EM-455, Indianapolis, IN 46285. U.S.A. 
Team1"—(benefin+trifluralin, Elanco) /MJUUk ) 
Refer to the Team label for complete use directions. ^ — i ' 

With Team on your turf, 
weeds won't check in all season long. 

. J 
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them for the winter in a can of 
light oil such as diesel fuel or 
kerosene. 

• Add 1-5 gallons of light 
weight oil to the rinsing water 
used in the final flushing to 
form a protective coating in-
side the tank, pump and other 
sprayer parts. 

Automotive antifreeze with 
rust inhibitor will serve the 
same purpose in the pump or 
sprayer parts and also pre-
vents any water that may not 
have been removed from the 
unit from freezing. 

• Hoses should be removed 
and coiled around a basket or 
other large round object. 
Hanging them on a nail or peg 
will cause a permanent crease 
that reduces flow through the 
hose. 

Ideally, a sprayer should be 
stored inside during the 
winter, Ozkan says. However, 
if this is not possible, some 
sort of cover should be pro-
vided. 

T r a i l e r - t y p e s p r a y e r s 
should have blocks put under 
the frame or axle and the tire 
pressure reduced during stor-
age. 

Touching up scratched 
paint helps prevent rusting 
and covering all openings will 
keep insects, dirt and other 
foreign material out of the sys-
tem, he says. 

Clean the outside of the en-
tire sprayer with a bristle 
brush and water or with a 
steam cleaner. 

Be sure to check the 
owner's manual for more spe-
cific advice. LCI 

Mower chute 
guard deflects 
cutting debris 

D A L L A S , T E X A S — A mower 
chute deflector made of chain 
links deposits clippings prop-
erly yet helps reduce the dan-
ger of flying debris, according 
to Stan Johnson, vice presi-
dent at Las Colinas Landscape 
Services, Inc. 

The company's mid-sized 
walk-behinds are equipped 
with the devices, which are 
constructed in the shop by 
using th ree-e igh ths - inch 
chain and one-fourth-inch 
steel plate. LCI 



"TURFLON* herbicides 
give us about 95% 
control of problem 
weeds. The standard 
three-way products 
give control in the 
80-85% ranger-
Rick Steinau, president 
Greenlon Lawn Care Services 
Cincinnati, OH 

In the lawn care business, you 
know that exceptional perfor-
mance reduces callbacks and 
cancellations-and costs less 
in the long run. 
Less callbacks. 
"We started using TURFLON 
three years ago," explains Rick 
Steinau. "TURFLON simply does 
a better job on the hara-to-
control weeds like spurge, oxalis, 
ground ivy and wild violets. 
These are the problem weeds 
that customers usually complain 
about most. With TURFLON, 
we've seen a 25% reduction in 
weed-related callbacks and a 
15% drop in cancellations." 
More savings. 
"We are definitely saving money 
by using a premium herbicide," 
continues Rick. "We know that 
a treatment with TURFLON costs 
about 50<f more per lawn than 
a standard three-way herbicide, 
but we actually realize a 30% 
savings in our herbicide program." 
Rick Steinau knows that the 
performance of TURFLON herbi-
cide has made a big, big dif-
ference in his business. Just 
think what it can do for yours. 
Call us to find out more. 1-800-
373-2DOW(2369). 

Move up to TURFLON 

"Trademark of The Dow Chemical Company 

Circle No. 105 on Reader Inquiry Card 
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INNOVATIONS 

New training program fosters pesticide compliance 
participation and verifies that 
the training has been carried 
out. 

Jalette says he always ques-
tioned the effectiveness of 
holding winter training in-
struction in which an em-
p l o y e e h a s t o a b s o r b 
everything in one marathon 
session. 

While previously serving as 
director of marketing and 
sales for Old Fox Lawn Care of 
Rhode Island, Jalette thought 
there mast be a better training 
method. 

Regulation of the lawn 
care industry began in 
t h e New E n g l a n d 

states, Jalette says, "and we 
saw where the trend was head-
ing. 

"A lot of big companies 
have tons of training manuals 
and videotapes that are not 
used," Jalette says. "When a 
company pays money for a ser-
vice, they're going to use it." 

A full-year subscription to 
the training program includes 
48 weeks of material, mailed 
each week, on such topics as 
driver safety, spreading gran-
ulars, nematodes, soil acidity 
and liming, photosynthesis, 
customer relations and sea-
sonal concerns like spring dis-
eases and late fall fertility. 

Complex subjects, such as 
combating surface insects, are 
treated in two separate ses-
sions. 

"If we made it any longer we 
feel it would interfere with 
production time and people 
wouldn't use it," says Jalette, 
who believes training is less 
formidable when presented in 
small, digestible chunks. 

"It's so easy. We don't have 
to do anything," says J. Mar-
tin Erbaugh, president of 
Lawnmark Corp, which has 
200 e m p l o y e e s a n d 12 
branches s t re tch ing from 
Ohio to Maine. 

Even though Lawnmark 
has a full-time trainer on staff, 
Erbaugh says PCTS' "force-
feed method" makes sure that 
busy managers will find time 
to hold meetings. 

He finds it especially handy 
to get a weekly report on train-
ing activities in all of the 
branches, along with individ-
ual test scores that can be used 
for employee recognition. 

A lot of companies gain an 
unexpected benefit from the 
training: It forces them to 
meet each week with all of the 
employees. 

"You're constantly talking 
to your people and bringing up 
the issues they can use that 
day," Jalette says. 

After one year the topics 
begin to repeat, but are up-
d a t e d wi th i n f o r m a t i o n 
gleaned from from profes-
sional journals, OSHA, DOT 
and the Federal Register. 

The cost of the service is 
based on the number of people 

See T R A I N Page 26 

Jalette: A better method. 

B Y M E G A N H A R D I N G 

N O R T H K I N G S T O W N , R . I . 
Pesticide Compliance and 
Training Services has intro-
duced a new program for train-
ing pesticide handlers. 

It includes a series of brief, 
topical talks to be given each 
week, plus a correspondence 
training program for new em-
ployees. 

In addition to training, 
PCTS performs on-site audits 
for compliance with more than 
450 pesticide regulations. 

The training program con-
sists of a series of information 
packets mailed each week to a 
supervisor or branch manager, 
who gives the training. 

The packets include back-
ground material, which takes 
about 20 minutes to read, an 
outline for a 30- to 45-minute 
presentation, handouts for 
each person and a quiz to be 
taken after the talk. 

R i c h a r d J a l e t t e , who 
founded the company a year 
ago with partner Dr. James F. 
Wilkinson in North Kings-
town, R.I., says this ready-

made ki t min imizes the 
amount of in-house prepara-
tion time—eliminating even 
the need to make photocopies. 

The talks were developed so 
LCOs could easily give them to 
their own employees. 

Although many states will 
not accept a self-administered 
training program for credit to-
wards recertification, PCTS' 
new program has gained ap-
proval in most of the states 
where they have clients, ac-
cording to Jalette. 

The firm acts as a third 
party that records employee 

Add Chipco26019toyour 
spray program, and you may add 

a new truck to your fleet. 
The best way to build bigger profits 

into your existing customer base is to add 
CHIPCO® brand 26019 fungicide to your 

regular spray program. _ 
Here's why! CHIPCO® 26019 provides more effec-
tive control of more damaging diseases than any 
other fungicide you can use. So, your customers 

get greener healthier, more beautiful lawns. 
Second, CHIPCO® 26019 delivers this broad-

spectrum control for a long time—up to a 
jull month from a single application. 

srfe< 

dependable. Applied in a preventative pro-
gram, CHIPCO®26019 provides the kind of reli-

KOtufmsj 

able disease control that eliminates 
customer complaints and costly call-backs. 
Best of all, by upgrading your service with 
CHIPCO® 26019, you keep your current 
customers satisfied and build additional busi-
ness through word-of-mouth. 
Add CHIPCO® brand 26019 fungicide to your 
spray schedule today, and you may just have 
to make room for a new truck in your fleet. 

Chipco26019 
A Fungicide 

As with any crop protection chemical, always read and follow instructions on the label. CHIPCO is a registered trademark of Rhone-ft>ulenc. © 1990 Rhone-ftnilenc Ag Company 

That means it fits perfectly into your 
regular spray schedule. 

Third, CHircO® 26019 is 

t f RHONE-POULENC 



far the cost of a candy bar, 
Bob Kapp made the 

sweet move up toTURFLON. 

"Our customers expect 
and demand quality 
-and we deliver. 
If it costs an extra 
50C a lawn to keep 
customers, it's well 
worth it."-
Bob Kapp, President and CEO 
Kapp's Green Lawn 
Minister, IN 

How much is customer satis-
faction worth? For Bob Kapp 
of Kapp's Green Lawn, it's worth 
the performance difference that 
TURFLON* herbicide can provide. 
What price customer 
satisfaction? 
"We switched to TURFLON two 
years ago because we weren't 
pleased with our previous her-
bicide," says Bob Kapp. "Cost 
has never been a deciding factor 
in the products we use. The extra 
50<t per lawn for a treatment 
with TURFLON herbicide doesn't 
make a bit of difference. In this 
day and age, you simply have 
to retain customers-it costs 
too much money and time to 
replace them." 
Its rewards. 
"TURFLON did a much better 
job, particularly on our problem 
weeds like wild violets, ground 
ivy and spurge," Bob continues. 
"Since switching to TURFLON, 
we've reduced our weed related 
callbacks and service cancella-
tions by 50% from a year ago." 
With performance like that, 
you'll be able to add some sweet-
ness to your bottom line. Call 
us to Find out more. 1-800-
373-2DOW (2369). 

Move up to TURFLON 

•Trademark of The Dow Chemical Company 

Circle No. 106 on Reader Inquiry Card 



BUSINESS SENSE 

Past decade saw big switch in lawn care 
B Y E D W A N D T K E 

AND 

R U D D M C G A R Y 

Each year, usually about 
the time of the Profes-
sional Lawn Care-Asso-

ciation of America's national 
convention, questions pop up 
about the current state of the 
lawn care industry. 

Most often, the answer is 
that it isn't too radically 
changed from the year previ-
ous—and this year isn't much 
of an exception, except... 

Let's look at the trends for 
the past decade rather 
than simply the past 

year, and we think we'll find 
some significant changes in 
the industry as well as ones 
which have occurred over the 
past year itself. 

The state of the industry 
today doesn't have much use 
for broadcast spraying of her-
bicides or insecticides. 

The days of the "hose jock-
eys" with one tank mix— 
walking across every lawn do-
ing exactly the same th ing -
are gone, at least for the 

strong, progressive com-
panies. 

The whole decade has been 
one of increased consumer 
awareness concerning her-
bicides, insecticides, and is-
sues of groundwater man-
agement. 

Because of this, the reg-
ulatory agencies have started 
efforts to curtail use of her-
bicides and pesticides, some-
thing with which the industry 
has dealt well. 

The use of spot treatments, 
of more inspections and less 
applications, is now some-

thing found in every major 
market. 

There were certainly some 
firms who feared legislation, 
none of the good ones worried 
much about it if the legislation 
was done even-handedly. 

So, the state of the industry 
today is to use less and less 
herbicides and insecticides 
and to do more spot treatment. 

A second major trend is one 
which will go into the 1990s 
and beyond, at least for those 
companies that want to con-
tinue growth. 

That trend is toward multi-

Here, nature's constantly 
pulling out all the stops to 
make life difficult In this 
neighborhood, turf doesn't 
survive on good looks 
alone. What makes you 
think you can handle a turf 
test this tough? 

non 
TOTAL T U R F C A R E 
A division of Lebanon Chemical Corporation 

Circle No. 114 on Reader Inquiry Card 

pie services. The industry to-
day is seeing more and more 
companies, usually small to 
medium-sized ones, offering 
more and more services. 

Some are actually bright 
enough to offer ones that 
match their current offerings. 

In the '70s and '80s many 
companies decided to offer 
services that didn't match the 
consumer buying patterns of 
lawn care. 

An excellent example of 
that is carpet cleaning. Off the 
tops of our heads, we can think 
of at least 10 companies that 
offered carpet cleaning in the 
last decade. 

We can also think of 10 com-
panies that lost money doing 
so. 

The key to the state of the 
industry now is that the com-
panies that are offering multi-
ple services are much more 
aware of what the consumer 
wants to buy from one source, 
and are now mixing services so 
that the consumer has a wider 
range of logical choices from 
which to choose. 

Another major change in 
the state of the indus-
try, and one which has 

not yet been implemented in 
all cases, is that the industry is 
more business-oriented. 

This means that the com-
panies, more and more of 
them, are becoming more in-
telligently run in the areas of 
operations, finance, adminis-
tration and marketing. 

While still not at levels seen 
in some manufacturing com-
panies, the lawn care industry 
is getting stronger. 

There's still quite a way to 
go in the area to reach the lev-
els of sophistication of older 
industries, but there are lead-
ers trying to help. 

The typical lawn care com-
pany of the '70s was founded 
by someone with good tech-
nical background, usually in 
the agricultural field. The 
gradual switch to business ori-
entation is happening more 
from a continuing education 
standpoint than from an ma-
jor influx of people with train-
ing in business. 

It's important to note that 
the state of the industry finds 
more and more opportunities 
for continuing education in 
business. The key is the 
willingness of the owner/oper-
ator to learn more about the 
business side of the lawn care 
industry. 

A major factor in the poten-
tial growth of the industry in 

McGary Wandtke 

About the Authors 
Dr. Rudd Mcgary and Ed 
Wandtke are senior partners 
with All-Green Management 
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"The first year we used 
TURFLON, we realized 
a $1,200 savings on 
service call costs!-
Tim Doppel, president 
Atwood Lawncare, Inc. 
Sterling Heights, MI 

Keeping a lid on expenses be-
comes more and more important 
a s your business continues to 
grow. Do things right, and pro-
fits will rise while the cost of 
servicing each new cus tomer 
falls. If that 's the kind of lawn 
care f i rm you w a n t to run , 
maybe it's time you moved 
up to TURFLON* herbicide. 
When more is less. 
"Even though the product costs 
more, I still end up saving money 
by using TURFLON," explains 
Tim Doppel. And he has three 
years' worth of documented 
resul ts to prove it pays to 
broadcast spray TURFLON 
at about $ 9 . 5 0 per acre. "The 
first and foremost advantage 
of using TURFLON is its effec-
tiveness. It works." 
Reducing callbacks and 
cancellations is the key. 
"The first year we used TURFLON, 
we had a 2 0 percent reduction 
in callbacks and that has held 
s t eady over the years," Tim 
says. "We've also seen an in-
crease in customer retention in 
the three years we've been using 
TURFLON." 
And using TURFLON has one 
more advantage, Tim adds. It's 
the reason he's been able to 
reduce callbacks and cancel-
lations: "My customers are 
happier." 
Isn't it time you moved up to a 
better herbicide for better weed 
control? Call us to find out more. 
1 -800-373-4DOW (4369) . 

Move up to TURFLON 

'Trademark of The Dow Chemical Company 

8006 



the '90s is the realization that 
the consumer will be the key to 
the success of a company. 

This may seem a rather 
simple idea, in fact it is, but 
the lawn care industry ignored 
the consumer in many ways, 
almost from its conception. 

Let's look at some of the 
ways in which companies can 
be more up-to-date in their 
handling of the consumer, 
something that will determine 
success in the next decade. 

First, the public doesn't 
want Billy-Joe Bob in his 
pickup truck for a lawn care 
company. 

The public has come to ex-
pect someone who not only 
knows what they are doing, 

but who also looks profes-
sional. The state of the indus-
try is much more professional 
than it was even ten years ago. 

Second, the consumer ex-
pects results from the service 
performed. The largest growth 
sector in the United States' 
economy is service, and the 
public is constantly bom-
barded with offers to buy a 
wide variety. 

The state of the lawn care 
industry is one which is just 
now becoming attuned to ser-
vice as the major offering to 
the public. 

We are service-oriented, 
not product-oriented, at least 
for the better and more pro-
gressive companies. 

The state of the industry is 
tied to the consumer, and the 
consumer says good service is 
what is being bought—there-
fore we must be able to deliver. 

Third, the consumer ex-
pects to be a part of a commu-
nication process that begins 
when the advertising goes out 
and is consumated, and the 
service has been performed. 

The state of the industry is 
that companies have to be bet-
ter at communicating with the 
consumer before the sale, dur-
ing the performance of service, 
and after the performance of 
service. 

It's a continuous process, 
going on the year around, not 
just a one-time communica-

tion when the company is try-
ing to get the sale. 

Finally, the state of the 
industry is the same 
with respect to the No. 1 

company. ChemLawn services 
Corp. remains the giant, but 
there are a number of outside 
forces at work in the industry 
that will change the landscape 
in the '90s. 

Outside interest in lawn 
care will change what is hap-
pening to smaller well-run 
companies. 

Certainly, the buying and 
selling of the more profes-
sional smaller companies is 
the state of the industry, but 
it's going to be interesting to 
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see if some major interna-
tional company comes into the 
marketplace with a great deal 
of money and tries to make a 
run at No. 1. 

Will it happen? Stay tuned. 
Overall, the industry is 

more professional than it was 
at the beginning of the decade. 

There are more million dol-
lar companies in the industry, 
but many of these are being 
bought. 

The business education 
level is higher. The regulatory 
pressures continue. 

Can the industry do better? 
Certainly. The 1990s will 

reward professionalism in 
many forms. We're looking 
forward to the '90s. LCI 

It's a Way of Life at Tyler. 
"We do whatever it takes to keep our 
customers happy, because at Tyler our 
bottom line is quality and service " 
"It's more than a slogan, it's a commitment. Our number 
one aim is to give Tyler customers the very best in product 
quality and services," says Warren Shafer, General 
Manager, Tyler Enterprises. 

Tyler is committed to the industry and committed to this 
market. Tyler's recent plant additions assure an even 
better control on quality and service. 

A new bagging plant will enable us to better watch quality, 
be more efficient, and maintain faster production. The 
addition of a new bulk storage facility and finished product 
warehouse means more efficient product handling. All this 
adds up to better quality and service for you, the customer. 

Our sales staff is committed to serving you the very best 
they can. We will go anywhere and do anything to make 
sure a customer is satisified. When we know of a problem, 
if we're not there the first day, then we're there the second. 

At Tyler, when a customer needs product, we get it there 
fast. We never want our customers to run out. 

Tyler offers Greensward® Customed Formulated 
Fertilizers in liquid or dry, large or small quantities, in bag 
or bulk. 

Ask us about our chemical control products and grass 
seed for your turfgrass program. 

If you want the very best in quality products and 
service, write or call us today. 

1 1988 Tyler Enterprises Inc 
Warren Shafer, General Manager 

Quality 

Enterprises, Inc. 
Service • Convenience 

P.O. Box 365 • Route 53 • Elwood, IL 60421 
Telephone (815) 423-5551 
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Please send me information on the Tyler products checked below: 

Name 

Company Name 

Area Code & Company Phone 

Address 

City _ . State . Zip 
• Tyler Greensward custom formula fertizlers. 
• Chemical control products for turfgrass programs. 

i 
i 
i 
i 

• Grass seed blends. • All Tyler products. ^ J 

Ciba-Geigy 
beefing up 
product line 
GREENSBORO, N . C . — I n a n 
effort to increase customer 
service with an expanded 
product line, Ciba-Geigy re-
cently added 11 new positions 
in its turf and ornamental 
products division. 

"We entered the turf and 
ornamental market three 
years ago with the promise of 
strong support and a dedicated 
staff," says Bill Liles, director 
of turf and ornamental prod-
ucts. 

"The people we've added to 
our group provide us with a 
leadership position for the fu-
ture," he explains. 

"These moves illustrate 
Ciba-Geigy's commitment to 
turf and ornamental mar-
kets," Liles adds. 

Dave Warman moves to 
headquarters in Greensboro as 
area sales manager for the 
southern region. Jose Milan 
also joins the group. 

Both were formerly turf and 
o rnamenta l sales repre-
sentatives. 

Nick Angelucci , Rick 
Grant, Chip Houmes and 
Steve Rezac join the division 
as sales representatives, mov-
ing from similar positions 
with the company's crop 
chemicals group. 

Two additional sales repre-
sentatives come from other 
green industry firms: Don 
Spier, from Turf Products 
Ltd., and Don Wilson, from 
ChemLawn Services Corp. 

In addition, Dr. Don Taylor 
signs on as senior technical 
support specialist in the 
Southeas t , and Dr. Lisa 
Lemke becomes a technical 
support person for the North-
east. 

Both report to Dr. Doug 
Houseworth, Ciba-Geigy 
manager of technical support. 
Taylor has been with Ciba-
Geigy for 21 years, 13 as a sen-
ior scientist in field research 
with the company's crop 
chemicals group. Lemke joins 
the group from American 
Cyanamid, where she was a re-
search entomologist. LCI 



MAINTENANCE METHODS 

Equipment maintenance plan boosts performance 
B Y P H I L I P D . C H R I S T I A N III 

Equipment maintenance 
is one of the most talked 
about—but least under-

stood—subjects in our indus-
try. 

The rapid development and 
availability of improved and 
more sophisticated tools has 
not changed our mindset on 
minimum maintenance. 

What is the long-term ob-
jective of equipment main-
tenance? 

Of course, it has to do with 
cost-effectiveness. Every com-
pany is in favor of a mainte-
nance system that produces a 
quick and sure payback for 
every maintenance dollar in-
vested. 

Some would argue that the 
goal is reliability—to keep the 
equipment running all season 
without on-site breakdowns. 

Others argue that the safe 
operation of the tools is the 
long-term goal, and that no 
payback is quick enough, or 
big enough, to replace people 
or equipment. 

What about maintenance 
for the purpose of extending 
equipment life? 

If that were the long-range 
goal of every maintenance pro-
gram, wouldn't maintenance 
dollars be recouped sooner or 
later? 

All these benefits are im-
portant. In fact, they 
are essential to a good 

maintenance plan. But the 
primary focus of a mainte-
nance plan should be top pro-
duction on a day-to-day basis. 

The good news is that all 
the other benefits may be 
achieved as a side benefit to 
maintaining equipment for 
top performance. 

On-site or in-service break-
downs are not compatible with 
high-production equipment. 
Our industry has been con-
ditioned over the years to ac-
cept on-site, in-service break-
downs as a fact of life. 

The focus has been on the 
frequency of breakdowns, and 

About the Author 
Philip D. Christian III of 
Alpharetta, Ga. is a consultant 
with All-Green Management 
Associates in Columbus, Ohio. 

not on the elimination of "in-
flight mechanical failure." 

The question of who should 
be responsible for equipment 
maintenance is an essential is-
sue. 

Historically, the equipment 
has been maintained by the 
operators or a person in the 
organization who is thought to 
be mechanically inclined. 

Modern high-production 
equipment produces best 
when maintained by a profes-
sional mechanic. 

Many of the top producers 
in the field are lost because 

they cannot tolerate the mix of 
skill and temperament needed 
to operate the tool all day and 
then repair it in the late after-
noon or early evening. 

The equipment must be 
maintained, repaired and 
ready for action when the op-
erators arrive at the shop 
Monday morning, otherwise 
production will suffer. 

When and where should 
maintenace and repair take 
place? 

Every company has access 
to some type of shop facility, 
and, obviously, these tasks 

should be done in a well-equip-
ped shop with the proper tools 
and parts available. 

Deciding when the equip-
ment should be maintained is 
not so obvious. The equip-
ment runs eight to ten hours a 
day, five or six days a week, 
leaving very little regular time 
available for maintenance and 
repair. 

Some business owners defer 
maintenance and repair until 
a rainy day, or when the oper-
ators are "caught up." 

The harsh reality is that 
rain days and periods of low 

production activity never 
seem to occur on a schedule 
that will work for equipment 
repair and maintenance. 

A better method is to ar-
range for the mechanics and 
maintenance people to be 
available after hours or on a 
swing shift time frame. 

After-hours maintenance 
will add at least an hour a day 
to the production of each crew. 
If that one hour per day is mul-
tiplied by the number of peo-
ple employed, the increase in 
productivity is significant. 

Landscape maintenance 

INTRODUCING 
THIAMINE™ II W.S. 

Broadleaf Weed Killer 

OLD PROBLEM... 

NEW PRODUCT? 

GREAT SOLUTION! 

If you're handling liquid broadleaf weed control 
herbicides, you know that meeting today's 
regulatory requirements for proper rinsing and 
disposal of empty drums, cans and jugs are a real 
problem.... 

Now there's TRIAMINE™ II W.S., the new water soluble 
powder containing the acids of MCPA, Mecoprop and 
Dichlorprop. Packaged in convenient 4 pound and 15 ounce 
fiber canisters, our exciting new product puts an end to your 
old concerns over container storage and disposal. In addi-
tion to easier container disposal, TRIAMINE™ II W.S takes 
up less space in your warehouse, is easier to transport and 
won't freeze. 

TRIAMINE™ II W.S. goes into solution instantly and gives 
you effective, economical weed control on a wide range of 
troublesome broadleaf weeds. 

A single 4 pound fiber canister of TRIAMINE™ II W.S. con-
tains enough herbicide to treat an acre of cool season turf. 
For a small job, use the 15 ounce size that treats 10,000 sq. 
ft. And, when used on some warm season grasses, you will 
be able to treat even larger turf areas. 

NEW TRIAMINE II W.S. 
From 

RIVERDALE CHEMICAL COMPANY 
"New Solutions For Old Problems" 

Stop by and see us at the PLCAA Show-Booth 131 

OR CONTACT US AT: 
425 West 194th Street, Glenwood, IL 60425-1584 708-754-3330 800-345-3330 

Ci rc le N o . 120 o n R e a d e r Inqui ry C a r d ©Copyright 1989 



M H H M H M B j j l 

Oil's well, ends well: Dan Dyson of Ruppert Landscape Co., Inc. in 
Ashton, Md. makes sure that the fluids are at proper levels. 

contractors generally under-
stand the basics of keeping the 
equipment running. But what 
must be done to increase the 
equipment's productivity? 

The trained crews have a 
specific performance goal for 
each property every day. What 
can be done to the equipment 
to help the crew reach those 
numbers? 

Using a standard walk-be-
hind rotary mower that pro-
duces 25,000 square feet per 
hour as an example, how can 
that mower's productivity be 
increased to 30,000 square feet 
per hour? 

That 16 percent increase in 
production would save one 
hour of production time when 

mowing a four-acre property. 
The first step in tuning for 

top production is to thor-
oughly clean the equipment. If 
there is no pressure washer at 
the shop, spend a few quarters 
at the drive-through do-it-
yourself car wash. 

Clean equipment looks 
good and helps create a profe-
sional image and attitude. 

But, these are side benefits: 
The real reason to clean the 
equipment is to visually iden-
tify potential problems, and to 
also make the maintenance 
and repair of the equipment as 
convenient and pleasant as 
possible. 

Now that all the parts are 
visible and clean, tighten and 

Ohio 
Turfgrass 
Conference 
And Show 

DECEMBER 4-7, 1989 
THE OHIO CENTER 
COLUMBUS, OHIO 

• Featuring Workshops, Educational Sessions 
and over 200 Exibitors 

• For Golf Turf, Lawncare, Grounds Maintenance 
and Sports Turf Managers. 

Detach and mail to: 
OHIO TURFGRASS FOUNDATION 
2021 Coffey Road 
Columbus, Ohio 43201 
614-292-2601 

PLEASE SEND INFORMATION ABOUT 
• 1989 CONFERENCE AND SHOW 
• OTF MEMBERSHIP 

Name 

Company 

Address 

City State Zip 

Phone 

replace loose and missing bolts 
and screws. Pull the wheels 
and make sure they are spin-
ning freely. Inflate the tires to 
the specified pounds per 
square inch. 

Disassemble the deck and 
check all parts for wear. Re-
move the blades and belts. 
Check each pulley, roller and 
idler. If they do not turn easily 
and quietly, replace them. 

Sharpen and balance the 
blades, reassemble the deck 
with new belts and lubricate 
all fittings. 

The motor should be tuned 
by a professional mechanic 
who has all the diagnostic 
equipment and tools to fine-
tune the engine for top perfor-
mance. 

Make sure the mechanic 
adjusts the throttle linkage 
and control for maximum 
rpm. He or she should record 
and report the rpm at half-
throttle, three-fourths-throt-
tle and full-throttle. 

Now may be a good time to 
have the mechanic install hour 
meters on each of the large 
motors to keep an accurate 
record of use time and enable 
maintenance chores in accor-
dance with the manufacturer's 
recommendations. 

Check and service the 
transmission, bolt it all back 
together, and adjust the deck 
suspension, the drive train 
and the steering assembly in 
accordance with the manufac-
turer's recommendations. 

Test the equipment for 
blade tip speed and ground 
speed using the following test 
procedure: 

For optimum cutting up to 
a ground speed of 5 mph, the 
blade tip speed of the mower 
should be approximately 200 
mph, or between 16,000 and 
17,600 feet per minute. 

To calculate the blade tip 
speed, first check the blade 
shaft rpm with a strobe ta-
chometer. To calculate feet 
per minute, multiply the shaft 
rpm by the circumference of 
the circle the blade makes 
when it is turned one revolu-
tion. 

For a 20-inch blade, or one 
that is 1.67 feet long, the 
formula is C equals pi D, or C 
equals 3.1416 times 1.67 feet, 
equals a circumference of 5.25 

Rocky Mtn. show 
now in Denver 
D E N V E R , COLO.—The 36th 
Annual Rocky Mountain Re-
gional Turf Conference and 
Trade Show, set for Dec. 5-6, 
is moving to the Mile High 
City's Holiday Inn at Cham-
bers Road and Interstate 70. 

Since 1954 the event has 
been hosted by Fort Collins. 
The new site will allow the ad-
dition of a trade show, accord-
ing to organizers. 

For more information con-
tact Julia Marie at (303) 
688-2268 or Dorothy Borland 
at (303) 329-0220. LCI 
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L4WN OIRE INDUSTRY 
NOVEMBER 1989 

This card void after Jan. 15,1990 

1. CHECK BELOW YOUR PRIMARY 
BUSINESS AT THIS LOCATION: 
A. LAWN CARE COMPANY: Read each 

choice before answering. 
10 • Chemical lawn care company 
30 • Both chemical lawn care company and 

mowing/management lawn care 
company 

B. SUPPLIER 
70 • Chemical and equipment dealer and/or 

distributor 

C. OTHER (specify) 

2. WHAT IS YOUR TITLE? 

I would like to receive (continue receiving) 
LAWN CARE INDUSTRY each month: Yes • No • 

Signature: Date 
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means facing food facts feet multiplied times an rpm of 
3,200 equals 16,800 feet per 
minute. 

Blade tip speed is critical to 
high performance and high 
quality cut. If the blade tip 
speed is below the 200 mph 
range, ground speed must be 
slowed to match the maximum 
blade tip speed. 

Production equipment 
maintained and tuned 
for increased productiv-

ity offers an immedia te 
payback in hours saved per 
week. 

In an effort to extend this 
payback for the rest of the sea-
son or for the life of the equip-
ment, a specified maintenance 
and repair procedure must be 
followed each day. 

The following is a checklist: 
1. Clean the equipment, on 

top and underneath, after each 
day's use. 

Grass and dirt accumulated 
on the underside of the deck 
restricts the deck's ability to 
breathe or discharge grass 
clippings effectively. A dirty 
deck will slow down the blade 
tip speed and affect the quality 
of cut unless the operator re-
duces the ground speed. 

2. Install sharp, balanced 
blades each day. 

Dull blades reduce produc-
tivity of the equipment and re-
duce the qual i ty of cut . 
Balanced blades reduce vibra-
tion in the deck and increase 
productivity and quality of 
cut. 

Also, daily blade changes 
solve the problem of string, 
rope or wire being wrapped 
around the blade shaft. Multi-
ple blade decks with blades 
turning at different speeds 
cause a series of problems with 
quality of cut, production and 
deck adjustment. 

3. Visually check the equip-
ment for loose and missing 
bolts and screws. 

Equipment t ransported 
from property to property on 
trucks or trailers suffers trans-
port wear. Keeping things 
tight reduces that transport 
wear. 

4. Lubricate all fittings in 
accordance with the manufac-
turer's recommendations, but 
at least once a week. Some axle 
fittings may require daily lu-
brication. 

5. Clean air filters should be 
installed on each piece of 
equipment each day. 

Motors that cannot breathe 
through dirty air filters cannot 
perform up to speed. A reduc-
tion in air intake enriches the 
fuel mixture. 

Sooner or later the dirt 
clogging the filter will be 
sucked into the motor, gum-
ming up the carburetion and 
the combustion chamber. It 
will cause unnecessary wear on 
interal parts of the engine. 

6. Check the oil at least 
once each day. Change it in 
accordance with the manufac-
turer's recommendations, but 
no less than every 40 hours or 
once a week. 

7. Inflate the tires to the 

specified psi, and repair tires 
that are losing air between in-
spections. 

8. Adjust the steering mech-
anism so maneuverability is 
not sacrificed. 

9. Check the throttle link-
age. Make sure it is set for 
maximum rpm. 

10. Refill the fuel tank with 
clean fuel. Check and replace 
the fuel filters as needed. 

Other routine maintenance 
activities may be necessary on 
your part icular pieces of 
equipment. The walk-behind 
mower has been used as an ex-
ample for high-production 
maintenance, but the priciples 
apply to all production equip-
ment. LCI 

Talking turkey 

Clients, or their neigh-
bors, who fear the use 
of lawn care chemicals 

may be shocked to find that 
there's poison everywhere-
even at the Thanksgiving 
table! 

In a typical Thanksgiving 
menu, the American Council 
on Science and Health found 
an array of natural chemicals 
which in large quantity could 
be toxic (poisonous), car-
cinogenic (cancer-causing), or 
mutagenic (harmful to the ge-
netic material of a cell). 

Such effects would occur 
only if the substances were 

eaten in excess, s tresses 
ACSH Executive Director Dr. 
Elizabeth M. Whelan. 

"Our mushroom soup, for 
example, contains hydrazines, 
which are potent animal car-
cinogens," she says. "The 
fresh vegetable tray is a dis-
play of nitrate (which can con-
vert in the body to nitro-
samines, well established ani-
mal carcinogens), goitrogens 
(which impede human absorp-
tion of the mineral iodine), 
and psoralens (human muta-
gens activated by sunlight on 
the skin). 

And the main entree, roast 

turkey with gravy, contains 
methyl glyoxal (carcinogenic 
in animals), myristicin (a hal-
lucinogen), and safrole (an an-
imal carcinogen). 

"Our point here is to em-
phasize the toxicological 
adage, 'Only the dose makes 
the poison,"' Whelan points 
out. LCI 

"Be a partner" 
with Special Olympians 

A Special Program with Special Rewards 

Under a bright winter sun, an 
icy breeze brings roses to 
cheeks as skiers move along 
a trail, some smoothly, others 

struggling. It could be any cross-
country skiing event. 

But soon differences appear. As the 
athletes cross the finish line, they are 
greeted with cheers of encouragement 
and congratulations—and hugs for 
every skier. 

The contest is a winter event of the 
Special Olympics, patterned on the tra-
ditional Olympic games and conducted 
for athletes of all ages who have mental 
retardation. And while their movements 
may not be those of polished athletes, 
there is no mistaking the intensity of 
their effort, or the joy of their achieve-
ment, wherever they finish. 

Dow and Industry to Sponsor. 
In 1989, Dow and the lawn care indus-
try, through PLCAA and state asso-
ciations, are Official Bronze Medal 
sponsors of the International Winter 
Special Olympics Games, 
by contributing more . \ \ „\ 
than $\00,000. 
lb be held 

in April 1989 at Lake T^hoe, the games 
will attract more than 1400 athletes 
from around the world. Events will 
Include Alpine and Nordic skiing, speed 
skating, figure skating and floor hockey. 

Special Olympics: a Special 
Program. The Special Olympics pro-
gram, founded in the 1960s, is run 
by more than 600,000 volunteers. It 
provides year-round sports training and 
athletic competition for more thanone 
million people with mental retardation. 

For many of these participants, 
the program is their only opportunity 
to take part in activities which most 
of us take for granted. To say that 
Special Olympics are a bright spot 
in their lives is an understatement. 

Special Volunteers. All types of 
volunteer helpers, from coaches and 
managers to trainers to fund raisers, 
pitch in to keep the program going. 

One unique group of volunteers'are 
the "huggers." They see to it that all 
participants at every event get warm 
personal recognition—regardless of 
where they finish. Competition is intense, 
but the medals won are less important 
than the effort put forth. The huggers 
have the rewarding job of rewarding 
the effort. And they love it. 

If you'd like to be a hugger, or help 
some other way, contact your nearest 
Special Olympics office. Or see your 
Dow rep for lists of Special Olympics 
officials in your state, and ways you 
can support the year-round program 
in your area. 

The Partnership makes it possi 
ble. Dowls contribution, in the name 
of the lawn care industry, is made possi-
ble by a program called The Partnership, 
Dow's commitment to you. 

The Partnership brings together 
all the things Dow offers you. It includes 
not only the products you use, but 
many other pluses: industry-leading 
research and development, training 
for your technicians, business manage-
ment seminars, legislative lobbying 
and assistance at national, state 
and local levels, and industry-wide 
public relations programs. 

Dowls underwriting of indus-
try support for the 1989 Inter-

national Winter Special 
Olympics is one way of 

encouraging others 
to become involved 

in worthwhile 
K local activities. 

"Let me win, but if I cannot 
win, let me be brave in 
the attempt." 
-Special Olympics credo 

IfiePaiineiship 



TRAIN 
from Page 16 

receiving training. For exam-
ple, the annual fee would be 
$4,000 for a company with ten 
pesticide handlers. Half sub-
scr ip t ions , with only 24 
weekly kits, are available for 
half the price. 

Training for new hires is in-
cluded in PCTS package. A se-
ries of 15 daily self-study 
packets cover the basics of 
agronomy, cultural pratices, 
safety and customer relations. 
"It can get a new hire out of 
your hair," Jalette says. 

There is a different packet 
to use each day on the road, 
where an experienced worker 
would train a new person. 
These include checklists to 
make sure all the important 
topics have been covered. 

"If (the trainer) knows in-
sect control, (he or she) is 
going to cover it upside-down 
and backwards. But they may 
n o t know much a b o u t 
turfgrasses, so they'll skip 
that," says Jalette. 

Both people sign off on the 
forms so there is written proof 
that someone has been fully 
trained, which comes in handy 
if there's ever a lawsuit. 

Training is the backbone of 
PCTS, which currently trains 
more than 500 people nation-
wide. 

Auditing is another PCTS 
service, provided for pesticide 
handlers who want to check 
their own compliance with a 
growing tangle of laws and reg-
ulations. 

Jalette will visit a pesticide-
handling outfit to check its 
compliance with more than 
450 government regulations. 

Jalette has audited about 40 

companies, and says, "They're 
often amazed at what we come 
up with. Mostly people don't 
know all the regulations. The 
time we spend digging out all 
the information is tremen-
dous." 

"You have access to the 
most up-to-date status on reg-
ulations," says Lawnmark's 
Erbaugh, who used the audit-
ing service and shared the re-
sults with his insurance 
company. 

The audit takes about five 
hours, and one branch mana-
ger admittedly felt "beat up" 
by the time Jalette finished in-
specting the operation. "It's 
not only laws and regula-
tions," he says, "We also 
check for common-sense prac-
tices that will protect their lia-
bility down the road." LCI 

TRASH 
from Page 1 

ly because they're bulky and 
allow air circulation. In large-
scale composting systems, air 
is either forced through or the 
compost piles are turned reg-
ularly," he explains. 

"In the ideal leaf compost-
ing system, moisture evap-
orates and water doesn't leach 
from the bottom of the pile." 

Nationwide, dozens of com-
munities have already started 
or plan to start large-scale leaf 
composting projects. Some 
towns are banning the dis-
posal of landscape materials in 
municipal landfills. 

"Grass clippings increase 
the volume of residential solid 
waste by 20 to 25 percent from 
March to September," accord-
ing to Dr. Bill Knoop of the 
Texas Agricultural Extension 

Service in Dallas. 
Knoop has devised a "Don't 

Bag It" lawn care campaign to 
help homeowners and profes-
sionals change their ways. 

Already introduced in Fort 
Worth (with a similar pro-
gram also in Piano, Texas), 
the plan recommends water-
ing, fertilizing and mowing 
practices that allow people to 
leave the clippings on the 
lawn. 

Harry Hoitink, plant pa-
thologist at Ohio State's Ohio 
Agricultural Research and De-
velopment Center, says turf 
managers can immediately cut 
the disposal burden by not col-
lecting and bagging their clip-
pings. 

"Soon, the solid-waste cri-
sis will raise trash removal fees 
and force us to pay high fees to 
have bagged clippings re-
moved," Hoitink says. 

"Just mow a little more 
often and use a mulch mower 
with a sharp blade to chop and 
spread the clippings," he ad-
vises. 

Many industry profession-
als mow regularly and don't 
collect clippings, says Hoitink. 

Chopping and spreading 
clippings can decrease fertil-
izer use. Because the clippings 
are not tightly packed, they 
decompose quickly, becoming 
nutrients, he says. 

Hoitink studies compost-
ing of municipal sludge and 
yard waste and helps commu-
nities start and maintain com-
posting systems. 

Hoitink is currently work-
ing with state legislators and 
others in an effort to begin re-
search on composting of grass 
clippings and other solid 
waste. 

"The research will focus on 

the fate of pesticides in vari-
ous composting systems. Each 
system promotes different sets 
of microorganisms and tem-
peratures, which influence 
what happens to the chemi-
cals," Hoitink says. 

Other research will look at 
compost produced by mixing 
leaves, brush and clippings, 
Hoitink says. 

More studies are needed on 
whether it's best to compost 
each item separately or to-
gether. 

Also, chemical companies 
should test their pesticides to 
insure that they break down 
during composting, he says. 

Heimlich says state legis-
lators have acted responsibly 
in banning yard waste from 
landfills over the next few 
years. 

"We may not have all the 
answers to composting, but 
scientists do their best work in 
do-or-die situations," he says. 

"It 's appropriate to ban 
yard waste from the nation's 
shrinking landfills and com-
post it." 

Industry professionals "can 
help a great deal by not bag-
ging their clippings," he urges. 

"Another option is to not 
use pesticides on lawns and 
promote biological control. 
Then it becomes a matter of 
dealing with the moisture and 
packing problems." 

Several companies offer bi-
ological pest controls for 
lawns. 

Municipal compost cur-
rently is used as soil con-
ditioner, as fill, and as growing 
media for plants. 

"Pennsylvania is consider-
ing using composted yard 
waste, which would include 
grass clippings, to recover 

strip-mined areas," Heimlich 
says. 

"Composted yard waste is 
also being considered as a final 
covering for landfills." 

Society hasn ' t thought 
about large-scale composting, 
but now it's being forced to, 
Hoitink says. 

"I 'm confident that re-
search will answer the ques-
tions about clippings and 
composting," he predicts. 

The only large-scale com-
posting project currently in 
Ohio that concentrates on 
yard waste is in Cuyahoga 
County, which is where 
Cleveland is located. 

Last year, it composted 
about 250 million tons of 
leaves for soil conditioner and 
fill. 

"Several municipal facili-
ties in the state compost yard 
and park waste mixed with 
sewage sludge," Heimlich re-
ports. 

"In Akron (located just 
south of Cleveland), for exam-
ple, tree bark and sawdust is 
combined with sewage sludge. 
When the final product is 
mixed with tree bark and peat, 
the result is a good growing 
medium for o rnamen ta l 
plants," he explains. 

"This facility is a good 
model for municipalities look-
ing to adopt new ways of han-
dl ing t h e i r w a s t e , " he 
comments. 

In Fort Worth, Texas, the 
"Don't Bag It" waste reduc-
tion campaign is expected to 
be a financial plus for the tax-
payers. "The city could save 
about $200,000 in annual dis-
posal costs if residents here 
stopped bagging their grass 
clippings," says Tom Davis, 
Ft. Worth service director. LCI 

Join the rapidly growing number who select Tall Fescue for: 

• richer, darker, dense green turf 
• requires low maintenance 
• adaptable to a wide variety of soils 
• achieves healthy, full growth in all normal climate 

conditions 
• tolerance to heavy shade 
• tolerance to heat and drought 
• resistance to disease 
• durability and longer wear 
• year-round beauty and performance 

Rich, green and luxurious Turf Type Tall Fescue gives you the beauty you want with a 
minimum of care. Excellent for play areas, parks, airfields, roadways, industrial sites 
and golf courses. Proven disease-resistant, Oregon Grown Tall Fescue seed produces 
an adaptable, weed-free turf that not only persisits through summers and winters, but 
maintains its beauty. Insist on Turf Type Tall Fescue Seed grown in Oregon! 

OREGON TALL FESCUE COMMISSION 

Have a SPILL? 
Call Chemtrec 
1-800-424-9300 

LAWN 
ASSISTANT 

The #1 software for the lawn & 
tree care industry is now better 
than ever! Call for your free 
100-page brochure. 

RIAL GREEN 
COMPUTERS 

3130 Crumb Rd. 
Walled Lake. Ml 48088 

(800) 422-7478 
Inside Michigan call 

(313) 669-1118 

Circle No. 118 on Reader Inquiry 
Card 



CLASSIFIED 
RATES: $1.00 per word (minimum charge, $35). 
Boldface words or words in all capital letters 
charged at $1.25 per word. Boxed or display ads 
charged at 1X $85; 3X $80; 6X $75; 9X $70; 12X $65 
per column inch (one inch minimum). (Frequencies 
based on a calender year). Agency commission 
allowed only when camera ready art is provided by 
agency. For ads using blind box numbers add $15 
to total cost of ad. Send ad copy with payment to: 
DAWN NILSEN, LAWN CARE INDUSTRY, 1 E. 
First St.. Duluth, MN 55802. (218) 723-9505. Fax 
Number (218) 723-9615. 

BOX NUMBER REPLIES: Mail box number replies 
to: LAWN CARE INDUSTRY, Classified Ad De-
partment, 1 E. First St., Duluth, MN 55802. Please 
include box number in address. 

FOR SALE 

LANDSCAPE MAINTENANCE - Tampa Bay area 
commercial/industrial company with Fortune 500 
accounts. Long term contracts 300K + yr. Turn 
key operation with key personnel in place. Growth 
potential unlimited! Industrial real estate also 
available. Flexible Owner. Reply to LCI Box 213. 

11/89 

Classen Aerator: '5 H.P. 'Self-propelled, 
new. '$1,650. Call Art at (312)257-8608. 

'Like 
11/89 

Spray Truck: 1985 F-350 diesel with 750 gallon 
stainless steel tank; new Myers PTO pump, 2 elec-
tric Hannay hose reels. 912-897-4279. TF 

Chemical Lawn Care Company for sale. Excel-
lent 2-3 man operation. Limited competition. 
Price $60,000. (409)569-0591, ask for Mark. Or 
write: P.O. Box 632713, Nacogdoches, TX 75963. 

TF 

SPRAY TRUCKS: (2) 1986 Chevy C60's 350 4-
speed. Both have low mileage and are in excellent 
condition. Each truck is equipped with Hypro 1304 
pumps, Kohler 23 h.p. engines, 1,000 gallon Poly 
tanks, Hannay hose reels with 350' of 3/4" hose. 
PRICED TO SELL! Call Mr. Ward. 516-549-5100. 

12/89 

25 YEAR OLD CHEMICAL LAWN SERVICE BUSI-
NESS. CUSTOMERS, TRUCKS AND EQUIP-
MENT. OWNER RETIRING. $125,000. CALL 
203-334-4692 OR 203-259-7646. 11/89 

HANNAY HOSE REELS: New in the box. E1526's 
and E1530's - $349.00. We will ship and pay freight 
anywhere in the U.S.A. and Canada. Immediate 
delivery. Other size reels and parts available at 
fabulous savings! Call 313-543-2200, in Michigan. 
Outside Michigan - 1-800-843-LAWN. TF 

LANDSCAPE MAINTENANCE DIVISION: Com-
mercial only. 10 hand picked accounts. Fast grow-
ing Galveston County, Texas, near Johnson 
Space Center. Owner will stay as consultant. All 
equipment and contracts go. Very neat. Clean op-
eration. Annual sales 100 M. Landscape Services, 
George Bush 409-935-1539. 11/89 

USED CHIPPERS, BUCKET TRUCKS, BOOM 
TRUCKS: Stump grinders, stake bodies, tree 
trucks and dumps. New Morbark and Woodchuck 
Chippers. Rayco stump grinders at discount 
prices. We also buy trucks and equipment. Op-
dyke, Inc., Hatfield, PA (Phil, area) 215-721-4444. 

2/90 

1985 Chevrolet 1 ton diesel equipped with FMC 
600 gal. fiberglass tank, mechanical agitation. 
Hannay hose reel 10/10 beam pump, driven by 
p o w e r t a k e o f f . C o n t a c t : P e r f - A - L a w n 
502-684-4331. 11/89 

One Lawn Truck - Mercedes Benz Diesel. 'Excel-
lent condition '1980 '1200 gallon *2 compartments 
'stainless steel tanks. Also holds 1000 lbs. of dry 
fertilizer. Hydro cell 25 gallon per minute pumps 
and 2 hose reels with guns. Asking $11,500. Call 
(201)891-6035. 11/89 

Well established Northern Colorado Fertilization 
and Aeration Lawncare Business - 300 customers 
- National franchise. Includes all accounts, van & 
equipment. Reply - Grossmann, 3500 Camelot, Ft. 
Collins, CO 80525. 11/89 

LAWN CARE SPRAY TRUCK: 1987 F-350 Diesel 
XL package with auxiliary fuel tank, P.T.O. Hypro 
pump, electric hose reel, 10' steel bed, back flow 
preventor, G.P.I, flow meter, DuPont Imron paint 
throughout, very low mileage, well maintained. 
Call (201)337-0017 in New Jersey. Asking $17,600; 
optional injection system for $1,000. 11/89 

FOR SALE: Toro Groundmaster 52 in good me-
chanical shape, low hours on engine $1200 or best 
offer. Toro GMT 200 in good mechanical shape. 
Grass Catcher & Snow plow $1200 or best offer or 
both for $2000. (313)757-5352 9AM-3PM. 12/89 

Bowie Hydromulcher 1100: Trailer mounted with 
extra duty suspension and extra wide tires, 
Kubota Diesel powered with heavy duty clutches 
and powertrain, centrifugal pump and electric 
hose reel with hose. Well maintained. No rust. 
$11,900. Call Gary at (317)873-5231. 11/89 

FREE CATALOG 

COMPLETE TRANSMISSION 

159.99 
PART # JT-215 

OTHER SPECIALS: 
GEAR BOX REPAIR KIT (BOBCAT) 99.95 
GEAR BOX REPAIR KIT (BUWTON) 99 95 
BUNTON 10" COMPLETE ASS8LY 23.95 
SNAPPER r STEEL WHEELS 4.75 
16" HIGHLIFT BOBCAT/BUNTON BLADE 5 J 5 
J. THOMAS DISTRIBUTORS, INC. 

1-800-634-5463 ORDERS 
1-313-427-8988 CATALOGS 

LAWN AND IRRIGATION SERVICE COMPANY: 
with over 2,000 customers. Located in rapidly 
growing south central New Jersey. Well managed 
operation, licensed technicians, totally comput-
erized office system, and modern liquid applica-
tion equipment. Modern facility on 6.5 acres may 
be purchased or leased. Write LCI Box 212. 11/89 

POSITION WANTED 

FORMER LCO: Desiring position in South Florida 
(Boca-Miami). 15 years ownership experience -
Lets start 1990 together. Contact: LCO, Box 484, 
Solana Beach, CA 92075. 11/89 

WANTED 

WANTED TO ACQUIRE- Landscape construction 
or commercial, multi-family landscape mainte-
nance companies in the Chicago metropolitan 
area are being sought by established leader. All 
inquiries strictly confidential. Complete buy-out or 
stay and grow with us. Let's talk about your future 
opportunities. Please contact LCI Box 214. 11/89 

Wanted to Buy - Lawn care companies of all sizes 
anywhere in U.S. wanted to purchase by national 
corporation. If interested, please respond to LCI 
Box 197. Strict confidentiality maintained. TF 

WANTED TO ACQUIRE 
Lawn care companies of all 
sizes in U.S. and Canada 
being sought by national cor-
poration. Complete buy out or 
stay and grow with us. If inter-
ested, please call me directly: 

Don Karnes 
Senior Vice-President 

TRU GREEN CORPORATION 
(404) 442-8700 

STRICT CONFIDENTIALITY 
MAINTAINED 

I TRU GREEN 

BUSINESS OPPORTUNITIES 

CURBMATE-THE MONEY MACHINE. Patented, 
electrically driven and self-propelled machine pro-
duces beautiful continuous concrete landscape 
edging. Simplifies the installation of concrete bor-
ders between lawns and flower beds, along driv-
eways and sidewalks, etc. Applications for 
residential and commercial settings, golf courses, 
etc. Turn $5,000-$10,000 equipment purchase into 
$50,000-$100,000 potential annual income. 
(801)273-3938. 11/89 

Well established chemical lawn care business in 
Fairfield County, Connecticut with top reputation 
and excellent growth potential. Great one or two 
man operation. 802-878-9757. 11/89 

CURB KING: Curbing machine that lays continu-
ous concrete landscape borders. Low investment, 
high returns. For information call 303-434-5337 or 
write PO Box 40567, Grand Junction, CO 81504. 

11/89 

MISCELLANEOUS 

T H E W O R L D O F 

LANDSCAPE TRAIN ING V IDEOS 
Intermediate mower maintenance field and 
shop repair; efficient/profitable mowing 
techniques; professional shrub trimming, 
plant installation, basic landscape plan 
drawing, etc. ENGLISH A N D SPANISH. 
Write for free brochure. 

C.D. Anderson Landscape Videos 
515 Ogden Avenue 

Downers Grove, IL 60515 
1-800-937-0399 

HELP WANTED 

LANDSCAPE M A I N T E N A N C E O P E R A T I O N 
MANAGER - Established firm with operations in 
the Intermountain region is seeking an ambitious, 
well organized individual to "take the lead" and 
continue the growth of their maintenance division. 
Applicants must be experienced with proven man-
agement ability and the ability to communicate well 
with clients and employees. Opportunity for 
growth and responsibility advancement through 
sales. Send resume and salary requirements to 
LCI Box 215. 11/89 

"Consider all of your employment options in the 
irrigation and landscape industries. Call Floraper-
sonnel, the international employee search firm for 
the ornamental horticulture industry. Completely 
confidential. Employer pays fee. Florapersonnel, 
Inc., P.O. Box 1732,1450 S. Woodland Blvd., Suite 
201, DeLand, FL 32721-1732. (904)738-5151. Jim 
Bambrick, Jeff Brower, David Shaw, CPC, Bob 
Zahra, CPC." TF 

SALES MANAGER - NORTHEAST WISCONSIN -
Appleton - Oshkosh - Green Bay - Leading Lawn 
Care Company nestled in the beautiful Fox River 
Valley (Wisconsin's fastest growing area) is seek-
ing a Sales Manager. This is an exceptional 
"Ground Floor" opportunity to join a rapidly ex-
panding company. Minimum 2 years experience 
and excellent communications skills a must. 
Please send resume and salary history to: David 
Eggman, President, Greenscape of Wisconsin, 
P.O. Box 701, Neenah, Wl 54957-0701. 11/89 

Lawn Doctor, Inc. needs a graduate Agronomist 
with a minimum BS Degree for National staff work 
with franchises on turf programs, training, safety 
and regulation. Practical experience with warm 
season grasses a plus; good communication skills 
a must. Medium travel from New Jersey Corporate 
Headquarters. (201)583-3200 or resume/salary 
history to John Buechner, Lawn Doctor, 73 Atlan-
tic Avenue, Matawan, NJ 07747. 11/89 

BRANCH/SALES MANAGERS 
LOCATIONS IN THE NORTH CENTRAL. NORTH-
EAST. SOUTHEAST. WEST. 
USE YOUR OUTSTANDING LEADERSHIP ABILITY 
AND PEOPLE-HANDLING SKILLS TO ESTABLISH A 
CAREER WITH A REAL FUTURE! AS THE RECOG-
NIZED LEADER IN LAWN CARE SERVICES TO 
BOTH RESIDENTIAL AND COMMERCIAL AC-
COUNTS. WE ARE EXPANDING OUR MARKET PEN-
ETRATION AND NEED TALENTED, SELF-
MOTIVATED BRANCH AND SALES MANAGERS 
WHO CAN TAKE US TO THE TOP! 
YOU WILL RECEIVE: 
• COMPETITIVE SALARY 
• COMPLETE TRAINING 
• CAR ALLOWANCE/COMPANY VEHICLE 
• FANTASTIC BONUS POTENTIAL 
• COMPREHENSIVE BENEFITS 
IF YOU HAVE: 
• PROFIT AND LOSS RESPONSIBILITY EXPERIENCE 
• SALES OR SALES MANAGEMENT EXPERIENCE 
• SUPERVISORY EXPERIENCE 
START YOUR FUTURE TODAY BY SENDING YOUR 
RESUME IN COMPLETE CONFIDENCE TO: 

ORKIN LAWN CARE 
PAT GUY 
2170 PIEDMONT ROAD, NE 
ATLANTA, GA 30324 

MANAGEMENT OPPORTUNITIES 
A leading professional lawn care company is 
looking for branch managers to work in the 
Southwest Region of the U.S. Candidates 
must be career oriented, service minded and 
assertive. Strong management experience 
and good communication skills are necessary. 
Excellent compensation package. Send re-
sume and salary requirements to: 

LCI Box 216 

Announcing 
another 

major drive in 
the fight 

against MS. 
This year the fight against multi-

ple sclerosis has taken a new course. 
The golf course. In an exciting, histor-
ical calendar. 

You'll see golf from its first strokes 
in the 14th century to its world class 
players of today. While your donation* 
will help support research and pro-
vide services for people with MS. 

Multiple Sclerosis is a disease of 
the central nervous system affecting 
over 250,000 Americans. It strikes 
nearly 200 new people between the 
ages of 20 and 40 each week. And it 
f\as no known cause or cure. 

Call 1-800-666-PUTT 24 hours a 
day to order the Mercedes-Benz 
"World of Golf" calendar by Master 
Card or Visa. And help the 
National Multiple Sclerosis 
Society get a few strokes 
ahead. 
•Donation is tax deductible to the extent 
allowed by law. 

p T O ORDER, SEND THIS COUPON AND $35 TOTI 
I The World of Golf Calendar 

National Multiple Sclerosis Society 
| 205 East 42 Street, New Yor1<, New York 10017 
. Make your cteck or money order payable to National Multiple Sclerosis Society 

I I w i s h to pay by: • Visa • MasterCard 
| Account * . Exp. Date-
I Signature— 
| Return Address 

Name 

City- _Zip_ I 
| To order by phone, call toll free: 1-800-666-PUTT | 
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It pays to order early. 

Don't let the grass grow under your feet! Order early 
and make sure you get the LESCO equipment you need 
in time for next spring. The sooner you order, the more 
you'll save! 
Order early and save! Pay early and save even more! 
OR PAY NOTHING UNTIL MAY 1,1990! Save an 
additional 3% by picking up your equipment at our 
Sebring, Florida manufacturing facility. Take delivery 
at our option. 
Determine your savings by combining discounts for the 
month you order and the month you pay. 

Early Order Early Payment Pickup 
Discount Discount Allowance 

November 10% 5% 3% 
December 8% 4% 3% 
January 6% 3% 3% 

Look what you can save on a LESCO 36 Commercial Rotary 
Mower: 

$2,415.00 Price of Mower 
241.50 10% November Early Order Discount 

$2,173.50 
108.67 5% November Early Payment Discount 

$2,064.82 
65.20 3% Sebring Pickup Allowance 

$1,999.62 Net Due November 31,1989. 
Note: Example reflects total discounts of 17.2%. Sales tax 
not shown. 

If you're planning on buying new equipment for next 
spring, you simply can't afford to pass up this opportunity! 

Save over 17% on LESCO equipment! 
spreaders • gas-powered poly tank and stainless steel tank 
sprayers • rotary mowers - including our new zero-turning-
radius mower! 

LESCO, Inc., 20005 Lake Road, Rocky River, Ohio 44116 
800)825-3726 
216)333-9250 


