Tru Green buys R. W. Collins
B y J a m e s E. G u y e t t e
Associate Editor

S A T E L L IT E B E A C H ,
l a . — Wayne Huizenga,
who owns controlling inter
est in Tru Green Corp., is
buying R. W. Collins, Inc.—a
pioneer lawn care and struc
tural pest control firm.
The purchase, for an unF

Huizenga: Tru Green grows.

disclosed sum, marks Tru
G re e n ’s d eb u t in to th e
household pest control busi
ness.
R. W. Collins, Inc., Satel
lite Beach, FL, made about
$5 million last year through
household pest control and
lawn care.
“We were probably one of
the more successful com-

panies to do dual services,”
said Ron Collins. He will
continue as president and
also assist Tru Green in mar
keting and the acquisition of
additional structural pest
control companies.
R. W. Collins Household
Pest Control will become a
division of Tru Green, the
See C O LLIN S, Page 31

Collins: A pioneer in the field.
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SPRING INTO ACTION!
Summer season close
B y J a m e s E. G u y e t t e
Associate Editor

Lots of expansions
coming this season
B y E l l io t M a r a s
Editor

he 1987 lawn care season
is off and running, with
a slew of new branch
and franchise o p eratio n s
planned throughout the coun
try.
Matawan, NJ-based L aw n
D octor, Inc. has the most on
the drawing board with 35 to
40 new franchise operations Frith: More aggressive.
planned in all geographic re
C o lu m b u s, O H - b a s e d
gions except the West. “It’s a
little more aggressive than last B arefoot G rass L aw n S e r
year,” said Russell Frith, pres vice, Inc. has 10 new outlets
planned. Company president
ident.
S p r i n g G r e e n L a w n Pat Norton was tight-lipped
C are C orp., Plainfield, IL is on where the new branch and
also ambitious with 20 to 30 franchise operations will be,
new franchise outlets planned except to say that all will be in
in the Midwest and Mid-At new geographic markets.
H y d ro L a w n , In c .,
lantic states. In addition, com
pany president Bill Fischer Gaithersburg, MD will add six
reported two new operations new satellite offices in the
have started already, in Loui Washington, DC area, said
See G RO W TH, Page 42
siana and Pennsylvania.

T

he coming of March is a sure sign of spring and the summer that follows. Even if
Robin Red Breast is nowhere in sight, and the turf is as brown as an old work boot—
the evidence is clear: Major league baseball spring training camps are in session.
While many people are praying for good pitching, LCGs and lawn management
contractors are praying that they will be ready for the start of the growing season. "/ *
Spring preparations are akin to a state of “controlled panic,” in the words of Frank

T

See S P R IN G , Page 34

Waste Mgmt. surprises
ChemLawn with offer

MARKET

Dallas-Ft. Worth has
escaped much of the
decline suffered by
other parts of the
Southwest since the
economy hasn’t
been dominated by
the oil industry.

B y E l l io t M a r a s
Editor
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a commercial
lawnmower.
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C H IC A G O — W aste M an
agement, Inc., the nation’s
largest waste hauler, has made
a surprise offer to buy all out
standing shares of ChemLawn
Services Corp. for about $270
million. An advertisement in
the Feb. 26 issue of The Wall
Street Journal offered $27 per
share. The stock closed at
$17.75 the previous day.
The offer came as a com
plete surprise to ChemLawn,

NEXT MONTH
IA comprehensive look at advertising agencies—
what they can and can’t do for lawn care companies.
I Update on Pollution Liability Insurance.

spokesman Steve Hardymon
said. He had no immediate
comment.
W aste M anagem ent ex
pressed an interest in acquir
ing several smaller lawn care
companies a couple years ago,
but never did.
Waste Management dou
bled its profits in 1986 to
$371.9 million on $2 billion in
revenue, the Journal reported.
The company has been look
ing to acquire other service
companies.
The Journal article pointed
out that Waste Management is
no stranger to the sort of con
troversy th a t has plagued
ChemLawn in the last year.
ChemLawn has been c rit
icized by environm entalists
for its use of pesticides.
See O FFER, Page 31

LATE NEWS
R eport: EPA s o fte n in g on 2,4-D
WASHINGTON, D.C.— In d e p e n d e n t epidem iological
s tu d ie s c o n tin u e to q u e s tio n a n y lin k b e tw e e n
2,4-D a n d cancer, a p e stic id e n e w s le tte r re p o rte d
re c e n tly , th e re b y d e c re a sin g th e lik e lih o o d of a n y
c h a n g es in th e c o m p o u n d ’s p r e s e n t u s e r s ta tu s .
P esticid e 8e Toxic C hem ical N e w s, w h ic h
re p o rts on th e EPA’s h a n d lin g of p e stic id e s,
re p o rte d in its Dec. 17 iss u e t h a t a n EPA official
said a special re v ie w m ay n o t be iss u e d fo r 2,4-D.
The n e w s le tte r w o u ld n o t re v e a l th e EPA official’s
nam e.
The EPA in itia lly s ta te d it w o u ld c o n sid e r a
sp ecial rev iew , th e firs t ste p in c h a n g in g a
p r o d u c t’s u s e r s ta tu s , due to a s tu d y b y th e
N a tio n a l C ancer I n s t i tu t e a n d th e U n iv e rs ity of
K a n sa s lin k in g 2,4-D to non-H o d g k in s ly m p h o m a
c a n c e r in fa rm e rs.
The ag en cy h a s sin ce so lic ite d a n d rec e iv e d
See 2 ,4 -D , Page 42

O ur n ew diesel
beds d o w n in y o u r pickup a t n igh t
so y o u can b eat the sun
to the job site n ext m orning
In the mower-for-hire industry, start
ing before sunup m eans more jobs
done by sundown. And that means
more potential profit for your
business.
T he new John Deere 16-hp 332
Diesel Tractor can help improve
your business, putting time on your
sid e... and more money in your
pocket.
Teamed with optional 38-inch
mower (shown), this down-size
diesel transports easily to the jobsite.
And its tight 26-inch turning
radius helps you get the job done
quicker. Especially in confined or
heavily landscaped areas.
T he John Deere 332 is powered
by a 3-cylinder liquid-cooled diesel
engine and backed by a limited
2-year commercial w arranty
Glow plugs in the precombustion
chambers provide fast,reliable starts.
A full-pressure lubrication system
with replaceable filter delivers oil to
vital engine components.
T he new 332 is easy to operate
with hydrostatic drive, power steer

ing, dual hydraulic lift levers and
individual shoe-type brakes.
And it shortens long workdays,
with adjustable high-back seat, clus
tered controls and wide, 2-position
footrests.
Deep, contoured mower decks—
38,46 or 50 inches w ide—are sus
pended from four points on the
tractor for smoother mowing.
Adjustable gauge wheels reduce
scalping on rough or rolling terrain.
And five different material collec
tion systems (two of which are
shown below) pick up leaves, clip
pings and lawn debris for a justmanicured look.
For down-size diesel power you
can literally take to the bank, visit
your John Deere dealer.
For the name of the one nearest
you, call 800/447-9126 toll free,
(800/322-6796 in Illinois). Or write
John Deere, Dept. 50, Moline, IL
61265.

Nothing Runs Like a Deere'
1837-1987
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Plant clinics help identify turf diseases
V IR G IN IA B E A C H —
LCOs can utilize the services
of plant clinics for identify
ing turf diseases if they pre
pare th eir specim ens for
diagnosis properly. Tips on
preparing disease samples
were given at the Virginia
Turfgrass Conference in Vir
ginia Beach by Mary Ann
H ansen, m anager of the
plant disease clinic at Vir
ginia Polytechnic and State
University.
Hansen said LCOs should
note the date the disease
symptoms first appeared and
the weather conditions prior
to the appearance of symp
toms.

Hansen: Note date of
symptoms.

Helpful information for
the plant analyst includes
the species and variety of the

grass, cultural management
history, mowing history, fer
tilization record for the past
year, w atering practices,
pesticide application record,
the pattern of the disease’s
growth and the percentage of
the turf area affected.
Hansen offered the follow
ing steps for preparing a sam
ple for analysis:
1) Collect the sample as
soon as the symptoms are
noticed.
2) Take samples from the
edge of the affected area and
include both healthy and af
fected plants. “What we need
are plants in the transition
stage,” she said.

3) For nematode samples,
collect several circular plugs
of turf, approximately six
inches in diameter and three
inches deep.
4) Mail samples that are
fresh, and don’t send them in
the weekend mail.
5) Mail the sample in a
box with interior padding.
Hansen noted that some
turf problems, such as yel
lowing, are mistaken for dis
ease symptoms. Damages are
sometimes caused by im 
proper soil pH, nutrient defi
ciencies, deicing salt, frost,
drought, mechanical devices,
improper chemical use, or in
sects.
LCI

ALCA will host annual student field days in Dallas
FALLS CHURCH, V a .—
The Associated Landscape
Contractors of America will
host its 11th annual student
fie ld d ay s A p ril 3-5 a t
Richland College in Dallas.

Horticulture and landscape
architecture students from
colleges nationwide will com
pete in events directly related
to skills needed in the horticulture/landscape industry,

Ch.em.Lawn h a s a c q u ir e d T r u
G r e e n ’s 4 ,5 0 0 c u s to m e r s in
Long Isla n d , New Y ork. The
c u s to m e rs w ill be serv ic ed by
C hem L aw n’s tw o Suffolk C o u n ty
b ra n c h e s. T ru G reen officials
cited d iffic u ltie s w o rk in g in th e
Long Isla n d m a rk e t, s u c h as
c lim a tic a n d m a rk e tin g
pro b lem s, as re a s o n s fo r th e sale.
N one of th e 10 o r so T ru G reen
em ployees or a n y of th e
e q u ip m e n t w as in c lu d e d in th e
p u rc h a s e .
W a n t to k n o w h o w
C h e m L a w n g o t so b ig ? A n ew
book, title d “ B re a k -T h ro u g h s,”
b y J o h n K e tte rin g h a m a n d
R a n g a n a th N ayak, p ro b es th e
C hem L aw n s to ry a n d 12 o th e r
m ajo r p ro d u c t a n d serv ice
re v o lu tio n s of th e p a s t 25 y e a rs.
The 371-page book, p u b lis h e d by
R aw son A sso ciates, is a v a ilab le
a t m o st m ajo r b o o k sto re s fo r
$16.95.
I t ’s n o b u l l: The Toro Co.,
M in n eapolis, MN, is m a in ta in in g
1986 p ric e s on th re e of its five
gaso lin e-p o w ered n y lo n s tr in g
trim m e rs .
The su g g e ste d r e ta il p ric e fo r
com m ercial m odels TC 4000
($319.95) a n d TC 5000 ($399.95)
w ill n o t go u p in 1987, th e
co m p an y a n n o u n c e d in a re c e n t
n ew s release.
The o th e r Toro com m ercial
m odel, TC 3000, sells fo r $289.95.
The co m p an y also offers tw o
h o m e o w n e r m odels.
The Toro trim m e r lin e n o tc h e d
a 1986 sales in c re a se of 20
p e rc e n t d e sp ite a r e la tiv e ly fla t
m a rk e t, said J im W allace, th e
m a rk e tin g m an ag er.

such as landscape design, sales
p r e s e n ta tio n , su rv ey in g ,
equipm ent operation, con
struction skills, and others.
The program also includes
an evening social event to al-

S le e p in g b e a u t i e s s p r o u tin g !
P la n ts , tre e s a n d flow ers t h a t
d o n ’t n eed w a te rin g could be th e
la te s t rage as W e y e rh a e u se r
Corp., Tacoma, WA, is
in tro d u c in g a n o n -to x ic
p re s e rv a tiv e t h a t p u ts th e m to
sleep.
The tr e a tm e n t p ro cess e n s u re s
t h a t th e p la n ts look, feel a n d
sm ell th e sam e as th e y did
before. The p la n ts do n o t need
w a te r o r lig h t, a n d th e y d o n ’t
grow or blossom .
W e y e rh a e u se r said th e
sleep in g p la n ts w ill la s t a b o u t
fo u r tim e s as long as re g u la r
p la n ts .
Oaks, p alm s a n d e u c a ly p tu s
tre e s can be p re s e rv e d fo r u p to
e ig h t y e a rs — as can in d o o r
p la n ts . A vailable dyes can c re a te
d iffe re n t colors, too.
W e y e rh a e u se r p re d ic te d t h a t th e
p re s e rv a tiv e s w ill be a big seller.
S a n d o z C orp. a n d i t s
N o r t h r u p K in g Co. s u b s i d i a r y
sig n ed a le tte r of i n te n t re c e n tly
to b u y S ta u ffe r Seeds, Inc., a u n i t
of S ta u ffe r C hem ical Co. T erm s
h a v e n o t b een disclosed.
S ta u ffe r Seeds is a W estport,
CT h y b rid c o rn seed co m p an y
t h a t o p e ra te s m a in ly in th e
M idw est. The p u rc h a s e w o u ld
en ab le Sandoz to in c re a se its role
in th e Corn Belt.
S e r v ic e M a s te r I n d u s t r i e s o n
t h e a c q u is t io n t r a i l is th e
su b je c t of a n a rtic le th e J a n u a r y
iss u e of B u s in e s s Week. The
a rtic le n o te s S erv iceM aster’s
“ c o stly e x p a n sio n in to n ew
fields, in c lu d in g th e re c e n t
a c q u is itio n of T e rm in ix
In te r n a tio n a l, In c .,” th e n a tio n ’s

low the students to meet con
tractors.
For information, contact
Frank Milsap, Richland Col
lege, 12800 Abrams Road,
Dallas, TX 75243.
LCI

second la rg e s t p e s t c o n tro l
com pany.
The a rtic le n o te s t h a t
S erviceM aster, w h ic h e n te re d
th e la w n care b u s in e s s in th e
la s t few y e a rs, p la n s to re a c h $2
b illio n in re v e n u e b y 1990.
W ild f lo w e r s e e d s m a k e g r e a t
g i f t s fo r n e w c u sto m e rs. Or as
g ifts to sa y th a n k s to e x is tin g
c u s to m e rs fo r n e w c u s to m e r
re fe rra ls . Or fo r h o lid a y
g re e tin g s. The u s e s of p a c k e te d
w ild flo w er seeds, econom ical a n d
c o n v e n ie n t, w ere d isc u sse d a t
th e th e V irg in ia T u rfg ra s s
C onference.
Look fo r S o u th e rn L aw n of
N e w p o rt N e w s, V A to jo in L a w n
Ca r e I n d u s t r y ’s M illion D ollar
L ist th is y e a r. The com pany,
w h ic h h a s th re e b r a n c h
o p e ra tio n s, re c e n tly b o u g h t o u t
T u rf M aster, Inc. of
W illiam sburg, VA w h ic h i t w ill
m erge w ith its N e w p o rt N ew s,
VA fa c ility , sa id P ete C onnelly,
p r e s id e n t of S o u th e rn Law n.
LCOs c o n te m p la tin g
S u b c h a p te r S c o r p o r a ti o n s
sh o u ld w a it u n t i l th e e n d of th e
y e a r w h e n th e a c c o u n ta n ts
b e tte r u n d e r s ta n d th e n e w ta x
law , ad v ise s one a c c o u n ta n t.
S peaking to th e V irg in ia
T u rfg ra s s C onference, M ike
M ares n o te d t h a t m a n y LCOs a re
c o n sid e rin g s w itc h in g to
S u b c h a p te r S s ta tu s a n d th e co st
of m a k in g th e c h a n g e in 1987
w ill be re la tiv e ly sm all.
B ut h e also a d v ise d th e m th e i r
c o m p an y s ta tu s c a n ’t be ch a n g ed
fro m S u b c h a p te r S fo r five y e a rs.
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The number one
seed company
in the country!
Lofts is number one for good reasons:
• Over 50 million pounds sold worldwide in the
past year.
• More than 60 years of experience, seedsmen
since 1923.
• Nationwide branches and distribution centers.
• Outstanding service and technical assistance,
including our own research facilities.
• Production, quality control and packaging
facilities on both East and West Coasts serve
the entire U.S. and Canada.
• We produce and market more of the nation’s
top-performing varieties.
Turf-type
Perennial
Ryegrasses
Palmer
Prelude
Tara
Repell
Yorktown II
Cowboy

Kentucky
Bluegrasses
Baron
Georgetown
Nassau
Ram I
Mystic

Rebel
Clemfine
Reliant
Jamestown

Other companies sell turfgrass seed. But no one
else offers the experience, the expertise and
resources of Lofts. Good reasons why Lofts sells
more turfgrass seed than any other company in
the United States.
To order your Lofts seed, or to locate your nearest
Lofts distributor, use this toll-free number:
Lofts’ turfgrass hotline

LOFTS

Lofts
Inc.
Bound Brook, New Jersey 08805

(201) 356-8700 or 1-800-526-3890

Lofts/New England
Jerry Zuccaia
Arlington, MA 02174
(617) 648-7550

Lofts/Maryland
Ed Pacilio
Beltsville, MD 20705
(301) 937-9292

Lofts/Great Western
Dick Olson
Albany, OR 97321
(503) 928-3100 or 1-800-547-4063

Sunbelt Seeds, Inc.
Joe O’Donnell
Norcross, GA 30071
(404) 448-9932 or 1-800-522-7333
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College programs need your support
NOTE SHORTAGE OF CAREER-MINDED HORTICULTURE STUDENTS
beginning. Most recently, it
has turned to people with
strong academic credentials
to defend its use of chemicals.
ll the concern about
The industry, however,
government regulation
and negative publicity has has contributed only
failed to direct the lawn caresparingly to the schools that
offer programs in agronomy,
industry to one course of
action that would be most
horticulture, soil and crop
sciences, etc.
appropriate—more support
And it has only begun to
for college turf programs.
pay the price.
And there’s really no
Colleges are turning out
excuse. Academia has played
a crucial role in the industry’s fewer and fewer turf science
graduates. Pennsylvania
development from the
B y E l l io t M a r a s
Editor

A

State University, one of the
top turf science schools, has
about 125 students studying
for undergraduate degrees in
horticulture, compared to 400
in 1983.
(Other schools with good
turf science programs include
Purdue, Cornell, Ohio State,
Michigan State, Mississippi
State, The University of
Florida, California State
Polytechnic, the University
of Maryland, Texas A & M
University, Virginia

We’re so sure our revolutionary new walk-behind 2 -cycle crankshaft system will stand up
to what you run into, that we’re backing it with an exclusive two-year warranty.
No one else in the industry offers a
two-year crankshaft warranty on
small trimming mowers. Because no
one else has what
Jacobsen has. A revo
lutionary (patent
applied for) crankshaft
protection device in
corporating an adapter
and stiffener that help
prevent twisting,
bending or breakage.
Thus, effectively ex
tending engine and
equipment life, while maximizing
productive cutting time.
In fact, extensive testing showed
this unique Jacobsen design to be

vastly superior to anything in the
market. At full throttle, a solid
steel, one-inch shaft was placed in
the path of the
rotary blade. Com
petitive crank
shafts bent on
contact, yet the
Jacobsen crank
shaft survived.
Not once, but
again and again,
without damage.
Combine the
exclusive new Jacobsen crankshaft
system with our durable 2-cycle
engine, rugged lightweight alumi
num magnesium alloy deck, heavy-

duty greasable wheels, large fivequart fuel tank and shock-absorbing
front bumper and you've got the
most reliable commercial walkbehind available. We guarantee it.
So see your nearest Jacobsen
Commercial Products dealer for
more information and a free dem
onstration of the industry's most
durable walk-behind rotary mower.
Jacobsen Division of Textron Inc.,
Racine, W l 53403.
J-1-7

JACO BSEN

TEXTRON
Jacobsen Division of Textron Inc.
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Polytechnic and State
University and the
University of Kentucky.)
Even the agriculture
industry, in its present
slump, faces an alarming
shortage of degreed people.
Among the students who
do graduate in the turf
sciences, most opt for careers
in areas other than lawn care
and lawn management, such
as the nursery, arbor, retail
gardening and landscape
design and construction
trades.
Owners of lawn care and
lawn management firms are
quick to stress their concern
for professionalism, to their
customers in the field and to
one another and suppliers at
trade shows.
But cultivate the
professional? That gets
relegated to in-house
training, trade conferences
and programs offered by
suppliers and cooperative
extension services. It’s not a
sufficient effort, particularly
when you consider the
present scrutiny over
chemicals.
The lawn care industry
needs to put its money where
its mouth is and start
supporting college turf
programs.
There’s always talk about
bringing the various trade
associations together. One
problem that’s always
hampered the effort has been
lack of a common concern.
Well, here’s that common
concern, clear as the morning
dew.
I know it’s easy to tell
others how to spend their
money. But for the future of
the industry, I propose that
the Associated Landscape
Contractors of America, the
Professional Lawn Care
Association of America and
the Professional Grounds
Management Society form a
joint endowment fund to
support undergraduate turf
education.
The green industries as a
whole have to better
communicate the
contributions they make to
society, economic and
otherwise. Only recently have
some state turf associations
started compiling data on a
regional basis. The size and
impact of the green
industries are poorly
understood by the media,
local and state governments,
and the general public.
Even California, which has
one of the strongest state
landscape contractors
associations in "the country,
has an awareness problem. A
high school class recently
surveyed ranked the
horticulture trades on a par
with auto mechanics and
joining the military!
LCI
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DALLAS/FORT WORTH
B y J a m e s E. G u y e tte
Associate Editor

alias, the Big D: When
com bined w ith F ort
Worth and surround
ing communities it’s known as
the Metroplex. And like every
thing else in the Lone Star
State, this area does things in
a big way.
It’s a place where people are
friendly to strangers, and it’s
not uncommon to see men
wearing cowboy boots with
suits and ties. They love their
Cowboys, but are furious that
the team didn’t make it into
the National Football League
playoffs.
The land is flat and the
buildings are tall.
Although Fort Worth can
trace its roots back to the days
of the Republic of Texas when
it was constructed as an out
post along the Trinity River in
1849 by Maj. Ripley Arnold
(and named for Mexican War
hero Gen. William Jenkins
Worth), the Metroplex looks
new. Many of the sleek build
ings have faces of mirrored
glass, and much of the land
scape is manicured to perfec
tion.
A lot of the wealth in the
Metroplex is “new money.”
An “Old Family” in Dallas
probably dates back to the
1930s.
Did somebody m ention
money? A lot of people here
have money. It is a major
banking center, plus there is
much wealth generated from
other industries such as manu
facturing, trade, transporta
tion, aerospace, education,
ranching and oil.
Oil. Black gold, Texas tea.
Falling oil prices have h it
Texas hard, but the Metroplex
is holding its own.
“We’re doing fine,” said
Dennis Brown of the Fort
W orth C ham ber of C om 
merce. “ W henever th e re ’s
trouble in those other areas
p eo p le m ig ra te to F o r t
Worth.”
“The Dallas economy is not
an oil-based economy. It has
had a minor impact on our
b u sin e ss,” said D avid R.
Pinkus of North Haven Gar
dens. “We have a good econ
omy here, people just don’t
know it—and th at’s not a paid
political announcement from
the chamber of commerce,” he
said, adding that the growth
rate has only slightly slowed
down. “Usually we’re going
180 mph, now we’re down to
120 mph.”
Several lawn management
contractors predicted that a
num ber of landscape con
struction contractors will go
out of business. “The (lawn
care) is going to go up. The
installation will remain at the
status quo or go down,” said
Larry E. Brinkley of BLT
Landscape Maintenance.
“ The speculato rs have
overbuilt commercial build
ings throughout the state,”
Pinkus said. “It’s going to be a
lot more com petitive” and

MARKETPLACE

DALLAS-FORT WORTH METROPLEX STATISTICS
Population, Dallas ........................................................................................................................................ 941,700
Population, Forth Worth .............................................................................................................................. 446,550
Population, Dallas-Fort Worth CMSA (Consolidated Metropolitan Statistical Area: Dallas, Tarrant and
surrounding counties ................................................................................................................................ 3,543,850
Median annual household effective buying (disposable) income, Dallas-Fort Worth CMSA .................... $29,786
Unemployment rate, Dallas, City, 1985 ........................................................................................................... 5.5%
Unemployment rate, Tarrant County, 1984 ...................................................................................................... 4.0%
Median sale price, existing single family home, Dallas-Fort Worth CMSA, 1985 ..................................... $87,700
Two bedroom apartment, monthly rental,Dallas ................................................................................................ $505
Number of households, apartments included, Dallas, Forth Worth CMSA ............................................. 1,239,200
Number of single family homes, Tarrant C ounty......................................................................................... 140,400
Number of irrigation contractors (per Dallas-Fort Worth Yellow Pages) ........................................................... 196
Number of landscape architects (per Dallas-Fort Worth Yellow Pages) ............................................................... 91
Number of landscape designers (per Dallas-Fort Worth Yellow Pages)............................................................... 42
Number of landscape contractors (per Dallas-Fort Worth Yellow Pages) ...................................................... 438
Number of lawn management contractors and lawn care operators (per Dallas-Fort Worth Yellow Pages) 194
Average starting hourly wage of field technician ............................................................................................. $4.50
Most popular grasses ................................................................................................. Bermudagrass, St. Augustine
Most annoying pest .........................................................................................................................................Fire ants

Winter scene of Bermudagrass near the Las Colinas home of Dallas Cowboy Herschel Walker.
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some firms will indeed fold.
“We just want to remain one
of those companies (to sur
vive).”
At the moment things are t
little grim at Happy Land
scaping in Garland. “Right
now it’s kind of slow,” said Co
owner Mary Buckno. “Last
year when the oil prices went
down we lost a lot of jobs. Nd
body was doing anything be
cause money was tight.”
In 1985 the firm grossec
$120,000, and Buckno guessec
that 1986 brought in half that
amount: “I haven’t had any
money to pay the bookkeeper
so I haven’t gone back to him.”
Still, Buckno is confident
that her company’s reputation
after 15 years in business wil
see them through this slump.
“It can only go down so far ...
we’re strong, we’re not going
to give up—we’re fighters.” j
“ B u s in e s s is good in
D allas,” according to Nee
Brown, western zone coordi
nator for Lawn Doctor, Inc,
“ We’re still showing some
growth. I feel like we’re at a
stable point in the Dallas
economy and we are seeing an
upturn.”
Brown acknowledged that
lawn care is often the first ex
pense to be eliminated in hard
times. “Some people will drop
it like a hot rock and some will
keep it going,” he said.
“People want to keep up a
good image regardless of how
they’ve been hit financially,”
Brown continued. “They’re
helping to protect an asset
that they have.”

Summertime
The Texas sun makes beau
tiful red sunsets, but it can be
beastly hot in the summer.
The average temperature in
July is 86 degrees, the record
(set in 1980) is 113. Still, the
work must go on. “We did i
some last year in 112 degrees,”
reported Judy Rawles, co-1
owner of B&J’s Lawn Service
in rural Red Oak.
Tem peratures in median
strip flowerbeds can soar to
120, said Stan Johnson, vice |
president and director of land-,
scape operations at Las Col-*
inas Landscape Services, Inc.,
Irving, home of the Dallas
Cowboys. Crew members are
given jugs of water and “we.
don’t discourage them from I
taking breaks—we just ask |
that they don’t do it all at'
once,” he said.
“Lots of Gatorade and wet
bandanas” are used by Rawles
to beat the heat. Her hair cas-1
cades to mid-back, and she
wears it in a pony tail to keep |
cool.
“We try to get everybody to
wear a hat, even if they don’t
want to ,” said W illiam E.
James of the Ground Crew,
Inc., in Arlington, home of
baseball’s Texas Rangers. Em
ployees are not allowed to take
off their shirts because it looks
unprofessional and “you can
get a really bad burn.”
A number of firms have a
6-7 a.m. starting time so that

Introducing your new
old standby
That old standby broadcast amine turf herbi
cide of yours has just been made obsolete with
new TURFLON* II Amine Herbicide from Dow.
Stops HTCs in the broadcast round

You see, TURFLON II does everything your old
standby does, and a whole lot more.
Like control those hard-to-control
weeds that can emerge early and
sneak through your old standby.
Weeds like oxalis, ground ivy, pros
trate spurge and wild violet. Weeds
that keep your phone ringing and
your cash register quiet.

weeds in their tracks and significantly reduce
the need for spot treating later. TURFLON II
does so much more than other broadcast her
bicides because it contains triclopyr, the first
new turf herbicide chemistry in 16 years.
Safety tested

TURFLON n j

New turf chem istry

f

With TURFLON II you can stop those
early-em erging, h ard -to-control

K
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TURFLON
D
It’s your new old standby.
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The low volatility of the TURFLON II
activated amine formulation gives
you less odor to w orry about. It
has a proven safety record and won’t
migrate in the soil to the roots of
ornamental plants.
So if you’re tired of being let
down in the broadcast round by your
old standby, turn to TURFLON II
this year.
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*Trademark of the Dow Chemical Company
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Circle No. 109 on Reader Inquiry Card

10

LAWN CARE INDUSTRY MARCH 1987

the work is done before the
hottest portion of the day.
“We start early to beat the
h e a t,” said David P eters,
owner of the Grand Prairie
Nursery and Landscaping Co.
Raindance
“Down here if you want to
have a nice lawn you have to
irrigate—no ifs, ands or buts
about it,” James said.
About 80 percent of the
BLT lawns have sprinkler sys
tems. “We almost make that a
criteria when we take th at
(new account) on,” Brinkley
explained.
There are 196 irrigation
contractors in the Dallas-Fort
Worth area, but Peters said

Johnson: Take breaks.

Brown: Business is good.

Herring: Beware of fire ants.

Wyatt: Dallisgrass is bad.

less than 30 percent of the
Metroplex lawns have the ad
vantage of built-in sprinkler
systems.
Dry turf is an unending irri
tation among those in the

lawn care industry. “The big
gest problems we have are with
homeowners who don’t water
their lawns properly,” said Je
rry Herring of Lawn Doctor of
Arlington. About 40 percent of

his lawns are irrigated.
“Due to the soil conditions
out here watering is very crit
ical,” said Dennis Beckwith of
Hawkins Nursery and Land
scape Co., Inc. “The majority

of soils here are really heavy I
with clay.”
In the Las Colinas develop- j
ment irrigation has to be care
fully balanced because mes-|
quite trees will die if they get
too much to drink. “We just
try to monitor it so we don’t
have too much water stand
ing,” Johnson said.
The twisted, prickery mesquite tree is not a popular yard
addition in most of the Metro
plex, but it is popular in the
upscale Las Colinas neigh
b o rhood—home of Dallas
C o w b o y r u n n i n g b ack
Herschel Walker. (The land
was formerly a ranch, and
mesquite trees grow wild be
cause cows would eat the j
beans and excrete the seeds
throughout the area, Johnson
said.)
LCOs reported th at they
spend a lot of time attempting
to educate their customers,
often without success.

We’re Changing Our Logo,
But Not The Legend.
No more WEEDS TREES & TURF? Actually, there
will be, just the name’s being changed. And it isn’t
easy giving up a name as well known and respected
as Weeds Trees & Turf. But, we evolved long ago
from just advising your best prospects on the best
ways to kill weeds and maintain trees and turf.
Besides helping them to maintain, we help them
to MANAGE.

Maintenance Helps Landscape Managers
Keep Up. Management Helps Them Get Ahead.
That’s the real difference between LANDSCAPE
MANAGEMENT and its competitors. We tell our
readers much more than how to change spark
plugs. We improve their management skills
so they can plan better, buy smarter, and control
their operations more efficiently for real growth.
So, we feel our new name better describes our
editorial role in the industry.

Our Role Is Important To Your Best Prospects.
A recent independent survey revealed the
importance of a management-oriented magazine
to our 46,000 plus readers. 84% of them are IN
a management capacity, and 88% personally

recommend, specify or purchase equipment,
chemicals or seed for their businesses or
departments!*
‘ SOURCE: 1987 Readex Market Research

Keeping Managers On The Cutting Edge.

LANDSCAPE MANAGEMENT gives your best
prospects the information they need to stay
competitive and profitable.

Readers Tell Us We’re On Target.
LANDSCAPE MANAGEMENT consistently has
the largest circulation, the highest Personal Direct
Request From Recipient, and is mailed to more
buying influences by Name and Title and/or
Function than any other magazine! t
tSOURCE: June 1986 BPA Statements

Advertisers Agree!
Ad page comparisons with our closest competitor
prove that advertisers know where the readers are:

Ad Page Growth: 1983 through 1986t
Grounds M a in te n a n c e ............................... 12.9%
LANDSCAPE M A N A G E M E N T ..................34.1%
{SOURCE: Publisher ad count

Come Grow With Us.
Surround your ad with editorial aimed at success.
Call Publisher Dick Gore at (404) 233-1817 today.
V

bpa abp

LANDSCAPE

MANAGEMENT

That means we have to stay sharp ourselves.
LANDSCAPE MANAGEMENT’S impressive record
Formerly WEEDS TREES & TURF
of firsts has helped our readers evolve from
grounds keepers to landscape managers. From The
A HARCOURT BRACE JOVANOVICH PUBLICATION
®>
Landscape Manager’s Guide Series and marketing
features to market research and sponsorship of
455 East Paces Ferry Road, N.E., Suite 324
a major industry show—
TheLandscape Expo—Atlanta, GA 30305 • (404) 233-1817

Green grass
Bermudagrass is the most
popular variety in the DallasFort Worth area, particularly
in sunny spots. St. Augustine
is often used in plots with lots
of shade. The grasses turn
brown at the first freeze. Cus
tomers who want a green lawn
throughout the mild winter
overseed with ryegrass. Some
LCOs are attempting to mar
ket fescues with few positive
results.
Some of the more annoying
weeds include D allisgrass |
(spelled w ith an “i ” ) and
Johnsongrass. “ Dallisgrass
grows very prolific in this l
area ,” said Ron W yatt of
Lawn Doctor of Rockwall/ ■
Greenville. “ I t’s a very ag
gressive grass. It tends to
spread out into a big mat—it’s
very dense. It can ruin a lawn
within two years if it is not I
controlled,” he said.
*
Wild thing
The most annoying pest is a
n a s t y m e m b e r o f th e
formicidae family—the fire |
ant. “If you ever get stung by
one you’ll know why they call
them fire ants,” Herring said.
“We don’t want to mess
with them,” said Dan Lewis,
general manager of General
In d u s tria l Corp. in Fort
Worth. “We usually refer the
owner to an exterminator.”
Fire ants are difficult to |
control. “ Most of the time
y o u ’re ju s t chasing them
around,” James said. Their
hills can be 6 to 8 inches high.
LCI
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K e ith W e id le r ’s p a r t in g m e s s a g e :

Lawn care still offers plenty of opportunity
izers.
He predicts low volume
Editor
spraying will become more
ook for more acquisi prevalent too. “I like what I’m
tions in the lawn care in- seeing in some of the low vol
d u s tr y , say s K e ith ume equipment th at’s coming
Weidler, founder and presi
out,” he said. “This will feed
dent of 16-year-old Shur Lawn the demand for liquid fertil
Co., which he sold at the end of izer.”
Weidler grew up on a farm
1986. But remember that op
portunity still exists for en- in Iowa and attended Iowa
tre p re n u e rs who place a State University on a schol
premium on customer service, arship from the old Smith
he says.
Douglas F ertilizer Co. He
Weidler sold his Omaha worked as a golf course super
and Lincoln, NE branches to intendent and sold fertilizers
ChemLawn Services Corp.
and the Cedar Rapids, IA
branch to All American Turf
B eauty, Inc. S h u r Law n
ranked 29th on Lawn Care
Industry ’s 1986 Million Dol
lar List with $1.7 million in
lawn care revenues.
“I think I am at a point in
my life where I’d like to slow
down a bit and kind of enjoy
life.” For activity, he plans to
operate a small firewood busi
ness.
Weidler, who turns 49 this
month, might not be gone
from the lawn care business
for good. (His sale agreement
with ChemLawn includes a
t h r e e - y e a r n o - c o m p e te
clause.) His forecast for the in
dustry is one of great optimism.

and pre-emergent herbicides
for the Hercules Power Co.,
Wilmington, DE. The division
he worked for is now part of
the NOR-AM Chemical Co.
Weidler left Hercules to
work for the Lakeshore Equip
ment Supply Co., now LESCO,
Inc., where he opened the com
pany’s Cincinnati territory.
Seeing the potential of lawn
care, Weidler moved to Omaha
and started Shur Lawn.
Weidler’s advice to LCOs is
to remember they are servic
ing people, not just lawns. “To

B y E l l io t M a r a s

L

'

j

Weidler: Remember the
customer.

be successful you have to sat
isfy those (people’s) wants and
needs,” he said. Some lawn
care firms concern themselves
solely with the lawns they ser
vice and forget that the owner
of the lawn is who they must
please.
Weidler acknowledged that
it’s harder to keep the cus
tomer in mind when confront
ing a really stubborn tu rf
problem.
But, “the word ‘service’ has
to be expressed” at all times,
he said.
LCI

THE ORTHENE
MACHINE
PROTECTS TURF
BOTH W AYS.

I

I

Outlook positive
“It’s a good business,” he
said. “I don’t think it’s on its
way out. I think there’s still a
lot of opportunity.”
The degree of his success
has been pleasantly surpris
ing. When he started the com
pany in 1971, his long-range
goal was to operate five trucks
each generating $5,000 in an
nual revenue. When he sold, he
had 36 trucks, all surpassing
his revenue-per-trUck goal.
The acquisition of Shur
Lawn has been one of several
that has occurred in the lawn
care industry in the last year.
Weidler expects to see more in
the years to come. “You’re
going to end up with half a
dozen or ten companies con
trolling the majority of the
business in the country,” he
said.
T he larg er com pan ies,
Weidler explained, have the
resources to meet the high cost
of expanding in today’s com
p etitiv e business en v iro n 
m ent. He said it is much
costlier for a lawn care busi
ness to expand today than it
was 10 years ago. In the Mid
west and the Northeast, there
are no virgin markets left ex
cept for small towns.
Agronomic changes
Weidler sees the industry
moving in a more technically
proficient direction. He thinks
insecticides are improving and
a lot of promising research is
under way in pre-emergent
herbicides and liquid fertil

ITS
MILD.

IT'S
MEAN.

Blasts
sod webworms,
mole crickets,
and fire ants.

Reduces need for bulky
protective equipment.*
Low toxicity
to wildlife.

Continues to
work system ically
by remote control.
Convenientto-use soluble
powder. Compat
ible with m ost
insecticides and
fungicides—
gentle on turf.

Sprayable by
vehicle or on foot

Once spray dries
you can re-enter
treated area
immediately—
ideal around golf
courses and parks.

Gives effective,
broad-spectrum
control of
armyworms,
leafhoppers and
greenbugs.

Gentle
to streams
and ponds
fed by runoff.
Chevron

Chevron Chemical
Company

Circle No. 106 on Reader Inquiry Card

* Refer to state regulations. Avoid accidents.
For safety, read the entire label including
precautions. Use all chemicals only as
directed. Coypright < 1987 Chevron
Chemical Company. All rights reserved.
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Effectiveness for 2,4-D alternatives shown to vary
RESEARCH INDICATES THREE-WAY COMBINATIONS PROMISING FOR SOME WEEDS
B y E l l io t M a r a s
Editor

V IR G I N IA B E A C H —
Good post-emergent control of
broadleaf weeds is possible
with 2,4-D substitutes, usually
when the different compounds
are used in combination with
one another. Three-way com
binations are generally the
most promising.
Wayne Bingham, professor
of weed science and extension
specialist at Virginia Poly
technic Institute and State

University, spoke on the effec
tiveness of alternatives to 2,4D at the Virginia Turfgrass
Conference in Virginia Beach.
His remarks were based on re
search done at the university.
Turfgrass managers are in
terested in 2,4-D alternatives
because of uncertainty over
2,4-D’s future user status.
Alternatives to 2,4-D Bin
gham discussed included
m e co p ro p , d ic a m b a , dichlorprop, triclopyr, chlo
rflurenol and bromoxynil, as
well as two that are still being

Bingham: 2,4-D works best.

developed, clopyralid and
fluroxypyr. “ Most of them
would not have as broad a
spectrum as 2,4-D, but they
would be lasting longer in the
soil and cost a little bit more,”
he said.
Formulations which now
c o n ta in 2,4-D m ig h t be
switched to contain MCPA at
a slightly higher amount, Bin
gham said. MCPA is very sim
ilar to 2,4-D in molecular
structure and exhibits a sim
ilar control spectrum. How
ever, about 1.5 times as much

THE GREENER KENTUCKY BLUEGRASS®

V \ d e lp h i
-Z .

X

.

K EN T U C K Y ! BLUEGRASS

PROMISES MADE. PROMISES KEPT.

IN UNIVERSITY TESTS

MCPA is needed as 2,4-D.
“Some of these chemicals
are controlling our main weed,
the dandelion,” Bingham said.
Good dandelion control was
shown with three-way mix
tures, but only two-thirds of
the time was there good con
trol with two-way mixtures.
The rates were generally an
eighth of a pound active ingre
dient per acre for each of the
compounds in the given threeway combination.
Among two-way combina
tions, mecoprop and dicamba
did well together in controlling
dandelions, as did triclopyr in
combination with clopyralid.
On broadleaf weeds, the
combination of chlorflurenol,
dicamba and triclopyr gave
good control. “In our studies,
the three-way mixture has
provided excellent control of
w h ite clover, cin q u efo il,
yellow woodsorrel and dan
delion,” Bingham said.
However, “we failed in sev
eral cases to obtain satisfac
tory control of curly dock,
mouseear chickweed, corn
speedwell, plantains and but
tercup.”
Bromoxynil is a good her
bicide for m any seedling
broadleaf weeds and is used
soon after seeding a new
turfgrass, Bingham said. How
ever, higher rates of bromox
ynil have resulted in variable
results on older weeds.
“Tank mixtures with other
herbicides has some merit,” he
said. “Bromoxynil kills seed
ling weeds by a contact action.
Possibly, this type of action
will not fit well in the scheme
of killing plants with auxin
type herbicides as dicamba,
mecoprop, clopyralid and tri
clopyr.”
Fluroxypyr has shown ex
cellent broadleaf weed control
and will need further study
with tank mixtures of other
herbicides. B ingham said
fluroxypyr has tended to in
crease the activity of other
herbicides as well.
“In summary, we would lose
a lot if 2,4-D is removed from
the turfgrass herbicide list,”
Bingham said. “We find that
2,4-D has really been the heart
of every turfgrass broadleaf
herbicide formulation that we
have.”
LCI

Restrictions
sought for
Dursban
For information contact:

J &L ADIKES, INC.

VAUGHAN SEED CO.

Jamaica, NY 11423

Bound Brook, NJ 08805
Downers Grove, IL. 60515

JACKLIN SEED CO.
Post Falls, ID 83854

NORTHRUPKINGCO.

ROTHWELL SEEDS LTD.
Lindsay, Ont., CAN K9V4L9

Minneapolis,MN 55413

Circle No. 101 on Reader Inquiry Card

W ASH ING TON, D .C .—
T he U .S. E n v iro n m e n ta l
Protection Agency has draf
ted a proposal to place chlorpyrifos insecticide in the
restricted-use classification.
The proposal has prompted
objections from th e Dow
Chemical Co.
Dow m a n u fa ctu res the
compound as Dursban.
LCI
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| First things first, Ed. Sulfur-coated urea
isn’t new. Why should anyone consider
¿¡■¡■■jr Scotts®? “We don’t make ours with the
__FFO iuri j old TVA process. That requires a coating
of sulfur, followed by a waxy sealant, followed by a
coating of conditioner. Other companies make that.”
How is your SCU different? “We have a better way to
apply the sulfur coating which eliminates the need for
sealants and conditioners.”
But what does that mean in terms of results? “The
simplicity of our SCU means predictable performance,
time after time, shipment after shipment. Because we
don’t use a waxy sealant, for example, there’s one less
variable to affect the release of the nitrogen.”
How will it work on a customer’s lawn? “Warm
weather or cold weather, the nitrogen from our SCU
will be released steadily, evenly, and safely over a pre
dictable period of time. It will keep the lawn green, and
the lawn will be ready for another treatment at the time
you’ve scheduled that next treatment.”

Are there any other differences between Scotts SCU
and other SCU products? “Yes. Our SCU is made to
specifications that meet the requirements of lawn ser
vice companies. It’s different from the SCU that goes on
farm fields or to nurseries.”
Can I get Scotts SCU in bulk? “Bags or bulk, which
ever way you want it. We can also supply it with or
without phosphorus and potassium.”
How does the price of Scotts SCU measure up against
competitive products? ‘You’ll find that the cost of this
SCU compares very favorably with what you’re used to
paying. Because we have a unique computer-controlled
manufacturing process that uses fewer raw materials,
we’re able to give you a more reliable product at com
petitive prices.”
For more information on sulfur-coated urea, call Scotts
Lawn Care Service Supply Division at 800-543-0006.
In Ohio, call collect 513-644-2900.

“Scotts»SCU will deliver
consistent and predictable
performance on your
customers’ lawns.”
Ed Scheiderer, Scotts quality engineering
manager (SCU Products), talks about
Scotts sulfur-coated urea.
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Repair plow lawn damage and gain new customers
B y J a m e s E. G u yette
Associate Editor

awn damage done by
LCOs and lawn manage
ment contractors who
plow snow in the winter
mean extra money and addi
tio n a l cu sto m e rs in th e
spring—providing th a t the
plower fix those torn-up lawns
for free.
A free fix-up policy is par
ticularly effective if your plow
ing client is not yet a lawn
m a n a g e m e n t c u s to m e r .
“You’re going to houses that
have already hired you for
som ething,” said R ichard
Gaffney, president of Gaffney
Landscaping, a full service
firm based in South Euclid,
OH.
The company offers snow
removal in the winter, and all
lawn damage is repaired free of
charge once th e w eath er
breaks. “I hustle a lot of work
in the spring because I go there
and then I point out other
things that are wrong with the
yard,” Gaffney said.
“A (lawn care) account is
worth a lot more than a snow
plowing account,” Gaffney ex
plained.
His policy allows him to
take work away from com
petitors who charge to patchup damaged turf. “I’ve signed
up other people’s jobs because
the neighbors have seen me
fixing up the yard and they
aren’t getting that service.”
A little extra goes a long
way toward good customer re
lations, Gaffney pointed out.
“We even fill up ruts that have
been there since they had new
concrete put in 12 years ago,”
he said, adding that tracks
from car tires also are attended
to.
Additional opportunities
for gaining clients exist in the
spring through the repair of
lawn damage done by other
plowers not in the lawn care
industry—such as construc
tion contractors.
“A lot of guys put it in their
contracts that they are not re
sponsible for lawn damage,”
Gaffney said, noting that it is a
bad idea.
An informal nationwide
Lawn Care Industry survey
determined that there are in
deed a number of plowers who
will not fix their lawn damage
for free.
“How can they not?” asked
an astonished John Folker,
president of Landscape Man
agem ent Services, K ansas
City, KS. “T h at’s not good
service!”
With 12 inches of annual
snowfall—about six plows a
year—Folker said his plowing
businesses provided mainly as
a service for his lawn care cli
ents, plus, “it keeps the com
petition off my custom ers’
lawns. I can keep my com
petitors off their property.”
“ It solidifies our hold on a
p a rtic u la r piece of p ro p 

L

erty,” said Frank Reardon of
N orth Country L andscap
ing, Inc., South Burlington,
VT, along the shore of Lake
Champlain.
Reardon said he makes sure
can
any lawn damage is repaired.
“That’s a selling point for us.
It’s not free, per se, but it’s in
the contract.” (The cost is fac
tored into the price.)
“If they have curbs we’ll re
pair the damage (free),” said
Robert Furman, general man
ager of Soylent Green Land
scap e S p e c ia lis ts , In c .,
Bohemia, NY, on Long Island.
H ittin g a curb means the

Gaffney: Repair lawn damage.

driver wasn’t paying a tten 
tion. Without a curb “you’re
going by instinct.”
Furman said it is helpful
when the boundries are la
beled. “Some people are cour
teous enough to do it for us.”
Also, his firm has rubber strips
on the bottom of the blades.
“It works as a squeegie” to re
duce lawn damage.
“ If you can get to those
properties before the snow
flies you can mark them (your
self),” said John M. Bass,
president of Lawn M aster
Inc., Missoula, MT. “It’s a
matter of preparation.”

Plowing is not considered a
“big dollar business” because
“I view it as cash flow through
the winter months,” Folker
said. He added that it damages
his trucks, and that even a new
v e h ic le is n o t im m u n e.
“T h at’s going to be a highmaintenance truck simply be
cause you’re pushing snow
with it.”
Landscape M anagem ent
Services charges a base price
of $35 per plow when the snow
is 2-4 inches deep. (Deeper
snow is extra.) The fee in
cludes sidewalks, which are
done with a shovel or snow-
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thrower.
A subcontractor with his
own plow is paid $35 an hour,
and the truck owner is respon
sible for any repairs. A com
pany employee earns a base of
$4-5 an hour, with extra added
on hourly according to the
time of day; $1.50 between 6
p.m. and 12 a.m.; and $2 be
tween 12 a.m. and 6 a.m.
Gaffney Landscaping’s ser
vice area is on the east side of
Cleveland along the shore of
Lake Erie. There is a heavy
amount of “lake effect” snow
because of the lake’s moisture.
Customers are offered an
“unlimited contract” for $160,
and a “limited contract” for
$140. The limited contract is

good for 16 plows; aprons are
done over for free if the city
plow comes by after Gaffney’s
crew.
“I have always preferred
the limited contract,” Gaffney
said, because people are less
likely to request extra plows.
Customers think: “If I hire
Chemlawn I don’t want to see
one weed—if I hire a snowplower I don’t want to see one
shovelful of snow.”
Gaffney’s drivers are sub
contractors who are responsi
ble for their own trucks. They
are guaranteed wages for at
least 16 plows a season, and are
paid $22 to $30 an hour de
pending on experience.
“I think I have the best

Power Wagon: Gaffney’s 1972 Dodge at work.

Reduce customer turnover
and increase profit potential with
long-lasting disease prevention.

It costs a lot to replace a lost customer.
So you put together a complete lawncare
orogram. Not just to keep customers’
awns looking good all season. But to
xeep your customers loyal.
A complete program includes pre
ventative disease control. And only one
lawn care fungicide — the market
leader— keeps your customers satisfied,
fits into your schedule, and improves
your profitability
That product is CHIPCO® 26019
fungicide. Because it does job without
complicating your job.
CHIPCO 25019 is a low-toxicity prod
uct that controls all the major lawn dis
eases: Helminthosporium Leaf Spot and
Melting Out, Fusarium Blight, Brown
Patch, Dollar Spot, and Red Thread.
Its the only fungicide that provides
this control long enough to get you from
one scheduled round to the next, reduc
ing costly callbacks.
Protect your turf and build your
profits. Make CHIPCO 26019 a part of
your lawncare program.
Rhone-Poulenc Inc., Agrochemical
Division, Monmouth Junction, NJ 08852.

26019

Taking care of business.
CHIPCO® is a registered trademark of Rhone-Poulenc Inc.
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crew of drivers aro u n d ,”
Gaffney said. “The show-up
rate for those guys is 100 per
cent, they’ll jump right out of
bed at 4 in the morning,” he
said.
The crew is close: Gaffney’s
brother Frank and brother-inlaw Brian Jeffries are the full
tim e people; backups are
H arley G affney, a n o th e r
brother who is a carpenter,
and Kenny Arendt, a longtime
friend who is part-owner of the
K&A Tool Co., Euclid, OH, a
precision grinding firm.
Having reliable drivers is
important to Gaffney, espe
cially because the North Coast
does not shut down when the
snow flies. “I’ve got doctors
and surgeons who have to get
out of that driveway.”
Planning is a major con
cern. “I gear my business to
the 9 to 5 employee—to get
them to work in the morning
and home at night, that’s the
priority,” Gaffney said.
Clients are asked what time
they leave for work, particu
larly the time they leave when
they decide to leave early.
Knowing the normal depar
ture time is of little use when a
blizzard hits. “T hat’s a mis
take many plowers make, then
they have everybody calling,
saying, ‘I’m leaving early to
morrow,”’ Gaffney said.
He advised his colleagues to
make sure they have a backup,
either an extra truck or a sub
contracting arrangement with
another plower. “With one
truck (per driver) in this busi
ness you’re really running on
thin ice because that truck will
break down even if it’s new. I
have a full-tim e mechanic
working for me so that’s insur
ance right there,” Gaffney
said, referring to Jeffries.
In addition to insurance,
Gaffney has people lined up
just in case there is any dam
age. A dented house is no prob
lem. “ I have an aluminum
siding man who comes out and
fixes it.” Luckily his services
haven’t been needed for four
years, “which is pretty good
because we’re driving awfully
close to those aluminum sid
ings all day and night.”
E xtra effort is required
when plowing because the
communities Gaffney serves
have laws stating that snow
cannot be piled on a neighbor’s
property—therefore it all has
to be maneuvered onto the
treelawns. (The grass between
the sidewalk and street.)
Those of you living in
s o u t h e r n c o m m u n it ie s
shouldn’t feel left out. A rare
snowfall in Newport News,
VA, generated an opportunity
for Southern Lawn, Inc.
About 50 of the firm’s lawn
care customers were sold bags
of Ice Melt, made by LaRoche
Industries, Inc., Atlanta, for
their driveways.
“It’s more of a service,” said
P resid en t Jo h n M oriarty.
“We just have it available in
the event it does snow.” A 20pound bag sells for $7.55, a 40pounder is $11.95.
LCI
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SHOP TALK

Gain a cutting edge with correct commercial mower
B y G reg T o n s a g e r

he lawnmower itself can
be a key element in de
termining your success
as a commercial cutter.
You may have many pieces
of equipment, but the mower
is the one used most often and
for the most hours. Its perfor
mance in terms of reliability,
durability and actual cutting
quality can be significant in
ensuring satisfied customers
and efficient operating.
There are a num ber of
choices available to commer
cial cutters—different types of
mowers (rear-bagging, sidedischarge, hand-push and selfpropelled), engine options and
different qualities of cut.
Prices can vary greatly too.
The basic industry trend,
however, seems to be toward
the more expensive but more
durable machines that are de
signed exclusively for com
mercial use. Although they
may cost more up front, they
can be the better bargain in
the long run.
Some models that are la
beled as commercial grade
may actually be consumer
mowers with only slight modi
fications. There are certain
features that differentiate true
com m ercial mowers from
these. Ask your dealer a few
direct questions and make
some simple comparisons be
tween the commercial and
consumer mowers to identify
that models that are sturdy
enough for constant use.
S tart by comparing the
thickness of the cutting deck
and the total weights of a
brand’s commercial and con
sum er models. Push each
mower a few feet and you’ll feel
the difference in weight caused
by a thicker cutting deck,
larger engine, and heavier con
struction of the commercial
model.
Ask if the mower has a com
mercial grade engine and spe
cifically ask about the size of
the crankshaft. To stand up
against the constant use of
commercial cutting, Toro rec
ommends at least a 25 mm or
even a l-inch shaft.
If you are considering mod
els with steel cutting decks, vi
sually compare the thickness
of the decks on the consumer

T

A b o u t th e A u th o r
Greg Tonsager is test engineer
manager at the Toro Co.,
Minneapolis, MN.

and commercial models. The
commercial mower’s cutting
deck should be visibly thicker
than the consumer model. Be
cause a steel deck is flexible, a
steel deck commercial mower
should have external bracing,
usually front to rear, to give it
more stren g th . Consum er
models w ith steel cu ttin g
decks generally will not have
this type of bracing.
Also ask about the handle
on the mowers you’re consid
ering. We at Toro believe that
a mower’s handle should be
constructed of heavier gauge

steel than consumer models.
Wheels are another good in
dicator of true commercial
grade models because most
commercial mowers will have
steel wheels with ball bearings
instead of the plastic wheels
used on many consumer mod
els.
With the introduction of a
new generation of 2-cycle en
gines and overhead valve en
gines to th e law nm ow er
industry, there are now a num
ber of engine types available to
you. Previously there were only
one or two types available.

Four-cycle engines
The conventional 4-cycle
engine still is the most famil
iar engine type used in lawnmowers. But its conven
tional L-head, or flat head,
technology has been around
for years. Consumer models
using standard 4-cycle en
gines do not have as long a life
as the new 2-cycle and OHV
engines. However, some 4-cy
cles used on commercial mod
els do have features designed
to increase the life of the ma
chine. If you’re considering a
conventional 4-cycle engine,

look for cast iron cylinder
sleeves, ball bearing mains
and perhaps more durable
ring sets—depending on the
manufacturer.
Two-cycle engines
Two-cycle engines have be
come increasingly popular
among commercial cutters be
cause their simpler design can
make them more reliable.
Two-cycle engines don’t have
valves—and valve deteriora
tion is one of the leading
causes of 4-cycle engine fail
ure. While you do have to mix

Therearefewplacesleftwhose
appearancecan'tbe improvedbyTbic
And well let Mother Nature
deal with those.
But for those places you’re
responsible for—office parks,
recreational areas, residential
areas, housing complexes and
more—Toro equipment provides
theattractive, finished appearance
you can build a solid reputation
on. And a thriving business.
We know commercial cutters
expect more out of a mower than
anyone else. So we designed the

broadest, most durable line of
equipment in the in d u stry riding and walk mowers;
367 447 or 52 "C T 3 .
decks; bagging
options, edgers
and trimmers,
generators,
blowers, and
more. And
because
Toro is
constantly

innovating (to make your job
more profitable and your custom
happier), we’ve just intro
duced two new
Groundsmaster®
riding mowers an
two new Comme
cial mid-size wal
mowers. The
Groundsmaste
117 and 211
riders are
seventeen
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the oil and gas for the 2-cycle
engine, this does eliminate the
need for oil changes. The elim
ination of an oil reservior also
makes 2-cycles ideal for use on
steep slopes and hills because
the engine receives constant
lubrication from the gas and
oil mixture.
Overhead valve engines
Overhead valve engines
(OHV) are a relatively recent
introduction to walk-behind
mowers. Toro introduced its
first OHV models last year.
The OHV engine offers several
advantages over standard 4cycle engines. These include
better fuel efficiency, easier
starting and longer engine life.

epower,gasoline and diesel
iels. They, along with the two
j Commercial 110 and 116
size walk-behinds, are designed
engineered to provide a quality
in the
>t de
t r "''v'T ■
eding
ditions.
y all util
floating
ing units within
ter frames that let you follow
contour of the terrain with
limal scalping. And Toro’s
>s collection systems and
ld-lUnnel' design let you collect
clippings or discharge them

Long engine life results from a
more efficient internal com
bustion process th at means
less of the carboning th a t
causes valves to stick and burn
in conventional 4-cycle en
gines.
The Toro OHV engine has
a trochoidal oil pump that pro
vides lubrication even on steep
slopes and overcomes most of
the hill lubrication problems
that may occur in other 4-cy
cle engines.
Engine performanace
Whichever type of engine
you choose, always test how
well it starts before you buy.
And check with others about
the long term starting ease and

maintenance needs for a par
ticular engine brand. This can
help you avoid the time and
expense of freq u en t plug
changes or other repair costs
associated with starting prob
lems.
Quality/quantity of cut
The quality of cut among
different lawnmowers can
vary in terms of the look of the
lawn they leave behind. And
because quality of cut is key to
your ability to attract new
business and retain your cur
rent customers, you shouldn’t
ignore it when making a buy
ing decision.
If your lawnmower dealer
has a mowing demonstration

without clumping,
For the best-looking lawns
in any conditions, on any terrain,
look to Toro. A company that
understands that to keep your
i ^ —- business
' ^ nw ^
growing, you
need a
reliable
partner—Toro
commercial
equipment. For more information
about the complete line of Toro
equipment, contact your local
distributor or commercial dealer.
Or send in the coupon.

area, an eyeball look at the
grass surface from hands and
knees might be wise. Other
wise ask about a loaner or a
rental for testing quality of cut
and starting ease before you
buy.
If you examine grass cut
with a particular model and
see that the top edge has a
brown fringe, the mower prob
ably is “chewing” off the top of
the blades rather than cleanly
slicing them. A “sawtooth”
look, showing every pass of the
mower across the lawn, most
fre q u e n tly stem s from a
mower with more grass-lifting
vacuum on one side than the
other.
Good cutting blades also are

MAIL TO: D.L. Brown, Commercial Marketing Dept., The Toro Company
8111 Lyndale Avenue S., Minneapolis, MN 55420
□ I’d like more information about Thro Commercial equipm ent Please
have a distributor or commercial dealer contact me.
□ I’d like to arrange for a demonstration of Toro Commercial equipment.

Telephone (___

LCI 037

© 1985 The Toro Company. Thro, Wind-Tunnel, and Grounds master are registered
trademarks of The Toro Company
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TORO
Theprofessionals
that keepyoucutting.

crucial to a mower’s perfor
mance. Of course you must
keep your blades well-sharp
ened, and if they need to be
replaced, Toro suggests using
the m anufacturer’s replace
ment blade for reasons of
safety and efficiency. The law
nmower deck and blade are de
signed as a system, and they
must work together to ensure
the best performance in terms
of quality of cut and grass
movement into the bag.
Also, the blade’s shape and
design determines how well
cut grass is propelled into the
bag. A blade that isn’t correct
for the mower, or one that is
bent, will create vibrations at
higher speeds. These vibra
tions not only make your job
unpleasant, they also can
damage the lawnmower.
In ad d itio n , check the
mower to see if you can change
the height of the cut without
tools. This option is available
on many brands, and it can
really boost your productivity.
Controls
The starting test provides a
good opportunity to get the
“feel” of a particular mower.
How easily the mower starts
and how smoothly the selfpropelled models engage are
best checked in a test area.
The construction of the
transmission will help deter
m ine th e lifetim e of th e
mower. Look for all-metal gear
transmissions. They’re more
durable than geared transmis
sions that use plastic parts or
disk and wheel systems that
tend to have a high failure
rate. We also suggest looking
for a model with the gear
change control on the deck
rather than on the handle to
avoid unecessary cables and
controls th a t can catch on
shrubbery and snap or break.
If you’re looking at self-pro
pelled models, ask your dealer
if the mower has a multiplespeed gear box to give you
maximum control over your
speed. For instance, with the
Toro 3-speed gear box, you can
operate at a maximum ground
speed of about 3.5 mhp, and
have lower speeds for trim 
ming.
Because top speed is impor
tant for productivity, ask your
dealer for the specifications on
the mowers you are consider
ing or ask to try out the mower
at the top end to make sure the
mower will operate at an effi
cient and comfortable speed
for you. Some premium mod
els also have a drive system
that allows you to use a feather
clutching technique that re
lieves belt tension and lets you
temporarily slow your speed
without shifting gears. To re
turn to maximum speed, you
simply squeeze the bar to fully
engage the clutch.
Bagging factors
At Toro, we believe rear
bagging lawnmowers have
greater flexibility for commer
cial use than side-baggers.
See M O W ERS, Page 41
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Water soluble packaging enhances product safety
METHOD MAKES DISPOSAL EASIER AND MINIMIZES EXPOSURE TO APPLICATOR
everal LCOs have re
cently incorporated the
w ater soluble in sec
ticide packets in their
care programs. The packets
are designed to make con
tainer disposal easy, reduce
applicator exposure and pro
vide a fast, accurate way to
measure dosage.
The Dow Chemical Co. in
troduced its Dursban 50W inseciticide about two years ago.
The company is presently
working on water soluble her
bicide packaging.
A measured pouch con
taining a liquid or solid wettable powder of active ingredient
is added to a spray tank. About
15 seconds later, the pouch
starts to disintegrate and re
leases the formulation, which
then disperses into the water.
The product completely dis
solves in about a minute.
The concept has been used
in the baking industry for
years, but only recently devel
oped for insecticides.
The W.A. Cleary Chemical
C o rp . h a s d i s t r i b u t e d
fungicides in water soluble
bags for more than a decade. It
m arkets the Cleary’s 3336
T u rf an d O rn a m e n ta l
Fungicide in 8 ounce bags.
Scientists tried to develop a
m ethod for insecticides 15
years ago, said Bob Krause,
senior research chemist for
Dow. “But formulation prob
lems existed back then and the
marketplace wasn’t ready for
it.”
“Water soluble film was
known to the insecticide in
dustry, but the heat seals nec
essary for fabricating such
pouches were very slow to dis
solve and you would end up
with a stringy residue th at
plugged up applicator equip
ment,” Krause said.
A new formulation now en
ables the heat seals to dissolve
completely. Krause said he
and senior research chemist
Nancy Hemmer evaluated dif
ferent formulations of water
soluble films in their search for
one that was compatible with
the Dursban 50W formula
tion. They needed a film that
wouldn’t degrade during stor
age and they needed one that
had superior water solubility
characteristics.
“We were able to identify
an excellent polymer film
product that fulfilled these re
quirem ents and Dow con
tracted with another manu
fa c tu re r to p ackag e our
insecticide,” Krause said.
The first packets in tro 
duced were four-ounce pack
ets. One-pound packets were
later introduced, allowing
easier mixing of the insec
ticides in larger spray tanks.
“Just two one-pound packets
of Dursban 50W will treat one
acre,” said Rob Peterson, turf
product marketing manager
for Dow in Midland, MI.

S

Some testimonials
Jim W ilkinson, general
manager of Old Fox Lawn
Care, Providence, RI and
lawn
president of the Professional
Lawn Care Association of
America, uses water soluble
packets. “The water soluble
packaging improves the safety
margin to our applicators and
is much safer to our environ
ment in terms of minimizing
p o te n tia l for a c c id e n ta l
spills.”
Bob Parmley, who recently
sold his company, Tempo 21,

Presto! In minutes,
disintegration begins.

to Barefoot Grass Lawn Ser
vice, Inc., said water soluble
packaging “makes our work
easier, less messy and reduces
applicator exposure. It’s a def
inite plus.”
Jeff Van Diepen, president
of Pestmaster Services, Inc.,
Bishop, CA, is another advo
cate, having used Dursban
50W in his 50- and 100-gallon
sprayers. “I hope to see a lot
more of it,” he said. “It takes a
lot of guess work away from
our servicemen and cuts down
on the time they might take in

measuring proper doses.”
Dow is exploring the feasi
bility of water soluble packag
ing for herbicides. “There’s
excellent p o te n tia l,” said
Krause, “ particularly with
some of the newer, more toxic
products being developed.
These products have smaller
doses but higher toxicity.” LCI
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•FMC
P erform ance a t W ork

Design Your Own Sprayer
FMC offers you a variety of options
including complete lines of reels,
mounting kits, hoses, guns and
trailers. “ Design Your Own” Sprayer
with the help of FMC Sprayer
Engineers. Call toll-free for details,
1- 800- 643- 0014 .

Economy, Reliability,
Performance and Value.

fiberglass, others of 304 stainless
steel.

Put the best of all worlds to work for
you. Whether your job is protecting
shrubs against damaging insects or
homes against termites—or both,—
FMC has an All-Star player for your
professional SWAT team (Special
Weapons Against Trouble).

Smaller models feature diaphragm
pumps capable of delivering 10.5
gpm at 425 psi. They feature 50 or
100 gallon tanks and are skid
mounted to fit either a fullsize or
compact pickup. Larger sprayers
are powered by FMC Bean piston
pumps and come in 100, 200 and
300 gallon sizes, also skid mounted
for pickup trucks, they range in
capacity from 5 gpm at 400 psi to
20 gpm at 500 psi.

Choose from over a
dozen models.
Tanks range in size from 50 gallon
to 300 gallon, some are made of
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Whether your primary consideration
is price or performance, you’ll find it
in an FMC sprayer. In addition,
you’ll get FMC service, dependabil
ity and value.
For more information call Toll-Free:

1-800-643-0014

-FMC

FMC CORPORATION
Agricultural Machinery Division
5601 East Highland Drive
Jonesboro, Arkansas 72401

Attention Lawn C a re Com panies, Distributors,
Lawn and G arden Retailers and Seed Marketers:
From your own experience, you know that when
the typical homeowner looks out of a window of his
15-year-old or older home, he sees an aging, dull
lawn without a single improved variety of grass in
it. What he would like to see is what he’s noticed
on newer lawns — greener, healthier, finer-bladed
grass — but he doesn’t have the slighest idea
of how to achieve it.

This inexpensive, easy-to-read “ how to” promotion
can be used as a self-mailer or door hanger on those
home lawns you know need reseeding. It explains:

You Can Show Him How... Profitably!
The publishers of LAWN CARE INDUSTRY
are providing you with a unique opportunity to
inexpensively educate homeowners on a personal
level about the availability of high-quality grass seed
and the ease of application. The result is greener
lawns, more satisfied customers, and higher profits
for you!

Order Your FREE SAMPLES Today!
See for yourself how useful this door hanger/mailer
can be to your business without any obligation.
Simply circle the appropriate number on the Reader
Service Card bound in this issue of LAWN CARE
INDUSTRY. We’ll send you your free samples of this
high-impact, customer-oriented promotion along
with complete ordering information without delay.

1. W hy tired lawns don’t m easure up to today’s standards.
2. How easy it is to cost-efficiently improve a lawn.
3. W hat facts to look for on the seed bag label to insure
compatibility and quality.

WWN ORE INDUSTRY
(H M )

a

HARCOURT BRACE JOVANOVICH PUBLICATION

ABP VBPA

Bob Earley • 7500 Old Oak Boulevard, Cleveland, OH 44130 • (216) 243-8100
C irc le No. 102 on R e a d e r In q u iry Card
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Recruiting college grads— an investment in growth
LAWN CARE, MANAGEMENT FIRMS TAKE BACK SEAT TO DESIGNANO CONSTRUCTION
choose the drafting table over
the mower or the sprayer.
JoAnn Smallwood, presi
s the industry becomes dent of Smallwood Landscap
more sophisticated , ing, Naples, FL, speaks for
lawn care and lawn most full-service landscape
contractors in noting th a t
management firms are looking
to hire college graduates. But qualified people are hardest to
the better students often pass find for the management divi
them by for careers in the sion of her company.
Melanie Reinhold Sawka,
landscape design and con
president of William Reinhold
struction fields.
Know why?
Landscape Contractors, Flat
The construction and de Rock, MI, said many people
sign people are many years who study horticulture don’t
ahead in apprising the univer want to do managment work.
sities of the opportunities they “We have many positions that
have for graduates. The cream need filling for professionallyof the crop, therefore, tend to trained people,” she said.
B y E l l io t M a r a s
Editor

A

Better Lawn Care
Products for
Particular
People
Erbaugh: Do your groundwork.

The lawn care companies,
many of which are expanding
into new services that require
more technical expertise, face
an even greater awareness
problem. They’ve been all but

(THATCHER)
F o ld -o v e r
handle

Model 101584

POWERAKE
I Rakes out thatch
I Cleans 20" swath
I Powerful 5 hp engine with dual
filter air cleaner
I 28 hardened steel plate, self
cleaning fingers
I Heavy duty steel wheels with
grease fittings and sealed ball
bearings
I Raking assemblies interchange
able with aerator assembly
I 2 " single-action raking height
adjustm ent
I Semi self-propelled

Scofield: Work with colleges.

21”
OW ER
(Rear or Side
ischarge)

How to recruit
For campus recruiting, Er
baugh says th e p e rso n a l
approach works best. This
m eans m eeting w ith p ro 
fessors and m aking them
aware of what qualities you’re
looking for in graduates. He
advises against attending the
campus “career days” where

Finelawn 1 Turf Type Tall Fescue
proved to be an extremely excellent
lawn seed. Its bountiful green color
and attractive, narrow tapering leaves
were judged high quality. Plus
Finelawn 1 demonstrated significant
resistance to heat, drought and
disease. Tested beauty and toughness
—it’s what makes Finelawn 1 an
outstanding choice for home lawns,
commercial lawns and recreational
facilities.

Model
2114C0

This powerful 21" mower
heavy gauge
cast aluminum/magnesium deck is built to
stand up under tough use and keep on
working year after year.
Powered by a 4 cycle, 4 h.p. Briggs &
Stratton engine with flywheel brake.
Heavy gauge steel handle.
Special one-piece Ultra High lift blade
with tempered cutting edges. Adjustable
cutting heights from 1V2 to 4 inches.
Equipped with regreasable double ball
bearing wheels. 8 x 1.75 tires on front,
10 x 1.75 on rear.
Your choice of self-propelled or push type.
Dual filter air cleaner.
Extra-large 3 bushel nylon bag grass
catcher available.

Available at your local Lawn Seed D ealer

Fmelawk

TURF TYPE TALL FESCUE
WÊÊm.

‘MW

F . D . K E E S M FG . CO.
B e a tr ic e , N e b r a s k a 6 8 3 1 0

Among lawn care firms,
Davey Tree & Expert Co.,
Kent, OH, has one of the most
aggressive recruitm ent pro
grams. The company provides
its training materials on lawn,
tree and shrub care to about 50
colleges in the U.S. and Can
ada. It also provides a video
presentation about the com
pany.
Davey branch managers
visit the colleges on career
days and also make special
trips to meet with professors.
“We don’t necessarily have
the opportunities the people
apply for,” said Ward Peter
son, manager of human re
sources. But all applications
are kept on file for future open
ings. If a graduate is willing to
relocate, Peterson said he’s al
most sure to find an opening.
One problem virtually all
green industry employers face
is meeting the graduates’ ex
pectations. Most want to start
in a supervisory position.
“Sometimes that (starting
as a field technician) is hard
for college graduates to ac
cept,” Peterson said.
But graduates can be made
to realize that an entry-level
position will lead to a mana
gerial one, Erbaugh said.
“ People (students) will see
that their former colleague is
now in a managerial capa
city.”

Tested And
Highly Rated
Nationwide!

Commercial

k

invisible on campuses.
“ I d o n ’t th in k th e r e ’s
(been) a perception (among
lawn care companies) that it
(campus recruiting) is a viable
means of attracting produc
tive employees,” bemoaned
Marty Erbaugh, president of
Akron, OH-based Lawnmark.
And that, he said, is most un
fortunate.
“It (recruiting) provides a
real, solid, promotable per
son,” Erbaugh said. People
who are truly promotable need
a good educational b ack 
ground, whether technical or
business.
“We’ve had good success
fostering relationships with
faculty members at various
schools.” Nine of the com
pany’s 11 branch managers
were recruited from campuses.
Of the 35 graduates hired last
year, about three quarters had
te c h n ic a l d eg ree s ( h o r 
ticulture, agronomy and land
scape-related) and the rest had
business degrees.
Erbaugh has a 50 percent
retention rate with the gradu
ates, which he considers good.
“Sometimes we’re not able to
meet the expectations of these
people,” he said. “ Some of
them find they don’t like the
business. Some can’t cut the
mustard.”
Erbaugh works most closely
with Ohio State, Cornell and
the New York state schools.
Campus recruiting is espe
cially im p o rta n t to com 
panies in regions th at have
low unemployment, such as
the Northeast. Russell Frith,
president of Lawn Doctor,
M atawan, N J, noted th a t
more lawn care firms have
been recruiting on campuses
in the last few years.
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mobs of students mesh with
mobs of company reps.
“You have to do the ad
vance work in order to be suc
cessful,” he said.
Seconding the importance
of meeting with the faculty
people was Bob Scofield, vice
president of corporate rela
tions for Environmental In
dustries, Inc., Calabasas, CA.
The company has hired as
many as 25 graduates in one
year with degrees in agron
omy, landscape management,
o rn a m e n ta l h o rtic u ltu re ,
landscape horticulture and
landscape contracting.
Environmental Industries
works with about 14 colleges
n atio n w id e and sponsors
LCI
scholarships at 10.

“I know I saw it in LCI.”
C a n ’t fin d th e is s u e th a t
c o n ta in e d th e a rticle y o u
w ish y o u ’d c lip p e d a n d
sa v e d b u t d id n ’t? I f y o u
are in te r e ste d in o b ta in in g
a c o p y o f an a rticle y o u
read in a p a st issu e o f LCI
— or rela ted a r tic le s o n a
cer ta in su b ject, d irect y o u r
in q u ir ie s to:

EDITORIAL
INFORMATION
SERVICES CENTER
( 216 ) 826-2839
Copies available at a nominal
charge.
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Meet the graduates of 1987!
SAN ANTONIO— Today’s
graduate seeking a career in
the green industries is op
timistic about finding a job
that will meet his expecta
tions. He wants to start out in
a supervisory position with a
company that places quality
above quantity. He also wants
to be earning a six-figure in
come within 10 years.
That was the profile evi
dent at the student/employer
mix at the Associated Land
scape Contractors of Amer
ica’s annual convention in San
Antonio in January. Students
from various colleges spoke
candidly about their career ex
pectations.
“I want somebody who un

derstands I have a knowledge
in the field and uses me to ad
vance his company, not just
being a leg to stand on,” said
Russell Lawrence, who is com
pleting his associate degree in
horticulture and landscape
management at Richland Col
lege, Dallas, TX. He also holds
a four-year business degree
from the University of Texas
at Dallas.
A sense of professionalim
means a lot to these graduates.
Meet Richard Wolf, who re
cently graduated from Colo
rado State University with a
degree in horticulture. “I’m
definitely looking for a profes
sionally-minded company, not
just someone who’s throwing

Job prospecting: Robert Jennings, who graduates from
Mississippi State Univeristy in May, chats with Melanie Reinhold
Sawka, president of William Reinhold Landscape Contractors, Flat
Rock, Ml, at the ALCA convention.

stuff down.”
R obert Jen n in g s w on’t
graduate until May from Mis
sissippi State University with
two degees—one in landscape
contracting and one in mar
keting. But already he’s had
several job offers.
Jennings is looking for a job
as a foreman that will lead to
one in marketing. “As compe
tition increases, the market
ing skills are going to have to
increase,” he said.
While he’d like to stay in
the Mid-Southern region, he’s
willing to relocate for the right
opportunity.
John Grim has a degree in
landscape contracting from
Mississippi State University
and wants to start out as a
foreman for a landscape con
struction firm. He eventually
hopes to get into sales and job
estimating.
A rarity among the crowd
was John McKinney: he has
his mind set on lawn manage
ment specifically. McKinney
is completing an associate de
gree in horticulture while
working for Genesis Land
scape Specialists, Richardson,
TX.
“Being strong in mainte
nance is just as important” as
design and installation, he
said. “That third leg needs to
be just as strong as the other
two.”
LCI

In search of good help: JoAnn Smallwood, president Smallwood
Landscaping, Naples, FL, was looking for two good people for her
company’s lawn management division at the student/employer mix
during the Associated Landscape Contractors of America
convention in San Antonio.

Career minded: Russell Lawrence (left) and Richard Wolf are
confident they’ll find good jobs in the green industries. They spoke
with several prospective employers at the convention.
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A note about Prof. Powell’s nitrogen research
Y et no study has given turf
managers more than a par
tial guide to selecting what
any stu d ies h ave product to use due to the
been done to mea variances in climatic cons u r e th e c o m  d itio n s , m a n a g em en t
parative effects different
p r a c t ic e s , r e s p o n s e o f
s p e c ie s
and
fertiliz ers have on turf. g r a s s
B y E l l io t M a r a s
Editor

M

cultivars, and possibly in
sect and disease damage.
These factors are par
t ic u la r ly im p o r ta n t to
plant greenness and some
of the other m easurable
qualities.
The accompanying arti

A N O T H E R SUCCESS S T O R Y
L A W N C A R E FILE # 1 7
..."I have to admit, I was a little skeptical at first. I mean...what
did I know about organics? Fertilizers, weed killers,
fungicides...that stuff was all second-nature to me; But
ORGANICS!...Now that was a whole new ball game. One
thing I knew...I had to do something. My regular chemical pro
gram was just not giving me the same results anymore. My
customers were complaining and I was starting to lose
accounts. That's when I heard about V IT A -B U IL D ™ , the
natural organic. I started out slow using the product once to
twice a year along with my regular program. The first thing
I noticed was that I could cut my Nitrogen applications in half.
By the end of the first year, my lawns w ent from a 2" root
system to a 6". Also, disease problems and the need to
dethatch and aerate were all but eliminated. N o w I'm runn
ing about a 70% organic program and my lawns have never
looked better. Costs are down, profits are up and my pesticide
usage is w ay down. And you can bet that my customers are
happy about that!
V IT A -B U IL D ...
T h e N a tu r a l C h o ice
A v a ila b le in L iq u id -G r a n u la r
C ircle No. 115 on Reader Inquiry Card

G R E E N P R O S E R V IC E S
(800) 645-6464/N.Y.S. (516) 538-6444

cle by Prof. A. J. Pow ell of
the U n iv e r s ity o f K en 
tucky should be read with
su ch c o n s id e r a tio n s in
m in d . P o w e l l ’s s tu d y
found few measurable dif
fe r e n c e s in the p e r fo r 
mances of soluble and slow

100% ORGANIC
AND CHEMICAL FREE

A Complete Organic Lawn
and Garden Food
Contains:
100% Natural Humus and Mineral Base Plus
Enzymes, Bacteria, Organic Acids, Nitrogen,
Phosphorus, Potash, Sulfur, Calcium, Magnesium,
Iron, Zinc, Copper, Manganese and Boron.

The organically safe way to grow great
lawns, gardens, crops, flowers
and vegetables

release fertilizers on one
species of Kentucky bluegrass w hen the clippings
w ere not removed.
Keep in mind that the
major uses of slow -release
fertilizers are considered
to be the enhancement of
tu r f u n ifo rm ity and the
strengthening of the plant
root system . These
q u a lities w ere sp ecia lly
developed for the commer
cial turf industry.
Dr. Roger Funk, direc
tor of human resources at
D avey Tree & Expert Co.,
notes that only the slowrelease products are able
to give uniform applica
tion on surfaces that are
not completley flat, which
most turf surfaces aren’t.
Prof. Norman Hummel,
a s s is t a n t p r o f e s s o r o f
turfgass science at Cornell
U niversity, points out that
no study of different nitro
gen sources has examined
the effects of non-unifor
mity of growth on a plant’s
ability to tolerate both bio
logical and environm ental
s t r e s s e s . H u m m el c o n 
cluded from his ow n re
search that the greatest
variance betw een soluble
and s lo w -r e le a se f e r t il
izers w as u n ifo rm ity of
growth.
Hummel fu rth er notes
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that the y ie ld a v e r a g e s
Powell reported do not re
f l ect t h e v a r i a n c e s in
growth responses that oc
curred w ith the different
materials.
Don W addington, pro
fessor o f soil scien ce at
Pennsylvania State U n i
versity, points out that the
residual effects of slow re
lease applications may not
be seen until the second or
third year of use. He ques
tions the value of a short
term as opposed to long
term investigation for assessing residual r e 
sponses.
Waddington also points
out that d e n itr ific a tio n ,
the loss of nitrate n itro 
gen, is a problem in areas
with heavy soils. He says
s lo w -r e le a se f e r t i l i z e r s
are more capable of m ini
mizing d en itrification as
well as volatilization. D e
nitrification is not consid
ered in P ow ell’s study.
Slow -release fertilizers
allow a h igh d e g r e e o f
safety for the less exp eri
enced turf manager from
problems caused by unin
tentional over- and under
application.
Leaching and volatiliza
tion of nitrogen, w hile not
a big problem in some sit
uations, are a big problem
in others. Severe cases of
n itro g en le a c h in g h a v e
been noted in Long Island,

NY recently.
S lo w -relea se products
a re a lso c o n sid e r e d by
many turfgrass managers
to be more useful in con
taining thatch buildup.
P ow ell’s study involved
th ree n itr o g e n a p p lic a 
tions at three-month inter
vals. Other research has
shown that two-month ap
plications, which are com
mon in many com panies’
programs, will bring
about a more lasting effect
on turf color. Research has
also shown that slo w -re
lease applied at the more
frequent applications
gives better color later in
the season than does solu
ble nitrogen.
In du stry ex p erts co n 
t a c t e d f o r i n p u t on
P o w e ll’s w o rk in clu d ed
B.J. Bilas, marketing
manager, NOR-AM Chem
ical Co.; Art W ick, vice
p resid en t, research and
d e v e l o p m e n t , LESCO,
Inc.; Irv Stacy, director of
marketing, specialty
products, Estech Branded
Fertilizers, Inc.; and Doug
H orn, agron om ist, O.M.
Scott & Sons.
Som e o f th ese p eop le
took issue with Powell on
the amount of difference in
cost between slow-release
and quick-release products.
Some also felt he slighted
the nitrogen content of the
slow-release.
LCI

Study compares responses for slowrelease and soluble fertilizers
in order of importance).
Recent University of Ken
urfgrass managers often tucky turf research indicates
sp en d c o n s id e ra b ly that these benefits of slow re
more for a slow-release, lease can be misleading when
nitrogen is applied at low rates
urea-derived, specialty fertil
izer rather than purchase the and when clippings are not re
soluble, farm-grade fertilizers. moved.
Although we like to think
Some specialty fertilizers may
contain a fifth to a third of its that turfgrass fertilization is
total nitrogen in slow-release scientifically based, our ability
to measure results is less than
form.
This slow-release portion is ideal. Turf quality, i.e., unifor
included to 1) decrease the mity, density, recuperative
number of applications neces potential and color cannot be
sary, 2) reduce burn potential, quantitatively measured in
3) give uniform rather than a bushels per acre or cost per
flush of growth, and 4) in ton.
Yield, which is easy to mea
crease nitrogen efficiency by
reducing leaching and vol sure, is most often a negative
atilization loss. (These are not factor.
B y A.J. P o w e l l

T

Nitrogen source study
This study was initiated in
1983 at the University of Ken
tucky Experiment Station to
mimic the relatively low nitro
gen fertilization rates and
mowing management that is
common practice on most
home and industrial lawns.
A spring, summer and fall
response was determined by
applying one pound of nitro
gen per 1,000 square feet on
April 21, July 26 and Oct. 31 on
Kenblue Kentucky bluegrass.
Nitrogen sources evaluated
on the Kenblue Kentucky
bluegrass were: 1) Urea, 46-00; 2) Methylene urea (Scotts),
41-0-0; 3) Sulfur coated urea
(LESCO), 36-0-0; 4) IBDU

Table 1. Fertilizer response averages
fo r 27 sampling dates during 1983-84

Nitrogen
Source
scu
Urea
IBDU
Methylene
UF
Check

Visual
Color
Rating
1 -9 = best
5.95
5.87
5.89
5.64
5.42
4.71

Average
Growth
gms/day
15 sq.ft.
5.18
5.14
4.57
4.72
4.25
3.47

Average
Height/
Mowing
inches
4.74
4.71
4.65
4.64
4.53
4.25
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Table 2. Number of times each fe rtilize r was statistically
better than the no-nitrogen (check) treatment
Color
Growth
Height
7
IBDU
> Check
15
8
SCU
> Check
14
15
13
Urea
> Check
15
10
9
> Check
Methylene
11
11
13
UF
4
> Check
5
10

The new TR500 Truck Loader from Billy Goat™ Industries sucks up
piles of leaves, grass clippings, and thatch in nothing flat. With
a 5 hp Briggs & Stratton engine for power and an impeller with
1/4" steel blades, the TR500 picks up and pulverizes litter with ease.
Call or write for the name of our dealer nearest you.
P.O. Box 308, 1803 South Jefferson,
Lee's Summit, MO 64063 U.S.A. (816) 524-9666.
Circle No. 104 on Reader Inquiry Card
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(Estech), 31-0-0; 5) Urea form
aldehyde (NOR-AM), 38-0-0.
Clipping weights, color es
timates and height measure
ments were obtained weekly
except during slow growth sea
sons. The mowing height was
2 1/2 inches with clippings not
removed. Irrigation was ap
plied three times during the
summer to prevent dormancy
and drought injury.
Results
Very sm all d ifferences
among sources occurred over
the 13-month period. (See
Table 1). The three measure
ments were highly correlated;
e.g., as color increased, both
growth per day and height in
creased.
There was an indication,
however, th at the color re
sponse caused by IBDU did
not result in the same increase
in growth per day as was
caused by the other fertilizers.
Although Sulfur Coated
Urea (SCU) resulted in the
highest averages for all three
measurements, the differences
were minute. At this low rate
of nitrogen, it was not surpris
ing that the highly soluble urea
formaldehyde (UF) fertilizer
gave a response that was only
slightly better than the check.
Table 2 is a summary of the
number of times out of a possi
ble 27 evaluation dates in
which one fertilizer was statis
tically (5 percent level) better
than the zero nitrogen check.

Again, this data indicated that
although IBDU gave better
color than the no-nitrogen
treatment 15 times, it resulted
in a higher growth rate on only
seven dates. SCU gave better
color than the check 14 times
but also gave a higher growth
rate on 15 dates and height on
13 dates.
Again, this data indicates
that although IBDU gave bet
ter color than the non-nitro
gen treatm ent 15 times, it
resulted in a higher growth
rate on only seven dates. With
this method of evaluation in
which the rate of application
was only three pounds nitro
gen per thousand square feet
applied each year and the clip
pings not removed, urea at one
third to one fifth the cost was
at least as effective as the
other specialty fertilizers.
O bviously, th e o re tic a l
problems such as nitrogen vol
atilization, flush growth, short
term response, foliar burn and
nitrogen leaching did not
cause urea to be less effective
than the other products.
With this low rate of appli
cation, all products gave ap
proxim ately a tw o-m onth
response when compared to
the check.
From the data in Table 2, it
is interesting to note that a
statistical difference in re
sponse to nitrogen, regardless
of source, occurred on only
about half of the sampling
dates. We sometimes forget

There are two big reasons so many turf care professionals are sticking with Betasan®for effective crabgrass control.
Betasan won’t turn grass yellow. Or anything else,
T hat’s because Betasan is the safest preemergent
crabgrass control you can buy. Safer on more turfgrass
species than any other.
.
But even more noticeable is the fact that Betasan
won’t stain. Your applicators won’t have yellow hair or
fingers, stained trucks or equipment. They won’t leave
yellow walls or walkways, or track yellow footprints into
your customers’ homes.
And what good is saving a few dollars on your crab-

grass control materials if you end up replacing stained
carpets and vinyl floors?
Actually, there’s one more reason why this is a great
year to choose Betasan.
The
With rebates of
$1.00 a gallon (or granular equivalent), you’ll enjoy the
biggest savings we’ve ever offered.
So don’t let yellow stains be a red flag to your customers. See your distributor about the Betasan Crabgrass Rebate. And keep your bottom line green,
Always follow label directions carefully. Stauffer
Chemical Company Specialty Products, APD, Westport, CT 06881-0854.

now Beiasan costs even LEss.giiBEiasArf
Betasan is a registered trademark of Stauffer Chemical Co. for a preemergence herbicide. ©1986 Stauffer Chemical Co.
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that many factors other than
nitrogen have an overwhelm
ing effect on turf quality and
growth. Such factors are: stage
of growth (vegetative versus
flowering), changes in soil and
air temperature, day length,
periods of cloudiness, short and long-term drought, spe
cies and varieties, etc. Because
of these variables, a fertilizer
doesn’t give the same response
each time it is used. Don’t be
quick to condemn a certain
fertilizer unless you have made
side-by-side comparisons at
equal rates.
Other reasons why these
granular products often give
similar results may include the
following:
1) Even during “ id eal”
growth periods, you can only
get a m ini-flush with one
pound nitrogen per thousand
square feet with a soluble ni
trogen source.
2) When clippings are not
removed, nitrogen is recycled
to give a longer term and more
uniform color and growth re
sponse. This tends to moder
ate expected differences in ni
trogen release rates because
recycled nitrogen is always
organic (slow release).
3) Significant nitrogen vol
atilization can occur when
urea is applied during hot, dry
periods between May and Oc
tober. This may be minimal,
however, if irrigation or rain
fall occurs within a day or two
after application.
4) Nitrogen leaching is sel
dom a problem on most un
modified, heavy soils, espe
cially when low nitrogen rates
are applied.
5) Most granular products
fall from the leaves onto the
thatch surface and do not
cause severe foliar burn. Burn
potential is greatly increased,
however, if soluble nitrogen
sources are applied when the
leaves are moist (sticky), air
te m p e ra tu re is very hot,
higher rates of nitrogen are ap
plied, and when foot or vehic
ular traffic occurs shortly after
application.
6) The ability of turf to
feast upon environmental ni
trogen also tends to modify ex
pected differences in nitrogen
sources. The breakdown of
natural organic matter occurs
fastest when soil moisture is
good and soil temperature is
warm. Thus in irrigated turf,
the greatest release of nitrogen
is during the summer when
cool season grasses normally
show little response to nitro
gen.
The final choice
There are many additional
and valid reasons th a t a
tu rfg ra ss m anager m ight
choose the specialty, slow-release fertilizers. In general,
these fertilizers are well-gran
ulated, free flowing, non-cak
ing, uniform in particle size,
sized specifically for shortmowed grass, and often have
high nitrogen, low p h o s
phorous and medium potas
sium nutrient ratios.
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Much needed agronomic
help and industry support are
provided by the sales staff, and
the package often contains in
formation which reduces the
need to calibrate and/or eases
training of employees.
In addition, some combina
tion products of herbicides, in
secticides, fungicides and
fertilizers reduce the number
of applications necessary. LCI

A b o u t th e A u th o r
A. J. Powell is extension
turfgrass specialist at the
University of Kentucky’s
Department of Agronomy in
Lexington. He was recently
named to the advisory board of

Respect public’s views, LCOs told
B A L T I M O R E — LCO s
need to respect public opin
ion, even if the public is mis
informed. T h at’s why Dr.
Terry Witt, manager of pub
lic relations for North Americ a p r o d u c ts fo r Dow
Chemical, U.S.A., encour
aged LCOs to be sensitive to
the public’s concerns.
Witt spoke on public per
ception at the M aryland
Turfgrass Conference in Bal
timore.
“We in the lawn care in
dustry sometimes polarize

Witt: Public perception counts.

the problem and say our crit
ics are misinformed,” he said.
“We have to treat their mis-

perceptions as reality. The is
sue is not scientific or legal,
(but) public opinion and pol
itics is the name of the game.”
He advised LCOs to follow
these tips in the event of a
chemical problem:
1) Be available to meet
with consumers who have
concerns about the problem.
2) M aintain your com
posure in voice, tone and ac
tions when dealing with the
consumer.
3) Let the consumer vent
his or her complaints. LCI

L a w n C a r e In d u s t r y .

Control w u can depend on.
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TODAY’S TURF

Possibilities studied for biological control of grubs
VIRGINIA BEACH— New
means of grub control could be
possible with a better under
standing of the insect’s life cy
cle and living habits. Dr.
Daniel A. P o tte r, an entymologist at the University of
Kentucky, has been studying
the grubs in hopes of controll
ing them w ith biological
rather than chemical m eth
ods.
P otter discussed his re
se a rc h a t th e V ir g in ia
Turfgrass Conference in Vir
ginia Beach.
He has found that grub eggs

LACK OF MOISTURE FOUND TO AFFECT SURVIVAL RATE OF EGGS
absorb water, requiring a min
imum of 10 to 11 percent soil
moisture to grow. “I was inter
ested in how zero moisture
would affect these eggs,” Pot
ter said. During a drought
stressed period during 1983,
soil moisture content dropped
to eight to 10 percent, with soil
temperatures in the top inch
reaching 109 degrees Fahren
heit. “We found no egg sur
v iv a l in n o n - i r r i g a t e d
drought-stressed areas,” Pot
ter said. In irrigated areas with

moisture at 21 to 24 percent,
there was a 75 percent egg sur
vival rate.
Also, in naturally droughtstressed turf, there was a sur
vival rate of just 1.7 percent for
newly hatched grubs; 70 per
cent in irrigated turf.
Potter noted, however, the
female beetle is smart enough
not to lay her eggs in the dry
turf, and will search for moist
turf to lay them in, or die try
ing.
Unfortunately, the tu rfs

tolerance to grub damage
lowers if it is not irrigated, able
to handle only eight to 10 grubs
per square feet before showing
signs of injury. The irrigated
turf can handle 15 to 20 grubs
per square feet.
“There is a direct inverse
rela tio n sh ip betw een the
problems people are having
w ith white grubs and the
amount of rainfall occuring in
the late summer and early
fall,” Potter said. “If you get a
lot of water in the late summer

and early fall after the eggs
have hatched and the grubs
are feeding, it’s probably going
to be beneficial because it’s
going to mask the grub injury
and help the turf recover.”
P o tte r has also studied
ways of control related to
grubs’ sexual habits. “Females
are extremely attractive to
males,” Potter said. “They’re
really turned on by the smell
th a t appears to be coming
from the female beetle.” By
putting females in a trap, Pot
ter said, he caught “lots and
lots of beetles.” He has also
rinsed the females with a solu
tion, which has also been used
to catch the males.
Potter believes his research
will carry a number of benefits.
“The most interesting pros
pect is perhaps in risk assess
ment,” he said. “If a cheap
knock-down cardboard trap
can be made for about a dollar,
this could be used by homeowners, by lawn care a p 
p lic a to rs, by golf course
superintendents to hang out
for the purposes of risk assssment. If you don’t catch any
beetles, you don’t have to
spray.”
LCI

Late season
fertilization
adds to thatch
BALTIMORE— Any turf
management program that
enhances root growth also
enhances thatch problems,
Dr. John Street, professor
of agronomy at The Ohio
State Univeristy, told a t
tendees at the Maryland
Turfgrass Conference in
Baltimore.
“The fall and late season
fertilization that has been
recommended the last few
years can speed spring
greenup and extend late sea
son greening,” he said. “We
were surprised when our re
search showed that thatch
has tended to increase with
late season fertilization pro
grams, however.”
This does not mean that
he doesn’t endorse this type
of fertilizaton, but “this
tells you that you will need
to include core cultivation
in your lawn care p ro 
grams,” Street said.
LCI

Oftand

It gets to grubs fast. And doesn’t
give up before the job is done.
With less odor. OFTANOL for grub
control. Count on it.
Mobay Corporation, Specialty
Products Group, Box 4913,
Kansas City, Mo. 64120
OFTANOL is a Reg. TM of Bayer AG, Leverkusen.

Circle No. 125 on Reader Inquiry Card

6-2250A

Street: Watch the thatch!
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BUSINESS SENSE

Some steps towards expanding into lawn management work
THE REWARDS ARE BIG IN BOTH THE COMMERCIAL AND RESIDENTIAL MARKETS
any companies in the
green industries con
sider some form of
lawn management work as a
way to raise more revenue.
The companies considering
this are generally landscape
contractors or LCOs. There
are several factors to consider
when deciding to offer lawn
management services to exist
ing customers. First, consider
who the potential customers
are.

M

Residential or commercial
We have to break down the
marketplace into two groups,
residential and commercial
accounts. (We’ll deal later
with the advisability of one
over the other.) For the com
mercial accounts, you can be
gin by breaking down the
markets into multi-dwelling
units, corporate facilities and
government properties. Each
one of these has a slightly dif
ferent aspect to it.
For instance, the m ulti
dwelling unit type of place, i.e.,
ap artm en t complexes and
condominium units, will gen
erally have a manager of some
sort. This one person will have
final say over the company
that gets to do the lawn man
agement work done for the
specific location.
There will also be property
m a n a g e m e n t c o m p a n ie s
which oversee a group of
apartments or own several dif
ferent sorts of locations. Of
tentimes, these companies will
contract all of their locations
to one company. We have also
seen property management
companies agree to contract
all their locations to a specific
lawn management firm only to
have the local manager change
the firm that is actually used.
So it is almost always best
to start with the local mana
ger. Then you can find out if
you have to go to an overall
manager at a property man
agement company.
In the corporate facilities
area, there will generally be a
lawn management overseer.
This person is usually local
and can make final decisions
on the services to be p u r
chased.
Government facilities or
properties differ. The local
government offices can gener
ally make the buying decision
for the specific property. Once
you get into state or national
government, you may find
that you have to contact some
one who is not in your city.
All three types usually de
mand some sort of bid before
you get the work. There will be
cases, particularly with small
corporate facilities, where you
can get the work simply by
selling to the facility mana
gers, but for most cases you
will find that this area is ex
tremely competitive in terms

of price.
What do these people buy?
First of all, they are looking for
the most complete service.
That means that they like to
get lawn care and lawn man
agement serviced by one com
pany. Second, they are looking
for the result of the services.
G iven th ese facto rs, you
should look at the availability
of each from your present con
figuration.
One other thought about
this area of commercial work.

Sub-contracting
We have seen many com
panies who form a single
bidding company with either
the lawn care or lawn manage
ment company as a sub-con
tracto r to the other. This
means that you can avoid the
costs of starting either a lawn
care or lawn m anagem ent
company by working with an
other company that offers the
service you don’t. It gives a
better package for the com
mercial buyer and saves any

outlay for equipment to get
into the business on a trial
basis.
Questions to ask
There are three major ques
tions you should ask when
looking at the marketing of
services to a commercial en
tity: 1) What do they have in
their budget to spend on lawn
management? 2) When do
they put together their budget
for lawn management? (We
have seen many companies

make useless sales calls after
the budget has already been
put together and bid.) 3) What
is the cost of equipment for
doing the job that the buyer
will require?
If you can answer all of
these three questions you have
a good measure of how to mar
ket and the cost of getting into
the specific service.
Although we have focused
primarily on the commercial
side of lawn management, we
think that there is a strong op-
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portunity on the residential
side as well. The common rea
sons for not doing any residen
tial work in lawn management
are the number of accounts,
the lack of significant revenue
from a single account, and the
type of labor used for residen
tial work.
On the other hand, the pro
fitability is generally higher,
the ease of entry into the mar
ketplace is better, and the cost
of equipment is less. If you
position yourself against the
small non-professional people
working in the residential
lawn m anagem ent m arket,
you may find that you have a
strong customer base inclined
to purchase from profession

als.
We know a lot of companies
th at are making significant
revenue from just the residen
tial side. Don’t ignore it as a
potential diversification for
your company.
Finally, looking at the po
tential customers and their
buying patterns in commercial
work, look at the cost of entry
into that type of work, and
plan how you are going to at
tract the customers you need.
You will find that commercial
lawn management offers op
portunities for revenue that
can make your company grow.
Add this to the opportunity
for residential work and you
may find that a diversification

into lawn management is an
excellent one for your com
pany.
LCI
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COLLINS.
from Page 1

nation’s second largest lawn
care company. Tru Green,
with annual earnings of about
$40 million, will absorb Col
lins’ lawn care accounts.
“I think you’re going to see
Tru Green become a major
mover in the pesticide indus
t r y , ” said C ollins. “ M r.
Huizenga has made a serious
financial commitment to take
a good position in the market.
We’ll have a vanguard into the
pest control industry ... Flor
ida’s the first step.”
Collins, 49, founded his
company on Feb. 20, 1962—
the day John Glenn became

There’s an easier w ay
to stop surface feeding
insects.
It’s called DURSBAN* tu rf insecticide.
Not as satisfying, perhaps, as battin g
the bugs with a polo mallet—but a whole
lot more effective.

it b o n d s tig h tly to tu rf as soon as it
dries, DURSBAN stays where it’s applied.
Won’t w ash aw ay with rain or sprinkling.

Broad-spectrum control that lasts.

insecticide is available as an emulsifiable concentrate in 2.5 gal. plastic jugs
and 55 gal. drums. If you prefer a w ettable pow der, you can get the sam e
efficacy in DURSBAN 50W, now offered
in w ater soluble packets, pre-measured
for the simplest, quickest m ixing ever.

DURSBAN insecticide is the m ost effi
cient w ay to control surface-feeding turf
insects. It’s labeled for use a g a in st a
broad spectrum of pests that attack turf,
o rn am en tals and shade trees. And its
residual pow er keeps them under con
trol for weeks. No wonder it’s the favorite
of leading LCOs across the country.

Part o f the “hit list.” DURSBAN is
particularly effective a g ain st billbugs,
chinchbugs, sod webworms, cutworms
and arm yw orm s, am ong
others. And because

Packaging options. DURSBAN tu rf

W hy horse aro u n d ? Control surface
feeding insects the easy, sure way. With
DURSBAN turf insecticide. Talk to your
distributor today.

A ttention: A lw ays read the label before use and
carefully follow all label directions and precautions.

the first American to orbit the
earth. “ I remember driving
this old truck up the road ... to
start my business,” said the
native of Portland, ME. “I
knew space was going to take
off.” (Satellite Beach is not far
from Cape Canaveral.)
He had originally worked
with his uncle, Bruce Collins,
who in 1957 began using liquid
pest control to battle insects
on lawns in the Fort Lauderdale-Pompano Beach area.
“ My uncle started contract
y ard s p ra y in g (for $5 a
month). I knew there was a
demand for (liquid) fertilizer. I
saw that there was a need for
both services,” Collins said.
“Long before there was a
Chemlawn, there was a Col
lins,” he said.
(Bruce, five years older
than Ron, still owns busi
nesses in Portland, ME and
Boca Raton, FL. Ron’s com
pany has offices in Atlanta,
GA; Raleigh, NC; and the
Florida communities of Fort
M yers, O rlando, S t. P e 
tersburg, Indian H arbour
Beach, Lakeland, Jacksonville
and Satellite Beach.)
The Collins’ services were
sold to customers as “power
spraying.” The first spray
guns, designed for use on
orange trees, shot out 60 gal
lons a m inute under 800
pounds of pressure. “ We
would have pumps breaking all
the time because of the pres
sure,” Collins said.
The first tanks were made
of iron. “They used to use
them in orange groves. They
had these big 1,000-gallon red
tanks.”
Those proved to be too
heavy, and so Collins had a fi
berglass tank built. It was one
of many innovations.
“We literally had to pioneer
everything we did,” said Col
lins. They got no patents on
their work. “We made do with
what was available ... There
was no L a w n C a r e I n d u s 
t r y , th e re was no trad e
shows—just some crazy guys
in Florida who needed to take
care of their lawns.”
The Collins’ had little res
ervations about venturing into
business. “We were too young
to be nervous—we just did it.”
They received aid from the
University of Florida, but it
was Bruce who pioneered a
common marketing technique
in use today: “He came out
with clean trucks, white uni
forms and red hats.”
LCI

OFFER
from Page 1

DURSBAN
TURF INSECTICIDE

•Trademark of
The Dow Chemical Company
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Wall Street soured on ChemLawn after the com pany’s
growth slowed in 1985 and
1986. As a result, the stock
price fell from $31 to $15 in
recent months. ChemLawn’s
best year was in 1984.
Oliver Nicklin, an analyst
for First Analysis Corp., Chi
cago, told the Journal that
lawn care is a natural expan
sion for the company.
LCI
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Massachusetts pondering ban or changes for 2,4-D
E,

By James

G uyette

Associate Editor

MASSACHUSETTS— A
state board is looking into the
possibility of changing regis
tration requirements for 2,4-

D—and perhaps even banning
the chemical.
“Ya, it looks that way,” said
Rufin Van Bossuyt, Massa
chusetts representative for the
Pesticide Public Policy Foun
dation. “I take it fairly se

rio u s ly ,” he said of th e
threatened 2,4-D ban.
The Subcommittee of the
M a ssa c h u se tts P e stic id e
Board has 2,4-D “under indi
vidual state review,” said Paul
Gosselin, supervising inspec-

T he F irst A ffordable T ool
for P recise C hem ical A pplication
MT3000™ SPRAYER CONTROL
The M T3000 pays for itself many times over by
eliminating costly over and under application o f
herbicides, pesticides and liquid fertilizer.
• A utom atically Controls

•

Measures Area Covered
(Acres)

Flow
• Com pensates for V ehicle

• M anual Overide for Spot
Spraying

Speed
• M onitors Spray Rate (G P A )

• Pressure Gauge on C onsole

• Measures V olum e Rate

• Individual Boom Control

director and public health
commissioner are pushing for
the 2,4-D review.
Gosselin said people have
been calling for an investiga
tion of 2,4-D for quite some
time, and “the Kansas study
was sort of the last straw.” (A
much-disputed study by the
University of Kansas and the
N ational Cancer In stitu te
linked 2,4-D to lymphatic can
cer.)
“It would really be difficult
for Massachusetts to do it,”
Gosselin said of efforts to ban
2,4-D. “It would be difficult to
enforce” because the chemical
could be bought over-the-coun
ter in neighboring states. LCI

Switches

(G P M )
• Measures G allons A p p lied

• Easy Installation

• Measures Speed

• Easy Calibration

STRONC ENTERPRISES, INC.

Take the guess work and waste from your spray
program and watch the savings go in your pocket.

liïm & SSkm .
SPRAYER MONITOR

.

to r of th e M assach u setts
Pesticide Bureau.
“It opens the door for a
number of different actions,”
G osselin said, in c lu d in g
changing or revoking 2,4-D’s
registration in the Bay State.
“They’ve been generally
trying to reduce the use of
pesticides in the state,” Van
Bossuyt said of the subcom
mittee members.
The subcommittee consists
of five members: the commis
sioners of public health, food
and agriculture, and environ
mental management; a profes
sional applicator; and the
division director for food and
drugs. Reportedly the division

CALC-AN-ACRE ’
SPEED, AREA and DISTANCE
MONITOR

FID-PRS)

IN FLORIDA C ALL (305) 235-0967, OUTSIDE OF FLORIDA -PH: 1-800-228-0905
WE ARE THE ONLY W HOLESALE SUPPLIER OF SPRAYER REPLACEMENT PARTS
DIRECT TO THE LAWN CARE COMPANIES IN THE U.S. C A LL US FOR QUOTATIONS

Bean
Piston Pumps

ß green
™
garde

(

25% DISCOUNT ON
HYPRO PUMPS AND
REPLACEMENT PARTS

Hypro
diaphragm
pum ps...

For complete information on Micro-Trak products call -

____________________ *

Direct measurement
o f MPH, spray rate,
g a llo n s a p p lie d ,
acres covered, and
feet traveled.

SALES • PARTS • SERVICE • ACCESSORIES

Liquid
Chemical
A p p lic a tio n M o n ito r.
Monitors the flow from
three separate tanks with
v a r i a b le s e t p o in t s .
Electronic memory stores
daily totals. Ideal for the
lawn care professional.

TOLL FREE: 800-328-9613
Collect in MN: 507-257-3600

Direct measurement
o f M PH , acres
covered, and feet
traveled.
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prentox

GLYCERIN
GAUGES

SW ITCHES FOR
REW IND REELS

„REWIND MOTORS

.

Turf and Ornamental Products

REEL SWITCHES
$7.00 EACH

REPLACEMENT REEL
SWIVEL JOINTS

Vt" $20.00
r $30.00
Flush Mount
PRICES SUBJECT TO CHANCE WITHOUT NOTICE
PRICES GOOD ON COD SHIPMENTS ONLY
SOME PARTS OR PUMPS MAY BE SUBJECT TO INBOUND FREICHT CHARGES
PRICES LISTED DO NOT INCLUDE OUTBOUND FREIGHT CHARCES

WE SHIP THROUGHOUT THE UNITED STATES AND LATIN AMERICA

for complete details and information write or call:

STRONC ENTERPRISES. INC.
14090 SW 144 Ave. Rd., Miami, Florida 33186
In Florida (305) 235-0967 Outside Florida (800) 228-0905
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Use Prentox® brand insecticides to prevent
insect damage to turf and ornamentals.
Products include Fenthion (Baytex "),
Diazinon, Lindane, Malathion and Methoxychlor Emulsifiable Concentrates, wettable
powders and granules. Call your local
distributor for further information.

Keeps y o u r la w n care tru c k lu x u r ia n t,
w h ile it trim s th e w e ig h t .

This Modern-Light tank
keeps the strength and
clean appearance of stainless
steel, w ith half the weight.
Transfer-molded by our new
process from vinyl ester
resin, reinforced w ith
continuous-strand fiberglass.
Then lifetime coated with
brilliant urethane jetaircraft finish.

mr®

prentiss
Drug & Chemical Co., Inc.

Easy-open vented or
unvented 8" threaded plastic
lids. Rugged steel mounting,
permanently molded in.
125-gal. capacity w ith one
or multiple compartments,
even removable top. Other
options, too.
Finally you've found a
light tank good enough. Get
the catalog.

Prentiss Drug & Chemical Co., Inc.
CB 2000, Dept. A, Floral Park, NY 11001 (516) 326-1919
15 S. Prospect Ave., PO Box 701, Park Ridge, IL 60068 (312) 825-0020
PO Box 40301, Ft. W orth, TX 76140 (817) 293-9649
3609 Shallowford Rd., N.E., Atlanta, GA 30340 (404) 458-1055
Also Los Angeles, CA
prentox®— Reg. TM of Prentiss Drug & Chemical Co., Inc.
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Proposed NY posting law may cost LCOs big bucks
B y J a m e s E. G u y e t t e
Associate Editor

ALBANY, N. Y. — Empire
State LCOs are being urged to
unite in the battle against a
proposed posting and pre-no
tification bill.
“The lawn care industry
has a big problem, and I hope
they participate more than on
a local level,” said Walper
Schroeder, vice president of
the New York State Pesticide
Users Council.
“The lawn care people are
targeted in New York State—
there’s no ifs ands or buts
about it,” Schroeder said.
“Some of these people are bur
ying their heads in the sand
and they think it’s going to go
away, and it won’t.”
The object of Schroeder’s al
arm is a statewide pre-notifica
tion law c u rren tly under
consideration by the New York
Senate. The bill already has
passed the General Assembly,
but some legislators are having
second thoughts, he said.
“A lot of people who voted
for this didn’t realize what they
were voting on,” Schroeder
said, because the bill was tacked
on to another measure. “They
either want the bill rewritten or

they want to change their vote
on the bill.”
It is imperative that LCOs
join the lobbying efforts,
Schroeder said, noting that al
though people in the industry
are “hard-working guys who
get up early and work late” and
seldom have extra time, they
can contribute money to the
New York State Pesticide
Users Council. “Let us do it for
you,” he said. “We want to
know what you’re thinking.”
“We can present a united
front in a professional man
n e r,” said D iana K rantz,

NYSPUC’s executive direc
tor.
One requirement of the pro
posed law is that all neighbors
have to be notified before any
applications are made—even
if there is a road separating the
properties. In some circum
stances an LCO could be
forced to notify up to 2,000
people, Schroeder said.
“The economic impact of
this could be astronomical,”
Schroeder said. “It’s virtually
impossible to comply with the
law as it is written.”
“They get totally out of

hand,” Krantz said of the pro
posed regulations.
Schroeder said “counter
culture people” are behind the
bill, adding that they have lots
of support from the state’s
left-leaning population: “A
conservative New Yorker any
where else is considered a wild
liberal.”
The large tank trucks used
by LCOs make them a prime
target, Schroeder said. “We
have a high profile. A lot of
lawn care people don’t under
stand the general nature of the
beast,” he said.

From the Source
TURCAM 2.5G
INSECTICIDE
PCI

endim ethaun

Video show s
safe m o w e r
handling
C A L I F O R N I A — A new
video, “ Landscape M ainte
nance Safety,” demonstrates
the p ro p e r h a n d lin g of
mowers, edgers, and most
small power equipment used
in landscape management.
Developed by the Califor
nia Landscape Contractors
Association, the video also
provides information on the
wearing of steel-toed shoes,
goggles, and o th e r safety
clothing.
The 34-minute video is di
vided into two sections of
equal length, one with English
dialogue and the other in
Spanish.
According to Nelson Col
vin, CLCA vice president, the
association developed the
training video to help employ
ers reduce on-the-job injuries
that result in high premiums
for workers’ compensation in
surance.
“I t’s a proven fact th a t
workers’ compensation claims
can be reduced by employersponsored safety programs,”
he said.
The video was recently en
dorsed by two California in
surance com panies, S tate
C o m p en satio n In su ra n c e
Fund and Colonial Western
Agency, Inc.
“Landscape Maintenance
Safety” costs $39, including tax
and shipping. To obtain more
information and an order form,
contact CLCA.
LCI

There are about 35,000 cer
tified applicators in New
York, 2,700 registered busi
nesses and 1,700 members of
NYSPUC, he said.
E m o tio n s, ra th e r th a n
facts, are behind the proposed
bill, Schroeder said as he ex
pressed his concern. “Unless
there’s some scientific logic
applied here I don’t think it
will ever be resolved,” he said.
“The state is very large and
very diversified and th a t
doesn’t seem to have been
taken into consideration,”
Schroeder said.
LCI
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Betasan is a registered trademark of Stauffer Chemical Company * Dacthai is a registered trademark of SOS Biotech Corporation • Turcam is a registered trademark of N08-AM Chemical Company • Mec Amine-0 is a registered trademark of United Agri Products, Incorporated
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SPRING,
from Page 1

Reardon of North Country
Landscaping, Inc., South Bur
lington, VT, along the shores
of Lake Champlain.
There are a number of pri
orities cited by officials of vari
ous com panies across the
country when they discuss
their plans of action.
“The first thing we do is go
over all the equipment,” re
ported Robert Furman, gen
eral manager of Soylent Green
Landscape Specialists, Inc.,
Bohemia, NY, on Long Island.
“During the off-season we
do snowplowing, (if there is no
plow work for the employees)

they work in the shop getting
ev ery th in g ready for th e
spring,” Furman said. “Hope
fully you can start the season
without something breaking
down the first week.”
Preventative maintenance
programs are used at many
other firms, including the B.D.
Wilhelm Co., Denver, CO.
“We’re on a very strict PM
system of maintenance,” Op
erations Manager Bob Conner
said. The company has de
ta iled yearly in sp ectio n s,
called annuals, which are tar
geted for completion March
31. “We go through annuals on
all our rolling stock,” he said.
“We’ll go through and tear
down,” Conner said. They

keep track of the wear and tear
on each item. “It’s very impor
tant that all our equipment
have hour meters or mileage
meters.”
Two-year-old tools with en
gines of less than 20 hp are
given a “top-end tear-down” if
they haven’t yet had a major
repair. “We’ll basically tear
the head off to see the con
dition of the valves,” Conner
explained. “We want to elimi
nate field downtime.”
T o w ard th a t end, th e
Wilhelm Co. has new or re
b u ilt engines for 21-inch
mowers in stock. For 11 hp and
up engines, extras are avail
able on reservation at vendors.
“We have two sources, if they

get down to their last engine
they’ll call us,” Conner said.
Upkeep of the 105 pieces of
rolling stock is a big issue. “We
have a scheduled upgrade,”
Conner said, adding that inhouse mechanics “make sure
everything is operating first”
for the 100 summer employees.
“Generally we try to do ev
erything in-house,” said Amy
L. Burman, owner of Burm an’s Landscape Service,
Gap, PA, near Lancaster. She
and her husband have three
summer employees and one
full-timer who does minor re
pairs and body work. “All our
equipment is winterized and
stored away.”
E q u ip m en t th a t needs

What inconsistent sizing adds to
your tu rf program m ay be
more than you bargained for.
Fertilizer got your equipment
in a jam?
When a company makes a low-cost fertilizer, they
can’t spend time making sure the granules are all the same
size. But your machinery can tell. And it clogs. Causing
excessive downtime and a margin that’s not quite as high
as you’d like.

Reduce clogging, get superior results with
Lebanon Turf Care Products for
professional lawn care.
Lebanon homogenous and SCU fertilizers are made
from high quality raw materials to give you uniformly sized
products. They’ve been formulated to work with drop-type
or rotary spreaders—evenly and quickly, without clogging.
And, because they release nitrogen evenly, they give
you the precise green-up and color you want.

Choose from our wide range of products.
Or let us make a product ju st for you.
We feature over three dozen standard homogenous
fertilizers, sulphur-coated urea blends and fertilizer/chemical control products. But we’ll be happy to formulate an
exclusive mix for your own unique soil needs.

Order early and save!
Lebanon has convenient early order and early pay
discounts to meet any need. If you’d like to learn more
about Lebanon programs, or
simply have a question about
our products, call The
Greenline toll-free at 1-800233-0628; in Pennsylvania
call 1-717-273-1687.*,

Send for your free product sample and
take a closer look at Lebanon quality.
Simply clip this ad, return it to Lebanon Total Turf
Care along with your name and address, and indicate your
preference of a homogenous or SCU blend fertilizer
sample. It’s our way of proving to you that with Lebanon
Turf Care Products, you always get what you pay for.

Lebannon

TOTAL T U R F C A R E

A division of Lebanon Chemical Corporation
P.O. Box 180 • Lebanon, PA 17042
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“major surgery” is sent out to
a mechanic. “When we get
into work that requires more
skill it works out well,” Burman said, adding th a t “we
have better ways to spend our
time.”
“We actually start prepping
for the spring rush the previ
ous fall,” said Reardon of
North Country Landscaping
in Vermont. “We start getting
the equipment ready in the
fall.” By mid-March, all his
one full-time mechanic has to
do is charge up batteries,
change fuel or add Stable, a
product that removes water
from gas. “This stuff acts like
a sponge and you just need a
couple of drops.”
At Landscape Resources
Corp., Anchorage, AK, “all
that (equipment) is winterized
when we shut down” in the
fall, said General Manager
Michael Christensen. “We put
them in heated storage.”
But Christensen has an
other concern: Few buildings
in Alaska have adequate out
door faucets. “Water’s a real
problem here. I have to bring
water to the site a lot. You (ei
ther) have 57 miles of hose or
hopefully you bring the water
to the plants.”
Come spring Christensen
has to drain the antifreeze that
fills his 500-gallon tank.
(Water is a crucial factor in
Alaska. Deep w atering for
trees and shrubs is needed in
the spring, and long days mean
that lawns need more water
and more mowing. May days
in the Land of the Midnight
Sun can last 15 hours, and dur
ing a portion of June the sun
never sets.)
Material world
Because Reardon’s firm has
a steady customer base, “we
can a n tic ip a te a c e rta in
amount of demand.” He buys
his materials in the fall when
he has a higher cash flow.
“ You can get much better
deals—it’s just smarter money
management.”
Plant materials are bought
in the fall, too. “We have the
nursery guys keep them” over
the winter. By paying cash in
the fall Reardon avoids financ
ing in the spring. “My stuffs
paid for—I don’t have to have
a fire sale. I sleep a lot better at
night.”
“I like to have all of my
plans made by the first of Feb
ruary,” said Matthew J. Siano,
owner of M JS Lawn Care,
Grafton, VT. He starts think
ing about chemical buys and
equipment repairs in Novem
ber. He fires up his diesel spray
truck once a month to protect
it from Vermont’s cold.
“Right now what I’m doing
is price sh o p p in g ,” Jo h n
Folker said in January. The
president of Landscape Man
agem ent Services, K ansas
City, KS, places his orders lo
cally in mid-February. “I do a
lot of forecasting from the pre
vious season—I try to look at
the local economy,” Folker
said.
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At the Wilhelm Co. in Den
ver, efforts are made to pur
chase materials in February.
“We take advantage of early
order discounts for some of our
parts,” said Operations Direc
tor Conner. At the beginning
of January estimated purchase
quanities are sent to vendors.
“We’re in place by the end of
January with our orders.”
Several local merchants are
contacted, Conner said. “They
know what our needs are, so
they know what we need over
the season. We try to keep at a
m in im u m tw o v e n d o r s
happy.”
Customers are offered 3-5
percent off their bills if they
pay early. “To help speed up
our cash flow we offer a pre
payment discount,” Conner
said.
“This allows us to pay for
what we’ve ordered early in
the season. A pre-payment
discount will give you the
money to do that.”

A legal matter

The contracts at Soylent
Green are written by atto r
neys, and they often are un
clear because of the legal lingo
“created by lawyers to make
money,” Furman said. The so
lution? “We review our con
tracts from the previous year
over the winter.”
In Montana, John M. Bass,
Lawn Master, Inc., spends his
early springs in front of a judge:
He uses small claims court to
collect from delinquent ac
counts. He is suing 7-8 people
out of 425 accounts. “It’s kind
of a time-consuming thing.”
Wrap it up

Other springtime activities

across the country include pre
paring advertising programs,
coupons and brochures; up
dating training manuals and
conducting training programs;
the painting of trucks and
mowers; plus the painting of
offices and additional signs.
At the Whilhelm Co. in
Denver, “one of the major
things is ... we make sure we
have safety kits that have un
dergone an inspection. We upd a te a ll o f o u r s a f e ty
equipment,” Conner said.
Some firms develop new
logos for the coming season,
but not Soylent Green.
“With a name like this, you
don’t need a logo,” Furman
said.
LCI

John Deere introduces
new turf care products
PHOENIX— Tractor manufacturer John Deere is intro
ducing 12 new pieces of equipment to the golf and turf
industries this year. Gary Gottschalk, manager of the com
pany’s turf and golf products, made the announcement at
the Golf Course Superintendents Association of America
convention in Phoenix, AZ.
“Because we have such a wide range of equipment, we’re
able to get into manufacturing the specialty equipment for
the golf and turf market,” he said. “It’s a natural extension
of the technology and components already in our system.”
Already, 45 of 53 distributors are in place, Gottschalk
said. And there’s more to come. “If I had to venture a guess,
I’d say we’ll have 45 to 50 products in this market by five
years from now,” he said.
LCI

Taking care of business

A major late winter activity
at Ranier Lawn & Landscape,
Inc., Tacoma, WA, involves
“ g e ttin g our a c c o u n tin g
straightened out,” according
to O p e ra tio n s M a n a g e r
Christopher K. Walls. This in
cludes “redoing our cost sheets
for projects” and “just having
more accurate cost control
methods.”
The firm has an in-house
accountant and a computer.
Walls believes that many op
erations fail because of poor
accounting practices. “Most
small businesses put emphasis
on getting work and small
things are allowed to slide by,”
he said.
The people at Ranier know:
The outfit grossed less than
$100,000 in 1985, in 1986 the
numbers jumped to $500,000.
“Things just grew too fast
without the support system to
carry it out,” Walls explained.
As a result, bills were late in
being sent out and “all of a
sudden we were running out of
cash.”
Things eventually worked
out OK, but Walls said that
situation will not happen this
year.
In Kansas City at Land
scape Management Services
there’s a similar attention to
detail. Costs of m aterials,
equipm ent and labor are
closely tracked, Folker said. “I
keep all that on my computer.
I’m not one who uses any
guesswork, believe me,” he
said.
“I used to run a business out
of my garage and I’d try to get
away with guesswork, and that
doesn’t work in the least—
you’ve got to know what your
costs are!” Folker said. “ If
people could just know their
day-to-day costs they’d be a
lot more successful with their
businesses.”
“This year we’re comput
erizing,” said General Mana
ger Furman at Soylent Green
on Long Island, NY. “Enough
is enough.”

M
l
r r is i
SPECIAL PRODUCTS
Omaha, NE
800 - 228-0096

N o. Kansas City, MO
816 - 842-8211

Cordell, OK
405 - 354-2001

Madison, Wl
608 - 241-9479

Columbus, OH
614- 274-9424

Greely, CO
303 - 351-7110

Scrabble © is the registered trademark of Selchow & (tighter, a subsidiary of Coleco Industries, Inc., Bay Shore, New York,
for its line of word game products and entertainment services. Reprinted with permission.
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Frederick, MD
301- 845-6817
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Yes, you can motivate workers at $5 an hour!
ALL IT REQUIRES IS GIVING THEM SINCERE RECOGNITION FOR THEIR EFFORTS
B y E l l io t M a r a s
Editor

VIRGINIA BEACH —
“How can I motivate my em
ployees if I’m only paying
them $5 an hour?” A common
complaint in the green indus
tries.
W hat expressors of the
complaint fail to realize is that
money is not solely what moti
vates employees. Recognition
and a sense of self worth are
actually more important.
Dr. Bruce McAfee, associ
ate professor of management
at Old Dominion University,
N o rfo lk , VA, sp o k e on
motivating at the Virginia
Turfgrass Conference in Vir
ginia Beach, VA.
He cited surveys in which
employees were asked to list
w hat m otivated them the
most in order of importance.
Money was never listed as a
most important factor by a
significant number of people.
In one study of 44,000 em
ployees, McAfee said pay
never ranked higher than five
on the list. Among the women,
it ranked seventh.
“They want to feel impor
ta n t,” McAfee said. “They
want to feel that what they do
counts.” Just look at all the
people who do volunteer work
for charities!

a better job today than you did
yesterday,” because the intent
of the comment is ambiguous.
One key in giving praise ef
fectively is to be as specific as
possible, McAfee said. Praise
for doing a specific job a spe
cific way will be very con
vincing, as opposed to a
compliment about something
vague, such as attitude.
Example: “You did an ex
cellent job digging the holes
for the Bradford pear trees.”
This indicates the employer
was concerned about the spe-

McAfee: Praise your workers.

cific job and happy with how it
was done.
Praise is also more effective
when given at the end of a
task, when the effort is most
g e n u in e ly a p p r e c ia te d .
“T hat’s the built-in time of
praise,” McAfee said.
How often should managers
praise? One company manual
recommends that somebody
get praised at least once every
three weeks.
Some managers argue that
an employee shouldn’t be
praised for a job they are being

paid to do. But remember the
premise of this article: money
is not the worker’s primary
motivator. The employee is
working for a sense of worth.
Accepting praise

How should one accept
praise? By sim ply saying
thank you. McAfee said it is
wrong for employees to dis
count praise. The manager’s
reaction then is to discontinue
giving it. But praise should
continue, and eventually it
will be accepted.
LCI

Take Aim on
Crabgrass and Coosegrass
w ith

Give praise

Praise your employees as
much as possible, McAfee
said. People want a standard
to live up to, he said, and a
sense that they can reach that
standard.
Some managers are more
comfortable giving praise than
others, he noted. The reason
some are uncomfortable is
that they don’t like to get per
sonal.
McAfee admitted that giv
ing praise involves taking an
emotional risk, but said it’s a
risk most managers will find
worth taking.
And while it won’t have an
immediate effect on an em
ployee’s performance, it will
have a cumulative effect.
Is it always possible to
praise an employee without
sounding phony? Yes.
If a manager tries, he can
find something the employee
does exceptionally well. If the
employee doesn’t do anything
exceptionally well, the mana
ger can find something about
the way the employee does his
or her job that is crucial to the
company.
For example, if the em
ployee always comes to work
on time, the manager can
point out how good it would be
if everyone in the company did
the same.
Praise effectively

P raise, to be effective,
should never be given con
ditionally. Don’t say, “You did

Acclaim 1EC Herbicide Brings
High-Technology Down to Earth!
You've heard that Acclaim has
had superior performance in tu rf
research tests. Now try Acclaim
for yourself!
Acclaim is the most exciting
advancement in selective grassy
weed control. It's everything
you've ever wanted, and
more...because Acclaim is unlike
anything you've ever used.

New Chemistry for Superior
Performance!
The revolutionary chemical,
fenoxaprop-ethyl, gives Acclaim
the power to translocate from
the site of contact to the heart of
weed growth - without the tu rf
injury problems associated with
other postemergence herbicides.
Acclaim also eliminates the
problem o f unsightly patches
caused by dead weeds. When
applied thoroughly, Acclaim will
cause the weeds to turn pale yel
low in 4-10 days. In 12-21 days,
leaves turn red or purple. Then,
the stems turn black as the entire

37

LAWN CARE INDUSTRY MARCH 1987

Individuals’ characteristics key to good interaction
NOTED SALES AND COMMUNICATIONS AUTHOR OUTLINES BASIC BEHAVIOR PATTERNS
B y E l l io t M a r a s

Editor

SAN ANTONIO— Do you
follow the Golden Rule—“Do
unto others as you would have
others do unto you”—in your
b u s in e s s d e a lin g s ? You
shouldn’t, says sales and com
munications author Tony Al
essandra. If you w ant to
establish trust with your cus
tomers and employees, you
need to recognize their behav
ioral characteristics in how
you relate to them.

“T h at’s a great rule (the
Golden Rule) if everybody was
the same,” said Alessandra,
who holds a Ph.D. in market
ing, in his keynote address to
the annual Associated Land
scape Contractors of America
convention in San Antonio,
TX.
What the manager should
try to do instead is treat people
the way they w ant to be
treated, and this differs among
individuals.
Most managers know the
importance of treating people

1
weed decomposes, leaving noth
ing but green!

Acclaim! Lets You Reseed Fast!
Fescues and ryegrass can be
overseeded immediately follow
ing Acclaim application. Bluegrass
can be overseeded after 21 days.
And mowing just 24-hours after
Acclaim application won't reduce
efficacy.

Acclaim! Fits Your Busy Schedule!
Acclaim goes right to work on
grassy weeds from 3-leaves to 5tlllers in size, giving you the time
you need to treat thoroughly.
When applying Acclaim you can
afford to be thorough, because
you treat only where weeds ap
pear. And chances are you'll need
to do it only once.

Acclaim!, the Crabgrass and
Goosegrass Specialist!
Whether you have fine or tall
fescue, perennial ryegrass, or
Kentucky bluegrass grown east
of the Rocky Mountains, Acclaim
lets you take aim on tough grassy
weeds! With Acclaim, you can
control crabgrass and goosegrass,

OPEN
R e la to r

S o c ia liz e r

INDIRECT

DIRECT
T h in k e r

D ire c to r

SELF-CONTAINED

EC HERBICIDE

barnyardgrass, foxtail species,
Panicum species, andjohnsongrass.. all with the same level of
effectiveness.

Great mrf Deserves Acclaim!
As a professional, you take
pride in having and maintaining
lush green tu rf throughout the
season. Well-groomed, weed-free
lawns mean fewer call-backs,
more renewals, and more refer
rals for lawn care operators; and
fo r golf course managers - a
course people can play at their
best. Either way, Acclaim gets you
the acclaim you deserve!
Contact your distributor to
purchase Acclaim today. Take aim
on grassy weeds all season long!

well. It establishes better prod
uctivity among employees and
trust among customers.
But knowing how to do it
isn’t easy. “We step on other
people’s feelings, opinions and
ways of doing things uninten
tionally” by not recognizing
their individual personality
traits, Alessandra said.
Alessandra outlined four
basic personality types the
manager needs to recognize:
the Relator, the Director, the
Socializer and the Thinker.
The Relator is open and indi
rect; the Director is self-con
ta in e d a n d d ir e c t; th e
Socializer is open and direct;
and the Thinker is self-con
tained and indirect.
“ There is absolutely no
question that the best team
you can put together is a
blending of all these styles,”
Alessandra said.
Directors are self-driven
and tend to be the highest
achievers, but they’re not the
best managers. They often de
mand too much of employees
and aren’t good compliment
givers.
Socializers are good at deal
ing with customers but aren’t
good with paperwork since
they aren’t detail-oriented.
Thinkers, withdrawn and
headstrong, make good book
keepers because they are de
tail-oriented, but aren’t good
at dealing with customers.
Relators are good at follow
ing a task through to the end,
but they need direction.
Alessandra once made the
mistake of giving too much de
tail work to his marketing per
son, a Socializer. She made a
mess of the books, and he had
to give them back to his secre
tary, a Thinker.
The four personality types
react to stress differently. So
cializers become emotional.
Thinkers withdraw, Relators
get more submissive and Di
rectors get critical and dic
tatorial.
In appearance, Directors
and Thinkers are businesslike
while Socializers are stimulat
ing. Relators don’t follow any
definable pattern.
“Being fair and treating
people equally are not one in
the same,” Alessandra said.
Managers must be flexible. LCI

For information, contact your
distributor or your local
Hoechst-Roussel Agri-vet Company
representative.

Hoechst-Roussel Agri-Vet Company
Route 202-206 North • Somerville, New Jersey 08876

Hoechst
Roussel À

The name and logo HOECHST are registered trademarks of Hoechst AG.
The name and logo ROUSSEL are registered trademarks of Roussel Uclaf S.A.
SH8703010

Copyright 1987
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Searching for adequate employees is a full-time job
B y J a m e s E. G u yette
Associate Editor

inding good help is a ma
jor undertaking for most
people in the lawn care
industry.
T here are few w orkers
available in Rhode Island, ac
cording to David Ousterhout,
owner of Shovels and Rakes in
Narragansett. “The construc
tion industry is growing at a
phenomenal rate. We’re hav
ing to compete with similar in
dustries.”
“The problem with a good,

F

strong economy is that the
good people are working,” said
F rank R eardon of N orth
Country Landscaping, Inc.,
South Burlington, VT.
He said his firm has little
turnover because quality fore
men are kept on the payroll
over the winter. Laborers are
attracted by a higher rookie
pay rate ($5 an hour) and “we
try to make everybody active
in the company,” he said.
“ I t ’s really hard to find
quality people up here,” said
Michael Christenson, general
manager of Landscape Re-

One of the strengths of Team™ is its
weeks of control. One application puts
an end to crabgrass and goosegrass for
up to 20 weeks.
The control’s not just longer, it’s
more effective, too. Research by leading
universities shows that Team provides
outstanding annual grass control all
season long while being gentle to all
turf species.
That’s because of the way Team
works. It stays put on cool season turf.
Won’t leach out, even in heavy rainfall.

sources Corp., Anchorage,
AK.
The completion of the Alas
kan Pipeline has resulted in a
lot of the labor pool returning
to the Lower 48. “The people
who live here now are people
who are planning to stay
here,” he said.
Another drawback is the
high rates Christensen must
pay, $8 to $11 an hour. For gov
ernm ent contracts (parks,
highways and military bases),
regulations require that work
ers be paid a whopping $30 an
hour.

Grafton, Vermont, is near
the Magic Mountain ski re
sort, and Matthew J. Siano of
MJS Lawn Care has his four
summer employees already
lined up—they all work in the
ski industry during the winter.
Robert Furm an, general
manager of Soylent Green
Landscape Specialists, Inc.,
Bohemia, NY, likes to hire in
experienced people because
they have fewer bad habits and
are more adaptable to training.
He’ll reward an aggressive job
seeker: “A guy with a little guts
in him will go door-to-door.”

And once activated, forms a vapor zone
that keeps weeds from emerging for
up to 20 weeks.
That’s Team’s most impressive
strength. Its weeks of weed control.
See your Elanco distributor. Or call
toll-free: 1-800-ELANPRO. In Indiana,
call collect: 317-261-6102.
Elanco Products Company
A Division of Eli Lilly and Company
Lilly Corporate Center
Dept. E-455, Indianapolis, IN 46285, U.S.A.
Team™—(benefin+trifluralin, Elanco Products Company)
Refer to the Team label for complete use directions.

There’s only
one thing
more impressive
than Team’s
strengths.
Its weeks.
Circle No. 110 on Reader Inquiry Card

“Good attitude is more im
portant, I think, than experi
ence,” said Amy L. Burman,
owner of Burman’s Landscap
ing Service, Gap, PA. “We like
to employ people that we know
from our church. It’s a good
contact.”
John Folker, president of
Landscape Management Ser
vices, Kansas City, KS, has
had good luck with the Kansas
unem ploym ent bureau. He
said 60-75 percent of the refer
rals have worked out, includ
ing one man who was hired
year-round.
“We’ve hired people from
the Salvation Army who will
come out and work for a couple
of days and they get tired and
quit,” said Christopher K.
Walls, operations manager of
Ranier Lawn & Landscape,
Tacoma, WA.
Too many outfits “try to
make do with what they’ve
got,” said Bob Conner, opera
tions manager at the B.D.
Wilhelm Co., Denver, CO.
“We have what we call a 30day employee review.” All
rookie workers are hired on a
temporary basis at a minimum
$4.50 an hour.
“ T hirty days gives us a
chance to look at you and you a
chance to look at us,” Conner
said. One in five don’t make it.
“We’ll cut them loose after 30
days if they are not performing
up to our standards,” he said.
“ We try to avoid indif
ference,” Conner said.
A worker who lacks skills,
but has a good attitude can be
deployed to a task that best fits
his or her aptitude.
E m p lo y ees are so u g h t
through university contacts
and classified ads in Denver’s
two daily newspapers. The ads
go in about Feb. 1, in the Sun
day and Monday issues. “If a
guy’s unemployed, Monday
morning’s a good day to start
looking,” Conner said.
Burman places her ads in
the Lancaster, PA, morning
and afternoon dailies.
She aims for the middle of
the week through the end of
the week because “I think peo
ple have more time over the
weekend to look through the
paper.”
Ads are run in February in
th e T acom a and S e a ttle
dailies for two or three weeks,
Walls said.
His com pany looks for
“top-notch” workers with a
form al ed u catio n in h o r
ticulture.
Folker advertises in the
Sunday Kansas City Star near
March 15 because “more peo
ple are job shopping on Sun
d a y s .” He lik e s to use
community weeklies, too.
“I’ve found that some of the
local papers do really well.”
Ousterhout advertises in
his local weekly, plus he runs a
two-week ad in the Providence
daily in late March and early
April.
LCI
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MOWERS.
from page 19

They allow close, easy trim 
ming with either side of the
mower, speeding the job when
trimming. Grass trimmings
flow straight back into the bag
on a rear-bagger. The trim 
mings must “turn a corner”
from a side chute into the bag
on a side-discharge. Thus, the
rear-bagger doesn’t clog as
easily. The balance is gener
ally better on a rear-bagger,
too; as the bag fills on a sidebagger, it can pull the mower
to one side.
T he re a r-b a g g e rs b e st
suited for general commercial
use are those that can easily be
converted to side-discharge or
side-bagging or mulching. You
can expect to pay a premium of
15-20 percent more for a rear
or rear-bagging mower than
for a side-bagger, but the op
tion of converting the mower
makes it a better buy because
you get the benefits of both
types in one machine.
Side-discharge mowers do
have the benefit of sometimes
being easier to handle because
they have front-wheel drive
systems and because they gen
erally are lighter than rearbaggers. Most rear-baggers
have rear-wheel drive, which
means you can’t just tip the
mower back to overcome the
self-propelling feature. That is
another reason why a good
feather clutching system is im
portant for a rear-bagger.
Some rear-bagging mowers
convert to side-bagging or
side-discharge more easily
than others. At Toro we use an
in stan t changeover system
with a drop-in chute that con
verts the mower without tools
in about the same amount of
time it takes to change the bag.
You also can convert these
mowers to mulch again with
out needing tools. This allows
you to adjust to a variety of
cutting conditions as required,
even in different parts of the
same job.
The ability to bag in wet
conditions is an im portant
c o n s id e ra tio n and i t ’s a
characteristic that can vary
significantly from brand to
brand.
Some of the so-called high
vacuum decks have a tendency
to clog in lush or damp condi
tions. There are two reasons:
The manufacturer may have
sacrificed some of the mechan
ical aspects of grass transport
in favor of stronger aero 
dynamics (slightly lower vac
uum machines will actually
use the blade to physically slap
grass back into the bag while
higher vacuum machines do it
to a lesser degree); or the
higher vacuum machines may
have a longer tunnel from the
deck to the bag, contributing
to clogging in damp condi
tions.
Wheels and tires

on consumer models.
On a good quality commer
cial mower you can expect to
wear out several sets of tires
before the rest of the machine
wears out.
You’ll find several tire tread
options.
Radial-style tread designs
probably are the best choice.
They provide longer wear and
better traction when mow
ing.
Tire width is another con
sideration. Wider tires have
less “tracking” on the grass.
Narrow tires may leave
tracks of crushed grass that
won’t im mediately bounce
back up for an even cut—leav
ing a ragged appearance.

Where to shop

An independent servicing
dealer is the wisest place to
shop. Industry figures say
these “local independents,”
who exclusively sell outdoor
power equipment, have more
product expertise; have bet
ter-train ed service d ep art
ments; and provide faster
servicing turnaround.
These features can be espe
cially important to commer
cial cutters. Because these
dealers service the brands they
sell and are specialists on
those models, they have qual
ified mechanics who can prop
erly diagnose problems and
execute rep airs th e firs t
time—rather than having to

bring the machines back to
have a problem resolved. Ad
ditionally, a shop that gives
preferred service to the com
mercial trade is important be
cause a mower that goes down
means lost productivity.
Many outdoor power equip
ment dealers give preferred ser
vice to landscape management
contractors. Finding a good
qualified dealer—one who will
provide the necessary mainte
nance quickly and capably, plus
will provide professional help in
selecting the equipment in the
first place—can be one of the
most important decisions you
make. You might want to shop
price from dealer to dealer, but
it’s much more important in the

long run to find the right dealer
from a service standpoint and
stick with him. A small amount
of money saved up front by
price shopping can be lost
quickly and many times over if
your dealer doesn’t provide the
support a successful commer
cial operator needs.
LCI

If you are interested in
obtaining any available or ad
ditional editorial research or
reference m aterials pub
lished in this or previous is
sues, d irect in quiries to
Kathleen M a c iu s z k o at
216-826-2839.

the Brouwer seeder does
ita li...
Seeds, Overseeds, Fertilizes
Powered blades with adjustable
depth seed slits at 2 1/2 in. spacing
Offset wheels to cover seed
Calibrated seed flow through
stainless steel slides
5 hp engine and H.D. drive
Adjustable fold-away operator
handle for easy transport and
storage

SEEDING

OVERSEED

OPTIONS

The exact placement of seed, in the
right quantity, gives you the perfect
seed bed for better germination and
finer quality lawns.

Better results because the seed flow is
carefully calibrated, the grooves cut
and the seed covered.

The choice is yours. The seeder can be
bought with or without the overseeder
unit or the fertilizer box. These can be
added afterwards when needed.

and for those
larger areas...
The Lawnmaker 67 seeder, is a larger capacity seeder/fertilizer
ruggedly built...to last. It has adjustable teeth for loosening up
hard soil and a levelling bar for uneven areas. There are stain
less steel hopper bottoms and control slides, free floating sus
pension on two open mesh rollers, easy to reach controls, and
it can seed up to 2 acres (0.8 ha.) per hour. Designed to give out
standing performance.

BROUWER
TURF EQUIPMENT LIMITED
An Outboard Marine Corporation Company

7320 Haggerty Rd./Canton, Ml. 48187 Telephone (313) 459-3700
Woodbine Avenue/Keswick, Ontario, Canada L4P 3E9 Telex 065-24161 Telephone: (416) 476-4311

Look for metal, ball bearing
wheels instead of the plastic
wheels most commonly found
Circle No. 105 on Reader Inquiry Card
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2,4-P,____
from Page 1

several epidemiology studies
on 2,4-D, many of which dis
agreed with the National Can
cer Institute study.
Pesticide & Toxic Chemical

News in its Jan. 21 issue re
p o rted th a t an o th er e p i
demiology study has been filed
with EPA that questions 2,4D’s link to cancer. The study
was done of a 1950-1982 for
estry tradesmens’ cohort at
Ontario (Canada) Hyrdo by

the Health and Safety Divi
sion of its Health Service De
partm ent. The study con
cluded th a t the death rate
among exposed males was not
higher than that in other pop
ulations.
The study will support the

EPA’s “probable decision not
to initiate a 2,4-D special re
view,” the Jan. 21 issue of the
newsletter stated.
Lynn Vlier, senior review
specialist for EPA, had no
comment on the newsletter’s
articles. She said a recommen
dation on 2,4-D will be made
to the EPA’s Scientific Ad
visory Panel in the spring
based on the various ep i
demiology studies reviewed.
The P esticide & Toxic
Chemical News articles were

written by its editor, Cathy
Cooper.
The Canadian study, the
newsletter said, showed there
was “no evidence of increased
mortality risk associated with
long-term exposure of 15 years
or more ... If phenoxy acid her
bicide exposure is propor
tional to the length of time
which is spent in the forestry
trade, there is no increase in
mortality risk associated with
long-term exposure to phe
noxy acid herbicides.”
LCI

PLCAA to have defense
materials for LCOs

Be An EARLY BIRD!
ORDER NITRO-26 CRN,
liquid slow release fertilizer N O W .
R eceive your early order discount and qualify for our
exclusive co-op advertising program. Nitro-26 CRN is
an exclusive product of Growth Products. It is the only
liquid solution, containing 80% slow release nitrogen in
the form of m ethylene diurea.

•
•
•

Id e a l fo r lo w v o lu m e s p ra y in g
C o m p a tib le w ith o th e r N -P -K m a te ria ls
A v a ila b le th ro u g h o u r n e tw o rk o f d is trib u to rs
as a c o n c e n tra te 2 6 -0 -0 s o lu tio n o r in s p e c ia l
b le n d s to m e e t y o u r p a r tic u la r re q u ire m e n ts .
Circle No. 116 on Reader Inquiry Card

For further information call or write Growth Products,
P.O. Box 1259, White Plains, New York, (914) 428-1316.

MARIETTA,
G a .—
A nticipating another wave
of negative publicity th is
sp rin g , th e P ro fe s s io n a l
Lawn Care A ssociation of
America is preparing adver
tisem ents and inform ation
sheets defending the use of
lawn chemicals. The m ateri
als are being produced by
M arcom m , Inc., of M in 
neapolis, MN, the PLCAA’s
public relations agency.
Jim Sample, a Marcomm
executive, said the advertise
ments are an attempt to im
prove the public’s perception
of the LCO. “The homeowner
doesn’t understand what the
professional LCO does,” Sam
ple said.
Jim Brooks, PLCAA execu
tiv e vice p re s id e n t, said
PLCAA is studying the feasi
bility of both print and televi
sion ads. “We see them as
something that will go into
several markets,” he said, al
though they will probably
focus on key m arkets and
areas where lawn care has re
ceived a fair amount of media
attention.
Besides defining the LCO
as a professional, Sample said
ads will address specific issues

such as chemical safety, sign
posting and right-to-know. He
said PLCAA wants the public
to know that LCOs already do
honor people’s requests to be
notified of chemical tre a t
ments.
“We have got to communi
cate th is to the n o n -cu s
tomer,” Sample said.
The informational sheets,
known as “Green Sheets,” will
serve as resource materials for
LCOs in addressing safety
concerns. Each Green Sheet
will be devoted to a specific
issue, such as the pesticide
registration process, the ac
tual toxicity of pesticides, and
h a n d lin g and sto rag e of
pesticides.
“It’s their (LCOs’) links to
industry research,” said Doug
Moody, PLCAA associate di
rector.
The information will en
able the LCO to speak au
thoritatively to government
officials, customers and insur
ance agents on the various
subjects, Sample said.
The ads and the Green
Sheets are supported by the
PLCAA’s recently-begun de
fense fund.
LCI

GROWTH.
from Page 1

Accepted practice in the lawn maintenance business has been to use the BIG commercial rider mower
for open areas and walk-behinds for trimming. Now maintenance operators all across the country are
discovering a new, fast efficient way to mow landscaped areas..for many jobs the maneuverable MID-SIZE
WALKER MOWER does the whole job saving time, labor, and equipment investment. And Walker offers
high productivity without sacrificing a quality cutting job, sure to please the most discriminating customer.

W alker M fg. Co., 1839 E. Harmony Road, Dept. G M , Fort Collins, CO 80 5 2 5 •(303) 226-1514
Circle No. 140 on Reader Inquiry Card

Jerome Faulring, president.
These represent low risk ex
pansions, Faulring said, since
each will be taking some exist
ing customers with them.
A new Hydro Lawn branch
will open in York, PA, comple
menting an existing operation
in H arrisburg, PA. Hydro
Lawn also acquired the resi
dential customers of a com
petitor in the Syracuse, NY
area.
C h em L a w n S e r v ic e s
Corp. will expand its Califor
nia o p e ra tio n s w ith new
branches in Long Beach, San
Fernando Valley and San Di
ego.
D avey Tree & E xp ert
Co. will expand its presence in
Texas with a branch in San
Antonio. It already operates in
Dallas and Houston.
T he E r b a u g h Co r p . ,
based in Akron, OH, will open
two new branch operations
serving Erie, PA, and UticaRome, NY area, and Saratoga,
NY.
LCI
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Lawn-Plex 8% Fe Plus 8% Sulfur Provides The Following:
• The most highly concentrated
chelated (phosphate-citrate) Iron
available in liquid form.
• Fully compatible w ith virtually all
(IMPK) formulations and pesticide
tank mixes.
• Will not stain your customers'
sidewalks or your equipment.

• Extremely low phytotoxicity.
Ideal for spray application even
during the heat of the day.
• Buffers pH to prevent alkaline
destruction of pesticides.
• Maximizes green-up without
excessive nitrogen.
U.S. Patent Nos: 4,214,996 & 4,351,735

LABORATORIES INC.
1531 Charlotte Street, Kansas City, Missouri 64108
Circle No. 134 on Reader Inquiry Card

(816) 4 7 4 -3 3 4 2
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NEW PRODUCTS

nips branches in the bud
The Power Prune 250 pruning
gun, made in New Zealand, is
now being imported into the
United States by Impex Trad

ing, West Bend, WI. Dealer in
quiries are welcome.
The lightweight pruner has
the ability to cut up to 1-inch
thick green wood and is suita
ble for a large variety of cut
ting tasks.
A weight of about 2 pounds
combined with single-handed
operation makes it particu
larly suitable for pruning in
high or hard-to-reach areas.
The unit is powered by a
lightweight single-stroke, sin
gle-cylinder, LPG (propane)
fueled internal combustion
motor. One 14.1 oz tank of pro
pane will provide thousands of
cuts, according to Impex. The
unit will cycle almost as fast as

the operator can pull the trig
ger.
Another plus is that fatigue
caused by hand pruning will be
elim in ated by th e Power
Prune 250, the company said
in the news release.
LCI

trifical pump capable of up to
200 PSI when using the stan
dard nozzle for insecticide
spraying. It also is suitable for
herbicide applications.
LCI
Circle No. 202 on service card.

Circle No. 201 on service card.

Maruyama spray nozzle
has driftless pattern
The Maruyama MS045 back
pack sprayer can be equipped
w ith a special “ d riftless”
nozzle.
The nozzle was developed
to distribute larger chemical
droplets in a fan pattern, al
lowing the operator to hit only
the intended target.

The Kawasaki-driven six
gallon sprayer features a cen-
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Limit® cuts your mowing and trimming time in
half for up to six weeks by dramatically reducing
cool season grass* growth. And since it works
through the roots instead of the foliage, there’s
no rain wash-off worries or unsightly yellowing.
You can even use Limit as a way to keep person
nel busy by applying during moderate rain.
Use it anywhere grass grows and you don’t
want to mow, including hard-to-get-to places like
median strips, along fences, around signs or
plantings, the list is endless. When you cut your
grasswork with Limit, your work force is free
for more important and profitable jobs. And that

can really help out in the spring when help is in
short supply.
You can tank-mix Limit with other turf
fertilizers and pesticides, and apply with any
standard spray equipment. It’s formulated for
consistent and reliable results even where over
application occurs. And it won’t stain sidewalks,
stones or monuments.
Clip and use this coupon today to start
your savings program with Limit.

Title:

!

Firm:

I

City:
State:

m

Zip:

Phone: I_ _ I_ _ I_ _ I ” I_ _ I_ _ I_ _ I ” I_ _ I_ _ I_ _ I_ _ I
Mail to: Monsanto Redem ption Center,
Rebate for LIM IT ® P.0. Box 4004, Monticello, M N 55362
Limit is labeled for non-residential use only (not labeled in California).

Circle No. 203 on service card.

*Recommended for ryegrass, Kentucky bluegrass, tall and fine fescues.
ALWAYS READ AND FOLLOW LABEL DIRECTIONS. LIMIT' is a registered trademark of Monsanto Company.
©Monsanto Company 1987. LIP-7-404B

How to get your $5 rebate:
1. Purchase one quart of LIMIT® turf regulator between January 1,1987
and June 30,1987.
2. Send this rebate certificate along with an
/
original copy of your invoice showing dealer
name, date and purchase of one quart of
Limit. Your rebate request must be postmarked no later than July 1,1987.
/
i
3. Monsanto will send you a check for
/
$5.00. Allow 4-6 weeks for your check
^
to arrive. This offer is limited to one
$5.00 rebate check per customer,
firm or address.
4. Reproduced certificates will
not be accepted. Monsanto is
not responsible for lost claims
or missed deadlines. This
certificate has no cash
/
value and is void where
/
licensed, taxed or
prohibited by law.

/

Address:

clutch, low gear ratio and pre
lube ball bearings.
Prices begin at $300, and
the drills also can be used for
boring wood, plastic, steel and
concrete, according to the
company.
LCI

Call 1-800-332-3111 for more information

Save $5 and prove how Limit cuts grasswork in half.
Nam e: l

Bore holes for posts
with lightweight gas drill
Drill holes for fencing, ice fish
ing, shrub planting and tree
fertilizatio n , among other
things, with the new portable,
gas-powered drill from Fel
dman Engineering and Manu
facturing Co., Inc., Sheboygan
Falls, WI.
The engines come in 33 cc
and 49 cc sizes and feature an
autom atic rew ind sta rte r,
solid state ignition, load sen
sitive governor, centrifical

CUTS YOUR GRASSWORK IN HALF.
Circle No. 127 on Reader Inquiry Card

Quiet English mowers
called jolly good show
Low noise levels and high
quality are the hallmarks of a
selection of “pedestrian con
trolled” 30-inch and 36-inch
British lawnmowers made by
the Allet Mower Co., Corby,
Northans, England.
According to the British In
formation Services, an excep
tionally quiet model can be
used near schools and hospi
tals. A chain-and-sprocket
transmission runs in an oil
bath for long life and less-loud
operation.
LCI
Circle No. 204 on service card.
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CLASSIFIED
RATES: 75 cents per word (minimum charge, $25).

Boldface words or words in all capital letters
charged at $1 per word. Boxed or display ads
charged at $70 per column inch,1X; $65, 3X; $60,
6X; $55,12X (one inch minimum). Agency commis
sions will be given only when camera-ready art is
provided by agency. For ads using blind box num
ber, add $5 to total cost of ad. Send ad copy with
payment to: Dawn Nilsen, LAWN CARE INDUS
TRY, 1 East First St., Duluth, MN 55802. (218)
723-9200.
BOX NUMBER REPLIES Mail box number replies
to: Lawn Care Industry, Classified Ad Department,
1 East First St., Duluth, MN 55802. Please include
box number in address.

FOR SALE

FOR SALE

FOR SALE

FOR SALE

SPRAY TRUCK, Ford F600 Chassis with 73,000

S.E. Michigan Lawn Spray Co. for sale. Revenue
$700,000 + /yr. Lawn Care, P.O. Box 7283, Blm
His, Ml 48013.
3/87

SPRAY TRUCK: 1980 GMC, one ton, 37,000 miles,
500 gallon tank and 200 gallon tank, 2 hoses and
reels. Phone 1-701-222-4152.
3/87

USED CHIPPERS, BUCKET TRUCKS, BOOM
TRUCKS: Stump grinders, stake bodies, tree

Chemical Lawn Care Business for sale, Western
North Carolina. 3 spray trucks, 330 contract cus
tom ers. $142,000 grossing 1986. $53,000.
704-891-5125.
3/87

miles, 350 C.I.D. Engine with 4-sp. transmission,
1250 gal. STAINLESS STEEL Tank, Bean 2020
Turf Pump (driven by Chelsea P.T.O.), mechanical
agitation, 2 hose reels with 1/2" hose, 2 chem lawn
guns. Asking $8295. If interested in this ready to
spray unit, please call Dennis or Rick at
215-368-9333.
3/87
CALIFORNIA LAWN CARE BUSINESS: San Di
ego area, excellent growth potential. Year round
service for fertilization, weed control, aeration,
etc., clientelle, owner flexible, will train. Inquiries to
Owner, P.O. Box 1792, Fallbrook, CA 92028. 6/87

CLOSEOUT SPECIAL! Save your back issues of
LAWN CARE INDUSTRY and save money at the
same time. We re closing out our line of perma

nent binders at the special low price of two for only
$7.50! (This is a $7.00 savings over our regular
price plus postage and handling.) Orders will be
filled as long as our supply lasts - quantities are
limited. Order your binders today from: Book
Sales, HBJ PUBLICATIONS, One East First
Street, Duluth, MN 55802.
TF

trucks and dumps. New Morbark and Woodchuck
Chippers. Rayco stump grinders at discount
prices. We also buy trucks and equipment. Opdyke, Inc., Hatfield, PA(Phila. area)215-721-4444.
5/87
SPRAY TRUCK: 1984 Ford, 171 Chassis Cab F606
Two reels, PTO low mileage, excellent condition.
M ech a n ica l a g ita tio n . Call Don G allagan
1-614-766-0008.
3/87

HANNAY HOSE REELS: New in the box. E1526’s
and E1530’s - $339.00. 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.
TF
Outside Michigan - 1-800-843-LAWN.

Two Lesco 300-gallon skid mounted poly tanks
with jet agitation, 10" fill and basket. One year old.
Excellent condition. $200.00 per tank. Inquiries to:
P.O. Box 6844, Buffalo, NY 14240-6844.
3/87

HELP WANTED
LANDSCAPE MAINTENANCE FOREMAN: Firm
needs individual able to supervise and motivate
own crew. Candidate must know plant materials
and standard horticultural practices. Position of
fers excellent growth potential and salary com
mensurate with experience. For more information,
call American Lawn Care Company, Niles, IL.
312-965-2427.
5/87

1985 Chevy C20 Pickup with 300 gallon Tuflex
tank/Bean pumping system. Approximately 5,000
miles, (negotiable) 201-875-9054.
3/87

The Professional Lawn Care
Association of America...

1986 chemical lawn care truck for sale. Excellent
condition, 600 gallon FMC split 400/200100 gallon
drop tank, aluminum bed and stainless steel reels.
1986 100 gallon high pressure tree and shrub
sprayer for sale, skid mount and split 50/50. Call
404-452-8320 for details.
3/87

CHEMICAL LAWN BUSINESS (LONG ISLAND,
NY): Established 1975, excellent reputation in gr-

W E RE K N O W N
B Y T H E C O M P A N IE S
W E KEEP.

woth area. Terms. Call 516-331-6060 or write
Owner, Box 275, Port Jefferson, NY 11777. 3/87
1976 Ford 350 one-ton spray truck. 500 gal. poly
tank and spraying accessories - one year old. Ex
cellent condition. $6,000.00. Call Pat McConnell
(502)968-8100.
3/87
77 GMC 2 ton spray truck, 1000 gallon tank re
cessed on flatbed. 1984 hanay Reel, Meyers 2C95
pump, PTO, 100 gallon steel auxiliary tank. 76 Ford
1 ton spray truck, 750 gallon tnk Hannay Reel.
Meyers 2C95 pump, PTO, 50 gallon poly auxiliary
tank. 317-283-1429 or 317-284-0265.
3/87

Quick - who's the fastest growing lawn
care company in your area? The biggest?
The most profitable? It's easy to re
member the top performers, isn't it?
The ones who set the standards for
excellence that others aim for. What's
hard to understand is how they do it.
We can tell you one of their secrets,
and it's a valuable business resource
that all the top lawn care companies
share - membership in the Professional
Lawn Care Association of America.
Virtually every one of America's
top 100 lawn care service companies are
PLCAA members. But you don't have
to be big to know a good thing when you
see it. Altogether, over 1000 companies
are PLCAA members, and they vary in
size from giant corporations to small,
growing businesses.
PLCAA is their professional edge.
PLCAA offers resources unavailable
anywhere else. Seminars, publications,

RYAN AERATOR - RYDE AIRE II 2 years old, ex
cellent condition, runs well, pulls plugs on 31/2
centers. Call Darrel at 215-678-5800.
3/87

1200 -1400 ACCTS: Chemical lawn care business;

seeding & aeration, primarily granular. Gross
$380,000, Bridgeport, CT area. After 6:00 p.m.
203-655-8633.
3/87

FREE P A R TS C A T A L O G - If you own a
32-36-48-52-61" walk-behind or riding mower and
feel you’re paying too much for your parts and
equipment call PRECO DISTRIBUTORS today. We
have B E LTS, B LA D E S , W H E E LS , G R ASS
CATCHERS, Replacement parts that fit Bobcat,
Bunton, Kees, Exmark, Scag & others. Engines
and Parts for Honda, Kawasaki, Briggs + Stratton
and more. Order your free catalog 24 hours a day.
TOLL FREE 1-800-428-8004, US, In Mass
1-800-421-3900. Preco Distributors, 97 Center St.,
Ludlow, MA 01056.
8/87

FOR SALE: 1- 1980 IH with 1200 high volume
spray, 2 78 GMC, 1 ton for low volume spray.
Reasonable priced for quick sale. 315-637-8660,
Dave.
3/87

and training programs. Business and
legal newsletters targeted to their
interests, their profession. Cost-saving
group health insurance. Environmental
and governmental updates and action
reports. And a powerful, single voice to
defend them in an increasingly hostile
political arena. PLCAA is all of this,
and much more.
To find out more about what PLCAA
can do for you, fill out and mail the coupon
below or call us at 1-404-977-5222.
Discover for yourself what successful
companies already know - that mem
bership in the Professional Lawn Care
Association of America doesn't really
cost - it pays.

TREE SPRAY TRUCK W/SPRAYER: Dodge D-500

flatbed w/Myers 35 GPM spray system; 500 gal.
tank. Excellent condition w/2 electric Hannay
reels, hose & guns. JOHN BEAN 1010 skid
mounted tree sprayer w/reel; 200 gal. tank. Call
Bill Harrigan at 301-694-6006.
3/87
Spray Trucks: 1980 GMC - series 6,000 350 V8 4
speed and 2 speed axle. Units are equipped with
1,200 gallon Tuflex fiberglass tanks, mechanical
agitation, 10 GPM Bean pump, 50 gallon side tank,
8HP Kohler engine drive, Hanney electric hose
reel and detachable 1,200 lb. capacity granular
fertilizer box. $10,500. Call Jerry Mykietka,
1-312-932-8668.
3/87
SPRAY TRUCKS: 1983 and 1984 Internationals.

Both with 1250 gallon tanks, Meyers pumps,
Hanney reels. Very well maintained. Profession
ally serviced. Excellent condition. Both have bed
rails, spreader brackets, hand sprayer holders, 2
reels, 400 ft. hose. Call 203-372-3511 - Tony or
Rob.
3/87
SPRAY GUNS LOW VOLUME -1 gal. per min. no
holes to glue shut. Brass valve, big drops good for
lawn care. $65.00. Clean Lawn, P.O. Box 205, Tire
Hill, PA15959 or call Ron Keafer (814) 255-2189.
4/87

I'm interested.
Send me more information!
NAME.
ADDRESS.

FREE!

C ITY.

New PLCAA members
receive FREE the 1 9 8 6
Operating Performance
Ratios for the Lawn
Care Industry, a
$150 value!

TELEPHONE NO..

.STATE.

.Z IP .

Mail to: P ro fe ss io n a l L aw n C are A sso c ia tio n o f A m e ric a
1225 Johnson Ferry Road NE, Suite B 220
M arietta, GA 30068

Circle No. 132 on Reader Inquiry Card

LCI
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HELP WANTED

■

MANAGEMENT: Mid-Atlantic multi-branch estab
lished lawn care firm seeks branch manager. Posi
tion available 1-1-87 for aggressive, qualified ap
plicant with proven record of success. Experience
in operations, administration, field and office a
must. Send full resume, salary benfits and incen
tive requirements to LCI Box 168.
3/87

HELP WANTED

■

Help Wanted - Landscape Maintenance Foreman.
Fast-growing firm looking for bright, dependable
person capable of physically working in the field as
well as managing people. Must be knowledgeable
in all phases of grounds maintenance. Salary com
mensurate with background. Good company ben
efits with strong growth potential. Send resume
and/or contact J.R. & Associates, 1006 East Hig
gins, Elk Grove, IL 60007 (312) 437-0048.
3/87

LANDSCAPE CONSTRUCTION FOREMAN: Ex

cellent opportunity for a hard working individual to
work with an expanding commercial landscape
contractor in the Boston, MA area. Must be experi
enced in all phases of landscape construction.
Year round full time position. Good salary and full
company benefits. Send Resume to G.S.G. Corp.,
P.O. Box 2071, Framingham, MA 01701.
3/87

ESTIMATOR/SALES person needed with civil en

gineering degree of landscape architecture back
ground for entry-level management position. Send
resume to LPS Pavement Company, 33W480 Fabyan Parkway, #101, West Chicago, IL 60185.
3/87
LANDSCAPE MAINTENANCE FOREMAN: Ex

SALES PERSON/MANAGER: Expanding irriga-

tion/landscape contractor is seeking a qualified
individual for a full time highly diversified sales
management position. Experience should include
design, sales, estimating, scheduling, and admin
istration. Massachusetts and New Hampshire ter
ritory- very desirable area. Send resume to G.S.G.
Corp., P.O. Box2071, Framingham, MA01701.
3/87

LAWN SPECIALISTS: needed for rapidly expand

ing lawn care company. Seeking candidates with
management potential, capab le of handling sales,
production, and service. Experience preferred,
but will train. Excellent pay, friendly work environ
ment. Call Treeland Lawn Care, Bridgeport, CT
203-372-3511.
3/87

MANAGEMENT TRAINEE/SUPERVISOR for lawn
care. NORTHERN NEW JERSEY. We grow supe
rior lawns. Quality oriented, growing company
with residential and commercial accounts needs
person with good basic knowledge of how plants
grow. Minimum of 1 to 2 years related experience.
We offer good salary, rapid advancement, plenty
of challenge and recognition. Call and write:
GREEN-A-LAWN, Post Office Box 5010, Bergenfield, NJ 07621.201-836-5530.
3/87

■

GROWTHOPPORTUNITIES WITHONEOFNEWENGLANDS
LARGESTLANDSCAPECONTRACTORS
FIELDOPERATIONS MANAGER;
Responsible for the coordination of 9 to
12 construction crews. Must be well or
ganized, a self-starter with good com
munication skills. Salary, profit sharing
plus other benefits.
CREWLANDSCAPEFOREMAN:
Experience in all phases of large land
scape operations a must. Salary, profit
sharing, benefits.
OTHERENTRYLEVELPOSITIONS available as well
as management positions.
Send resume to: J. Farmer &Company, Inc.
219R South Main Street
Middleton, MA 01949
(617) 774-2933

HELP WANTED
MANAGEMENT: Central Illinois Lawn Care Com
pany seeking branch manager. Must have produc
tion and sales experience; college degree in
related field preferred. Excellent salary, bonus and
benefits. Will fill position immediately. Send re
sume including salary history to LCI Box 179. 3/87

WANTED
LAWN CARE COMPANIES WANTED: well estab

lished, family owned lawn care company seeking
expansion by purchasing other companies or cus
tomer lists. We will completely buy out, or you can
stay and grow with us. All inquiries to be strictly
confidential. We are searching primarily in the
Northern-Central Jersey - Eastern PA area. If in
terested, send pertinent information to: LCI Box
180.
3/87

Equipm ent W anted: Used Hesston M odel
#180/230 Toro GMT 200, any condition. Please
call Dick Trevarthan, 815-469-5238— 469-5903.
3/87

III

MANAGEMENT POSITION An opportunity with
established computerized lawn care corporation
offering adequate compensation. Must have man
agement background. Send resume & salary re
quirements to: P.O. Box 33111, Minneapolis, MN
55433.
3/87

panding landscape firm, in the Boston MA area is
looking for responsible foreman to do quality com
mercial maintenance. Experience should include
complete knowledge of turf, bedcare and orna
mentals. Year round full time position. Excellent
salary and full company benefits. Send resume to
G.S.G. Corp., P.O. Box 2071, Framingham, MA
01701.
3/87

HELP WANTED

W A N T E D . ID

D.

B y U .S . H o m e O w n e rs
Attem pted Murder of Yards.
Conspiracy to C reate Brown Spots.
Robbery of Tim e and Money from Lawn
Care Operators and Home Owners.

M A N A G E R S N E E D E D FOR LAW N CARE
BRANCHES. One of the Northwest leaders in lawn

care and tree care is looking for experienced suc
cessful managers to run a lawn care branch with
tree service in the West. Salaries range from
$29,000 to $40,000 per year. Send resume to LCI
Box 177.
TF
Working managers experienced in all phases of
lawn servicing looking for opportunity to grow. We
offer lots of work, advancement opportunities to
the right people, good to excellent compensation
and security. Must be willing to relocate to the East
coast (Washington D.C. area) or if you’re the right
person we will consider you for a new office from
Virginia Beach to Northern New Jersey. Call or
write to: Ron Miller, Super Lawns, P.O. Box 34278,
Bethesda, MD 20817, 301-365-4740.
3/87
WINNERS ONLY: If you love the lawn care busi

ness, and are still looking for your personal secu
rity and comfort levels, send us your resume. Your
experience should be in all phases of lawn care,
management, customer sales and service. We are
expanding our operations and will offer the right
individual a unique once in a lifetime opportunity.
When you prove your abilities, we ll guarantee
your success. Send your confidential resume to:
P.O. Box 5677, Rockville, MD 20855.
3/87

S o d W e b w o rm s Tu rf-G rass W e e v ils

A n ts

IF YOU N EED
IN FO RM ATIO N ON
H O W TO FIG H T
T H E S E IN TE R N A 
TIO N A LLY KN O W N
FO R C E S O F
D E STR U C TIO N ,
C A LL
1-800-225-ANDY.

MANAGEMENT: Ever-Green Lawns Corporation,
a division of the multi-national Hawley Group, Ltd.
interested in discussing management oppor
tunities with lawn care professionals looking for a
change. Please respond in writing only to Richard
D. Niemann, Corporate Recruiting Manager, EverGreen Lawns Corporation, 1390 Charlestown In
dustrial Drive, St. Charles, MO 63303.
TF

MANAGEMENT: Midwestern Lawn Care Com
pany poised for growth looking for experienced
branch managers and tree-care professionals. If
your career isn’t “ growing like a weed ”, we would
like to hear from you. Our employees know about
this ad. Please write to LCI Box 169.
TF

MANAGEMENT CANDIDATES: Our recent ex

pansion has increased our demand for qualified
individuals for marketing and branch manage
ment. College degree and/or previous manage
ment experience required. Excellent salary bene
fits and bonus program. If you are aggressive and
results-oriented and want to join one of the fastest
growing companies in the industry then contact:
Sam Lang, Orkin Lawn Care, 550 Interstate North,
Suite 100, Atlanta, GA 30339 or call 404-955-8015.
3/87

G ra s s h o p p e rs

M o s q u ito e s

C lo v e r M ite s

Description—Ugly, furtive creatures that
slink around some of the world’s most
beautiful turf, eating food that does not
belong to them and making otherwise
reasonable home owners very angry at
their lawn services. They can jeopardize
your business without provocation.

C h ig g e rs

CAUTION: These international criminals are
not easy to annihilate. Generally, an insecti
cide must be purchased separately and
spread—an additional step that can waste
valuable resources—specifically, time, labor
and equipment.
T he alternative
Double Agent from The Andersons.
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WANTED

WANTED

Major consumer service company looking to ac
quire lawn care service companies in the MidAtlantic and East Coast states. Minimum of 3,000
customers. Major advantages available to owners
and current employees. Please respond, indicat
ing size and location, in confidence to: Box No.
643, Sparks-Glencoe, MD 21152.
3/87

LAWN CARE COMPANIES
WANTED:

1

National com pany
seeking expansion de
sires to purchase lawn
care companies. Price
negotiable. To be con
sidered, please send in
form ation concerning
the number of custom
ers and revenue to: LCI
Box 154.
STRICT CONFIDENTIALITY
MAINTAINED

Evergreen Lawns, a division of the Hawley Group
Ltd., an international service company doing in
excess of a billion dollars in sales, wants to ac
quire lawn care companies of all sizes. All inquiries
strictly co n fid e n tia l. Please co n tact Steve
Hirshmugal, Director of Finance and Acquisitions,
Evergreen Lawns Corp., 1390 Charlestown Indus
trial Drive, St. Charles, MO 63303.314-946-9700.
TF

SERVICES
CONSULTING SERVICES: Grow your business
with someone else’s experiences. PROGRAM DE
VELOPMENT, TRAINING NEEDS, OPERATION
START UP OR EXPANSION and LEGISLATIVE
PROBLEMS. Over 10 years experience with the

industries’ leaders. Please contact: Philip E.
Catron, M.S., 26548 Haney Avenue, Damascus,
MD 20872, 301-253-5652.
3/87

MISCELLANEOUS

WANTED

WANTED TO ACQUIRE
Lawn care companies in east
ern half of U.S. being sought
by national corporation. Com
plete buy out or stay and grow
with us. If interested, please
call me directly:

Paul Anderegg
Vice President/Marketing
TRU GREEN CORPORATION
(404) 442-8700

KELWAY® professional SOIL ACIDITY and SOL
UBLE SALTS TESTERS available from distribu

tors nationwide. HB-2 and SST brochures from
KEL INSTRUMENTS CO., INC., P.O. Box 1869,
Dept. 2, Clifton, NJ 07015. (201) 471-3954. 10/87

Personalized “DOOR HANGERS”
• TARGETS Key Marketing Areas!7
• PROVIDES Continous Exposure7!
• PROMOTES New Business! / /

Full Details &FREEKITK%/jB T Jg i

ADVERTISERS INDEX

STRICT CONFIDENTIALITY
MAINTAINED

I TRUCREER

TEE TIME' w ith DURSBAN
The Double Agent. With the two-tiered strength
you need to protect our nation’s lawns.
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Simply fertilizing isn’t enough to protect your
customer’s turf from pesky insects. That takes a
fertilizer/insecticide combination like The Double
Agent: Tee Time™ and Dursban®from The
Andersons.
The Double Agent lets you take on both missions
at once. Saving time, labor and equipment.
And the Double Agent gives you the flexibility
you’re looking for, no matter how tough your insect
adversaries. The Double Agent’s arsenal includes:
Tee Time 30-3-5 with Dursban. Tee Time 38-0-0
and 18-3-5 with Dursban. Tee Time triple action
20-4-10 with Dursban and Balan® for feeding,

the p ro fe ssio n al’s
partner
-Ê-Ê-

T

h

e

«

" »

Andersons

® DURSBAN, registered trademark of Dow Chemical.

weeding and insect control. And Tee Time Dursban
2.5G. You can even specify your own custom mix
Double Agent with Dursban.
Each is an expert bugbuster, field proven to handle
even the nastiest turf assignments. At remarkably
affordable prices.

The Double Agent, TEE TIME with DURSBAN.
Saving the world from the evil network of yard
bugs.
Find out more. Contact your TEE TIME dis
tributor today. Or call The Andersons Product
Information Center toll-free.
Call 1-800-225-ANDY.
Lawn Fertilizer Division
P.O. Box 119
Maumee, Ohio 43537

© 1987, The Andersons
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DOORHANGERS, P.O. Box 1504QK. Placentja, Ca 92670
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1-800-225-ANDY
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Adelphi Kentucky
Bluegrass/
A ll-S ta r Ryegrass . . 12
The Andersons
(regional) .................. . 21
Billy Goat Ind............. .26
Brouwer Turf Equip. .41
. 11
Chevron Chemical
Dow Agricultural . 30-31
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Dow Agricultural . . . . .9
Elanco ...................... .3 8
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FS Kees .................. .2 2
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Pro........................... 48-49
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Green Pro ............... . 24
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Hoescht-Roussel
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John Deere & Co. . . 2-3
Kinduell Screen Pro. .5 0
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C o rp............................ .3 4
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Lofts Seed C o........... . .5
M icro-Trak Systems .3 2
Mobay Chemical . 28-29
Modern W elding . . . .3 2
M onsanto Agrie. Pro.
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Moyer & Son
(regional) .................. . 10
Nice N Green ......... .5 0
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PLCAA .................... .4 5
Prentiss Drug &
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R G B Laboratories .4 3
Rhone Poulenc . . 1 6 -1 7
Stauffer Chemical 23-27
Strong Enterprises . .3 2
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Impex Trading . . . . . 44
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Standard Golf Co. . . . 50
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This index is provided as an additional
service. The publisher does not assume
any liability for errors or omissions.
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THE LAST W ORD

Phone hang-ups are a bad connection
B y J a m e s E. O ’ G

uyette

Associate Editor

h, the wearin’ of the
A green.
St. Paddy’s Day is

here and spring is just around
the corner.
And you know what that
means: The phone will be
ringing off the hook with
calls from potential
customers wanting service.
My job entails calling a lot
of people in the lawn care
industry throughout the
USA, and Fve got to say that
you folks rate high marks
when it comes to telephone
courtesy.
However, permit me to
offer a few observations as
one who probably calls more
lawn care people than just
about anyone.
First, how about the
telephone itself? Did you buy
one of those junk phones to
save a few bucks? If so, put
this magazine down
immediately, if not sooner, and
rip the phone out of the wall
and throw it in the trash can—
because that’s where it belongs.
A customer can hardly be
impressed when you sound as
if you’re talking from a deep
sewer or outer space. A
cheapo phone just doesn’t cut
the mustard in a serviceoriented business.
If you can afford it, a
separate business line can
come in mighty handy if you
work out of your home.
It sounds a lot more
professional to answer a call
with a crisp “Big Jim ’s
Landscaping,” instead of

adding, “and that’s no
fertilizer.”
A classic has got to be a
Maryland firm’s recording,
done in a deep southern
drawl: “Howdy. This is the
Lawn Enforcement
Landscaping Service. My
deputies and I are out of the
office at the moment, chasing
down those varmints that
been givin’ our yards so much
trouble this year. If you’d be
so kind as to leave your name
and number we’ll get back to
you. We thank ya.”
A short instruction session

in phone courtesy for your
employees can do you no
harm. “Who’s calling
please?” sounds a lot more
pleasing to the ear than “who
are you?” or “what do you
want?’
Don’t forget, the person
who answers the phone is the
first person a potential
customer talks to.
This brings to mind a true
story about an LCO in the
Midwest. He runs his
business out of his home, and
he sometimes rolls out of bed
at the crack of 10 a.m.

(Which isn’t a bad idea. If I
had my way I’d mosey into
work at noon and slide on out
at 2 p.m., just in time to
make it down to the Stadium
to watch the Tribe batting
practice.)
Anyway, the LCO’s
employees would gather at
his house to drink coffee and
wait for the boss to get up.
Not surprisingly, customers
would start calling at 8 or 9
a.m., and without fail the guy
delegated to answer the
phone would tell these callers:
See G U Y E T TE , Page 49

“yo.”

(When business calls are
answered with a simple
“hello” it always makes me
think I’ve dialed the wrong
number. “Uh, is this Big
Jim ’s?”)
Also, a separate line allows
you to avoid business calls if
you’re feeling antisocial after
being up all night drinking
beer, or if you’re watching
the Browns on TV and
someone calls to complain
about some leaves on their
driveway.
When you’re not available,
an answering machine is just
about essential in this day
and age. A phone that rings
and rings all day means lost
business.
Experts recommend that
you hire an answering
service, and it sure doesn’t
sound like a bad idea to at
least look into the prices in
your community.
If you decide that you
can’t afford an answering
service, please keep your
taped message bright and
cheerful. Some of you sound
like you recorded your little
speech at the county morgue.
A little humor doesn’t hurt.
Tom Mann of the
Greenskeepers, Eagan, MN,
promises to call people back,

This coming season Ferm enta Plant Protection
is going to make sure you beat crabgrass.
And here's how. We will guarantee the perform 
an ce of D acth al W-75 and D acth a l F low able
Herbicide for full-season preem ergence control
of crabgrass in turf. This guarantee applies to
the geographical areas indicated on the map.
The guarantee: In the event that crabgrass
problems do develop, you will be provided
Daconate® 6 postem ergence herbicide FR EE
OF CHARGE to control escaped crabgrass.
All you have to do as a lawn care professional
is apply Dacthal properly.
If you are located in the brown area on the map,
north of 1-80 (excluding Nebraska and Iowa), make

one full application of Dacthal at 10.5 lbs. a.i. /A (
in the spring prior to w eed seed germination.
South of 1-80 and the entire states of Nebraska!
and Iowa (blue area), Dacthal m ust be applied on

■

1 Full Application

Split Applicationsi

f
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MEETING DATES

MARCH
■ 19th Annual
Professional Turf and
Plant Conference,
March 11, Nassau Memorial
Veterans Coliseum,
Uniondale, Long Island, NY.
Contact: The Nassau Suffolk
Landscape Gardeners
Association, 55 Orinoco
Drive, Brightwaters, NY,
11719; (516) 665-2250.
■ Mid-year National
Educational
Conferences and Tabletop Expo,

March 14-17, Sheraton
Poste Inn, Cherry Hill, NJ.
Contact: Jean Day,
Environmental Management
Association, 1019 Highland
Ave., Largo, FL, 33540; (813)
586-5710.

■ Reinders 8th Turf
Conference,
March 18-19, Waukesha
Expo Center, Waukesha, Wl.
Contact: Ed Devinger,
Reinders Brothers, Inc.,
13400 Watertown Plank
Road, Elm Grove, Wl, 53122;
(414) 786-3301. (L aw n C are
In d u s t r y Editor Elliot Maras
will speak, as will Heide
Aungst, associate editor of

Weeds, Trees and Turf.)

APRIL
■ South Florida &
Caribbean Landscape
Show Spectacular,
April 10-11, Miami Expo/
Center. Contact: Charley
Roberts, Florida
Nurserymen & Growers
Association, Dade County
Chapter, 19160 Krome Ave.,
Miami, FL 33187; (305)
235-2035.
■ New High Tech
Manager/Pesticides and
Safety Seminar,

April 29, Holiday Inn, Rolling
Meadows, IL. Contact: Jean
Day, Environmental
Management Association,
1019 Highland Ave., Largo,
FL, 33540 (813) 586-5710. (A
similar event is in Milwaukee
the next day.)

M AY
■ New High Tech
Manager/Pesticides and
Safety Seminar,
May 19, Ramada Hotel,
Minneapolis, MN. Contact:
Jean Day, Environmental
Management Association,

1019 Highland Ave., Largo,
FL, 33540; (813) 586-5710.

■ New High Tech
Manager/Pesticides and
Safety Seminar,
May 20, Airport Hilton, Des
Moines, IA. Contact: Jean
Day, Environmental
Management Association,
1019 Highland Ave., Largo,
FL, 33540; (813) 586-5710.

AUG.
■ ALCA Exterior
Landscape Contracting
Division Conference
(Farwest Show),
Aug. 27-28, Red Lion Inn,
Portland, OR. Contact:
Rebecca Crocker,
Associated Landscape
Contractors of America, 405
N. Washington St., Falls
Church, VA, 22046; (703)
241-4004.

GUYETTE.
from Page 48

a split application program. M ake the first Dacthal
application at 10.5 lbs. a.i./A in the spring prior
to weed seed germination. M ake the second
Dacthal application at 5V4 lbs. a.i./A , 45 to 60
days later.
Naturally, applications m ust be made by pro
fessional applicators.
So this season, don’t kid around with crabgrass.
Make your preem ergence herbicide Dacthal W-75
or Dacthal Flowable and get guaranteed
crabgrass control.
For m ore information about the Dacthal
Crabgrass G uarantee, contact your Dacthal Sales
Representative or the Dacthal D istributor
nearest you.

Ferm enta Plant Protection Company,
7528 Auburn Road, P.O. Box 348, Painesville,
Ohio 44077.

M

FERM ENTA
P L A N T P R O T E C T IO N

“ He c a n ’t com e to th e
phone—he’s still in bed.”
I understand that this went
on for years until someone fi
nally told the boss what was
going on.
Now I have a theory. I
haven’t seen many university
studies on this topic, but I’d be
willing to guess that an irate
customer would not be thrilled
to discover that the head guy
was still sacked out at 10 a.m.
But that’s just a theory.
However, I hereby give my
permission for you to lie if you
find yourself in a similar spot.
“He’s in a conference right
now” will do nicely.
Please don’t let children or
non-English speaking em 
ployees go near the phone if
they have not yet learned how
to use it.
Another true story. (I’m not
making these up, trust me.)
Here’s a call I placed to an
other Maryland firm:
He: “Hello?”
Me: “Is (the boss) in?”
He: “No.”
Me: “Do you know when
he’ll be in?”
He: “No.”
Me: “May I leave a mes
sage.”
He: “No. No speaka Engleesh.”
He did manage to explain
that if I would hang up and call
back (long distance), he would
connect the tape recorder.
Then you have a situation
where the guys can speak En
glish real good—but they’re
too busy, so they say to a cus
tomer: “Hey, call me back in
about two weeks, maybe we
can take care of you then.”
Returning all calls within
24 hours, even if you can’t do
the work right away, helps re
tain those coveted accounts!
LCI

*Z.
A lw a y s fo llo w label directio n s carefu lly w hen u sin g t u r f ch em icals.

Circl^N^^^r^eadeMnquir^CafT]
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NEW PRODUCTS
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Tie down turf, covers
with giant yard stapler
Anchor It works like a large
staple gun for sod and land
scape sheeting.
You position it in place,
press down on the spring
loaded handle, and a 6-inch
long steel staple is pushed into
place, according to Standard
Gold Co., Cedar Falls, IA.
The product holds 50 sta
ples and it is easy to refill, the
company said.
The staples can be left in
the ground or removed later.
They will rust away in time.
Anchor It is made of cast
aluminum, and it weighs less
than 10 pounds.
Handles are cushioned with
foam.
LCI

Anti-vibration design
on Bunton trimmers
Bun t o n t r i mme r s and
brushcutters are designed and
built to provide low vibration
and low noise for use in com
mercial applications where the

Circle No. 205 on service card.

operator is expected to use the
equipment for long periods of
time without fatigue.
Three trim m er sizes are
available from the Louisville,
KY, firm, with a choice of tap
string feed or manual string
feed.
The larger com m ercial
units feature solid drive shafts
and heavy duty gear reduction
drives.
These models are available
with electronic ignition and a
24 cc or 33 cc Kawasaki 2-cy
cle engine.
Both star blades and saw
blades are available for de
manding conditions.
All models include a shoul
der strap, engine stand, tool
kit and blade guard.
LCI

Walk or ride with new
Terracare core aerator
A new aerator is being added
to th e T erra care product
lineup.
The Walk-R-ide, made in
Pardeeville, WI, is equipped
with a removable stand on the
the rear of the machine.
The operator can either
ride or walk the aerator, de
pending on aerating condi
tions.
LCI

Circle No. 206 on service card.

Circle No. 207 on service card.

INCREASE CUSTOMER A N D PUBLIC GOODW ILL WITH

LAWN MARKERS
LOW COST — EASY TO INSTALL

CLIMBING

(Available in quantity)

UP ON TO P
Lawn M a r k e r s cu sto m ize d
w it h y o u r c o m p a n y n a m e
and a v a ila b le in tw o
styles, w it h y o u r logo
o r w it h th e i n t e r n a 
tio n a l sym b o l fo r
"s ta y o ff th e g ra ss."
Includes, plastic
d o w e ls th a t fit
in to m a r k e rs .

CALL OR WRITE TODAY FOR A QUOTE

KINDUELL SCREEN PRODUCTS
STREET

W IL D E R

NEW PORT

304 S.S. 600 gallon tank • dual stage c e n trifu g a l pum p (100
GPM or 200 PSI) • sparger a g ita tio n • PTO drive • 12 volt
e le ctric reel • low to the gro u n d w ork p latform • O ptions: 5
gallon hand rinse tank & bracket • SO LO 425 (475) Knapsack
Sprayer and stand

WE ARE MASTER DISTRIBUTORS FOR
Myers pumps &replacement parts
Call for quantity discounts 1-50
Hypro diaphragm pumps &parts
GPI digital meters
Hannay reels

Westheffer

1-800-354-9877 or (606) 581-5444

110 C E N T E R

with the best in components
design and servicing.

KY. 41071

Circle No. 120 on Reader Inquiry Card

Westheffer Company, Inc.
PO Box 363, Lawrence, KS 66044
1-800-332-0003 In KS
1-800-362-3110 USA
Circle No. 141 on Reader Inquiry Card

HOSE 300' &400' lengths
Accuflex, Green Garde, Goodyear
HANDGUNS:
Chemlawn, JD9-C, Hypro, Myers,
stainless steel

Custom -m ade
tank trucks built
to your
L O W B U R N U F F E R T IL IZ E R S
• Low Volume Safety
• Protects During Summer Stress Periods
• Quality Control
• Economical

NG 1515

30-0-0

NG 612

18-0-0

Clear Liquid Solution

Fertilizer Suspension

Contains 15 Units of Nitrogen from
Methyol/Methylene Urea

Contains 12-14 Units of Nitrogen from
Methylene & Poly Methylene Ureas

1 - 800 - 982-1515
Contact your local distributor for all your fertilizer and custom blending needs
Saline Valley Fertilizer
313429-2300

FLO R ID A
Growers Fertilizer Cooperative
813-956-1101

ILLIN O IS
Nice 'n Green Plant Foods
312-963-3328
800-982-1515

M A SSA CH U SETTS
AgriTurf
413-247-5687

V IR G IN IA

M IC H IG A N

C A LIF O R N IA
Fallbrook Fertilizer
619-728-6717

Turf Services
616-842-4975

M IS S O U R I
Lange-Stegmann
314241-9531
800-241-1881, Ext. 170

NEW JER SEY
Plant Food Chemical Company
609-448-0935

Tidewater AgriCorp, Inc.
804-424-7910

W A SH IN G TO N
Wilbur-Ellis Corporation
206-854-8778

CAN AD A
Alberta
Greendrop, Ltd.
403-273-5352
800-661-9235

Quebec
NPK
514-652-2507
800-361-1226

Circle No. 129 on Reader Inquiry Card

Graham Lawn
Equipment, Inc.
8878 Bright Star Road
Douglasville, GA 30134
(404)942-1617

Circle No. 114 on Reader Inquiry Card

That’s an exceptionally strong
statement, Ray. But let’s start with
the product. Is it something new?

“We’re talking about pre-emergent
turf herbicide products using pendimethalin, and this
is the first time they’ve been widely available to lawn
service companies.”
And you can back up that statement about Scotts®
pendimethalin products being the best? “I sure can...

with over six years of extensive formulation and field
research.”
What makes pendimethalin so good? “Its broadspectrum action. Look at all of the tough grassy weeds
it controls—crabgrass, goosegrass, foxtail, barnyardgrass, fall panicum, and Poa annua."
What broadleaf weeds does it control? “Oxalis, pros
trate spurge, chickweed, cudweed, hop clover, henbit,
and eveningprimrose. And soon we may be able to
add to that list.”

That sounds good, but how long does it last? “It pro

vides excellent residual activity.. .four to five months
for most weeds when properly applied.”
How many species of turfgrasses can I use pendimeth
alin on? “Right now, it’s labeled for use on nine spe

cies of established cool and warm season turfgrasses.”
What forms does it come in? “Four. In addition to
water-dispersable granules, we also offer three exclusive
ready-to-use dry-applied products—a fertilizer/pendi
methalin combination and two straight pendimethalin
products—one for cool-season grasses and one for
warm-season grasses.”
And how much does it cost? “On a square-foot basis,
the price is very competitive. Factor in the broadspectrum action and residual. . .which should reduce
callbacks... and Scotts pendimethalin products become
an unbeatable value.”
For more information about pendimethalin turfgrass
herbicide, call Scotts Lawn Care Service Supply Divi
sion at 800-543-0006. In Ohio, call collect
513-644-2900.

You can’t get better
pre-emergent control of
grassy and broadleaf weeds...
or a better value.”
Ray Huey, Scotts project leader

(Herbicide Research and Development),
talks about Scotts pendimethalinbased turf products.
Circle No. 131 on Reader Inquiry Card

Now you can hang up yo u r
gloves in the fig h t again st
broadleaf w eeds w ith LESO
Three-Way Selective
Herbicide.
------------------------------------------------------------------------------------------------------- \

Deliver the knockout punch to more than
30 broadleaf weeds — including such
tough champions as ground ivy and
spurge — with the combined effectiveness
of 2,4-D, MCPP and dicamba. You’ll get
quick-action, single-application control.
Available in five-gallon, 30-gallon and
55-gallon containers, LESCO Three-Way
Selective Herbicide eliminates the incon
venience and inefficiency of tank mixing
individual components. Bulk shipment by
tanker truck or tote tank is also available in
most areas.
Controlling broadleaf weeds doesn’t have
to be a fight. Order LESCO Three-Way
Selective Herbicide today. Call toll free.
( 800 ) 321-5325

( 800 ) 362-7413

NATIONWIDE

IN OHIO

LESCO, Inc., 20005 Lake Road, Rocky River, Ohio 44116 (216) 333-9250
Circle No. 122 on Reader Inquiry Card
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