Waste Management buys Tru Green

By ELLioT MaRrAs
EpiToR

SPECIAL REPORT— Waste
Management, Inc., the na-
tion’s largest waste disposal
company, has purchased Tru
Green Corp., the second
largest lawn care company.
Purchase price was not re-
vealed.

Oakbrook, Ill.-based Waste
Management made headlines
earlier this year in its failed
takeover bid for ChemLawn
Services Corp. ChemLawn
felt Waste Management’s
price was too low and was
eventually bought by Ecolab,
Inc. for a higher price.

Tru Green will now oper-
ate as a wholly owned sub-

sidiary of Waste Manage-
ment, which is publicly held.
Officials from both com-
panies confirmed there will
be no management changes
at Tru Green.

Tru Green has bought sev-
eral other lawn care com-
panies this year. Company
president Howard Evers esti-
mates total 1987 revenues at

$73 million.

The acquisition means
Tru Green’s growth ac-
tivities will continue at a
quicker pace, Evers said.

‘“We’re extremely ex-
cited,” he said. “It’s going to
strengthen our position in
the industry. It gives us the
opportunity to grow—in-

See BUY Page 22

Evers: We're excited!
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Side or rear bag?
Preferences vary

A bagging question: Using a
side or rear bagger is largely a
matter of personal preference.
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NATIONAL REPORT—In the
market for a new mower? One
question that often comes to
mind is whether a side-bagger
or rear-bagger is easier to work
with.
A random survey of con-
tractors yielded no consensus.
“I think it’s a matter of leg
length more than anything,”
says Art Wick, vice president
of research and development,
LESCO, Inc., Rocky River,
Ohio. ‘“Short-legged (oper-
ators) will like rear-baggers—
long-legged (operators) will
complain.”
Wick adds that “the more
important part is the lift of the
See BAGGERS Page 22

Jump seen
in mower
sales!

LOUISVILLE—Members of
the Outdoor Power Equip-
ment Institute predict im-
proved turf equipment sales
for 1987. Growth is predicted
for walk-behind rotary
mowers, riding rotary turf
mowers and riding reel
mowers.

“Landscape and lawn care”
was identified as the fastest
growing segment of the com-
mercial turf market, compris-
ing 33.5 percent of the market
at present, OPEI reported. LCI

NEXT MONTH

B An independent researcher summarizes test
performances of some new herbicides.

B Special PLCAA show issue.
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Bluegrass Billbug larvae are
sometimes mistaken for white
grubs. Infestations have been
reported in North Central states.

Timing holds key
to billbug control

KANSAS city—The billbug
presents a formidable foe to
LCOs and lawn management
contractors in many parts of
the North Central region. In-
festations have struck in the
last few years and the insect’s
biology isn’t yet fully under-
stood. Control has proven dif-
ficult.

Mild winters tend to in-
crease overwintering survival,
which results in larger num-
bers the following season,
noted Frederick P. Baxendale,
Ph.D., extension entomologist
at the University of Nebraska
in Lincoln. “I think that’s why
we’'ve been seeing increased
numbers in the last two to
three years,” he said.

Baxendale spoke on con-
trolling billbugs at the Profes-
sional Lawn Care Association
of Mid-America seminar in
Kansas City.

The most common billbug
species, the Bluegrass Billbug,
primarily afflicts Kentucky
bluegrass.

The Hunting Billbug,
which is slightly larger, prefers
warm season grasses. “In this
area, it is probably one of the
most important pests on
zoysiagrass,” Baxendale said.

There is also the Denver
Billbug, common in Colorado,

western Kansas and western
Nebraska. This species differs
in that it overwinters as a
larva, meaning two insecticide
applications instead of one
may be needed to control the
pest.

Whatever the species, bill-
bug feeding results in yellow-
ing and thinning of turf.
However, the same symptoms
can be caused by drought

See BILLBUG Page 18

Posting
coming to
New York

ALBANY, N.Y.—A series of
public hearings are being
planned throughout New York
as state officials finalize a
posting law.

The measure already has
been passed and signed into
law by the legislature and gov-
ernor, and now it’s up to the
New York State Department
of Environmental Con-
servation’s Bureau of
Pesticides to fine-tune the reg-
ulations.

A series of eight hearings
will be held in five locations.
Details were not set at press-
time.

Currently the law calls for
one sign every 12 feet on a prop-
erty, but Diana Krantz, execu-
tive director of the New York
State Pesticide Users Council,
thinks that will change during
negotiations. “Once the hear-
ings go through I think they’ll
compromise.” LCI

program director.

3PF discontinues Dietz’s contract

BOSTON—The Pesticide Public Policy
Foundation’s board of directors has discontinued
David Dietz’s contract as the organization’s

Dietz has been unable to work as a result of an
automobile accident Memorial Day weekend. He is
recovering in a rehabilitation facility after
spending several months in a hospital in a coma.

““The directors of 3PF had to, because of the
most unfortunate automobile accident, make a
painful decision to discontinue the relationship,”
said Erik Haupt, board chairman. ‘This probably
would be the way Dave Dietz would want it.”

The board has established a search committee
and has interviewed candidates for the position.
The job was offered to one candidate during an
interview in Boston. A decision will be announced
in the “very near future,” Haupt said.

The group lobbies for pesticide interests.

LCI




or the long run.

Introducing a powerful
new force in riding
rotary mowers.

Now there’s more to Cushman
Front Line® Mowers than top cutting
performance. More power. More
operator comfort. More endurance.

Now there’s the new diesel-
powered Cushman model 807.

Its totally integrated power train
and new hydraulically-powered
steering gives you unmatched per-
formance over the long run. The
807 dispatches thick, wet grass on

tricky maneuvers around obstacles
without losing ground speed. ~
It’s factory-equipped with

wide 23 x 10.50-12 { =B
tires to accom- m ~
modate any o (B

accessory without
major modifications.

We’ve included a heavy-duty
Donaldson air cleaner to keep
.p _ performance up and mainte-
"- nance down. A Stanadyne
~i water separator fuel filter

b tO protect injectors and
| injection pumps. And
a new heavy-duty
Cushman PTO clutch
to keep your new
Cushman Front
Line running
longer.

Precision
Performance. \
At the heart of the new,
four-wheel 807 is a pow-
erful 21.5 horsepower, 3-
cylinder Kubota 950 diesel engine.




As with all Cushman Gas and
Diesel Front Line Mowers,
the 807 features a durable 60-
or 72-inch side or rear discharge
mower deck that leaves no grass
uncut. The under-deck baffle design
produces a positive lift and free
flow of air for the industry’s most
uniform discharge of clippings.

No other rotary mower gives you
a cleaner cut.

Circle No. 326 on Reader Inquiry Card

A complete family of Cushman
Front Lines and a wide range of
accessories are available to meet all
your needs. Choose a 3 or 4 wheel
design. Add the exclusive Cushman
Grass Caddy™ system, which lets
you cut, catch, and hydraulically
dump 16 bushels of clippings with-
out leaving the seat. Shut out the

elements with a
weather-tight cab.
Or keep your Front Line working all
year with a Snow Thrower, Snow
Blade, Tine Rake, Flail Mower,
Leaf Blower, or Rotary Broom.

In the long run the Cushman
Front Line is a cut above the rest.
For a convincing demonstration

contact your Cushman dealer today.
Or call toll-free: 1-800-228-4444.

CUSHMAN'
BUILT TO LAST

3284 Cushman, OMC-Lincoln, P.O. Box 82409, Lincoln, NE 68501

(© Outboard Marine Corporation, 1987. All rights reserved.



Expanded PLCAA show moves west

SAN ANTONIO—The eighth annual conference and show of the
Professional Lawn Care Association of America moves west for
the first time Thursday, Nov. 12 through Sunday, Nov. 15 in San
Antonio, Tex. The conference includes a three-track educa-
tional format and the trade show will have longer viewing hours.

There will be a total of 16 hours floor time for the trade show,
with 12 hours exclusively for exhibit viewing. More than 150
exhibitors are expected to participate.

The Outdoor Power Equipment Demonstration will be held
Sunday morning on Nov. 15.

Roger Staubach, the winningest quarterback in the National
Football League, will give the keynote talk.

The three-track educational format will offer sessions on
business, landscape and agronomy topics. The program will
include 37 1/2 hours of instruction.

Topics will include customer retention, hiring and firing,

regulations, cost estimating, business expansion opportunities,
leadership, liability of equipment managers, turf soil biology,
basic agronomy, avoiding legal problems, and others.

Early bird workshops on Thursday will include “The Total
Lawn Care Organization,” “Estimating Landscape Mainte-
nance Costs,” and “Developing an Effective Training Pro-
gram.”

There will also be a three-day small engine clinic, events for
new members and the PLCAA annual meeting.

A free spouse orientation presentation is scheduled at the
beginning of the show to acquaint guests with places to visit in
San Antonio.

An extended, all-day spouse program on Saturday will sample

FALLS CHURCH, VA.—The
Green Team Conference, ti-
tled “A Commitment to Suc-
cess,” Nov. 7-11, includes an
array of speakers addressing
both business and technical
aspects of lawn management.

The conference, to be held
at the Hyatt Regency Crystal
City, Arlington, Va., is co-

Robert Menzer

Green Team to offer wealth of info!

the city’s highlights.
Members and spouses are invited to the Texas-style “Early
bird” reception Thursday evening. LCI
NE Green
revenue

O’Connell, co-author of the work
which proposed no-fault auto in-
surance and a professor of law at
the University of Virginia, will
give the keynote ad : y

Richard Jack, a lawyer in
Athens, Ga., will speak on liabil-
ity in lawn management.

Gary Thornton, Thornton
Landscape, Inc., willlead a panel
discussion on safet¥).

Rober Menzer, Ph.D., direc-
tor of the Maryland Water Re-
sources Center at the University

was incorrect!

DETROIT—New England
Green, Inc.’s lawn care earn-
ings for 1986 were incorrectly
listed in LAwN CARE INDUS-
TRY’S 1987 Million Dollar
Lawn Care List. The earnings
were $8.67 million, not $4.5
million.
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sponsored by the Associated
Landscape Contractors of
America’s Landscape Man-
agement Division and the
Professional Grounds Man-
agement Society.

presentations will be an-
nounced in the program
guide.

Sunday, Nov. 8—Jim Per-
rone, Perrone-Ambrose Associ-

ates, will speak on leadership
skills and developing a corporate

of Maryland, will talk on
“Pesticides: Past, Present and
Future.”

John Davidson, an _ento-
molog¥ rofessor at the Univer-
sity of Maryland, will discuss
summer oils. Later that day,
PGMS will hold a business

The correct earnings would
have placed the company
number 11 on the list. Growth
over the previous year was
over 90 percent. LCI

The conference program
is as follows. Times for the

vision.

Monday, Nov. 9—Jeffrey

buzz sessions.

meeting and ALCA will have

LCI ?:

Elanco Products Co. is
establishing a specialist to deal
with exclusive needs of LCOs.
The new lawn care specialist is
Lonnie M. Pell. He will assist
LCOs in developing programs,
gathering information and
testing products of the
formulators who currently serve
this market.

‘““‘Elanco recognizes the
importance of the lawn care
industry,” says William H.
Culpepper, Elanco’s director of
specialty products, ‘“‘and we
intend to serve this growing
industry not only with superior
products, but also with superior
service.”

Despite several federal court
decisions holding that only the
federal and state governments
have the authority to regulate
pesticides, Sen. John Chafee, R-
R.I., has introduced a bill to
grant local jurisdictions the
same authority. Green industry
trade associations have testified
before the House Agriculture
Committee that such attempts
undermine the authority of the
Federal Insecticide, Fungicide
and Rodenticide Act.

The Sierra Chemical Co. has
acquired the specialty
agricultural products division
of Mallinckrodt, Inc. The
acquisition adds a full-line of
pesticides to Sierra’s line of

§ MEMOS

controlled-release fertilizers.

Acquisition of the St. Louis-
based pesticide division marks
the first for Milipitas, Calif.-
based Sierra.

Mallinckrodt plans to focus
more on core medical, specialty
chemical, flavor and fragrance
businesses.

Ohio green industry
representatives are
petitioning the state
legislature for more funds to
fight the gypsy moth. The
foliage-destroying pest has been
sighted in the northeastern part
of the state.

The legislature appropriated
funds to fight the pest this year,
but the Ohio Pesticide
Applicators for Responsible
Regulation and the Ohio
Nurserymen’s Association say
more is needed. Otherwise, the
pest will become entrenched and
the state will have no choice but
to allocate even greater sums.

The State of Pennsylvania
spent more than $4 million in
19886 to suppress the moth after
it decimated tens of thousands of
acres in that state.

Indiana LCOs and lawn
management contractors are
racing toward a viable
organization. Officials of the
Indianapolis Lawn Care
Association and Purdue
University were thrilled over the

large turnout for the Sept. 1
trade show and conference.
Anticipated attendance was
about 200 people representing
some 80 companies and 35
exhibitors. Instead, more than
R75 green industry
representatives attended the
outdoor event in Carmel, Ind.

The city of Hinsdale, Ill. has
vetoed professional lawn care
for public grounds. An
‘“‘uproar’ raised by the Lake
County Defenders, an anti-
pesticide group, resulted in
Hinsdale’s dumping of plans to
hire a lawn care firm to treat the
community’s parks.

ChemLawn sent a
representative to pitch lawn
care’s case, but city council
members balked at a dispute
with the Defenders, a group from
nearby Crystal Lake. “It’s been
going on up there for some
time,” sayse a ChemLawn
spokesman. ‘“‘Everybody from
Crystal Lake came down and
raised hell.”

Lawn Boy Product Group of
Outboard Marine Corp. will
buy Gilson Brothers Co. Gilson
is a Plymouth, Wis.-based
manufacturer of lawn and
garden tractors, tillers, walk-
behind mowers and rear-engine
rider mowers.

Lawn Boy manufactures walk-
behind mowers. LCI
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Industry suffers for abusive sales tactics

By ELLior MARAS
Editor

t only takes one patch of

pythium blight to ruin a
lawn. And it only takes a few
unscrupulous operators to
tarnish an entire industry.

When I called LCOs at
random to ask about their
competitors’ sales tactics,
almost half said their
competitors badmouth them
on occasion. Competitors
sometimes cast aspersions on
the quality—and sometimes
the safety—of their products
and practices to lure away

their customers.
Badmouthers are a

liability the industry cannot
afford at a time when its
practices are under close
scrutiny by the media and
environmental groups.

Dave Murphy, president of @

Green Valley Co., piqued my
interest in the issue with his
rousing speech before the
Professional Lawn Care
Association of Mid-America
Seminar in Kansas City.

He told how he tested the
ethics of the physician who
has, for a number of years,
tested his employees’ blood
for cholinesterase. Murphy
announced one day that he
was switching to another
physician who had just set up
practice and was offering the
service for a lower price.

The physician told
Murphy he was sad to see
him go; he enjoyed working
with him and his employees.
Murphy said he was sad too,
but he had to do what made
the best financial sense.

Bidding Murphy goodbye,
the physician said he hoped
all goes well with the new
physician. Murphy had one
last word: he wasn’t changing
phsyicians after all!

He explained that he
simply wanted to see how a
professional talks about a
competitor when a
customer’s business is at
stake. He got his answer.

Physicians can’t afford to
badmouth one another. With
malpractice suits flying and
the insurance getting more
expensive, the medical
profession has learned it
can’t afford backbiting
within its ranks.

For physicians to defame
other physicians would fuel
public doubts about the
overall quality of medical
care, and the whole
profession would suffer.

Murphy'’s doctor told him
he wouldn’t criticize another
doctor even if he did doubt
his competence.

The time has come,
Murphy implored his
colleagues in Kansas City, for
the lawn care industry to
realize that it too is a
profession.

He tearfully related
instances where competitors

have told his customers his
products were unsafe or
ineffective, and that his
workers were poorly trained.

Murphy said he heard no
less than 100 such stories this
past spring. He estimates 10
percent of the companies in
the Kansas City area have
stooped to such tactics.

My random check would
indicate the percentage of
offenders is actually much
smaller.

But it’s still too high. The
bad apples are doing more to

fuel the current public furor

e
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When you use

" UPFRONT )

over pesticide risks than the
organized opposition is—
simply by questioning LCOs’
competence.

Any LCO that gives quotes
for a competitor’s customers
should make it clear he isn’t
casting doubts on his
competitor.

If you know of a
competitor that plays dirty,
find out if it’s the company’s
standard practice or just an
overzealous salesperson.

Then get together with
your reputable competitors
and share notes. If you agree

=~

who the bums are, start
blackballing them. Make a
joint complaint to the local
Better Business Bureau.

See if they belong to
business and trade
associations. If they do, get
them kicked out.

The lawn care industry
should take a cue from the
medical profession and
upgrade its salesmanship
ethics.
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the grasses are always greener
on the other side.

If you want to be the envy of the
ornamental world, consider Poast

herbicide.

Poast delivers consistent, gentle

gentle to ornamentals. You can
apply Poast over-the-top at all

don’t need soil incorporation or
moisture to activate either.

stages of ornamental growth. So
you don't have to worry about soil
residue or leaching. And you

Best of all, Poast saves you all the
time, labor and expense of

control of your toughest grasses.
Like bermudagrass and
crabgrass, quackgrass and fox-

handhoeing.
So this year, let Poast take care of

tails. And in your most valuable
greenery. Like flowers, shrubs,
trees and ground covers.

With Poast, you don't have to
bother with directed or shielded
sprays. Because Poast is proven

the grasses. So you can take care
of the rest.

From BASF. Always follow label
directions.

BASF Corporation
Chemicals Division

© 1987 BASF Corporation
Poast is a registered trademark of BASF

BASF
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Snowplowing—the off-season option

By ELLioTr MAaRAS
Editor

awn care and lawn man-

agement companies can

supplement their in-
comes in the off-season shov-
eling snow, usually with
minimal investment.

Companies with four-wheel
drive trucks already have most
of the equipment needed to
plow snow—all that’s further
required is the plow, heavy
duty battery, heavy duty alter-
nator, adjustable headlights
and a strobe light.

They payoff can be big.
Aside from increased pro-
fitability, snow removal en-
ables a company to keep
employees year-round, im-
proves the company’s cash
flow, and fosters stronger cus-
tomer loyalty.

But to be successful in snow
removal, the contractor must
take on only those jobs he is
equipped to handle.

Ron Kujawa, president of
KEI Enterprises, Cudahy,
Wis., says it is imperative that
contractors be careful not to
sign up more customers than
they have the equipment and
manpower to handle.

Also, Kujawa says, make
sure the properties are easily
accessible.

“Selectivity and refrain
from over commitment—
these are two real key things,”
he says.

Snow removal customers
are more concerned with a
contractor’s reliability than
his price, Kujawa says.

And don’t assume everyone
on your lawn management
crew is suited for snow re-
moval. “Not everybody has
the temperament to work un-
der a snow situation,” Kujawa
says. The hours are long, the
work is hard, and customers
are often under stress and can
be highly irate.

“I would be very wary about
getting into this business
without prior experience,”
says Bill Davids, vice presi-
dent of operations for Clar-
ence Davids & Sons, Inc., Blue
Island, Il

Davids does not see snow
removal as a major profit gen-
erator for the company: It ac-
counts for less than 3 percent
of the company’s $3.5 million
annual revenue.

But he considers it an im-
portant service for a full-ser-
vice firm to offer its customers,
particularly commercial cus-
tomers. It also enables the
company to keep its foremen
employed year-round.

A big investment

About 12 of Davids workers
are involved in snow removal.

Two large trucks are fitted
with front-end loaders and salt
spreaders while four pickup
trucks are equipped with
plows. There are also 30 hand-
shovels and five snowblowers
involved.

Todd Meyer, maintenance
production manager, advises
the crew to get to bed early on
nights when heavy snow is
forecasted. All are assigned to
specific trucks; the same ones
they work with in the summer.

The trucks are gassed early
in the evening. “It’s real hard
finding a gas station at 1a.m.,”
Meyer says. Trucks are also
equipped with two-way radios
in case of emergencies.

Insurance is important,
Davids points out, because of
the liabilities involved. Prob-
lems can be caused by a person
who falls on ice after it has

been salted, or by a person who
has an accident because the
plower was late getting to a
site.

Contracts must clearly
state when plows will come
out, Davids says.

His contract stipulates the
plows clear parking lots and
driveway entrances as soon as
two inches of snow has accu-
mulated. Customers are billed
monthly.

Contracts in the past al-
lowed fees for heavy snowfalls
to be negotiated on a per-job
basis. Davids says this didn’t
work well. LCI
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There’s an armed
sn uggle going on out there.

J Man versus machine. In this
Y case, its operators just like you
e battling it outw ith old-fashioned
pmol grip” type steering. But
) now there’s a way for you to gain
_the upper hand. T-bar steering
B exclusively from Toro.

Toros patented T-bar

T e e, ",

- o.: avraﬂ\-mh

el Jniau nu

steering system makes commercial walk
behind mowers easier than ever to operate. So much sg
that users prefer it 8 to 1 over pistol grips.

The first area of superiority is manpower. All
that squeezing and wrestling with pistol grips can fatigug
even the heartiest operator. But with the T-bar, you
simply push forward on the bar itself for easy; controlled
mowing,. That minimizes fatigue and keeps operators
going longer.

T-bar steering also improves maneuverability: Now
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How to write a snow removal service contract

By Tom GARBER

snow service contract
is like life insurance—
it’s really important to

have it, but you hope you’ll
never have to use it!
Contracts provide the nec-
essary structure of a service-
oriented business rela-
tionship. But quality service
and satisfied customers are the
heart and soul of a good con-
tractual relationship. The
best contract document will
not preserve the relationship
between dissatisfied custom-
ers who perceive their inter-

ests are not being served by the
contractor.

But assuming that quality
services are being given to sat-
isfied customers, let us look at
the areas that should be ad-
dressed in a snow service con-
tract.

Payment structures vary

At least three payment
structures are possible in a
snow service contract. The
first is the popular “time and
materials” method in which
the contractor charges by the
hour as services are rendered,
plus materials costs.

When the hourly rates
charged are sufficient, thisis a
great way to make money...if it
snows! But for the company
that depends on snow removal
income to cover overhead and
profit, there may be great trou-
ble ahead if it doesn’t snow.

Even a mild winter with
light snowfall can mean a fi-
nancially bitter season for the
contractor who operates solely
on the time and material basis.

The second method of pay-
ment structure is the “fixed”
or “flat rate” contract. Using
this method, the contractor
exchanges the potential for big

money in the time and materi-
als contract for the security of
guaranteed cash flow during
the winter months. The con-
tractor using this method is
well-advised to look back his-
torically at the revenues gar-
nered from a particular site for
several years and to correlate
this data with climatic norms
in the area.

The first objective in struc-
turing a “flat rate” contract is
to determine what the average
annual revenue would be and
then convince the customer to
pay that amount each year.
This type of payment struc-

n Arms Control.

you can get around any obstacle easier, faster and
deaner. Iust move either end of the bar forward or

backward and the ma-
thine changes direction.
T-bar steering
offers you more control,
100. That's because the
Fbar handle itself is
your traction control.
Let go, and the handle
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returns to neutral and disengages the traction belts.
The next time you see a  Toro T-bar walk behind
mower, stop and ask the operator
how it performs. We expect you'l
want to contact your local Toro
distributor for a thorough demon-
stration. At which time you'l
see firsthand just how
important arms control
is to your future.

TORO.

The professionals
e

ture is not for gamblers (either
contractor or customer), but is
best suited to those of us who
dislike extreme variations be-
tween budget projections and
actual income.

When used with a select few
customers who see their con-
tractor as a valuable team
member, the flat contract can
be an effective method to pro-
mote a company’s financial
health during the winter.

The third method of pay-
ment is the “retainer” con-
tract. This method can
represent a true “win/win”’
contractual structure. The
contractor’s “win” is steady
monthly income each month
of the winter whether it snows
or not. The customer’s “win”
is reduced rates for snow re-
moval throughout the winter.

The customer agrees to pay
the contractor a certain
amount each month whether
it snows or not in exchange for
certain concessions in the
hourly rates charged.

One way for the contractor
to structure the retainer pro-
gram is to bill a winter
monthly retainer equal to one-
half of the property’s average
monthly snow bill. For exam-
ple, on a property that nor-
mally spends $10,000 per year
for snow removal, the average
monthly cost (November
through March) would be
$2,000. Billed at half that rate,
the monthly retainer would be
$1,000 per month.

The contract would specify
that the customer would be
billed this amount the first of
the month, November
through March.

Each month, the contractor
provides snow removal service
at the normal time and materi-
als rates until the amount of
the retainer is used up. At that
point, the hourly rates drop by
10 to 20 percent for all addi-
tional work during that
month.

When the retainer is not
used up in a month, the unused
portion is credited toward
snow services in the next
month. Unused retainer hours
at the end of March are cred-
ited to April for spring snow
storms or for landscape ser-
vices.

Customers like the retainer

About the Author
Tom Garber is president of
Colorado Landscape
Enterprises, Inc., a Denver
landscape management and
snow removal contracting firm.



program because they save
money on their total winter
snow removal bill. Con-
tractors like it because they
are paid “up front” regardless
of snowfall in a given month.

Each of the three payment
structures will appeal to dif-
ferent clients based on their
own budget needs and their
willingness to take risks. By
working with his customers,
the snow removal contractor
can end up with a combination
of different customers using
the payment package they feel
is best for them.

A payment mix, for exam-
ple, of 50 percent time and ma-
terials, 25 percent flat fee and
25 percent retainer contracts

provides solid monthly cash-
flow. The end result for the
snow contracting firm is an
overall cashflow/payment
plan that maximizes financial
health during the winter
months and minimizes the
risks that come in either heavy
or light snowfall years.

As the service professional,
the contractor must take the

initiative in determining and
defining in the contract what
good snow service looks like.
Unfortunately some custom-
ers believe if they are inconve-
nienced in any way, you
haven’t done your job.

These misconceptions arise
from unrealistic expectations
which must be addressed di-
rectly with the customer and
in the contract with careful
and specific language. One way
to do this is to define different
types of snow storms in the
contract.

One contractor, for exam-
ple, distinguishes between
“normal” and “severe” storms
in his legal documents.

A “normal” storm by defi-

nition is eight inches or less
accumulation during a 24-
hour period. A storm becomes
“severe” when there are more
than eight inches of snowfall
within a 24-hour period and
when one or more of the fol-
lowing conditions exist: 1) high
winds, drifting conditions; 2)
metro traffic system is par-
tially shut down; 3) sub-zero
temperatures and/or haz-
ardous wind chill conditions
are in effect.

The contract should also
include detailed information
on what the contractor will do
when these conditions exist.
For example, in the event of a
“normal snow storm,” the
company shall provide direct

every mix.

Kentucky bluegrass

U.S. Plant Patent 3151
Canadian license No 2133

Another fine, quality-controlled product of

Jacklin Seed Company

Even the
most mulish
are getting
the message.

Even in this enlightened era,
there were some who were hard to
convince that Glade is a must in

But even the most determined
are getting the message. Glade is
widely accepted as the improved
sun and shade bluegrass variety!
Glade is available from your
local wholesale seed distributor. Insist
on it for every mix.
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access from a residence or of-
fice to personal vehicles by
clearing steps, walks and
drives of snow in such a way as
to allow reasonable vehicular
traffic on and off the property
within 12 hours of dispatching
walk crews to a designated
geographical area.

Non-essential work (e.g.,
clearing perimeter walks) may
be completed after the 12-hour
period just described.

For the annual blizzard the
contract might read: “During
a severe snow storm the com-
pany agrees to proceed with
services as soon as it reason-
ably can and will continue ser-
vices until the conditions of
this contract have been
achieved.”

The main objective in the
contract is to define clearly
what will be done given the
fact that no one can control a
snow storm. As long as the def-
initions are reasonable and
customers are reasonable,
there should not be a problem.

Customer responsibilities

The snow services contract
should also clearly set forth
the responsibilities of the cus-
tomer. First on this list would
be the obligation of the cus-
tomer to pay for services ren-
dered within a reasonable
period of time.

If the customer has specifi-
cations about where to pile
snow, time requirements, etc.,
these details should also be
stated. A standard clause in
the contract might read: “Cus-
tomer is obligated to specify in
writing regarding any special
expectations having to do with
the work performed by the
contractor and such modifica-
tions shall be executed by both
the customer and the con-
tractor and attached hereto as
Exhibit A.”

The attachment (Exhibit
A) would then outline the cus-
tomer’s particular specifica-
tions.

Another advisable clause is:
“Change orders must be in
writing and verbal orders have
no standing.”

Liability and insurance

The issue of liability used to
be largely confined to property
damage by the snow removal
contractor. But in recent
years, “slip and falls” have be-
come an item of growing con-
cern. When drafting or
rewriting a snow services con-
tract, it is critical to involve
both the company’s attorney
and insurance company. They
will have to live with the word-
ing of your contract regarding
liability claims and they
should be involved.

Snow service contractors
must also beware that even if
their contract says they will
not be liable, they still may be
held liable. In essence, the
contract does not determine
the extent to which a company
is liable.

The insurance companies
first and the courts second de-
termine liability for any and
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all claims. If your contract
says you are not liable for “slip
and falls” and your insurance
company pays a claim, then
you are liable regardless of
contractual language.

Nevertheless, it is still im-
portant to work hard at word-
ing such as: “The contractor
assumes no liability for any
damage to persons or property
unless gross negligence by it or
its agents is clearly involved.”

The customer’s attorneys
will often ask that the word
“gross” be eliminated from
this statement. They will
sometimes ask you to add a
“hold harmless” clause to your
contract in an attempt to limit
liability exposure for “slip and
falls” to the contractor.

In most cases it is impossi-
ble to avoid this manuever
when an important contract is
at stake. In these days of ever-
increasing lawsuits, the wise
contractor will be vigilant in
the area of liability. Get a good
attorney and find a good insur-
ance carrier who understands
your business and our industry
as a whole. Contractors should
not hesitate to blame con-
tractual language on their in-
surance company!

Many contractors tell their
customers the truth: “We are
‘in bed’ with our insurance
company and they have a di-
rect say in the language of our
contract.” Customers gener-
ally understand this fact and
realize insurance companies
have an increasingly strong
say in how many businesses
are run,

Just make sure your insur-
ance company does have a say
in how you run your business.
According to a leading Denver
area broker, the majority of
landscape companies never in-
form their insurance carrier
they are doing snow removal.
In this age of litigation, the
prudent contractor should
make sure his insurance cer-
tificate is valid for both land-
scape work and for snow
services.

Here are some additional
items to consider in the con-
tract:

® A clause stating walk
crews can be pulled from a site
when the wind chill factor is
severe enough to impair em-
ployees’ health.

® A statement about the
contractor’s right to remove
employees from the property if
on-site personnel become ver-
bally or physically abusive.

® A clause indicating the
contractor will be paid extra
when snow must be hauled
away from the property to
make room for more snow.

® A statement to the effect
that the contractor will not be
held responsible for removing
snow in areas where cars are
parked either legally or il-
legally.

® A statement indicating
the contractor is responsible
for numerous properties and
that order of priority is estab-
lished by resource allocation
and geographical factors. LCI
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Deicer alternatives slipping into market

By James E. GuyeTTE
Managing Editor

alt has long been used

for ice control on

streets, sidewalks,
parking lots and driveways—
but concerns over salt’s cor-
rosiveness have led to in-
creased use of alternative
deicing materials.

“There’s tremendous inter-
est all over the country,” says
Glen Holt. “The lawn care and
landscape people are who we
are selling to a lot right now.”

Holt is national marketing
manager for potash and mag-

nesium chemicals at the Great
Salt Lake Minerals and
Chemicals Corp., Ogden,
Utah.

The company makes Free-
zgard with PCI and Qwiksalt
plus PCI.

Freezgard with PCI pro-

vides effective ice control yet
reduces the amount of corro-
sion to automobiles, bridges
and other metal objects, ac-
cording to Holt.

‘““As a natural product,
Freezgard with PCI is bio-
degradable and environ-
mentally safe. Obtained
through solar evaporation of
brine from the Great Salt
Lake, the magnesium chloride
used in the product is often
used to correct magnesium de-
ficiencies in crops,” Holt re-
ports.

“Freezgard with PCI is also
helping the lawn care industry

come out of its traditional
winter hibernation since
equipment can be kept busy
spraying ice-laden parking
lots and private drives,” he
adds.

Holt maintains that Free-
zgard with PCI is better than
salt because it causes less cor-
rosion and it melts ice at lower
temperatures than salt.

Salt loses effectiveness at
temperatures below 20 degrees
Farenheit, while Freezgard
with PCI works down to 30
below zero, he says.

It is particularly effective
when plowing snow that has a
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layer of ice under it. With salt,
“If you get a snowfall at low
temperatures the blade can
come along and sweep off the
snow, but you still have that
two inches of ice,” Holt points
out.

Freezgard with PCI works
by separating the ice from the
ground so it can be plowed or
swept away. “Our program is
directed at disbonding ice,” he
explains.

The application rate is two
gallons for every 1,000 square
feet, and it is designed to be
applied in strips along the
ground.

Slip sliding away
A 10-pound bag of Ice Vise

with Tracton covers 300
square feet. Made by The An-
derson’s, Maumee, Ohio, the
product contains potash.

“It’s beneficial to grass and
plants,” says Doug Sites, mid-
west regional manager.
“You’re adding potash to the
soil, which is good for roots.”

The Tracton in Ice Vise
“gives you instant traction”

while the potash does its work.
The material works down to
zero degrees and costs $1.80 to
$2.40 per 10-pound bag, de-
pending on the dealer.

The Dow Chemical Co.,
Midland, Mich., makes Pel-
adow calcium chloride pellets.
The company says the product
can maintain a longer melting
time because it is a liquid in its
original form, and the liquid is
what does the actual melting.

“When it reacts with water
it gives off a tremendous
amount of heat,” says Dow’s
Bob VanFleteren. He adds
that the calcium chloride pel-
lets remain effective even as
they become diluted by the
snow and ice they have melted.

Another plus, according to
Dow, is that calcium chloride
pellets do not leave a residue
when tracked onto carpets and
other indoor areas.

The most popular deicer
sold at LESCO, Inc., Rocky
River, Ohio, is urea. “Urea’s
the No. 1 seller simply because
of the clientele we serve,” says
the landscape supply firm’s
Art Wick.

“It’s the same urea your
readers would be buying for
lawn applications,” Wick
adds. Urea will not harm turf
unless it is misapplied by spill-
ing the bag or a similar mis-
hap.

Chevron markets Ice-B-
Gon with CMA, which is a cal-
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cium magnesium acetate in
pellet form. “It will not dam-
age vegetation,” reports Dan
Walters, Chevron’s manager
of deicing chemicals.

However, he points out that
the product is basically geared
toward use by institutions
such as government road de-
partments.

It sells for $500 a ton.

White Christmas

A rare snowfall last year in
Newport News, Va. generated
an interesting opportunity for
Southern Lawn, Inc. About 50
customers were sold bags of
Ice Melt, a potassium chloride
compound made by LaRoche
Industries, Inc., Atlanta, Ga.

“It was the biggest rebate
offer that ever came in,” says
Donald S. Conkey, LaRoche’s
director of advertising and
communications. (The bags
were bought at a retail store.)

“In addition, LaRoche has
a large commercial market
where we serve the lawn care
and sanitary supply industries
in 40-pound bags and 100-
pound drums,” Conkey says.

“The product is a dry gran-
ular material easily handled by
power equipment, flows easily
for easy bag filling, stores well,
and, as the package states, is
safe, clean, economical and
fast-acting,”” he adds. The
company also sells a plastic
hand-held Ice Melt applicator.

Randustrial Corp.,
Cleveland, Ohio, markets a
larger spreader for $84.50 for
use with its P-242 Randustrial
Ice Melter. The calcium chlo-
ride product works faster and
at lower temperatures than its
competitors, says the com-
pany’s Mike Meek.

The substance attracts
moisture, which causes it to
become a liquid faster—mak-
ing it better for ice control, ac-
cording to Meek. “You don’t
need to use a lot of it because it
stays hot.” It sells for about 52
cents a pound, cheaper if
larger amounts are purchased.

Then, of course, there’s
sand. “It doesn’t melt ice, un-
fortunately, but it supplies an
immediate grit to a surface,”
reports Tom Rose of the Best
Sand Corp., Chardon, Ohio.

LCI
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Leave room for snow piles in planning landscapes

By James E. GUYETTE
Managing Editor

eeping the ravages of
K winter in mind when

designing landscapes
can help eliminate trouble
when the snow flies.

Leaving a place to pile snow
is an important detail that’s
often overlooked when plans
are being made during the heat
of summer, according to
Joseph Hudak, a landscape ar-
chitect in Westwood, Mass.,
just outside of Boston.

When dealing with yards in
winter climates, “It can’t just
look pretty—it has to hold
up,” Hudak explains.

“Part of what we’re talking
about here is design, which
means you have to think
ahead,” he adds. “The logic is
to leave some kind of a space to
pile the snow.”

There is little motivation
for careful snow piling when
the howling wind is blasting
biting ice crystals into your
face. “When you have no place
to put it you just throw it any-
where.”

And that can mean trouble
when the snow flies and the
landscape is not up to par.

“You don’t want brittle
plants, that’s the first thing
you learn. You want to avoid a
plant that becomes brittle in
the winter,” he says.

There are a number of
plants available that will stand
up to winter’s icy breath.
“Juniper in all its forms is
good for that.” Hudak adds,
though, that people tend to
walk through hedges com-
posed of juniper plants.

Therefore, he recommends
pines because they are taller
and “prickly.” A hardy favor-
ite is mugo pine. “Mugo pine
will accept snow piling and
snow with salt in it. I found it
very successful.”

Day lillies are another
winter winner. “They will ac-
cept anything and come back.
That’s an excellent plant.”

At Hudak’s house he’s piled
up to seven feet of snow on top
of his barberries. ‘“Plain ol’
Japanese barberries take a
helluva lot of abuse.”

Trees planted near a drive-
way need careful attention
when making plans for snow
removal. Avoid too many hori-
zontal branches because “the
more snow they have the lower
they will hang down,” he says.
“If you have branches that will

Hudak: Think ahead for winter.

not clear the cab you won’t
have branches.”

Another thing to look out
for is a low-hanging fruit tree.
“You can catch an early snow
with fruit on it and then you’re
in trouble.”

Hedges planted next to a
driveway may look nice in the
summer, but come winter they
can bring you a face full of
snow and irritation. “You've
got that barrier staring you
and your snowblower right in
the kisser.”

Make room for the piles. “I
would leave an open space.”

Some of the tougher ferns

can be utilized in landscape
plans, but customers and con-
tractors often need extra edu-
cation because “a lot of people
don’t understand ferns.”

For turf Hudak recom-
mends assorted fescues and
perennial ryegrasses, noting
that “for the most part the
playing field fescue is a tough
old bird” when it comes to
snow and salt.

Driveways, too, need atten-
tion when planning winter-
proof landscapes. “A smooth
surface like asphalt or con-
crete is the best.”

A snowplow can spread a

gravel driveway all over the
place, as Hudak found out at
his house: “Every spring we
were out there with rakes.”
Gravel can be a drawback
when using a snowblower, as
Hudak also found out. “I al-
most blew every window out of

our house,” he laughs.

New Englanders are big on
granite, but don’t use uneven
granite blocks on a driveway—
granite and snowplows don’t
mix. “Anyone who has that
charmer is in for trouble.”

Bricks, too, can create
problems. It is important that
brick driveways and walkways
be laid atop a hard, smooth
surface such as concrete. “You
can’t just throw it together.”

When making a landscape
design keep in mind that snow
will slide off the edges of most
roofs, particularly when the
roof is made of slate. LCI

While your competitors are locking up their
lawn equipment for the winter months, you

can be producing income with yours. Use
your equipment to apply Great Salt Lake
Minerals & Chemicals deicing products,
QWIKSALT® + PCI® corrosion control

polymer and FREEZGARD™ + PCI®, during
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the winter. These products are more
effective and less corrosive than other
deicing products. You can keep roads and
parking lots clear of ice and snow, and put
money in your pocket while your
competition is hibernating. Interested?
Simply call (801) 731-3100 for the facts.

QWIKSALT® is a registered trademark of Great Salt Lake Minerals & Chemicals Corporation. FREEZGARD™ is a trademark
of Great Salt Lake Minerals & Chemicals Corporation. PCI® is a registered trademark of Georgia Pacific Corporation
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Some cancellations

even TURFLON can't
prevent.

When your customers move away from you, the
best herbicide in the world can’t make them stay.
But when more than 24% of LCO customer losses
are due to poor weed control—as cited in
one recent study—then it’s time to take a look
at your herbicide.

TURFLON*: Superior control. For outstanding
control of a wide spectrum of broadleaf weeds,
there’s nothing like TURFLON herbicide. It even
gets the stubborn Hard to Control weeds—oxalis,
ground ivy, wild violet, spurge and the like—that
other herbicides often miss. So your customers
stay happy...and stay with you. And you have
fewer complaints, fewer costly callbacks, fewer
cancellations.

New herbicide chemistry. The active ingredi-
ent in TURFLON, triclopyr, is the first new herbi-
cide chemistry to come along in years. It stays
where it’s sprayed, won't migrate through soil to
harm ornamentals and other off-target species.

TURFLON

Fewer weeds, fewer cancellations.

It's safe to established cool-season turf, and has
a proven safety record for humans and animals.

Proven in use. TURFLON herbicide performance
has been thoroughly proven...in years of testing
and in day-to-day use on LCO route trucks across
the country. Operators who have used it find that
often one treatment with TURFLON does what
other products fail to achieve in two or more
treatments.

Choice of formulations. Whatever you need,
there’s a TURFLON formulation for you. Choose
an amine for broadcast use, or an ester for spot
application. Whichever you select, TURFLON
herbicide gives you outstanding performance,
every time.

You can't keep your customers from moving away.
But you can keep them from moving to your com-
petition because of poor weed control. Keep them,
and keep them happy, with TURFLON herbicide.

>

*Trademark of The Dow Chemical Company
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Yamaha snowblowers
clear on any surface
More than 50 tons of heavy
snow per hour can be cleared
with the new Yamaha YS828
Snow Blower.

In addition to the 8-hp
snowblower, Yamaha has also
upgraded its YS624 (6-hp)
model to include many fea-
tures of the 8-hp.

Designed for use on many
surfaces including asphalt,
cobblestone and gravel, the
machines are available in
wheel and track models. The
extra wide rubber tracks en-
able the operator to maneuver
through volume snowfalls and
open up a two-foot, four-inch
wide path with each pass.

The auger and drive sys-
tems stop immediately if the
operator’s hand leaves the
drive clutch, yet the engine
continues to run. LCI

Circle No. 201 on service card.

Clamp-on plow blades
attach to loader buckets
Guest Industries, Inc., Tor-
rington, Conn., has a line of
snow plow blades that man-
ually clamp onto the lip of
loader buckets.

Mounting time is about two
minutes and no tools are re-
quired.

The plows, which come in
sizes of 4, 5, 6, 7, 8, 10 and 12
feet, can be angled 30 degrees
to either side.

The eight-foot and larger
plows have a spring loaded
tripping edge for operation at
moderate speeds.

The seven-foot and smaller
plows have a rigid moldboard,
and many have been sold for
use as backfillers and grading
tools. LCI

Circle No. 202 on service card.

Honda marketing 8-hp
OHV snowthrowers
Honda’s HS8OTAS snow-
thrower has an 8-hp GX240
overhead valve (OHV) engine.
The efficient OHV design

NEW PRODUCTS

helps reduce fuel and oil con-
sumption compared to side
valve engines, according to the
company.

The HS80TAS is light-
weight and easier to handle
than some of the other 8-hp
snowthrowers on the market,
according to Honda.

The machine also has a
two-stage plowing system, and
the drive clutch and auger
clutch are interconnected with
large control levers.

Another feature is track
drive, which has a one-touch
auger height adjustment.

A high-traction wheel
model also is available. LCI
Circle No. 203 on service card.

Cushman offering line
for snow removal jobs
Several snow removal accesso-
ries are now available for the
Cushman Front Line tractor,
manufactured by OMC Lin-
coln.

The newest addition is a
Ber-Vac two-stage commer-
cial snowblower, which fea-
tures hydraulic lift, hydraulic
chute rotation up to 200 de-
grees, and replaceable cutting
edge and skid shoes.

The snowblower clears a
path 51 inches wide, with an
auger height of 23 inches.

Also available for the Front
Line tractor is a 48-inch single
stage snowthrower, a 60-inch
angled sweeping brush for
clearing light snow from side-
walks, driveways and parking
lots, and a 54-inch blade that
can be angled 30 degrees in ei-
ther direction. LCI
Circle No. 204 on service card.
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Panther expanding tools
include snowthrowers

The Green Machine is intro-
ducing the Model 2800
Panther Series Expand-It tool

£ 1987 OM. Scott & Sons Co.

We're not ones to walk away from trouble.
But, like you, we do everything we possibly

can to avoid it.

So, with a lot of feedback from our Tech
Reps, we found a simple, effective way to stop
weeds before they even start. Our versatile

What The Average Person
Considers Big Trouble.

pendimethalin preemergent weed control.

Its combination of broadspectrum
action, control effectiveness and residual is

unsurpassed. And we offer it in dry and
liquid applied forms,with or without fertilizer,
for greater flexibility.
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system.

Five tools attach to the
24.1cc power source. The at-
tachments include a commer-
cial-duty snowthrower, string-
trimmer-brush cutter, weeder-
cultivator, edger and blower.

The Model 2381 Snow-
thrower tool, when attached to
the 1.3-hp Model 2810 Panther

NEW PRODUCTS

engine, provides a throwing
volume of 330 pounds per min-
ute or 370 cubic feet per
hour—with a clearing width of
12 inches and a depth of eight
inches.

The machine throws snow
up and away from the operator
and it won’t clog, according to
the company. It said the prod-
uct is particularly suited for
clearing hard-to-reach places,
such as steps and overhangs.
Circle No. 205 on service card.
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Kubota expanding its
line of snowblowers
Kubota Tractor Corp., Comp-
ton, Calif., has expanded its

line of snowblowers to include
the G2500, the G2505, the
B2551 and the B/1.2563.

The tractor-mounted mod-
els are built for clearing snow
from roads, parking lots and
driveways.

The G2500 and G2505
front-mount snowblowers for
Kubota’s G-series tractors are
available in 38-inch and 48-
inch widths, with manual and

hydraulic lift.

The front- or rear-mount
B2551 snowblower has a 51-
inch cutting width. It features
a 14-inch diameter auger and
high speed blower. From the
seat the operator can manually
rotate the discharge chute to a
200-degree angle and, with the
adjustable deflector, put the
snow where it’s desired.

The blower comes with re-
placeable heavy duty skid
shoes that help control cutting
depth over irregular surfaces
such as gravel. LCI
Circle No. 206 on service card.

Most important, since pendi-
methalin is so cost-effective, your
Scotts Tech Rep can tailor a pre-
emergent program to both meet
your needs and your budget.

Soif weeds are threatening

What A ScottsTech Rep
ConsidersBig Trouble.

you, try our pendimethalin. It prac- |
tically scares them away.

For more information contact
your Scotts Tech Rep or simply call
1-800-543-0006. In Ohio call collect |
513-644-2900.

l

Prolurf. |

Circle No. 114 on Reader Inquiry Card

17

Aircap introducing six
new Snow Champs
Aircap Industries Corp.,
Tupelo, Miss., is introducing
six new Snow Champ snow-
thrower models. Making their
debut are three single-stage
snowthrowers propelled by a
self-pulling auger, and three
two-stage self-propelled mod-
els.

The two-stage self-pro-
pelled snowthrowers include
20- and 24-inch models, both
with 5-hp Tecumseh Snow
King engines. There also is an
8-hp 26-inch model.

The two-stage snow-
throwers all have rewind
starters, with an electric
starter available as an option.

In addition, Aircap has a
lightweight paddle-type snow-
thrower, the Model 8430,
which uses a 3-hp engine and
clears a 20-inch path. LCI
Circle No. 207 on service card.

Keep snow off face

with Weather Brake
Hinson-Femco, McPherson,
Kan., is introducing the
Weather Brake.

Designed for walk-behind
snowblowers, it protects oper-
ators from blowing snow. LCI
Circle No. 208 on service card.
= ——— _—— e mac Ll

Winter attachments

for Hustler mowers
Hustler out-front mowers,
made by Excel Industries,
Inc., Hesston, Kan., offer a
wide range of winter attach-
ments, including a cab heater,
snowthrower, utility scoop,
dozer blade and V-blade.

The two-stage snow-
thrower is PTO driven and
hydraulically controlled.

An open-center auger feeds
snow to the hydraulically con-
trolled spout. Other features
are available, too. LCI
Circle No. 209 on service card.
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BILLBUG

from Page 1

stress, chemical burn or turf
diseases, so the LCO must
monitor the turf area for bill-
bug activity.

When to treat

What level of infestation
justifies treatment? Gener-
ally, an infestation of one or
more adults per square foot in
late April or early May, Bax-
endale said.

How can billbug adults be
monitored?

One way is through the use
of pitfall traps. A container
such as a coffee can containing
alcohol with its rim level
placed even with the soil sur-
face will trap the insects as
they stumble into the con-
tainer. The container should
be checked twice a week for
presence of billbug adults.
Monitoring should begin in
mid-March and continued
throughout the billbug activ-
ity period (April through mid-
July.)

Direct observation is also
possible, Baxendale said, but
this method is more difficult
and less reliable.

One sign of a billbug in-
festation is increased activity
by the insect’s natural pre-
dators—racoons, skunks,
starlings and other verte-
brates. “That ought to be a flag
for you folks that there’s some
sort of insect activity oc-
curring,” he said.

Infestations often begin in
turf areas adjacent to shel-
tered areas where the billbugs
have overwintered. In the
spring, adults feed for a brief
period on grassblades, then de-
posit their eggs in the plant
stems.

Bluegrass Billbug larvae
hatch in seven to 15 days and
feed initially within stems.
This produces a tan sawdust-
like material. The larvae then
move down through the
thatch to the root zone, where
they feed on roots.

Larvae pupate then trans-
form into the adult stage dur-
ing mid to late summer. Adults
feed for a brief period on grass
blades before leaving for over-
wintering sites.

Controlling the pest

Insecticides should be ap-
plied when adult activity is
first detected. Baxendale ad-
vised LCOs not to water-in the
insecticide when treating for
adults. This is because adults
are on the turf surface and wa-
tering moves the insecticide
into the soil. Longer residual
insecticides are more likely to
provide satisfactory control.

LCOs and lawn manage-
ment contractors can also
choose to control the insect in
its larval stage, Baxendale
said, though this is more diffi-
cult since larvae are harder to
detect.

A one-foot square section of
the turf should be cut up and
the thatch zone and top two to
four inches of soil examined to

2N
Baxendale: Timing important.

determine if larvae are feed-
ing. If more than 10 to 15 lar-
vae are found per square foot,
an insecticide application is
usually justified.

This threshold will vary,
depending on the value of the
turf area, level of billbug, resis-

it DR

tance of the turf variety,
weather conditions and other
factors.

When treating for larvae,
the turf should be watered be-
fore and after the insecticide
has been applied.

Aerification is helpful in
moving the insecticide into
the root zone where the billbug
larvae are feeding.

Baxendale noted the fol-
lowing insecticides are regis-
tered for billbug control:
Oftanol (Mobay Chemical
Co.), Diazinon (Ciba-Geigy
Corp.), Turcam (Nor-Am
Chemical Co.), Dursban (Dow
Chemical Co.) Sevin (Union
Carbide Agricultural Prod-
ucts, Inc.) and Mocap (Mobay

e
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Chemical Co.). Triumph, re-
cently released by Ciba-Geigy Attomey's
Corp., is not currently labeled series
for billbug control, but is ex-
pected to be in the near future. delayed

Baxendale emphasized that

in many cases, timingof appli- | | EDITOR’S NOTE—
cation is probably more im- | | Attorney Gary L. Conner’s
portant than the particular | | three-part series on evaluat-
insecticide used. “Billbugs are | | ing your company’s assets for
tough to kill and timing is crit- | | sale will continue in the No-
ical,” he said. LCI | | vember issue of LawN CARE

_ INDUS'PRY'The ﬁnal install-

: t : ment of the series, which ad-

!f you are |n'terested in o.b.ta|n~ dresses discovering cash flow,
ing any available or additional was originally scheduled to
editorial research or reference run in the October issue. The
materials published in this or | | jnstallment was postponed
previous issues, direct your in- | | foreditorial considerations.
quiries to Kathleen Maciuszko LCI
at (216) 826-2839, ext 839.

six important benefits...

Consistent 38% nitrogen.

Nourish Your Turf With

NITROFORM

with NITROFORM"
assures better
root development
and healthier

turf by providing

Nourishing your turf

Susta

neede

release by soil bacteria
to provide nitrogen when

and vegetative parts.

ined, predictable

d most by roots

sandy

Provides organic nitrogen
and carbon to enhance
bacterial activity, even in

soils.

Non-b
trees,
when

urning to turf,
or ornamentals
used as directed.

Environmentally sound...
resists leaching, even
in porous soils.

O 0L WO N=

year a

Fewer applications a

re required.

For a complete information kit on nourishing and pro-
tecting your turf, join the NOR-AM Turf Management
program. Write to the Communications Department,

NOR-AM Chemical C

Box 7495, Wilmington, DE 19803.

NITROFORM" is available as BLUE CHIP* or GRAY CHIP™
for dry application, or as POWDER BLUE*" or POWDER

GRAY ™ for liquid appli

Always look for the NITROFORM® logo. It's your assurance
of a high quality nitrogen

#WNOR-AM

NOR-AM CHEMICAL COMPANY

3508 Silverside
Wilmington, DE

ompany, 3509 Silverside Road, P.O.

cation

Road, P.O. Box 7495
19803

IMPORTANT: Please remember always to read and tollow caretfully all label directions when applying any chemical
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Maneuvering for Profit

Hustler’s 18 hp 251, with rear discharge, brings Productive
Innovation to the 50” Class...at a competitive price.

Agile. The Model 251, with
its 51” deck, has all the
“Hustler Tough”
commercial features,
including dual-hydrostatic
direct-drive, true zero- :
degree radius turning and the
easy maneuverability of one-hand,
twin-lever steering. Like all
Hustlers, the 251 can
actually turn within
I its own radius
& without scuffing the
turf. That means you
| can mow square
corners without

Intoday’s economy, perform-
ance counts! Thats why
investing in the Excel
Hustler 251 is such a
smart move. It brings
commercial-quality
mowing to the 50" rotary
mower class.

wasted motion and quickly trim
around small obstacles without
having to back up for
another pass!

Vacuum
cutting action
dellvers a beautifully smooth cut and
the 251% optional 8 bu. BAC-PAC™
catches the rear-discharged
clippings for a neat and professional
looking job.

Competitively priced, its a
machine that lets you begin doing
quality work, efficiently, without
breaking your initial purchase
budget. And, the Excel Hustler 251
has a two-year warranty.

For commercial-quality cut and
performance in the 50-inch class,
see your Excel Hustler Dealer soon.

Or, call toll-free for more
information.

1-800-835-3260

In Kansas 1-316-327-4911

Excel Industries, Inc.
Box 7000
Hesston, KS 67062-2097

© 1987, Excel Industries, Inc.

Hustler Tough EXCEL : ,ILIT 4|| ! nf
And Built To Last! Turf & Grounds Equipment
s
Model 251 Model 262 Model 275 Model 320 Model 340 Model 400 Model 602D
18 hp, 50" 18 hp, 60" 23 hp, 72" 21.5 hp, 72" 28.5 hp, 72" 34 hp, 72" 32 hp, 72" hillside

Circle No. 107 on Reader Inquiry Card
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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

LAWN SERVICE CO.
FOR SALE

Central N.J. Well managed, long established,
profitable. 3,000 plus customers; Gross -
$500,000 plus. Retirement minded.

Write to LCI Box 182.

SPRAY TRUCK—1982 International 1700 series
9L Diesel Chassis with: 1200 gallon two chamber
stainless steel tank, Two Reels, P.T.O., and Pump
47,000 miles, Excellent Condition, asking $7,000.
Call Steve at (312) 543-2720. 10/87

STAINLESS STEEL TANK BODY - 1200 galion (4
pot), 4reels, 2 - 12 hp Kohler pony engines, 1-9200
Hypro, 1 - D-10 Hydro Cell with dry storage ready
to mount on your truck. As is $8,500 or offer. Call
Jim Doll (301)840-5500. 10/87

Lawn Spray Trucks for Sale: 19711200 gallon tank
- $3200. 1974 1500 gallon tank - $4500. 1978 1200
gallon tank - $4500. Good condition ready to
spray. $11,500 for all three trucks. 309-691-8257.
10/87

SPRAYERS: New Skid-mounted 300 Gallon Fi-
berglass Tanks. Electric Reel with 300" hose and
gun. Unused - List $3,470.00. Will take Best Offers.
(216) 656-4200. 10/87

SPRAY TRUCKS: Chevy C-30 diesel, 1984, '85,
'86, FMC fiberglass tank and FMC pistin pumps,
reels, fertilizer boxes, mechanical agitation in ex-
cellent condition. Call 614-876-1150. 10/87

SPRAY TRUCK - 3 Chev. 1981 C-60D Chassis,
auto trans, stainless steel tank body, 1200 galion
(4 pot) with 4 reels, 2 - 12 hp Kohler pony engines, 1
- 8200 Hypro, 1 - D10 Hydro Cell with dry storage
capability and 2 Chev. 1983 C-70D, auto trans. with
body and equipment stated above. As is $14,500
or offer. Call Jim Doll (301)840-5500. 10/87

10 reasons why you
should ask for a
Wisconsin Robin engine

Dependable performance,
easy maintenance and long-life
industrial quality — that’s what
the Wisconsin Robin air-cooled
engine family from Teledyne
Total Power can offer you.

From the super-efficient float-
type carburetor to the easy-start-
ing solid state ignition, you ‘Il find
that this is one engine that’s built
to keep up with your equipment.
These Wisconsin Robin tough
lightweights give your customers
all-weather, dependable service,

recoil starter mechanism is heavy-duly, easy-pull

dual stage air cleaner
is rugged

high inertia flywheel
is durable

solid state
ignition
gives easier
starts

3-ring design high-strength aluminurﬁi B
alloy pistons use less il

alloy steel valve guides
are replaceable

“W TELEDYNE
TOTAL POWER

3409 Democrat Rd. e Memphis, TN 38118

year after year.

Our engine is where your busi-
ness starts. Ask for Wisconsin
Robin from Teledyne Total Power,
with over 5,000 distributors and
service centers in over 90 coun-
tries ready to serve you.

Send for your free **Reasons
Why” brochure today: Teledyne
Total Power, P.0. Box 181160,
Memphis, TN 38181-1160,
901/365-3600, Telex:

462-1058 (ITT)

large, no-rust
resin fuel tank

oat-type carburetor
is more fuel efficient

two oil drain ports
allow easy servicing

Circle No. 121 on Reader Inquiry Card
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STAINLESS STEEL TANK BODIES available. 4
pots each, 800 gallon and 1,000 gallon with dry
storage to mount on your chassis. $2,000-$3,000
or offer. Call Jim Doll (301)840-5500. 10/87

SEEDING EQUIPMENT. (2) Olathe Aero/Seeders.

Very good condition. $1100 each. (1) Spike Seeder.

Excellent condition. $750. Marty, 201-838-4620.
10/87

SPRAY TRUCK: 1984 International. With 1000/250
gal. tanks, Meyers pump, 2 Hannay reels, each
with 400 ft. hose, very well maintained, profession-
ally serviced, excellent condition. Has bedrails,
spreader brackets, hand-sprayer holders, new
paint. Call 203-372-3511, Tony or Bob. 10/87

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

11/87
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1200 GALLON SPRAY TRUCK - 1984 Ford Diesel.
Excellent condition - 47,000 miles - must sell. Jerry
Amstutz 216-682-8866. 11/87

FOR SALE—Chemical Lawn Service Company,
16 years old, large clientele, fully computerized
routing, billing, and follow-up. Trucks, holding
tanks, spreaders, turnkey operation. Apply: P.O.
Box 581, Owings Mills, MD 21117. 12/87

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.
QOutside Michigan - 1-800-843-LAWN. TF

CLOSEOQUT 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. 11 3

It takesabout 5 minutes for an average typist to complete an invoice.
CLASS can print more than 50 invoices in the same time — ERROR

FREE!

With CLASS you can double your business volume without adding

any clerical staff.

CLASS is the most complete accounting package designed for the
lawn care business. CLASS is easy to learn and easy to use.

And CLASS won’t cost you an arm and a leg.

Complete hardware/software systems start at $2495 — ready to go!
Leases start at $100 per month. If you only want the CLASS software
for your IBM PC or PC compatible, the software starts at $750. Soft-
ware leases start at $30 per month.

Just write or call us for more detailed information and you will be on
your way to increasing next year'’s profits.

call: (312) 668-0506

or write to: GENERATED SYSTEMS, INC. _

104 E Roosevelt Road
Wheaton, IL 60187

We Accept Visa and Master Card

TIME IS MONEY %)
COMPUTERIZE NOW *
WITH

MasterCard

Circle No. 108 on Reader Inquiry Card

Finally—A Spray System That
Won't Give You A Workout.

The ProTank Electric Spray
System is the only true com-
mercial electric sprayer on the
market today. Instead of giving
you the workout gas engines
and other spray units do, it gives
your customer’s turf a workout
and saves you valuable time. The
ProTank Electric Spray System is
equipped with a 2 horsepower
motor capable of spraying 6 to

7 gallons a minute at up to 150
p.s.i. And all you lose are bulky
pull-start engines, and the in-
convenience of gas, oil, spark
plugs, noise problems, and nox-
ious fumes. The Prolank Electric
Spray System will also take the
crunch out of those expensive

We offer a complete line of electric and gas spray equipment
and can custom design a spray system to fit your specific needs.

> (216) 453-0770

C&S Turf Care Equipment, Inc.

3425 Middlebranch Road, N.E.
Canton, Ohio 44705

spend more time building your
client list, and less time building

tric Spray System.

downtime repair bills. It's built by
C&S Turf Care—leaders in rug-
ged, reliable turf care equipment.

We can show you how you can

muscles. Call today for complete
information on the Prolank Elec-

Be sure to visit us at:
The PLCAA in San Antonio
The OTF in Columbus

Circle No. 102 on Reader Inquiry Card
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FOR SALE

COMPUTER SOFTWARE AND COMPUTERS: Call
to find out why we are the choice of people who
compare computer systems for lawn and tree
care. Real Green Computer, 2775 Haggerty Rd.,
Walled Lake, MI 48088, 313-669-1118;
800-247-3128 (outside Michigan). TF

FREE PARTS CATALOG - 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 BELTS, BLADES, WHEELS, GRASS
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.,
Ludiow, MA 01056. TF

HELP WANTED

Landscape Maintenance Crew Foreman - Com-
mercial & Residential Contractor seeks knowl-
edgeable and hard working experienced crew
leaders. Excellent career opportunity for respon-
sible, ambitious and self-motivated individuals
Horticultural Degree and mechanical ability a plus.
Excellent salary, benefits. Send resume to Sharon
Adams, Oyler Bros. Company, 1930 Silver Star
Rd., Orlando, FL 32804. 1-305-295-2921.  10/87

TREE & SHRUB MANAGER: Come to Virginia
Beach. Position now open for experienced mana-
ger. Candidate should be a self motivated individ-
ual and be completely knowledgeable in all
aspects of ornamental care. Prior management
experience helpful. Salary, bonus, benefits and
company vehicle. Send resume to Lustre Lawn
Ltd., Box 9814, Norfolk, VA 23505. 10/87

PEST CONTROL APPLICATOR needed for turf
and ornamental spraying. Call (818) 999-2041 or
send resume to 7949 Deering, Canoga Park, CA
91304. 10/87

Top Firm Needs Top Person: Quality conscious,
Texas based landscape management firm has im-
mediate opening for detail oriented Operations
Manager and/or Business Manager. If you have
outstanding professional, managerial and hor-
ticultural skills and are not afraid of hard and
healthy teamwork, then you could qualify for a top
position with the finest landscape firmin the south-
west. Outstanding compensation and opportunity.
Reply today to: LCI Box 188. 10/87

FIELD SPECIALISTS—New Jersey region. $20 -
$25K. Forinformation call (201)755-2812. EOE.
10/87

Lawn Spray Technician — With experience in
commercial lawn spray and chemical application
for one of the largest Landscape Contractors in
Florida. Must have golf course and/or tractor ex-
perience. Position offers excellent growth poten-
tial, good salary and full company benefits. Call
Oyler Bros. Company, Orlando 305-295-2921
Sharon. 10/87

MANAGEMENT

Ever-Green Lawns Corporation, a divi-
sion of the multi-national Hawley Group,
Ltd. interested in discussing manage-
ment opportunities with lawn care pro-
fessionals looking for a change. Please
respond in writing only to:

Corporate Recruiting Manager
Ever-Green Lawns Corporation
1390 Charlestown Industrial Drive
St. Charles, MO 63303

I.P.M. SALES & SERVICE: A knowledgeable per-
son interested in continuing a small but successful
I.P.M. Program. The potential is unlimited for the
right person. Please send complete resume listing
experience and education in greens industry to
Antietam Tree & Turf, 405 N. Burhans Blvd.,
Hagerstown, MD 21740, Attn: J.R. Finn
301-791-3500. All replies strictly confidential.
10/87

LANDSCAPE MAINTENANCE SUPERVISOR: Ex-
panding landscape management firm seeking in-
dividual with supervisory ability and a minimum of
two years experience in maintenance and/or in-
stallation. An agricultural related background or
degree would be beneficial. Send resume with
salary requirements to: Maintain Inc., 16008 Boss
Gaston, Richmond, TX 77469, Attn: Branch Mana-
ger. 10/87

GROUNDS MAINTENANCE SUPERVISOR: 2,000
acre Planned Residential Community in Pinellas
County Florida seeks experienced Grounds Main-
tenance Supervisor. Complete knowledge of
southern turf, bed care, ornamentals, and irriga-
tion planning, installation and maintenance. Hor-
ticulture degree desired. Successful candidate will
have already demonstrated successful manage-
ment skills in high visibility operation for minimum
3 years. Budget, personnel management essen-
tial. Send resume to LCI Box 187. 10/87

Landscape Maintenance Salesperson position
available with Yardmaster, Inc. in Cleveland, Ohio.
Excellent compensation plan and benefits. Join
Ohio's largest design/build and maintenance firm.
Send resume or call YARDMASTER, INC., 1447 N.
RIDGE RD., PAINESVILLE, OH 44077,
216-357-8400. 10/87

ASSISTANT BRANCH MANAGER: Lawn Medic of
the Triad is currently seeking an individual with
good communication, service and leadership
skills. Only experienced turf grass people need
apply. Reports directly to Branch Manager. Please
send resume to Lawn Medic of the Triad, P.O. Box
769, Kernersville, NC 27285. 11/87

REPS WANTED

Manufacturers Representative: Westheffer Com-
pany, Inc., a major supplier of lawn spray truck,
skid systems, components, parts and accessories
for the lawn and tree care industry, is seeking
qualified representatives to represent our high
quality products in multi-state territories. If inter-
ested, send resume to: Turf Division/Personnel,
P.O. Box 363, Lawrence, Kansas 66044. 10/87

21

WANTED WANTED

Ever-Green Lawns, a division of the
Hawley Group Ltd., an international
service company doing in excess of
a billion dollars in sales, wants to
acquire lawn care companies of all
sizes. All inquiries strictly con-
fidential. Please contact:

Steve Hirshmugl
Director of Finance
and Acquisitions
Ever-Green Lawns Corp.
1390 Charlestown Industrial Drive
St. Charles, MO 63303
314-946-9700

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:

John Hayes
Executive Vice-President
TRU GREEN CORPORATION
(404) 442-8700

STRICT CONFIDENTIALITY

MAINTAINED

Thinking of Selling Your Business? Let's talk
about your future opportunities. Contact Douglas
Baker, President, Leisure Lawn Inc., P.O. Box 73,
Dayton, OH 45449, 10/87

CAREER OPPORTUNITIES: ChemLawn is now
accepting applications for the positions of Lawn
Specialist in our expanding Florida markets. Join
the Nation's Leader in Lawn Care. Send resume to
LCI Box 181. TF

QUALITY LAWN SERVICE FIRMS SOUGHT

Hydro Lawn, Inc., desires to acquire
quality lawn service firms in the North-
east and Mid-Atlantic regions. We are
very flexible as to form and terms. We
will encourage current owner continuing
equity positions and also entertain 100%
buy outs. Strongly desire a continuing
relationship with current management
(not necessarily owner) and staff that in-
cludes an excellent program of incen-
tives. Seeking firms with minimum an-
nual sales of $3-$500,000 and up. We
will engage discussion in a highly pro-
fessional, no-nonsense manner. If a mu-
tually beneficial transaction can occur,
we will move quickly and decisively.

Hydro Lawn offers a 16 year history of
lawn service industry leadership and a
strong financial position from which we
candirect your current and future wealth
building opportunities. Reply in total
confidence. Phone or write:

JERRY FAULRING, PRESIDENT
HYDRO LAWN, INC.
7905 AIRPARK ROAD

GAITHERSBURG, MD 20879

(301) 840-5500

*Pending EPA Registration

NO CRAB
NO MESS
NO PROBLEM

cS’/J/zfn.g q/a[[sy
"CRAB SPRAY 10% WITH =3B

New sprayable formula

Easy to measure
Dissolvable granular

Ask about Dry Fertilizer with Team

Call for Quote

414-677-2273
cS'/J/Lfng (Va[[ay

TURF PRODUCTS

1891 Spring Valley Road, Jackson, WI 53037

*Team and the diagonal color bar are trademarks of Elanco Products Company
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ASSOCIATION

We Invite You to Attend and
Be at the Focus of the Action

at the Largest Growing Trade Show
and Conference in the East

FOCUS ON

Turf and Grounds Exposition

TRADE SHOW and CONFERENCE

INROCHESTER, NEW YORK
NOVEMBER 3-6,1987

275 Trade Show Booths

Pre-Conference Seminars

Special Interest Sessions:

Protecting Ground Water

A Morning With George Toma

Research Updates

Managing Your Water Resources
® D.E.C. Pesticide Certification

For further information please contact:

P.O. Box 612, Latham, N.Y. 12110

o\ Ll and Credits
S
= New York State Turfgrass Association
vy
zTURFGRAss 800-873-TURF

518-783-1229
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SERVICES
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CONSULTING SERVICES: Grow your business
with someone eise'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. 11/87

Symoo of Goos Prectice

BUSINESS OPPORTUNITIES

Established granular chemical lawn care business
with excellent reputation in affluent Bergen
County, NJ, which offers a variety of programs
including aerating and seeding. Average annual
contract $330. Owner looking to retire but will
train. Terms available. Write to LCI Box 189. 12/87

MISCELLANEOUS

KELWAY® professional SOIL ACIDITY and SOL-
UBLE SALTS TESTERS available from distribu-
tors nationwide. HB-2 and SST brochures from
KEL INSTRUMENTS CO., INC., Dept. 2, P.O. Box
2174, Vineyard Haven, MA 02568. (617) 693-7798.

10/87
L

BUY

from Page 1

ternal unit growth and acquis-
tions.”

He said Tru Green will con-
tinue to open new branches, add
personnel at existing branches
and buy other companies.

Tru Green presently oper-
ates in all regions except the
Southwest and Northwest, but
he expects the company to
eventually expand to these
areas.

Wall Street analysts said ear-
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SELF CONTAINED INJECTION MODUAL

104 Elanco-North
105 Elanco-South
106 Elanco (Insert-regional)
115 Encap Products
107 Excel/Hustler

lier in the that Waste Man-
6 9 year that Was an
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_ __ Lawncare Management LCI
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BAGGERS

from Page 1

blade.”

It was generally agreed that a
blade encased in a round shroud
will have better pick-up power
than a mower deck with nooks and
crannies.

Some mowers, particularly
riders, feature vacuum systems.
“We offer two units that pick up
grass,” reports John Harrison,
marketing manager, Excel Indus-
tries, Inc., Hesston, Kan.

The company’s Hustler mowers
have vacuum units that can be
emptied with no sweat. “The oper-
ator does not have to leave the
tractor to dump it,” Harrison
points out.

Most of the larger walk-behind
mowers are side-baggers only,
notes George Schaefer, Sr., of the:
F.D. Kees Manufacturing Co.,
Beatrice, Neb. (The firm was re-
cently purchased by Snapper
Power Equipment, McDonough,
Ga.)

When it comes to smaller
mowers, “The rear catchers hold
more than the side units,” says
Schaefer. “You can naturally put a
larger bag on a rear-discharge
mower.”

Snapper’s new Pac-N-Sac poly-
ethylene rear catcher holds three
bushels of clippings, while side-
bagging Lawn-Boy mowers, made
by the Lawn-Boy Product Group,
Memphis, Tenn. can catch 2.1
bushels, according to the com-
pany. (Snapper’s catcher can hold
a plastic trash bag, so bagging can
be done as you mow.)

Staffers at Consumer Reports
magazine said they prefer the tra-
ditional cloth grass bags because
they provide a better air flow that
leads to better filling. (The pub-
lication ranked homeowner
mowers in its June issue.)

Consumer Reports favored the
more expensive rear-baggers, cit-
ing larger capacities and easier ma-
neuverability. LCI

THE TRIDENT

(pictured without truck signs)

LEASING
PLANS
AVAILABLE

The most versatile skid mounted sprayer. The three 200 galion
main tanks may be filled with specific mixes for custom
programs. The side-mounted 50 galion tank allows for special
applications and curbside mixing. Trident can be used for lawns
or trees and shrubs. Complete with electronic flow meter, lock-
ing cabinets and truck signs which conceal the tanks for a non-
threatening appearance. Does the work of three sprayers on a
single 12’ flatbed. Available on an Isuzu NPR Diesel. Leasing

available.

GREEN PRO
SERVICES

800-645-6464

COME SEE US IN SAN ANTONIO AT ISLAND 823 N.Y.S.(516) 538-6444

WR-20
Auto-Dump™

Pat.Pend 3

* Fasy one lever control

e Front end loader features
at much less cost

—WESTENDORF

 LYTO-0UMP)

P.O. Box 29 « Onawa, IA 51040
Phone (712) 423-2762
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Learn tree biology from pros when entering tree biz
NO QUICK FIXES, BUT CUSTOMERS ARE MORE LOYAL

By James E. GUYETTE
Managing Editor

efore entering the tree
care business, you

should first learn about

trees.

This sounds like obvious
advice, but professionals in
the industry say a thorough
knowledge of tree biology is es-
sential before getting into the
business.

“Learn how a tree works be-
fore you work on it,” says Alex
L. Shigo of Shigo and Trees,
Associates, Durham, N.H.

“We have too many people
in our business who are
strong-backed, know the busi-
ness, but they don’t know how
a tree works,” Shigo main-
tains.

“The tree industry started
as a hard-working profession;
that was very good, but now
it’s not enough.

The new tree biology de-
mands your mind as well as
your muscles. We must do
more to help trees help them-
selves by staying healthy.

High health will resist disease
and decay,” says Shigo, a
world renowned tree expert.

(His latest book is a cooper-
ative effort from tree care peo-
ple in Europe and the United
States. Tree Biology and Tree
Care is a photo guide written
in five languages.)

He also conducts numerous
seminars, as Go a number of
other tree care professionals.
Shigo says contractors should
‘make use of them: “It is imper-
ative that if someone is going
from lawn care to tree care that
they should attend one, two,
three or four of these sessions.”

Additional training is rec-
ommended even if a contractor
‘merely wishes to cut away
ground-level branches that are
lin the way. “Absolutely,” says
Shigo, “If you make an im-
proper pruning cut you can hurt
the tree and injure the tree
worker. I've seen too many
branches fall in a way that has
not been anticipated.”

Each tree and each treat-
ment program is different.
“You can’t apply a broad spec-
trum approach to tree care,”
says Robert Felix, executive
vice president of the National
Arborist Association, Inc.
(He’ll be speaking on tree care
at the November Professional
Lawn Care Association of
America convention in San
Antonio.)

“The person who visits the
scene has to diagnose the
problem and recommend a
treatment,” Felix explains.

“There are no quick fixes in
tree care,” agrees Steven J.
Day, manager of sales and spe-
cial services at the B.D.
Wilhelm Co., Denver, Colo.

“Lawns, in a sense, can be
instant gratification. To de-

velop beautiful shade trees it
sometimes takes decades,”
says Day, who also is president
of the Rocky Mountain Chap-
ter of the International Soci-
ety of Arboriculture.

“You don’t want to go in
with quick fixes,” Day states,
adding that such an approach
will serve only to harm the tree
and irritate the customers.

Day reports that in Denver
his company’s tree care cus-
tomers tend to be more loyal
than the lawn care customers.
“There’s much more of a long

term relationship that should
be established.”

That’s true, says Shigo,
noting that a thorough tree ed-
ucation should enable a
worker to explain trees ‘“to
housewives or politicians.”

“Communication is a major
problem,” agrees Gary Davey of
Davey Lawn Service, Duluth,
Minn.

“You have to talk to the cus-
tomers and let them know what
you're going to do.”

He adds that “if you know
what the customer wants and

the customer knows what
you're going to do you can
avoid those nasty callbacks.”

Itemizing all prices and of-
fering complete explanations
can put customers at ease, ac-
cording to Davey.

“They don’t understand
that if they have a tree that’s
20-years-old and it dies that
they’re not going to get a new
one for $10.”

Davey’s company is a full
service landscaping firm that
does lawn, tree and shrub care.
Most of the tree work is done

from ladders. Bigger jobs and
takedowns are referred to an-
other contractor except when
a long-time customer is aided
as a favor.

A lawn company seeking to
enter the tree business would
be wise to begin modestly, ac-
cording to Davey and Day.
“Start with the small trees and
shrubs that can be reached
from the ground or a 10-foot
ladder,” says Day.

(Day cautions that before
any tree work is done business
owners should be acutely
aware of all governmental in-
surance, permit and license re-

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

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

That means you can take a 20-
week vacation from weeds. From
disgruntled golfers. From callbacks.
And costly reapplications.

Application is easy and accu-
rate. Team gets to the ground where
you want it. It won't leach out, even in
heavy rainfall. Once activated, it forms

A Divis
Lilly Corp

a zone of protection that shuts the
door on weeds for up to 20 weeks.

Team is widely available on dry
fertilizer from leading formulators, and
in granular form from your distributor.

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

Elanco Products Company

Refer to the Team label for

o)

fr=rm——
)

complete use directions ‘\T,‘.",:.‘/

With Team on your turf,
weeds won't check in for 20 weeks.




quirements. “You can’t over-
emphasize that there are a lot
of regulations.”)

Tree care and lawn care
“both go hand-in-hand,”
states Laurie R. Broccolo,
plant health department su-
pervisor at Ted Collins Asso-
ciates, Ltd., Victor, N.Y. The
firm serves the Rochester area.

“When you’re on a home-
owner’s lawn it makes sense to
look at their trees, too. Cus-
tomers will ask the lawn care
crews about their trees,” she
says.

“Go for a full-care picture,”
says Davey in Duluth. “You
already are established with
the customers. It’s steady
work—there’s always some-

Davey: Don't buy junk!

——gg
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Broccolo: Look up to the trees!

thing to be done with shrubs
and trees.”

It can result in increased
business as clients realize that
“if you have a good lawn and a
ratty shrub it doesn’t work,

and vice-versa,” Davey ex-
plains. “We can spot problems
before the customers even
notice.”

Davey’s company uses
mostly hand tools, avoiding

e
A
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chain saws, charging about $15
to $17 an hour for the work.

“To go to somebody’s house
just to prune they’re going to
pay a lot more just to get the
crew there than if there’s a
whole day’s worth of work,”
Davey points out. And don’t
forget to itemize all the tasks.
“If you break down the prices
you have a much better rate of
acceptance.”

Davey stresses the impor-
tance of buying good tools.
“Don’t buy junk from a hard-
ware store or discount store.
You definitely get what you
pay for. We do a lot of work
with LESCO (located in
Rocky River, Ohio). We ask
them a lot of questions and if

At Pro Show, you'll see products on an exhibit floor three times larger
than any other commercial show. You can test products on a one-million-

Attending only one
professional landscape show
this year?

Make it Pro Show.

With so many trade shows to attend these days, it’s tough to decide which
is the best. This year, the decision is easy.

Pro Show. The One Show.

square-foot outdoor demo area. And talk directly to national sales managers
and product designers from the top commercial manufacturers and suppliers.

Discover the latest landscaping techniques and business management

skills from industry leaders in more than thirty seminars.
And save 75% on regular coach fares with Delta Airlines and American
Express Travel Service. It's easy . . . call 1-800-626-2248 and ask to make a Pro
Show reservation.
When you get right down to it, the decision is easy. Choose the one show
that brings you more. Pro Show.

November 18-20, 1987
Dallas Convention Center
Dallas, Texas

YES!

| want to know more
about Pro Show 87.

[Z] Exhibitor prospectus
[] Attendee information
(or call 1-800-654-0349)

Return to:

Pro Show 87

101 N. Seventh Street
Louisville, KY 40202
1-800-654-0349 or
502/582-1672

Pro Show 87

The Professional Landscape Contracting, Turf and Grounds Maintenance Expo

Name

Title

Employer

Address

City/State/Zip

Telephone

Sponsored by the Outdoor Power Equipment Institute, Inc.
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our rep doesn’t know they can
find out for us—they’re our
major supplier.”

Everyone interviewed for
this story says that finding a
place to dispose of branches is
an important factor to con-
sider when thinking about tree
work.

Some community trash de-
partments will pick up brush,
while in other places you’ll
have to charge the customer
extra to tote the branches to
the local dump and pay a fee.

And what do you carry
them in? ““You can’t haul
around brush in a trailer that’s
hooked up to a lawn care
truck,” notes Day. That
means that a stake bed or
dump truck will have to be
purchased.

Also, a chipper may be de-
sired—which can cost big
bucks. The lowest-priced
model sold by Asplundh
AT AT AT T
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i

Shigo: Hit the books!

Manufacturing Division,
Chalfont, Penn., goes for
$8,000.

Asplundh’s Adam R.
Stefanowicz, Jr. says a chipper
is a necessity if a business
owner has big plans. “If they
want to get into being a com-
petitive tree care company
they’d need one.”

Ifa chipper is used, the dan-
ger factor increases, Day ob-
serves. “There’s horror stories
about chipper injuries.” He
adds that the required tools for
tree work are more costly than
lawn care gear. “Some of the
tree removal equipment is
double or triple that of spray
trucks.”

Roger Funk, Ph.D., of the
Davey Tree Expert Co., Kent,
Ohio, (not connected with the
Duluth firm) recommends
that synthetic rope be pur-
chased to ensure that it
doesn’t break, and that peri-
odic inspections be conducted
on all tools and equipment.

On a marketing note, Felix
at the National Arborist Asso-
ciation says most U.S. cli-
mates will permit year-round
work (avoid snow and ice-cov-
ered branches), but customers
won’t be buying during the
colder months. “Pruning and
removals can continue all
winter, but selling has to be
done before Nov. 15 and after
St. Patrick’s Day.” LCI
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rofitability has been the

traditional indicator of

a company’s degree of
success. However, it is not al-
ways possible in the chemical
lawn care industry to rely on
profitability alone since the
business is very cyclical—pro-
fits can vary from one year to
the next.

What if you are interested
in knowing how you are per-
forming profit-wise at the end
of April or May? What other
options does a company have
to determine its efficiency and
future profitability prior to the
end of the year?

Cash flow is one indicator
many companies have been
using. But this can be very
misleading if you receive large
quantities of prepayment
funds early in the year.

Just because you have a
positive balance in your
checking account does not
mean that you have been oper-
ating profitably. Delays in
paying open accounts payable
invoices can create the same
false sense of profitability.

Production ratios often can
be the best support that an
owner can look at to determine
the efficiency of the company.
These ratios are as follows:

® Production per day
per technician/truck—
This can serve two purposes.
It reveals the productivity of
each vehicle/technician, and
it also tells the owner what
areas are possibly going to
need additional help to get
their route completed during a
round.

® Service calls per
route—This reveals possible
problems with either equip-
ment or an individual operator
in servicing a specific route’s
accounts.

Interpreting this report and
comparing all employees will
help to indicate a company-
wide problem or individual
technician problems before
they become irreversable.

Light product treatment,
poor technician application
technique, or a bad mixing
formula all can be potential
causes of this problem. This
information is not available
from a monthly profit and loss
statement.

® Material usage per
acre—This ratio, when deter-
mined daily or monthly for
each employee, will serve to
identify those routes that are
being treated too heavily or

‘ £ “a
McGary Wandtke
About the Authors
Rudd McGary and Ed Wandtke
are senior partners with All-

Green Management Associates,
Columbus, Ohio.

| BUSINESS SENSE |
Production ratios facilitate lawn care operations

lightly with product. In addi-
tion, this ratio will serve as a
check on your inventory sys-
tem.

Problems identified by
some lawn care firms doing
this analysis include unre-
ported customers being ser-
viced, mismeasured proper-
ties, and miscalibrated deliv-
ery systems.

If you are seeing your mate-
rial costs appearing too high in
your monthly profit and loss
statement, you could have any
one of the above problems.

® Sales per route and

closing ratio—This analysis
will identify by route who has
made the most sales presenta-
tions, their effectiveness
(what is their closing rate?),
and areas where they are con-
siderably below the company
average in sales leads.

This analysis can provide
you insight about your best
sales person, areas where addi-
tional advertising may not be
worthwhile, and employees
who may need additional
training to improve their
sales-closing skills.

@ Out of service days by

vehicle/employee—This
analysis can provide insight as
to a poor preventive mainte-
nance plan, ineffective work
by your outside maintenance
company, or employees miss-
ing too many days.

When a company is con-
stantly without the services of
one or more vehicles, it be-
comes almost impossible to
complete the work on straight
time. Thus tracking both out-
of-service vehicle incidence
and absenteeism will assist in
planning your operations
more efficiently rather than

27

letting the problems identified
adversely impact your profit
and loss statement in the fu-
ture.

In summary, while compil-
ing the data daily needed to
prepare these analyses is time
consuming, the insight as to
the effectiveness of the opera-
tion of the company is not
available from any other
source in as efficient a manner.
Take the time to start
monitoring some of these
ratios, and see the insight they
provide you about your com-
pany. LCI

The ServiceMaster system is terrific for someone entering busi-
ness. As an accounting and business major I can tell they did a
good job developing the program.

Training at the Academy was exceptional. Other lawn care sys-
tems aren't so thorough. We really studied hard and learned a lot.
Rick White is extremely concerned about professionalism and
quality. He says we reflect on him.

ServiceMaster has a great business review. It helps you set your
goals, understand percentages and estimates, and figure out how
you're going to break even.

Whatever it is, you do the footwork, and ServiceMaster helps
when you need it. For instance ServiceMaster has a marvelous
system of telemarketing. The scripts are all set up.

And I don't meet as much resistance as other lawn care opera-
tors. The people we call are real hesitant because there have been
a lot of fly-by-night operations in lawn care. But ServiceMaster has a
really good name...always been honest. We have that quality
behind the name. People are comfortable with ServiceMaster.

service.

All kinds of people with every sort of
background show up at the LawnCare
Academy. Doctors, teachers, housewives,
truckers, pipefitters, green (excuse the pun)
kids not long out of high school. They arrive
with one idea: to become independent
professionals in their own business.

At the Academy I take my mission 1o train
them seriously. I see a great future forlaun
maintenance as homeowners realize the
extent to which it protects and maintains
property investment. I see a great future for
ServiceMaster LawnCare because Service-
Master pioneered franchising and estab-
lished the standard for excellence in

As Jan Piechowski says, students study
hard and learn a lot at the Academy. Why?
Because your grasp of our technical and
business principles make all the difference

Another guy in Rochester went broke last year because he
couldn’t get customers. Now he's looking into buying a
ServiceMaster license.

Business is good. I've been getting a lot of calls.

Janice Piechowski
ServiceMaster LawnCare Operator
Rochester, Minnesota

Forinformation and a franchise application, please call or write:

ServiceMaster LawnCare
2300 Warrenville Road
Downers Grove, IL 60515
(312)964-1300

Servicemaster

LawnCare

in the “real world”.

If you have a vision for your life and
work, you need a plan of action to fulfill it.
ServiceMaster provides that plan...then
helps people carry it through.

What's your vision for your life? Where
areyou now? You might be working for a
lawn maintenance operator yourself. You
might even own a struggling independent
lawn care company.

Investigate the benefits and profitability
of franchising! Check out the most experi-
enced, most established service franchise
network in the world—ServiceMaster.

There are good reasons to do so. Afterall,
Yyour vision is jasta vision, 'til you make it

2ok et

Rick White
Vice President
ServiceMaster LaunCare
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B Florida Turfgrass
Association Annual
Conference and Show,
Oct. 11-14, Hyatt Regency
Hotel and Curtis Hixon
Convention Center, Tampa,
Fla. Contact: FTGA, 302 S.
Graham Ave., Orlando, Fla.
32803-6332; (305) 898-6721.

B Alex Shigo Tree
Biology Workshop,

Oct. 13-16. Portsmouth, N.H.
Contact: National Arborist
Association, 174 Rt. 101,
Bedford, N.H. 03102; (603)
472-2255.

B American Society of
Consulting Arborists
Annual Meeting,

Oct. 14-17, Fess Parker Red
Lion Inn, Santa Barbara,
Calif. Contact: Jack
Siebenthaler, ASCA, 700
Canterbury Road,
Clearwater, Fla. 33546; (813)
446-3356.

H ldea Bank Landscape
Maintenance Seminar,
Oct. 15, Lexington Hotel,
Ontario, Calif.; Oct. 16,
Holiday Inn, Tempe, Ariz.
Contact: Richard Lambert,
(800) 621-1136; in Arizona
call (602) 829-1233.

H ASIC National
Convention,

Oct. 15-18, Concord Hilton,
Concord, Calif. Contact:
American Society of
Irrigation Consultants, Jim
Eddy, 1666 Oakland Blvd.,
Walnut Creek, Calif. 94596;
(415) 939-3985.

B ALCA Interior
Plantscape Division
Conference (and trade
show),

Oct. 24-29, Hyatt Regency
Crystal City Hotel, Arlington,
Va. Contact: Rebecca
Crocker, Associated
Landscape Contractors of
America, 405 N. Washington
St., Falls Church, Va. 22046;
(703) 241-4004.

H 1987 International
Irrigation Exposition &
Technical Conference,
Oct. 25-28, Orlando, Fla.
Contact: Mark Williams,
Irrigation Association, 1911
N. Fort Myer Dr., Suite 1009,
Arlington, Va. 22209; (703)
524-1200.

H Annual Atlantic
Seedmen’s Association
Convention,

Oct. 28-30, Summit Hotel,
Hartford, Conn. Contact:
John Baylor, Atlantic
Seedsmen's Association,
298 E. McCormick Ave.,
State College, Pa. 16801;
(814) 237-0330.

N Southwest Turfgrass
Conference,

Oct. 28-30, Holiday Inn
Pyramid, Albuquerque, N.

_MEETING DATES _

Mex. Contact: Charles L.
Glover, Southwest Turfgrass
Association, New Mexico
State University, PO Box 3-
Q, Las Cruces, N. Mex.
88003.

NOV.

B New York State Turf
and Grounds Exposition,
Nov. 4-5, Rochester
Riverside Convention
Center. Contact: Elizabeth
Seme, New York State
Turfgrass Association, Inc.,
PO Box 612, Latham, N.Y.
12110; (518) 783-1229.

B ALCA Landscape

Management Division
Conference,

Nov. 7-11, Hyatt Regency
Crystal City Hotel, Arlington,
Va. Contact: Rebecca
Crocker, Associated
Landscape Contractors of
America, 405 N. Washington
St., Falls Church, Va. 22046;
(703) 241-4004.

B National Institute on
Park and Grounds
Management
Educational
Conference,

Nov. 8-12, Excelsior Hotel,
Tulsa, Okla. Contact:
National Institute, Box 1936,
Appleton, Wisc. 54913; (414)

733-2301.

M Missouri Lawn and
Turf Conference,

Nov. 9-11, Chase-Park Plaza
Hotel, St. Louis, Mo.
Contact: Greg Martin, UMC
Conference and Specialized
Services, 344 Hearnes
Building, University of
Missouri, Columbia, Mo.
65211; (314) 882-4087.

H Penn State Golf
Conference,

Nov. 9-11, Keller Conference
Center, University Park, Pa.
Contact: Joseph Duich,
Ph.D., Dept. of Agronomy,
21 Tyson Building, University
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Park, Pa. 16802; (814)
865-9853.

B Professional Lawn
Care Association of
America 8th Annual
Conference and Show,
Nov. 12-15, San Antonio
Convention Center, San
Antonio, Texas. Contact:
Doug Moody, PLCAA, 1225
Johnson Ferry Road, NE,
Suite B-220, Marietta, Ga.
30068; (404) 977-5222.

£ ﬁfﬁgl
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Put the squeeze on
container disposal

*“Trademark of The Dow Chemical Company -




LAWN CARE INDUSTRY OCTOBER 1987

THE LAST WORD

Contributions welcome from LCI readers

By James E. GuYeETTE
Managing Editor

C ontributions, comments
and questions are wel-
comed from the readers of
LAwN CARE INDUSTRY.

All the readers of this
magazine can benefit from a
free exchange of ideas, and
we know that our readers
have plenty to offer each
other.

If you have a brilliant idea
about how to perform a task
or solve a particular problem,
give us a call or drop us a

dissolve quickly and completely.

— b,

D

note. (Please include your
phone number.)

Or, you might have a prob-
lem yourself that has you
stumped. Perhaps we here at
LawnN CARE INDUSTRY can
help you, or maybe our read-
ers can!

It could be that there’s a
subject you’d like to see writ-
ten about in LCI. Or maybe
you just have a gripe.

Some of you out there in
readerland may be wondering
why we haven’t done an arti-
cle on a particular topic that
is near and dear to your

mes in pre-measured packets

packed inside a foil pouch,

‘!'which'istdisposed of easily.
It's simple. It’s safe. Just drop the

premeasured packets into the tank. No chance of spills, no
wasted chemical, no measuring errors, less risk of exposure.

All that, and efficacy, too. No insecticide controls a broader
spectrum of turf and ornamental insects than DURSBAN insec-
ticide. And as a wettable powder, DURSBAN 50W has even
more residual power than emulsifiable concentrates. There's no
solvent, so there's no vaporizing or “flash-off” even on the
hottest days. DURSBAN 50W stays where you apply it—won't
migrate in the soil. And it has a proven human safety record.

Choose your package. DURSBAN 50W comes in water-soluble

heart. Most likely the answer
to your puzzlement is the fact
that we don’t know about it
yet.

We think we do a good job
of keeping tabs on the indus-
try, but we can always use
your help.

Give myself or Elliot a call
at (216) 243-8100 or drop us a
line at 7500 Old Oak Blvd.,
Cleveland, Ohio 44130.

If we’re on deadline we
won'’t be able to talk too long,
but most of the time we’d be
delighted to discuss your
ideas and concerns.

packets enclosed in one-pound foil pouches.

-

You can also get DURSBAN 50W
insecticide in 2-1b. fiber containers.

) Put the squeeze on container dis-
3 posal problems—and on bugs.
With DURSBAN 50W insecticide.

Attention: Always read the label before
. use-and carefully follow all label direc-
5 i tions and precautions.

BAN S0W
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The reason I brought this
up is that I recently got a call
from an LCO who wanted to
know why the larger lawn
care firms seem to get more
ink.

He also wondered why
these big companies are buy-
ing out the smaller ones.

To answer the first ques-
tion: We try to cover the
entire industry, and that in-
cludes both the larger and
smaller firms. The larger
companies tend to generate a
little more news because, uh,
they are larger.

To answer the second
question: I tend to view the
acquisitions as a natural pro-
gression of our capitalist
system. Look at the auto
industry of years gone by. As
certain car makers became
bigger and bigger they bought
out their smaller counter-
parts, which is why we no
longer drive Stutz Bearcats
or REO Speedwagons—al-
though I'm sure they were
nice cars driven by nice peo-
ple.

But that phone call from
the reader made an im-
pression on me because,
although he was good-
natured about it, he was al-
most to the point of fury over
his aggravation about the
above two issues.

The caller could have
saved himself a lot of anguish
if he would have given us a
jingle a long time ago.

He almost gave us a scoop,
too, in return. He wanted to
know why we didn’t report
the merger of one of his
competitors. Was he getting
special treatment?

Merger? What merger? 1
called around to check out
the rumor, only to discover
that the companies involved
had simply had discussions—
but they were supposedly Top
Secret! How on earth did we
know about it? To say the
least, they were surprised to
find out that their big secret
was out all over town.

No story resulted from
that tip, but it points out
how we have to depend on
our readers to let us know
what’s happening.

And we're really interested
in setting up some sort of
reader exchange where we
can offer our readers short
little tips on how their col-
leagues have solved a
particular problem or han-
dled a certain situation.

Let’s share your brilliant
ideas with the world!

And please don’t forget to
include your phone number
on your note so additional
information can be sought.

Remember, too, that your
questions and comments are
welcome. No need to get indi-
gestion fuming over
something we’re probably not
even aware of,

Keep that card coming!



Introducing the
art of application
for maximum germination.

The new Ryan® Mataway
Overseeder® is simply better.
Better results begin with the
basics, like seed calibration. An
easy-to-read chart on the Mataway
Overseeder tells you the exact set-
ting for pounds of seed needed per
1,000 sq. ft. There’s no need for
complicated, time-consuming for-
mulas. Just look it up, load it up,
select setting, and you’re ready
to go.

Accurate and Efficient
Application.

Two-inch spacing between rows
gives you a dense pattern for one-
pass application. Gandy® preci-
sion metering and a disc-type seed
delivery system places the seed
directly into the slits for uniform
seed/ground contact and maximum
germination.

The result is a lusher,
thicker lawn. And more satisfied
customers.

Ease of operation.

The new Ryan Mataway Over-
seeder is the only overseeder you’ll
find that gives you the flexibility to
power rake, overseed, or to do both
at the same time. It’s so simple
the seed delivery system can be
removed with just four pins.

Front-wheel drive means better
control and less operator fatigue.
Seed flow stops automatically when
crossing sidewalks and driveways.




A fingertip micro screw adjustment
allows for precise depth adjust-
ment. Clear seed tubes help you
monitor flow and supply.

Call today or contact your
nearest Ryan dealer for more in-
formation and a free test drive
demonstration. You'll see why the
new Ryan Mataway Overseeder is
simply better, plus you'll receive a

i free pair of soft leather gloves.*

demonstration.

The Ryan Mataway Overseeder
fits into any lawn care operation.
Priced right and built to last longer,
it’s one of the most cost-efficient
ways to stay ahead of your compe-
tition. And we’ll prove it to you.

Call toll free 1-800-228-4444 for
all the details.

RYAN'
BUILT TO LAST

6122 Cushman, OMC-Lincoln, P.O. Box 82409, Lincoln, NE 68501
*Offer expires 11/30/87. (© Outboard Marine Corporation, 1987. All rights reserved.
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Only LESCO offers four distinctly dif-
ferent sulfur-coated urea fertilizers.
Each available in a variety of analyses.

Choose from our standard formulation,
a new intermediate mini-size, the popu-
lar ELITE micro-particle products or the
new ELITE with iron and manganese
bonded to every particle.

All top quality. All designed to provide
steady, gradual greening for up to three
months.

Order today. Contact your LESCO Sales
Representative, visit your local LESCO
Service Center or call us toll free.

(800) 3215325 (800) 362-7413
NATIONWIDE IN OHIO

YEARS

SERVING THEGREEN INDUSTRY

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