EPA and scientists attest to safety of Milorganite

s |
Milor

By ELLioT MAaRrAS
Editor

uppliers of Mil-
organite are counting
on assurances from
scientists to quell an alleged
link between the fertilizer
and Lou Gehrig’s disease.
National media reported the

alleged link in February.

At this point, it is too early
to tell if the allegations,
which have been publicly de-
nounced by the EPA and epi-
demiologists, will have any
effect on spring sales.
Milorganite is an organic fer-
tilizer made by the Mil-
waukee Metropolitan Sewer
District.

The link was first sug-

gested after it was learned
that three former San Fran-
sisco 49ers had contracted
the fatal disease (Bob Wa-
ters, Matt Hazeltine and
Gary Lewis). Three out of a
total 55 team members is an
unusually high ratio for
ALS,

While no one could con-
firm Milorganite was used on

the field when the three
played, one researcher told
the Milwaukee Sentinel that
the fertilizer might have
been the cause. Some re-
search has suggested a link
between the disease and ex-
posure to a toxic substance in
diet or environment.

Researchers and U.S. En-
See SAFE, Page 26
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‘ new, stricter, immi-
' gration law that goes
J into effect in May has
some lawn management con-
tractors concerned.
Others are taking a wait-
‘and-see attitude.
Agents of the Immigra-
| tion and Naturalization Ser-
vice will be able to hold
‘business owners responsible
iftheir employees do not sup-
ply information indicating
that they are in this country

W

y.

The Immigration Reform
Act 0f 1986 provides that em-
ployers who hire illegal aliens
- wxllbewarnedﬁrst a fine re-

ults from a second offense. A
5 ear later the full penalties go
‘into effect—with fines of
$1,000 per illegal alien and
 prison terms of up to six
‘months for repeatedly and
‘knowingly hiring illegal al-
See ALIENS, Page 29

New law targets lllegal aliens
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By ELLioT Maras
Editor

ollution coverage, cut
from LCOs’ general

business insurance pol-

icies in 1985-86, is slowly com-
ing back.

While most LCOs think

| NEXT MONTH

{

B Lawn CaRE INDUSTRY's first listing of million dollar
il lawn management contractors.
| BA look at where lawn care prices are headed.

Pollution coverage
slowly coming back

they have no choice but to
chance a pollution suit with-
out protection, a handful have
secured some coverage.

Chicago-based CNA Insur-
ance Companies began
providing LLCOs limited pollu-
tion coverage this year. A few
other insurance companies
have also reportedly been of-
fering limited pollution
coverage.

Expect still more com-
panies to begin offering pollu-
tion coverage this year, said
Jeff Telego of the Risk Insur-

See POLICIES, Page 7

ChemLawn agrees
to offer by Ecolab

By ELLioTr MARAS
Editor

COLUMBUS, OHIO—
Responding to an offer more
generous than many stock
analysts would have believed,
ChemLawn Ser-
vice Corp.’s
board of directors
has agreed to sell
all outstanding
shares to St.
Paul, MN-based
Ecolab Inc. for $370 million.

The $36.50 per share offer
could enable ChemLawn to th-
wart a bid by Waste Manage-
ment, Inc. to gain control of
the company. ChemLawn has
resisted Waste Management’s
attempted takeover, which be-
gan in February.

Ecolab, which provides
cleaning and sanitizing prod-
ucts and services to institu-
tions, approached ChemLawn
after learning of Waste Man-

a dry lawn care plan.

initiatives.

—— T

ChemLawn offers 3 new options
COLUMBUS—ChemLawn Services Corp. is
introducing three alternative lawn care programs
to the Buffalo, NY area this season. They include
a fertilizer-only plan, a limited pesticide plan and

The options are being introduced in Buffalo to
halt criticism expected from anti-lawn care
groups. Anti-lawn care activists generated an
unusual amount of publicity last year that
resulted in public hearings and legislative

Mary Jane Goldthwaite, vice president-general
counsel, told the Buffalo media the options are
being test marketed in Buffalo.

The fertilizer-only option will consist of four
applications of fertilizer, with no weed control or
insect control materials. The limited pesticide option
will treat pests only after they have appeared;
preventative materials will not be used.

agement's offer. Ecolab had
been looking for a chance to
get into residential services.

Waste Mangement, based
in Chicago, IL, raised its orig-
inal $27 per share offer to $33
and then $35 just before
ChemLawn an-
nounced its ac-
ceptance of Eco-
lab’s offer on
March 21. Waste
Management re-
ported that only
121 shares had been tendered
to it by March 19.

The merger agreement pro-
vides that if Ecolab does not
succeed in acquiring Chem-
Lawn, ChemLawn would pay
Ecolab $20 million.

The agreement was praised
by officials from both com-
panies.

“I think Ecolab’s strength
in the institutional/commer-
cial marketplace and Chem-

See OFFER, Page 24
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Our new diesel

beds down in your pickup at night

so you can beat the sun
to the jobsite next morning

In the mower-for-hire industry, start-
ing before sunup means more jobs
done by sundown. And that means
more potential profit for your
business.

The new John Deere 16-hp 332
Diesel Tractor can help improve
your business, putting time on your
side...and more money in your
pocket.

Teamed with optional 38-inch
mower (shown), this down-size
diesel transports easily to the jobsite.

And its tight 26-inch turning
radius helps you get the job done
quicker. Especially in confined or
heavily landscaped areas.

The John Deere 332 is powered
by a 3-cylinder liquid-cooled diesel
engine and backed by a limited
2-year commercial warranty.

Glow plugs in the precombustion

chambers provide fast,reliable starts.

A full-pressure lubrication system
with replaceable filter delivers oil to
vital engine components.

The new 332 is easy to operate
with hydrostatic drive, power steer-

.....
[+

Nothing Runs Like a Deere’

( JOHN DEERE j

B0

ing, dual hydraulic lift levers and
individual shoe-type brakes.

And it shortens long workdays,
with adjustable high-back seat, clus-
tered controls and wide, 2-position
footrests.

Deep, contoured mower decks—
38, 46 or 50 inches wide —are sus-
pended from four points on the
tractor for smoother mowing.
Adjustable gauge wheels reduce
scalping on rough or rolling terrain.

And five different material collec-
tion systems (two of which are
shown below) pick up leaves, clip-
pings and lawn debris for a just-
manicured look.

For down-size diesel power you
can literally take to the bank, visit
your John Deere dealer.

For the name of the one nearest
you, call 800/447-9126 toll free,
(800/322-6796 in Illinois). Or write
John Deere, Dept. 50, Moline, IL
61265.

1837-1987
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is a difficult factor to know because it rests on a variety of other
factors—soil properties, cultivation practices, climatic condi-
tions and the chemical’s own properties.

Arthur Hornsby, extension specialist in the Soil Science

containment area, which can
either be underground or
above-ground. Be aware, how-
ever, that the contained

lawn care companies to up-
grade their containment of
wastewater. Design considera-
tions for pesticide storage
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Agency has found 17 pesticide compounds in groundwater
throughout the U.S., and plans to recommend maximum
contaminant levels in drinking water.
“All chemicals, under certain conditions, will get to :
groundwater,”” Hornsby said. d . &
The chemical’s own propensity to move through the soil Coors: Lower premiums.
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Midwest Office
JON MIDUCKI
Reglonal Sales Manager
500 Old Oak 8Bivd.
Cleveland, OH 44130

Southern Office
RON KEMPNER
(404) 233-1817
Associate Publisher
455 E. Paces, Ferry Rd.,

addition, an underground sys-
tem requires periodic soil test-
ing.

Wastewater recycling was
addressed in a followup ses-
sion by Darrell Rester of Delta
South Engineers, Inc., Baton

taminate groundwater. Coors, manager of Chem- | Rouge, LA. He said pesticide At!anstgl.%ls\2;0305
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two to three weeks.

Once the tank is rinsed, Re-
ster said one part washwater
should be mixed with four
parts clean water for future
rinsing. LCI

the compound through the soil. Low organic content in the soil

also enhances the compound’s mobility through the soil.
Other factors to consider include volatilization, chemical

decomposition and biological decomposition, Hornsby said.

LCI

the Kentucky Agribusiness
and Pesticide Conference in
Louisville.

One of the benefits of mini-
mizing pollution risks is lower
insurance premiums, Coors

Public grounds are looking
more promising as a potential
market for LCOs and lawn
management contractors due to
the budgetary problems
afflicting municipal
governments and other public
entities. Dr. Forrest Stegelin,
associate professor in the
Department of Agricultural
Economics at the University of
Kentucky, made the point while
discussing market opportunities
to the Louisville Lawn Care
Association.

The recently-organized, 40-
member association hosted
Stegelin at a dinner meeting
during the Kentucky
Agribusiness and Pesticide
Conference in Louisville.
Stegelin said LCOs are not
aggressive enough in pursuing
new markets.

Regional lawn care
associations are popping up
from coast to coast as LCOs and
lawn management contractors
become more aware of the need
to organize.

In the last few months, the
relatively new Louisville and
Kansas-Missouri organizations
held well-attended workshops
that addressed both technical
and business topics. Both
associations scheduled
presentations on 8,4-D toxicology
by Dow Chemical Co. consultant
Wendell Mullison.

In southeast Virginia, the
newly-formed Hampton Roads
Professional Lawn Care
Association also held a get-
together.

High on the agenda of each of
these associations is being
prepared to deal with the news
media this spring. Sessions dealt
with this topic.

Acclaim has received
registration from the U.S.
Environmental Protection
Agency. The herbicide, produced
by Hoechst-Roussel Agri-Vet Co.,
controls crabgrass, goosegrass
and other grassy weeds. It can be
tank-mixed with pre-emergence
products as part of a planned
program or used alone as a
single-application post-
emergence treatment. Acclaim
can also be applied selectively to
specific problem areas.

Groundwater protection
legislation will be introduced
to both houses of Congress this
year. The good news for the lawn
care industry is that as far as
pesticide contamination is
concerned, attention will be
focused on agricultural
applications.

Phil Metzger, co-author of the
National Groundwater Policy
Forum’s recommendations to
Congress on groundwater
legislation, said legislation will
almost exclusively deal with
agricultural sources of pesticide
contamination. He said the
residential sector is a low
priority.

The forum is an independent
policy and resource group. Its
recent book, Groundwater
Protection, calls for federal
legislation encouraging states to
implement groundwater
strategies.

Homeowners are counting on
the professionals more than
ever, says A. J. Powell,
extension turfgrass specialist at
the University of Kentucky.
Years ago, extension seminars on
turf care brought around 300
homeowners. Nowadays, you can
count them on one hand.

“I don’t see the homeowner
interested in education any
more,” Powell told the Louisville
Lawn Care Association recently.
“They want a quick fix.”

Rohm and Haas plans to sell
its herbicide trade to BASF AG
of West Germany for an
undisclosed sum, it was reported
in Chemical Week magazine. Both
companies have supplied
herbicides to the turf market.

A Rohm and Haas official said
the decision to sell reflects an
unwillingness to commit
resources needed to sustain
Blazer, a post-emergent soybean
broadleaf herbicide, in the face
of growing competition.

LCOs get top marks for
regulatory compliance among
pesticide users as a whole,
according to Mike Stivers,
director of the Kentucky
Department of Agriculture’s
pesticide division. Stivers gave
his accolades at the Kentucky
Agribusiness and Pesticide
Conference in Louigville.

Posting regulations are
being pondered in New Jersey
and Connecticut.

The Garden State proposal is
still under preparation by state
officials. Public hearings are
expected sometime during the
summer, according to Ilona Gray
of the Alliance for
Environmental Concerns, Inc.,
Wayne, NJ.

The Professional Pesticide
Users of Connecticut, Inc. is
confident that a pre-notification
posting law will not be approved.
The proposal does not have the
support of many politicians,
according to Don Kiley,
executive director of the PPUC.
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CP SprayersHandle
PressureLikeaPro

Pressure Control Regulator.
Adjusts easily for high (43 PSI) or
low (15 PSI) pressure.

Safety Pressure Release
Valve. Avoids damage to pump.

Large Pressure Chamber.
Protected—inside the spray tank.

Polypropylene Spray Tank. (lé
Virtually indestructible. e~
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Pump. Protected by spray
tank —easily accessible.
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Interchangeable Steel Pump,/ ™
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Cooper Pegler sprayers handle Whatever your sprayer needs—from
pressure like no other sprayer. Just nursery and greenhouse operations, to
select “L’ for low pressure applications up to  forestry applications, to grounds mainte-
15 PSI, or “H”for high pressure applications nance, to industrial and municipal uses, to

up to 43 PSI. agricultural and farmstead/homestead

CP sprayers have an international applications —you can depend on CP
reputation for reliability, accuracy and ease- backpack sprayers.
of-operation. And CP backpack sprayers are Demand the quality, features and value

available in 4 gallon (CP15) and 5.3 gallon of CP sprayers.

(CP3) sizes,with a full line of accessories

including multi-nozzle booms, spray shields, COOP ER P EGLER

tree guards, and variable-spray nozzles. The Pressure-Regulated Backpack Sprayers
Coastal Chemical Corporation, PO. Box 525, Clayton, NC 27520, 919/553-7105
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Feb. 26—°‘C-Day’ for lawn care industry!
ALL SHOULD FOLLOW CHEMLAWN'S LEAD AND ASSESS MARKET VALUE

istory was made on Feb.

26, 1987. The first
takeover attempt of a lawn
care company was launched.

C-Day (Waste
Management’s unsolicited
$270 million offer for
ChemLawn) took Wall Street
by surprise. With all the
regulatory initiatives and bad
press afflicting the lawn care
industry, securities analysts
had downgraded
ChemLawn’s stock over the
last several months. Just the
day before the stock
exploded, three analysts told
me not to consider buying it
unless I had more patience
than a used Pinto salesman.

A lot they knew. C-Day
came, and as a result, the
investment community is
now more concerned with the
industry’s earning power
than the controversy it has
attracted.

As Jerry Faulring of Hydro
Lawn pointed out, every LCO
is worth more today than
before Feb. 26.

So now is a good time for
companies to assess their
market values. Most LCOs
have never had their
companies appraised.

The company’s tax
accountant is good for the
largest portion of this sort of
task. But someone with
experience in the industry is
needed to determine the less
tangible factors.

Let’s consider the key
elements of a lawn care
company’s appraisal.

We begin with the amount
of money that would be
needed to start the company
from scratch and bring it up
to its current business
volume. This is known as the
“floor value.” It is the total
assets minus liabilities,
potential bad debts, long-
term debts and intangible
assets.

Next, we factor in short-
term profit potential. Take
the “floor value” as explained
above, and add to it the
company’s profit projection
for the next few years minus
what would be reasonable
compensation for the owner,
should he leave.

Now for the less tangible
factors.

Customer base. This is
measured by the customer
retention rate, the company’s
penetration of its market, the
size of the average property
serviced, average revenue per
customer and customer
payment habits.

Staff. Its value is
determined by the employees’
capabilities, their turnover
rate and their average length
of service.

All of these factors, taken
together, determine a
company’s market value.

LCOs also have to decide

what role they want to play
in an industry that will be
dominated by a smaller
number of bigger companies.
Their choices will be like
those that faced independent
brewers in the 1950s: to sell,
to buy, to merge, or to remain
a very small independent
company.

Mergers and acquisitions
are escalating. The Waste
Management offer for
ChemLawn is one of several

buyouts proposed in the lawn

care industry in the last few
months.

In the last decade, the
lawn care industry grew
faster than many observors
could believe. They didn’t
believe the high growth could
sustain itself indefinitely, and
they were right. Investors
waited for the spout to lose
steam to discern a more
permanent view of the
industry.

Now the industry’s market
potential is better

understood, and investors are
ready to make their moves.
C-Day marked the
beginning of a new era for the
lawn care industry. Now is
the time for all companies to
understand their market

values. LCI
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Toros reliability really isnt a factor.
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POLICIES

from Page 1

ance Management Society.
“There is more interest by
other insurers for writing pol-
lution insurance,” he said, but
they aren’t making it public
yet.

No insurer offers or is ex-
pected to offer the $1 million
ceiling that is considered nec-
essary in the event of a pollu-
tion suit. And, except for the
CNA policy, what is available
i8 very expensive.

(Companies who do lawn
care as a sideline, such as full-
service landscape manage-
ment contractors and interior
pest control sprayers, have

been able to secure pollution
coverage for their lawn care,
but have been advised to limit
their growth in lawn care.)

The CNA policy

CNA is offering $250,000 in
pollution coverage as part of
its general business insurance
program at no additional cost,
said Linda Powers, senior me-
dia relations specialist.

What many would consider
most unusual about the CNA
coverage is that it is offered on
an occurrence basis.

Occurrence is the favored
type of coverage since there is
no expiration date for claims
to be honored by the carrier.

Much business insurance is

now provided on a claims-
made basis, which requires
claims to be reported by spe-
cific dates.

To qualify for the pollution
coverage, Powers said LLCOs
must comply with all govern-
ment regulatory standards on
pesticide use. She emphasized
that it is off-premises
coverage, not on-site coverage.
On-site coverage would be for
damage caused by a gradual
leak from a storage tank.

(The gradual coverage, also
known as environmental im-
pairment coverage, has never
been available to LCOs by
commercial carriers.)

“While CNA doesn’t gener-
ally offer pollution liability

Faulring: Pleasantly surprised.

coverage, a limited exception
has been granted to lawn care
contractors insured under the
ALCA (Associated Landscape
Contractors of America) pro-
gram,” she said.

CNA carries the ALCA
group business insurance plan.

=t}
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Powers pointed out, however,
that the plan is offered inde-
pendently of ALCA.

Higher policy limits will be
considerd on an individual
basis, Powers said.

CNA reinstated pollution
coverage after learning that
several states require it of li-
censed pesticide applicators,
Powers said.

Plymouth, MI-based New
England Green, Inc. and
Gaithersburg, MD-based
Hyrdo Lawn, Inc. are two
CNA policyholders who
learned of the pollution re-
instatement in early January.
They were pleasantly sur-
prised.

“We didn’t ask for it,”
Faulring said. “They decided
to reinstate because they dis-
covered their previous assess-
ment of the industry doesn’t
hold true.”” He said the
$250,000 limit is too low, but
added, ‘‘I'd rather have
$250,000 than nothing.”

Other policies

A few other LCOs have se-
cured pollution coverage as a
separate policy and at great
cost.

Jim Wilkinson, general
manager of Old Fox Lawn
Care, Inc. and president of the
Professional Lawn Care Asso-
ciation of America, said he se-
cured a separate pollution
policy on a claims-made basis.
He said it was very expensive.
He did not want to name the
company.

Patrick Norton, president
of Columbus, OH-based Bare-
foot Grass Lawn Service, Inc.,
also secured what he termed a
low amount of coverage at a
high cost.

An exceptional case is that
of Perma Green, Inc., Boise,
ID. The company never lost its
pollution coverage.

The insurer, Industrial In-
demnity, made an exception
on the basis of Perma Green’s
excellent record and long pa-
tronage, said Pat Roark, spe-
cial accounts underwriting
manager for Industrial.

Is it worth it?

Most of the LCOs inter-
viewed for this article said
pollution coverage is not avail-
able. They include Tru Green
Corp., Atlanta, GA, the na-
tion’s second largest lawn care
firm, and Rochester, NY-
based Lawn Medic, Inc.

Those who were aware of
any availability often called it
cost prohibitive.

“It’s not worth it,” said Er-
nest Sampson, president of
Crestwood, KY-based Excel-
awn Corp.

ChemLawn Services Corp.
isn’t covered for pollution ei-
ther. A spokesman who did
not wish to be named said the
company can get coverage
should a state actually require
it.

While several states do re-
quire LCOs to have pollution
coverage, most have changed,
suspended or ignored the re-
quirement in the last year. LCI
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LCOs turn to pros for stronger marketing plans

By ELLioTr MARAS
Editor

s competition stiffens,
A companies are turning
to professional image
builders to gain distinction in

there is nothing wrong with
ready-made, boilerplate bro-
chures. However, “There’s ego
involved,” which is why his
company spends more to have
a specially-designed brochure.

s Agencies &

said. But the return on invest-
ment is long-term.
Remember, McGary said,
most new customers come
from personal referrals. Re-

investment. ‘“We judge our
(ad) agency on the number of
inquiries, cost per inquiry and
the number of sales from the
campaigns,” he said.

Advertising Agen.

Agency or in-

look like a well-established
company with the right mar-
keting pieces.”

Hydro Lawn’s Faulring be-
lieves in agencies, after having
tried to handle some of his ad-
vertising in-house. “Buying

Southern Lawn and
Davey are among the | ATIVE SERVICES
many companies
that have re-

Counselors (Cont'’.,
ALPERN ALLEN AIYWERTISING Al
ASSOC 343 S Dearten =--ven -461-1985 AMANDA GROUP THE

000 ADVG 6430 N Centr ------763-4616
4R & ASSOC 2744 N ¢ “"‘""“/ “"““""

house?
Most lawn
care com-

the marketplace. In the words
of one management consul-
tant, slick image packaging

the agency services gives me a
whole lot more ﬂexibility than
I'd have in-house,” he said. If

i - i ided 4 M LUBETKIN & COMPANY INC 2634 W Tohyesersmsanececacans 262-116. i

can give a one-man operation cently decided u;.};:u;(‘mn COMPANY INC ke vov ising Seavices in panies he has a suddexli bhudget
the pizzazz of a multi-national | to expand from  AuB INTERNTL Chga--ossomeeomes 564.5308 that have | crunch, for example, he can
conglomerate. direct mail to AADVERT ASSOCIATES INC 3 Dsdes) 38 z-vem ~Choe] o 261-8000 made a | havetheagencycutbackonits

In the past, only the large | mass media— ™o ononry mematons ‘“"““ ASEMARATHON CHGO os1.04¢  Mmajor in- | hours for the month. This
lawn care companies ventured where the return oo “_ff]’_{;“_’_‘_‘_’f?_’f?__nl.m ‘ugmcn ASSOCIATION OF ——  vestment Would be more difficult with an
beyond direct mail and Yellow | is more Am.son uvu.oa_i-pf _______ S ADVERTISING AGENCIES in adver- | in-house staff.
Pages listings. nebulous. ABRAHAM & WEISS LTD An assoc tising have Nor does Faulring think he

But in recent years, many The radio, ADVERTORE DV Siocmers ey of full-service, opted to | could get the level of profes-
one-branch operations have | television and *7*4SAnveeTisiag arencvane e riogel st use agen- | sionalism as economically by
budgeted for exposure through | print ads are usually run in the for standards cies as op- | hiringan in-house staff. About

dio, televisi ing, i juncti ith di SEMEIs & pcwoe & dedicaled d to | six well-seasoned unt ex-
radio, television, newspapers, | spring, in conjunction withdi- 348-1090 | to creating succenstid sdvertising. pose 0 vell-seasoned account e
magazines and billboards— | rect mail and telemarketing in-house | ecutives work on his account.
media that reach the masses | efforts. e R s e “‘3 :‘E‘J.:‘,E,,.‘G‘,.‘.i,ﬁ“:ﬁg,;ww staffs. How does he know he’s get-
but have a less-than-direct im- “Advertising is ST Rt G [ s Agencies | ting his money’s worth? “It
(AAVERISINE TS il G R BBDO CHICAGO ING 337 ;

pact on sales. And such pro- | an integral element ax couuumumns GROUP mc BERNARD HODES ADVG charge be- | boils down to any other profes-
grams require professional | of a m a rketing uuce m;_,-"'s‘,',;gi;.'g"" mw:.“.gvg::'}‘{g...‘g';‘" tween $60 | sional ser:vice—-there has to be
help. ‘ plan,” said Russell B3t e e GRPORATED THE BURNETT LEO and $120 an hour. | a very high level of trust be-

How this help should be en- | Frith, president of = SevceAl Meda-Graghes i Prudent’! The choice, how- | tween the people,” he said.
listed—by an in-house staff or | Lawn Doctor, Inc., ansmo ASSOCIATES INC AN ever, is hotly debated. Barefoot Grass Lawn Ser-
an outside agency—is the sub- | Matawan, NJ. “We  RTISinG UNCIMITED e 0 >0 A McGary, the consultant, sees | vice, Inc. is probably the
ject of a perennial debate in | try to use a bal- 33 Weeon AT agencies as advantageous for the na- | largest firm that doesn’t use an

the business world. An outside
agency oftentimes gives a
fresher perspective on the cli-
ent’s needs and saves the cli-
ent some personnel re-
sponsibilities. An in-house
staff, on the other hand, keeps
all decisions within the com-
pany and enables it to better
monitor the return on its in-
vestment.

The bottom line is that
more lawn care dollars are
being invested in advertising.
Professionals, in-house or
out-, provide companies the
creative talent they need to
polish their images and the as-
sistance they need to buy me-
dia space.

“We need the professional
help,” said Henry Schmid,
marketing director for Davey
Tree & Expert Co., Kent, OH.
“We just feel we need to have
the overall image out there.”
Davey uses an agency.

“With the competition and
the sheer number of (direct
mail) pieces per household,
you've got to go to somebody
with professional ability in de-
signing these pieces,” said Pe-
ter Connelly, president of
Southern Lawn, Inc.,
Roanoke, VA.

The company designed its
own, one-color brochure when
it started in the business back
in 1977. Noticing the quality of
the competition’s brochures,
Connelly soon decided that a
slick, four-color piece was nec-
essary, so he hired an agency.

The agency also upgraded
the customer newsletter.
“They took something that
was kind of dull and maybe too
wordy and put some steam

into it,” he said.
Jerry Faulring, president of
Hydro Lawn, Inc.,

Gaithersburg, MD, admits

anced program—

;':E‘uc- LA ) l:'"‘ mnw AR‘
mass media, local TN anc
media and direct  ADVG 1520 W Momana---4T7-7100

Ay uaxn 1 INC ARL
mall. r.wo 3 L R — 686-0425 Al
Tru Green Mok “.?.sf. .............. 764-8833
Corp., Atlanta, ;E’ElAADVERTlSlNAGCV e ARN
GA, has also in. <aunes shvreTieia e 1 020 ARO

creased its budget for mass
media advertising in recent
years. “It’s a coordinated tie-
in approach as opposed to one
(where one medium) is first
and one’s second,” said Paul
Anderegg, vice president of
marketing.

To use mass media suc-

search shows that when an ac-
count is not garnered through
referral, the customer is un-
sure what caused him to make
his choice. McGary thinks
there is very little to be gained
by most lawn care companies
via mass media.

Some companies, such as

tional firms that have to buy expo-
sure in many markets. He thinks
smaller companies will do better do-
ing as much as they can on their own
and buying creative services as
needed.

“Agencies, in billing, are usually

two or three times more ex-
pensive than it should cost,”
he said. “It’s in their best in-
terest to get as much revenue
as they can. Therefore, they
may suggest things that aren’t
needed.”

McGary said he’s yet to find
an agency that’s done any

cessfully, a company needs the | T'ru Green Corp., do use mass | market research for the lawn
services of [eIUNETEIGTETITIGEIHEL LI ER G Koy  care industry.
someone who Also be

is familiar
with the de-
mographics
of a given

Company A: (Northeast)

Newspaper advertising 50%

Telemarketing 40%
Coupons 10%

Company B: (Mid-Atiantic)

aware, McG-
ary said, that
many agen-
cies are used

Direct mail 5%

market and to working on
the various retail and
media reach- manufactur-
ing that mar- ing accounts,
ket. Even which in-
then, effec- | Customerincentves 20% TV advertising 20% | Newspaper and Yellow Pages combined 55% volve dif-
tiveness will Annual revenue: $500,000 Annual revenue: $500,000 ferent media
mined on'a | ComeanyC:(Southeast) | CompanyD: (Northeast) | SIS
Direct mail 23% ustomer incentives 4% | pirect mail 73% Yellow Pages 5%

trial and er-
ror basis.
Davey

Tree & Ex-
pert used
television in
1984 and
didn’t feel it
was worth the
cost.

Newspaper advertising 75%
Annual revenue: $200,000

Newspaper advertising 22%
Annual revenue; $200,000
Information provided by Phil Catron. MAVC Services Corp., Damascus, MD
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industry con-
sultant, Phil
Catron of
MAVS Ser-
vices Corp.,
Damascus,
MD, advo-
cates agen-
cies. ‘‘If
you've got fi-

Some tips

Rudd McGary, senior part-
ner in All-Green Management
Associates, Columbus, OH,
thinks LCOs should first ask
themselves what they expect
to accomplish through mass
media advertising.

“It is tremendously ego-sat-
isfying to see that stuff,” he

media for immediate customer
response as opposed to just
image building. Radio and
television ads include a toll
free number for customers to
call.

This is more expensive,
notes Tru Green’s Anderegg,
since it requires a longer ad.
But it enables the company to
better monitor its return on

nancial backing, I'd go (with
an agency) right from the
start.” Without one, he said,
“You can’t see the forest
through the trees. You're too
tied to the business.”

Catron said lawn care firms
should use agencies for what-
ever creative work they need,
no matter how little. “You can
make a one-person company

agency. President Patrick
Norton believes in the in-
house method. His team in-
cludes about six people, some
of whom he’s sent to school to
hone their creative skills.

“The key part now is that
we’ve got a lot of experience”
with advertising, he said. It
would take an agency a long
time to learn what they’d need
to know to promote his busi-
ness, and he’s skeptical he
could find one that would be
willing to invest the time.

Norton said he has tried
with three or four agencies.
“It’s never blossomed to where
we felt comfortable they had
the same goals we had,” he
said.

“Advertising is supposed to
be a black box you can’t mea-
sure” results of, he said. “I dis-
agree with that.” And having
an in-house staff, he feels, en-
ables him to know what he’s
paying for.

Frith of Lawn Doctor only
recently switched from doing
everything in-house to having
an agency. “You need, from
time to time, an outside look at
your operation,” he said.

But he retains some in-
house staff. The in-house
graphic artist does some cus-
tomer handouts and materials
for the franchise outlets. The
agency does the media buying
and the creative work for the
direct mail, broadcast and
print ads.

Many of the LCOs inter-
viewed said they had worked
with several agencies before
finding one they liked.

One suggestion is to hire an
agency for a single project to
see how well it performs. If a
good rapport evolves, the
agency can be given more re-
sponsiblity. LCI
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How can a communications agency help your firm?

By JamESs A. SAMPLE

hould you hire a com-

munications agency to

handle your advertis-
ing, sales promotion and pub-
lic relations needs?

That decision rests on the
opportunities and problems in
your particular business. Here
are some reasons LCOs use an
agency:

® They and their staff are
too busy to handle communi-
cations themselves.

@ They don’t have enough
experience in communica-
tions or marketing.

® They want another ex-
pert’s opinion or point of view.

® They need communica-
tions help in a community
that's new to the LCO or in a
new business venture.

Just what is a communica-
tions agency? It is a company
that sells its communications
abilities to clients. It uses
these abilities to inform, per-
suade and motivate people to
buy products or services.

Large agencies offer a full
range of services such as mar-
ket research, planning, pro-
duction and placement of
advertising in print and
broadcast media, production
of sales promotion literature
and audio-visual presenta-
tions, product publicity (in-
cluding news and feature story
placements), direct mail, trade
show displays, telemarketing
and more.

Medium and small-sized
agencies concentrate on a few
of the above. They can arrange
with another specialist on a
subcontract basis if they need
something beyond their nor-
mal capability. For example,
they might write the script for
a videotape but retain a pro-
duction company to shoot it,
record sound and edit the final
tape.

What kind of an agency is
right for a lawn care business?
One that understands its
problems and opportunties,
and one whom the clients in-
volved are comfortable work-
ing with.

How much to spend

An LCO should invest an
amount of money for com-
munications equal to the com-
petition if:

® The LCO’s company is
well known already.

® There is not much cus-
tomer turnover or competitive
pressure.

® The company is satisfied
with its market share.

® The company doesn’t
need many different types of
communications services or
require them often during the
year.

An LCO should invest more
than the competition for com-
munications if:

® The company is not well
known or if it is trying to over-
come a bad reputation.

® The company has lots of

customer turnover or new-
found prospects.

® Competition is strong.

® The company wants to
increase its market share by
introducing an innovative ser-
vice, a lower price, or by enter-
ing an area where it's not well
known.

® The company needs a va-
riety of communications ser-
vices relatively often during
the year.

Agencies are most effective
when they help the client de-
sign a marketing plan rather
than receiving a plan to carry
out. A marketing plan spells

About the Author
James A. Sample is president
of Marcomm Marketing
Communications, Inc., of
Minneapolis, MN.

out the respective roles of cus-
tomer service, the sales force
and the agency.

Agency organization

A typical communications
agency includes the following
components:

® Administrators (owner or
president) manage the agency.
They are supported by an ac-
counting department.

® One or more experienced
leaders (vice president or ac-
count supervisor) direct ser-
vices to clients.

® An account supervisor or
account executive is responsi-

ble for individual accounts.

® Various agency depart-
ments (creative, art, produc-
tion, media, research, direct
marketing, audio-visual, etc.)
support the people mentioned
above.

One person from the cli-
ent’s company should be cho-
sen to work with the agency.
This person should be as high
ranking as possible, with au-
thority to make decisions.

(Editor’s Note: Marcomm
Marketing handles public re-
lations for the Professional
Lawn Care Association of
America.) LCI

n you use Poat heiide,

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

© 1987 BASF Corporation

Poastis a registered trademark of BASF

gentle to ornamentals. You can
apply Poast over-the-top at all
stages of ornamental growth. So
you don't have to worry about soil
residue or leaching. And you

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

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

So this year, let Poast take care of
the grasses. So you can take care
of the rest.

From BASF. Always follow label
directions.

BASF Corporation
Chemicals Division

BASF
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How do you select a communications agency?
FINDING CANDIDATES IS EASY; KNOWING WHAT TO LOOK FOR REQUIRES PLANNING

By LARRY TEIEN

o you've decided to in-

terview communica-

tions agencies to handle
your advertising and related
needs. Where do you look to
find at least three agencies to
interview?

You can’t turn to your com-
petitors. If they’ve got a good
agency, they won’t want you to
find out. And if they know of
another good agency but it al-
ready has a lawn care account,
there would be a conflict of in-
terest if it tried to serve you, too.

What you need is a direc-
tory. In most towns, the agen-
cies are listed conveniently in
the business-to-business or
consumer Yellow Pages tele-
phone directory. They’re
found under advertising agen-
cies, public relations agencies
and marketing agencies.

Some cities may have a spe-
cial directory of agencies and
their services—ask the li-
brarian at a good business li-
brary or at the chamber of
commerce. Large cities may
have communications organi-
zations such as the 4As for ad-
vertising or the Public
Relations Society of America
for public relations which
could help you.

The first thing an LCO
must do is select a high rank-
ing person on staff to be the
chief liaison with the agency.
The person must be familiar
with the company and its
goals, and have authority to
make decisions.

Next, the liaison person
should gather a copy of your
company’s history, operating
plan and marketing plan if you
have them.

Agree internally on what
you expect to achieve from the
communications program. In
addition, decide how you will
approach budget setting:

® Do you have definite com-
munications needs in mind?
Explain them to your candi-
date agencies and ask them to
give a rough estimate of what
it would cost.

® Do you have a budget ceil-
ing in mind? Tell your candi-
date agencies and ask them to
describe the work they could
do for that amount of money.

Some agencies bill on an
hourly basis, plus out-of-
pocket expensess. For adver-
tising, some bill a combination
of hourly for production and a
commission on advertising
placed. Arrange a method that
makes sense to you.

What to ask

It’s okay to have the agen-
cies in your offices, one at a
time, to make a presentation.
However, it’s always il-
luminating to go to each
agency’s office for the presen-
tations. You can get a better
feel for the entire operation.

Should you ask each agency

to present a detailed com-
munications plan? No.

First, it isn’t fair to youas a
client. The agency can’t pre-
scribe a cure until it’s made a
complete diagnosis. That re-
quires quite a bit of interview-
ing and creative thought.

Second, it isn’t fair to the
agencies. The good ones sim-
ply may refuse to give away
their efforts.

It’s best for the LCO to ask
for the agency’s capabilities
and a general description of
the agency’s approach. Some-

times, the client will agree to
pay for a certain amount of
planning by candidate agen-
cies. At the end, regardless of
which agency is picked, the
client owns the plans and the
agencies are compensated for
their efforts.

How important is the pro-
spective agency’s knowledge
of lawn care?

It’s a great benefit if you
find an agency with that back-
ground. But chances are re-
mote that an experienced
agency would have no compet-

ing accounts. So consider re-
lated experience—elsewhere
in the green industries, for ex-
ample.

More important than that
is communications experience
and problem-solving ability.
After all, your company has
plenty of experts on lawn care.
What you need are experts in
communications. Accept no
substitute for that!

Some inexperienced clients
say, “I’m not going to pay for
you to learn about my busi-
ness.” That attitude will only

hurt you if you want the
agency as a marketing partner.
If you wish, set some limita-
tions on the amount of time to
be spent on background study.
Another consideration is
personality matching. You’ve
got to be comfortable working
with the agency personnel. If
you like the agency but dislike
someone on the account team,
bring it up—you’re the boss.
Beware of ‘‘bait and
switch!” Some agencies sell
accounts with their top peo-
ple, then assign them to mid-

Americanl

Ford shapes th
andscap

Industrial tractors
Big site preparation projects
require a tractor with extra
strength and performance...
and that's exactly what a Ford
industrial tractor or tractor-
loader offers.

Four heavy-duty diesel mod-
els are available with 49 to 63
SAE net horsepower. Tractor-
loaders offer up to 4,500 Ibs of
lift capacity, with single-lever
loader control and return-to-dig.

Choose from three power-
matched transmissions—4
speed torque converter, dual
range 8-speed, or manual-
reversing 6x4.

Ask your dealer about the
Ford Extended Service Plan.
ESP covers many specific
repairs for 36 months or 2,500
operating hours, whichever
comes first. At a modest cost,
it's smart protection for your rig.

Compact tractors
Hardworking Ford 1000 Series
diesel tractors are ideal for a
wide range of mowing, loading
and site preparation jobs.
Choose from six models, 13
to 32 engine horsepower. Stan-
dard equipment includes
important features like 540 rpm
PTO, Category I 3-point hitch,
full-time live hydraulics and a 10
or 12-speed transmission.
Options include front-wheel

drive. Hydrostatic or Syn-
chronized Manual Shuttle
transmission, depending on
model. Creeper speeds. And
turf tires. Over 50 matching
attachments and implements
are available, including 15 dif-
ferent mowers.

Tractor-loaders

You can equip virtually every:
Ford tractor with a matching
Ford loader. These quality loa
ers combine strength with
smooth control. Double-acting
lift and dump cylinders are
standard. Lift capacities range!
from 530 to 5,000 pounds.
All loaders offer a choice of
buckets.

Quik-Tach loader models fof
many tractors make for great
flexibility. You can easily mount
or remove the loader to suit thel
work at hand.

Ford also offers many othe
attachments for grounds mai
tenance work: rotary cutters,
flail mowers, front and rear
blades, landscape rakes,
scoops and posthole diggers.
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dle level staff. Good agencies
will introduce you promptly to
the people who will work on
your account.

A checklist
Following is a checklist
LCOs can use for selecting an
agency:
General background:
(15 points)
How long has the agency
| been in business? Does the
agency have quality accounts?
Is the agency growing at a
manageable pace? What ac-
counts does the agency have?
I General attitude: (15
: points)
Is the agency’s business
philosophy like yours? Is the

agency businesslike? Is its ac-
counting computerized? Does
the agency listen to clients?
Does it also voice its own be-
liefs?

Physical organization:
(10 points)

Are agency offices well-or-
ganized? Is the agency staffed
to handle your business?
What work might they sub-
contract to outsiders? Who at
the agency would work on your
account? How many other ac-
counts would these people be
working on besides yours?

Compatibility: (15
points)

Do you like the agency peo-
ple personally? Would you like
doing business with the

About the Author
Larry Teien is executive vice
president of Marcomm
Marketing Communications,
Minneapolis, MN, the agency
for the Professional Lawn Care
Association of America.

agency?

Experience: (30 points)

Has the agency solved prob-
lems similar to yours before?
Can they identify problem
areas in your business? Do
they approach problems like
you do? Have they developed
communications campaigns
that appeal to you? Have they
had experience in lawn care or
related fields? Are they willing
to experiment with new com-
munications techniques if you
should desire that?

Related qualities: (15
points)

Can the agency place news
releases and feature stories in
print and broadcast media?
Could they write speeches? LCI
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proposed
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Industrial backhoes
With a Ford industrial backhoe-
loader, you'll be well equipped
for trenching, drainpipe installa-
tion and other heavy-duty
earthmoving jobs.

With Ford you can count on
awesome power and precise
control. The 14-foot backhoe
gives you 9,735 pounds of dig-
ging force, and the 12-foot
model 8,800 pounds.

Two or four-lever controls
offer precise operation. Ten-foot
stabilizer spread provides a
wide stance. A selection of
buckets lets you equip your
backhoe for a variety of

digging jobs.

nearby Ford Tractor dealer
your one-stop source for
quipment, parts and service

2,050 pounds.

Skid-steer loaders
You can cut your costs and
increase productivity with New
Holland Super Boom loaders.
High capacity hydraulics han-
dle a variety of attachments
including tree spades, back-
hoes, pallet forks, landscape
buckets, trenchers and
posthole diggers.

Eight models available with
operating loads from 600 to

New mid-range tractors
The new Ford II models are
versatile tractors that make
short work of big-area mowing,
loading, site preparation and
other tough jobs. They're easy
to operate and offer excellent
all-around performance.

Choose from five diesel mod-
els from 34.3 to 60 maximum
net engine horsepower. Stan-
dard equipment includes 3-
point hitch, independent PTO,
and power-assist steering. A
new optional cab on selected
models makes them an excel-
lent choice for snow removal
work.

Other options include front-
wheel drive, synchromesh
transmission, and turf tires.

Ford also offers 40.5 and 60
maximum SAE net horsepower
low-center-of-gravity Ford II
tractors.

Circle No. 112 on Reader Inquiry Card

To find out how much better
a skid-steer loader can be, see
your New Holland dealer.

Your Ford Tractor dealer is
listed in the Yellow Pages
under “Contractors’ Equip-
ment & Supplies” and/or
“Tractor Dealers”

By ELLioT MARAS
Editor

RHODE ISLAND—Don’t be
surprised if the LCOs in
Rhode Island don’t ask the
Department of Environ-
mental Management for any
more favors.

As a result of asking the
department to intervene
when a township threatened
to enact its own pesticide
regulations, the state’s LCOs
and other turfgrass managers
will have to post pesticide
warning signs.

A posting regulation is
scheduled to go into effect
May 15. Warning signs, 4 by 5
inches, must give the oper-
ator’s name and phone num-
ber. They must be posted for
72 hours after application,
and “in conspicuous points
of access to the property.”

Homeowners will have the
right to be given 48-hour pre-
notification upon request.

The regulation applies to
golf courses, parks and recre-
ational grounds, but not do-
it-yourselfers.

The regulation was agreed
on by a task force consisting
of department officials, lawn
care firms and environ-
mentalists. The department
organized the task force after
LCOs, facing local regula-
tions, asked for some state-
wide standards governing
pesticides.

“We thought it would be
easier to get something liva-
ble for the whole state,” said
Dave Wallace, vice president,
Tuckahoe Lawn Care Co.,
Warwick, RI.

Wallace and other LCOs
who participated in the task
force said the regulation would
have been more restrictive
without their input. “We ad-
dressed the pre-notification
issue and got it toned down
very nicely,” Wallace said.

Joe Merlino, regional
technical manager for Chem-
Lawn’s Rhode Island, Con-
necticut and New York
operations, said ChemLawn
favored the regulation as it
stands. “We generally sup-
ported it. We appreciated the
opportunity to work on the
committee,” he said.

Jim Wilkinson, general
manager of Old Fox Lawn
Care, Inc., Providence, and
president of the Professional
Lawn Care Association of
America, also sat on the task
force. He feels the law is dis-
criminatory because it ex-
cludes homeowners.

The Department of Envi-
ronmental Management held
a public hearing in late Feb-
ruary to give all concerned
parties a chance for input.
One more is to be held before
the law is final. LCI
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here are many oppor-
tunities for lawn man-
agement companies to
work as subcontractors for
construction companies. In
most cases, the construction
companies do not have the
necessary background or
equipment to do lawnscaping
or lawn management and seek
outside companies able and
professional enough to do the
work.
Here are some of the oppor-
tunities that we see for a lawn

Building contractors need lawn management firms
IT PAYS TO TAKE THE TIME TO LEARN ABOUT THE CONSTRUCTION MARKET IN YOUR AREA

management company to be-
come involved with construc-
tion companies:

1) Landscaping around a
new development. You can
provide both design and in-
stallation services for the con-
struction company.

2) Providing services such
as lawn management, ongoing
installation, and facets of de-
sign work after the construc-
tion is completed.

3) Providing design support
backup for contractors and

construction companies. This
can be done without any phys-
ical work being purchased by
the construction company.

4) Providing hydroseeding,
sod and total landscape instal-
lation services either for exist-
ing structures or pending ones.

5) Providing soil prepara-
tion and seeding for new con-
struction, once again without
the other physical services.

6) Providing equipment
rental to construction firms
who don’t want to add the ad-

ditional costs of landscaping
equipment on a permanent
basis.

7) Providing lawn prepara-
tion services to home builders
with the opportunity to mar-
ket landscape services directly
to the consumers at a later
date.

Each one of these types of
services requires some mar-
keting effort on your part. In
particular, new construction
starts require that you be
aware of construction activity

More to choose from...

a choice you can

A-3 A

R

n depend on.

TM-140 Aerifier
with Kit

commercial properties, athletic fields and golf courses.

Walk-behind Aerifiers:

The JR-4 was designed especially for the
lawn care professional. Self-propelled, fast
and maneuverable. Just 34%2 inches wide,
it cultivates a 23 inch swath, to aerify
26,000 sq. ft. an hour, at an easy 3 mph.
walk. Holds 40 tines.

The EA-3 is for smaller lawns. Very durable
and easy to operate, it is virtually mainte-
nance free. Holds 16 tines.

Verti-Cut De-Thatcher:

The VCD-14 is a proven performer for
maintaining a healthy, thatch-free lawn.
Also used for renovating or seed bed
preparation.

Circle No. 114 on Reader Inquiry Card

Tractor-drawn Aerifiers:

The TM-140 cultivates a full 6 ft. swath, for
the most economical aerification of large
turf areas. Attaches to the 3-point hitch of
your category '*3’' tractor or, add a conver-
sion kit and it's a tow-type. Kit includes
transport wheels, draw bar and hydraulic
Il;? Lack. Fourteen discs, hold 140 tines or
ades.

‘w The TM-60, cultivates a 32 inch

swath for fast aerification of smaller turf

areas. Attaches to the 3-point hitch of your
category ‘0" or **1"" tractor (with 500 Ibs.
liting capacity). Six discs, hold 60 tines or

blades.

The TB-60, a tow-type unit to culti-

“vate a 32 inch swath. Can be easily towed

by most small lawn tractors. Utilize the
towing vehicle's hydraulics or add Hahn's
Pow-R-Pak. Turf protecting tires and six
discs to hold 60 tines or blades.

1625 N. Garvin St.
Evansville, IN 47711-4596
Telex: 27-8429

Turf Maintenance Vehicle:

3 TMV Rider: A completely self-
contained riding aerifier with hydrostatic
drive, 8 hp. Kohler Magnum engine, finger
tip controls, turf protecting Terra tires and
comfort contoured seat. Electric acuator
for lifting and lowering the aerifier unit.
Only 342 inches wide, it cultivates a 30
inch swath to aerify over an acre an hour!
Holds 40 tines.

For more information
or to arrange for a
free demonstration

Call 1-800/457-HAHN

In Indiana, call
1-812/428-2027 (collect)

GSA Contract No. GS-07F-12401
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in your area.

You can find out about
these by checking with the
Dodge Reports, finding a local
Builders Exchange or like in-
stitution, or through continu-
ous contact with your local
builders. Remember that you
must be in front of these peo-
ple long before they begin to
build so that you are a part of
their bidding process.

For the follow-up type of
work you should contact each
of the major builders and con-
struction companies in your
area. This can be done through
a direct mail effort, but it is
generally better if a personal
contact can be made. You will
find that by putting together a
contact list, one which tells
you how often you have con-
tacted potential customers,
that you can space your visits
to these people.

One final thought. In posi-
tioning your marketing effort
to the construction com-
panies, you must understand
what they are looking for. We
have worked with a wide vari-
ety of companies and there are
two dominant buying motives.

First, they are going to be
interested in the price of the
services you offer, particularly
if they are bidding jobs. How-
ever, the price factor is bal-
anced against the second
consideration, the quality im-
age and ability to service the
clients that you have as an or-
ganization.

Low price does not always
become the major factor. For
quality construction com-
panies the key is both a fair
price and your ability to de-
liver services professionally. If
these two factors match, you
will find that you can charge
more than the lowest possible
and that you will have good
relationships with construc-
tion companies based on your
performance. LCI

BUSINESS
INFORMATION
BIS SERVICES

If you are interested in obtain-
ing any available or additional
editorial research or reference
materials published in this or
previous issues, direct your in-
quiries to Kathleen Maciuszko
at (216) 826-2839, ext 839.
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The big thing in spring is lining up your customers

By JamEes E. GuYyeTTE
Associate Editor

through Gap, PA, around

now you’re likely to see
Amy L. Burman out pounding
the pavement. “It’s a good
time to take time to meet with
the customers,” she said. “I
like to meet personally with
the customers.”

These meetings are spent
“reviewing with the customer
how last year’s proposals met
their needs,” Burman re-
ported.

Burman and her husband
Craig own Burman’s Land-
scape Service.

Spring marketing is “the
most important push of the
year,” said Ronald W. Collins,
president of R.W. Collins,
Inc., Satellite Beach, FL. (The
firm was recently sold to Tru
Green Corp.) “The marketing
people are busy stuffing bro-
chures.” Another task is to
“scout out the neighborhoods
to see what areas we want to
strengthen.”

“I think phone calling is
better suited,” said Stefan
Michael of Milford Landscape
and Maintenance, Milford,
CT. The company also sends
out a color brochure to help
solicit commercial accounts,
and it places advertisements
in a local business magazine
and newspaper.

“Our market here is pretty
big because there’s a lot of For-
tune 500 companies,” Michael
said. “We really try to get our
bids out in the early spring.”
The competition “‘is very
stiff —there are quite a few
contractors around so you
have to be competitive,” he
said.

A letter soliciting bid invi-
tations is sent to Kansas City
area businesses in mid-Janu-
ary, said John Folker, presi-
dent of Landscape Manage-
ment Services, and the jobs
are hopefully lined up by mid-
February. Personal visits to
potential accounts are made in
February and March.

Homeowners also are now
taking bids, Folker said. “I've
found that residentials are

I f you happen to cruise

Thoreau awards given
to Massachusetts firms

BOXBOROUGH, MASS.—Ten
Bay State companies are win-
ners of 1987 Thoreau Awards
from the Associated Landscape
Contractors of Massachusetts.
The Grand Award winners
were: DeRosa Associates, Inc.,
Rockport; and Homestead
Landscaping Co., Rowley.
Merit Award winners were:
Peter R. Cook & Associates,
Inc., Norwell; Concoran Man-
agement Co., Baintree;
Crossroad Landscape Design,
Inc., Brewster; Homestead
Landscaping Co., Rowley;
Jameson Landscape, Inc.; and
Landscope, Inc., Edgartown.
LCI

looking at it more like com-
mercial businesses.”

He targets his efforts to-
ward the more upscale cus-
tomer. “I’m more on the high-
maintenance end of the busi-
ness—the person who’s look-
ing for better service, not
better price,”” Folker ex-
plained. “There’s always some
kid down the street who can
give you a better price.”

At Ranier Lawn & Land-
scape, Inc., Tacoma, WA, a
computer is used to send out
personalized letters to current
and potential customers. “One
letter can be addressed to

”

just about everybody,” said
Operations Manager
Christopher K. Walls. “All we
have to do is change the name
and it’s ready to go.”

Each customer of Shovels
and Rakes, Narragansett, RI,
is contacted by phone or mail
by the end of March, Owner
David Ousterhout said.

At Lawn Master Inc., Mis-
soula, MT, President John M.
Bass starts calling his previous
customers March 1, plus they
get a letter offering a pre-pay-
ment discount.

A large-scale direct mailing
is sent out when the weather

breaks. It doesn’t do any good
to start earlier. “In Montana
it’s still pretty cold, so if you
start advertising then people
don’t get too excited,” Bass
pointed out. “We really have to
wait until good weather before
people get excited about their
lawns.”

It’s the same story in New
England, as Frank Reardon’s
North Country Landscaping,
Inc., clients in South Bur-
lington, VT, are concerned with
skiing, snow removal and heat-
ing bills. “No matter how much
we try to sell in the winter it'’s
impossible,” he said.

People won’t sign contracts
until they’re good and ready.
“Then they want the work
done yesterday,”” Reardon
joked. “That’s kind of a screw-
ball they throw at you.”

Even his largest commer-
cial customer, a huge multi-
national firm, waits until the
last minute to sign up each
year, Reardon said.

In Alaska, Michael Chris-
tensen at Landscaping Re-
sources Corp., Anchorage,
doesn’t finish lining up his
customers until April.

“We have such a short sea-
son,” Christensen said. LCI

IT'S

MEAN.

sod webworms,
mole crickets,
and fire ants.

Continues to
work systemically
by remote control.

Sprayable by
vehicle or on foot.

BO'I'

Blasts

armyworms,

leafhoppers and _

greenbugs.

m@
~ (RTHO

THE ORTHENE
MACHINE
PROTECTS TURF

IT'S
MILD.

‘REduces need for bulky
protective equipment?’

Low toxicity
to wildlife.

Convenient-
to-use soluble
powder. Compat-
ible with most
insecticides and
fungicides—
gentle on turf.

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

ey Gentle

to streams
and ponds
fed by runoff.

*Refer to state regulations.  Avoid accidents.
For salety, read the entire labelincluding

precautions. Use all chemicals only as
Chevron Chemical directed. Coypright 1© 1987 Chevron
Company Chemical Company. All rights reserved
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Create lasting impression with uniform apparel

By James E. GuYETTE
Associate Editor

earing uniforms is

standard procedure

for lawn care firms,
but increasing numbers of
lawn management contractors
are donning matching outfits.
Supervisors are finding that
uniforms create a better im-
pression with customers and a
more positive attitude among
the crew members.

An informal survey shows
that most lawn management
firms are indeed wearing some
sort of uniform.

Cost is about the only rea-
son cited for not having uni-
forms.

“I'm too cheap to buy
them,” said a lawn manage-
ment contractor in California.

“We never stopped to think
about it,” said another in the
Midwest.

Bizon: Use walking billboards.

In North Carolina, Envi-
ronments by Eileen, Green-
sboro, has a display advertise-
ment in the yellow pages, but
the five to seven employees do
not yet wear uniforms. “I'm a
new company and I haven’t
developed the funds necessary
to get uniforms,” said Owner
Eileen Mooney.

“I think it would be nice but
I don’t think it’s vital. I think
it’s more important to have
the equipment in tip-top
shape,” Mooney said.

Equipment is indeed a big
factor in the business, but oth-
ers are saying that uniforms
are crucial—and affordable.

“For 25 bucks a year per man
you can put a crew in uniform,”
according to Fred Zarick of
Wear-Guard Corp., Norwell,
MA. He was referring to a set of
five t-shirts at $5 a piece.

Zarick said a full outfit is
desirable, but the small oper-
ator can get by with just the
shirts: “From a customer’s
standpoint it doesn’t matter

. as long as it’s the same
color.”

A simple white t-shirt is no
longer acceptable garb for a
business person, even one who
works outside. A potential cli-
ent will “go with the guy who
looks like he knows what he’s
doing instead of some guy who
shows up in his underwear,”
Zarick said.

“If you have two of us come
in for bids and one is in a uni-

form and one is in jeans and a
flannel shirt, who are you
going to hire?” asked Stephen
Bizon of the Bizon Mainte-
nance Co., Wilsonville, OR.
In business since 1979,
“we’ve always had uniforms
from day one,” Bizon said.
The public is secure in
knowing that the people walk-
ing in neighborhood yards be-
long there. ‘““When the
homeowners see these uni-
forms they know it’s us.”
Bizon spends $5,000 an-
nually on uniforms for his 25
employees. Each worker gets
five shirts, five pants, two hats

and one coat per season. “We
pay for everything but the
pants.” An employee is reim-
bursed after working there six
months to avoid wasting
money on those who quit.

Is the cost worth it? You
bet, said Bizon. “They’re like a
walking billboard.”

Also, “it assures myself that
they come to work looking
good,” Bizon said. If an article
of clothing gets torn or overly
dirty, the employee’s pay is
docked for a new one. “We just
go ahead and charge them for
it and give them a new one—
there’s no discussion.”

At Gore Landscaping,
Oakland, IN, the workers wear
red Gore Landscaping t-shirts
(sweatshirts in the fall), and
they come to work clean-
shaven and with short hair. “If
you look neat you do a good
job,” Owner Robin Gore said.

Mandatory haircuts and
uniforms are also the rule at
Ranier Lawn and Landscape,
Inc., Tacoma, WA. “We're
kind of particular about de-
tails,” said Operations Mana-
ger Christopher K. Walls.

Srader Lawn Care, Indi-
anapolis, IN, is a small firm,
but owner Jack Srader and his




LAWN CARE INDUSTRY APRIL 1987

two sons are always decked out
in smart white shirts and
green pants. “I put a lot in ap-
pearance,” Srader said. ‘I
think you get more business
that way. People are more
likely to sit up and take notice
than if they’re out there with
holely t-shirts and cutoffs.”

Srader pays $6 a week per
man to a local clothing rental
firm: “A clean shirt every day.
I think it looks more profes-
sional.”

“It provides a much more
professional look,” said Rick
Patton of Rick’s Lawn Ser-
vice, Indianapolis. “I know
I've gotten work because of the
shirts.” Neighbors see the ad-
vertising and neat look.

His five employees wear
golf-style shirts. “I don't like
t-shirts, golf shirts aren’t that
much more.” The workers pay
$1.50 a week, and Patton re-
tains ownership of the gar-
ments to prevent the sleeves
being torn off and the shirts
being worn after hours.

Feeling good

Patton said his workers
perfom better because they
look—and feel—good about
themselves. “I think that
makes a big difference. It
makes them feel like more of a
team.”

“It gives you an image,”
said George Alexander of Al-
exander’s Trim Turf, another

Indianapolis firm. He pays
$280 a year for each of his six
workers to wear golf shirts and
kakki pants. ‘I think it’s
worth it.”

Like most companies inter-
viewed for this piece, Alex-
ander’s workers are not
allowed to doff their shirts
when it gets hot. “I would not
let anyone take off their
shirts,” he said. “It just looks
better.”

“Usually we don’t wear a
shirt at all,” said Tom Cassady
of Cassady’s Cutting Co. He
cited hot Indianapolis sum-
mers. “‘It gets unbearable.”
They do wear uniform shirts
when “going into restaurants
and presenting bills to cus-

tomers. When I’'m discussing
contracts I make a point of it.”
Cassady said.

Cassady added that this
year he intends to buy red or
green mesh shirts in an at-
tempt to look good and keep
cool.

Ah, beware Mr. Cassady!
According to James P. Kelly of
Apparelmaster, Inc., Cincin-
nati, OH, the polyester and
nylon used for those mesh
shirts makes them hotter than
regular cotton-blend shirts.

Mesh-backed hats, though,
do a good job of keeping the
wearer comfortable, in addi-
tion to looking sharp, Kelly
said.

Some firms in hotter cli-

There's an easier way
to stop surface feeding
insects.

It's called DURSBAN* turf insecticide.
Not as satisfying, perhaps, as batting
the bugs with a polo mallet—but a whole
lot more effective.

Broad-spectrum control that lasts.
DURSBAN insecticide is the most effi-
cient way to control surface-feeding turf
insects. It's labeled for use against a
broad spectrum of pests that attack turf,
ornamentals and shade trees. And its
residual power keeps them under con-
trol for weeks. No wonder it’s the favorite
of leading LCOs across the country.

Part of the “hit list” DURSBAN is

it bonds tightly to turf as soon as it
dries, DURSBAN stays where it’s applied.
Won't wash away with rain or sprinkling.

Packaging options. DURSBAN turf

particularly effective against billbugs,
chinchbugs, sod webworms, cutworms

and armyworms, among _
others. And because

DURSBAN

TURF INSECTICIDE

Circle No. 110 on Reader Inquiry Card

ademark of
The Dow Chemical Company

insecticide is available as an emulsifi-
able concentrate in 2.5 gal. plastic jugs
and 55 gal. drums. If you prefer a wet-
table powder, you can get the same
efficacy in DURSBAN 50W, now offered
in water soluble packets, pre-measured
for the simplest, quickest mixing ever.

Why horse around? Control surface
feeding insects the easy, sure way. With
DURSBAN turf insecticide. Talk to your
distributor today.

Attention: Always read the label before use and
carefully follow all label directions and precautions.
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mates are buying shorts for
workers in an effort to keep
them cool and avoid the use of
cutoffs. “With shorts, obvi-
ously, you need to get into
socks,” Kelly said. He referred
to the matching shorts and
socks worn by postal workers.
Don’t overlook shoes, either.
At Clark-Morrell, Inc.,
Lithonia, GA, “sneakers are
definitely out,” said Vice Presi-
dent George Morrell. For safety
reasons, “we don’t let anybody
go to work without leather
shoes. If they come to work in
sneakers we send them home.”
Crew members wear t-shirts
and supervisors wear golf shirts.
“We buy the t-shirts and golf
shirts with our logos on them
and we sell them to them at half
price,” Morrell said. “That
gives a more stable environ-
ment—paying for it,” he added.
“You get such a high turnover.”
Lawn management con-
tractors should make sure they
buy enough shirts for their
crews. “T'o me it seems crazy to
get anything less than five for a
five-day week,” said Kelly.
This way you avoid having a
dirty, smelly worker saying, “I
didn't have time to wash my
clothes.” Kelly noted, “the
more shirts you have the
crisper it’ll look and the more
professional you'll look.”
Wear-Guard’'s Zarick
agreed. He added that exten-
sive laundering does the shirts
in. “They don't wear out so
much as from being on your
back as they do from being
washed,” he said.

Looking good

Some other advantages to
uniforms were described by
Zarick. “It’s the final chapter
of putting together a suc-
cessful small business. If the
crew looks sharp, they're going
to be sharp. They're wearing
the boss’ name on the back—
they’re going to behave bet-
ter,” he said.

Customers will be im-
pressed when they see a truck
with a uniformed crew roll up,
Zarick said. It will make your
business look larger. “They
don’t know if there’s one truck
or 50,” he said. LCI

Double up
on fungicides,
LCOs are told

ROCHESTER, N.Y.—Contact
and systemic fungicides should
both be used in a disease control
program, Elanco’s Dr. Tom
Perkins told attendees at the
Professional Lawn Care Asso-
ciation of America regional
seminar in Rochester, NY.

The reason for doubling up
on the fungicides is that some
diseases—most notably dollar
spot and the Fusarium com-
plex—have developed resis-
tances, he said.

The fungicides can be alter-
nated or tank mixed, he said.

LCI
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Regulations related too much to politics, says LCO

| —
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Great Debate: Feldman speaks as Wilkinson waits to respond.

By James E. GUuYETTE
Associate Editor

BOXBOROUGH, MASS.—“We
are dealing definitely with the
politics of spraying,” said Jim
Wilkinson, president of the
Professional Lawn Care Asso-
ciation of America. “We’re out
there—we’re visible—we
come down the street in big
white trucks.”

Wilkinson, general mana-
ger of Old Fox Lawn Care,
Inc., Providence, RI, made his
comments during a debate
over pesticides at the Massa-
chusetts Landscape Con-

ference in Boxborough. His
opponent was Jay Feldman,
national coordinator for the
National Coalition Against
the Misuse of Pesticides.

Just like the great Lincoln-
Douglas debates, this one was
civilized yet informative.
“People can be brought to un-
derstand these things in non-
hysterical terms,” said Feld-
man. His membership in-
cludes people in the green
industries.

“We’'re not saying that
every pesticide has to be safe
all the time,” Feldman said.
“We're just saying that the

The #1 Solution
To Your

Water Management
Problems...

AQUA-GRO?® soil wetting agents have become
the best selling wetting agents for turf and
landscape simply because they work. For more
than 30 years AQUA-GRO has helped you solve
the toughest water related problems—compaction,
localized dry-spots, puddling, thatch and disease—
while saving you labor, money and water.

® Saves labor by alleviating localized dry spots
and compaction and reducing the need for
aerifying, syringing and rebuilding.

® Saves money by increasing fertilizer and pesticide
effectiveness because chemicals are distributed
uniformly in the root zone.

® Saves water costs by 30-50% because more
water uniformly penetrates the root zone...so
plants get more and you waste less.

A patented blend of non-ionic organic wetting
agents, AQUA-GRO is the only 100% active blend
of wetting agents available. We don't believe you
should pay for water. AQUA-GRO works by reducing
water's natural tensions, ensuring more uniform
penetration and drainage through all types of soils
and thatch. AQUA-GRO lasts because it won't
leach.

AQUA-GRO is available in liquid concentrate and
spreadable granular formulations from your local
distributor.

$8% AQUATROLS CORP.
%€%¢ OF AMERICA, INC.

1432 Union Avenue, Pennsauken, NJ 08110
The Water Management People

For a free, illustrated brochure call:
1-800-257-7797 In NJ (609) 665-1130
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risks should not outweigh the
benefits.”

Feldman said he is merely a
messenger discussing con-
cerns being expressed
throughout the country. “I'm
not telling you my own percep-
tion—I'm bringing you infor-
mation published by others,”
he said.

According to Feldman, gov-
ernment documents acknowl-
edge that some pesticides are
not properly tested before
being approved for use. “The
chemical industry, by the way,
agrees that this is a problem,”
he said.

“There are millions and
millions of dollars poured into
(pesticide research),” Wilkin-
son said. “The data gaps are
being filled by the manufac-
turers,” he added.

“We're as concerned as any-
body when it comes to
whether our chemicals are
safe,” Wilkinson said. “We as
applicators are exposed as
anybody . . . to pesticides on a
day in and day out basis.”

“There are methods (for al-
ternative pest control), and
they’re out there even at this
conference,” Feldman said.

“Pesticides have had a ma-
jor role in reducing disease,”
said Wilkinson. “The idea of
zero-risk is absolutely impos-
sible. I think we have done a
reasonably good job in manag-
ing pesticides.”

“The concern is out there,
there’s no question about it,”
Feldman said.

Wilkinson agreed: “I think
we as an industry have to rec-
ognize that the publics’ per-
ceptions are changing.” He
expressed irritation with the
politics behind Massachu-
setts’ posting law. “We do have
a real problem with regulation
for the sake of regulation.”

Chemicals are not being
overly used by LCOs, Wilkin-
son said. “Let’s face it,
pesticides cost us money.”

Homeowners, tree spray-
ers, farmers and structural
pest control people are not in-
cluded in the posting law.
“Our main concern here in
Massachusetts is that these
regulations are discrimi-
natory. We are the only ones
required to post. We can’t un-
derstand why we got wacked,”
Wilkinson said.

Feldman said chemicals are
creating additional cancer
risks, particularly for children.
“I'm worried as a father, I
hope the people in the audi-
ence are. We're talking about
something that is real—we’re
talking about something that
is hard to indentify. The fear is
out there—I don’t think we're
creating it,” he said.

A full-service LCO-nur-
seryman in the audience urged
his colleagues in the spray in-
dustry to broaden their hori-
zons in view of adverse public
opinion. “If the demand goes
down they have no more busi-
ness.” LCI
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Researchers have shown the Fusarium
Blight Complex is comprised of three patho-
gens: necrotic ring spot, summer patch
and fusarium blight. Identification of these
pathogens is difficult, even with microscopic
examination.

Rubigan eliminates the need to identify
these pathogens. University researchers have
documented Rubigan's effectiveness on all
three of the pathogens which make up the
Fusarium Blight Complex. In fact, Rubigan is
the only product labeled for their control.
Take the mystery out of the Fusarium Blight
Complex.. . use Rubigan.

Rubigan is also the best value for the

control of dollar spot, and effectively controls
snow mold, copper spot, red thread and stripe
smut. For large brown patch, Rubigan
is recommended in tank mix with
Daconil 2787,

Rubigan ... the best value your money
can buy.

For more information, call your distribu-
tor or write:

Elanco Products Company

A Division of Eli Lilly and Company

Lilly Corporate Center

Dept. E-455, Indianapolis, IN 46285, US.A
Rubigan®—({fenarimol, Elanco Products Company)
Daconil 2787%—(chlorothalonil, SDS Biotech Corporation)
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Mild winter bringing more bugs weeds to Texas

By JamEes E. GUYETTE
Associate Editor

DALLAS, TEX.—LCOs and
lawn management contractors
in the Lone Star State are ex-
pecting an increased amount of
insects and weeds in the coming
months. Also, the population of
fire ants is likely to expand.

“Anytime we have a mild
winter we see a lot of problems
in the spring,” said Larry E.
Brinkley of BL'T Landscape
Maintenance, Dallas. “It cre-
ates havoc with our mainte-
nance program.”’

Just like last year, lack of
freezing temperatures will re-
sult in “weeds that bloom early
and thick,” according to an
analysis of weather statistics
by the Dallas Times Herald.

Weeds aren’t the only prob-
lem expected to crop up. “The
bugs are going to be really bad
this year,” said Judy Rawles of
B&J’s Lawn Service in rural
Red Oak.

“We can probably expect a
severe problem with insects
again this year,” agreed Neel
Brown, western zone coordi-
nator for Lawn Doctor, Inc.
“We’'ve basically had no
winter. This is going to be two
mild winters in a row,” he said.

At Las Colinas Landscape
Services, Inc., Irving, Vice
President Stan Johnson said
rainfall is the big factor when
it comes to weeds. “Whenever
we have a real wet spring we
have a lot of weeds. We haven’t
noticed that much of a dif-
ference with the tem-
peratures,” he said.

As in previous years, the
population of the notorious
fire ant is expected to increase.

Perennial
ryegrasses
versatile

PLEASANT HILL, TENN.—
The new turf type perennial
ryegrasses, All Star, Citation,
Delray, Derby, Elka, Fiesta,
Manhattan II, Omega, Pen-
nant, Pennfine, Ranger, Re-
gal, Repell are the most
versatile of any lawngrasses
available, according to the
Lawn Institute.

They germinate rapidly,
can be used by themselves or
with other grasses in seed mix-
tures, and are used suc-
cessfully to establish a new
lawn or to improve an old one
by overseeding into a poor
quality turf.

These grasses do not form
thatch and are easy to main-
tain on low budgets, the in-
stitute claims. Disease and
insect resistance help to elimi-
nate need for use of pest con-
trol chemicals.

Turf type perennial
ryegrasses are readily available
in packages by themselves as
well as in mixtures with blue-
grasses and fine fescues. LCl

Temperature has no bearmg
Even if it’s too cold “they sim-
ply move down deeper into the
soil,” said Ron Wyatt, presi-
dent of Lawn Doctor of Rock-
wall/Greenville.

Fire ants have a severe bite
and sting, and they will attack
anything that disturbs their
nest. The hills can be about
eight inches high and they pop
up in yards after it rains. “You
can bend a (mower) blade on
some of the mounds,” said
William L. James of the
Ground Crew, Arlington.

“We're seeing more and
more of them, and we’re seeing

Cormier: Fire ants need a pro.

more and more people con-
cerned about it,” reported Roy
L. Cormier, owner of Lawn
Doctor of DeSoto/Lancaster.

“Fire ants are just a difficult
thing to control,” said Brown.
“You're getting limited con-
trol at best with fire ants. As a
general rule we stay away from
fire ant treatment. The cus-
tomer isn’t going to be happy
so we stay away from them.”

A number of LCOs said they
recommend that a pest control
operator be brought in to con-
trol the beasts, which are a ma-
jor hazard to children and pets.

“A lot of homeowners treat

fire ants on their own,” Cor-
mier said. “What they usually
do is drive them over to their
neighbor’s yard,” he added.

“They make their mounds
all over the yards,” explained
Brinkley of BLT.

“If you control one yard
they move on to the next—and
then they're back again,” he
said.

Some recommended treat-
ments include Amdro,
Dursban, Diazinon, Orthene
and Prodrone.

Amdro gets high marks
from Mary Buckno of Happy
Landscaping, Garland. LCI

HOW TO TELL IF
YOUR COMMERCIAL
MOWER IS BUILT
FOR A LONG LIFE

Circle No. 106 on Reader Inquiry Card

There is a simple way to
be sure your commercial
mower is designed for a
long life, and is built to
achieve it.

Buy Bunton

to be sure your mowers
have welded one-piece
steel construction, lubri-
cation points at each
moving part, pneumatic
puncture resistant tires
and more.

Specify 2-cycle

for an engine that often
provides 4 seasons of
hard commercial use
without major main-
tenance (2 season war-
ranty), as much torque
from an 8 hp as with an
11 hp 4-cycle, the piece
of mind provided by tak-
Ing the critical engine
lubrication function out
of the hands of your
operators, and a cost
competitive with the
most popular 4-cycle
engines.

Use the System

that puts your key
equipment on the
same fuel/oil mixture,
with Bunton trimmers,
backpack blowers and
mowers. .
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BUNTON.

Bunton builds ‘em better.
BUNTON CO.

P.O. Box 33247
Louisville, KY 40232
502/966-0550
Telex: 204-340
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Dig up extra dollars by tilling flowerbeds and turf

By JoHN CARSON

henever thorough
soil preparation is
called for, a rotary

tiller is the preferred tool for
the job.

Just as successful lawn
seeding or sodding depends on
the condition of the soil, in-
stallation of landscape plant-
ings may require better tilth
and aeration. In most cases,
tilling to a depth of six to eight
inches will be adequate for
planting.

Tilling also is the best
method of incorporating soil
amendments and dry fertil-
izers, since the mixing action
distributes such materials
evenly through the root zone.

Since their introduction in
North America during the
1930s, rotary tillers have made
a place for themselves because
of the superior results com-
pared to hand methods or the
old fashioned plow-and-har-
row approach. The ability to
chop and mix in vegetation is
an advantage, but the big ben-
efit of tilling is the loose, even-
textured soil.

What size to use?

To determine which sort of
tiller is best for you, look at the
variety of chores you need to
accomplish.

If large-scale jobs are your
main concern, then a tractor-
mounted tiller may be the right
choice for your operations. Key
considerations for this category
are transportation and access to
the work site.

Walk-behind rear-tine
tillers can get into more places,
and are best suited to areas
10,000 square feet or less.
Though more labor intensive
than tractor-mounts, they’re
capable of excellent results in
all soil conditions.

For flowerbeds and small-
space tilling requirements, a
front-tine machine might be
sufficient. While physically
demanding and more time
consuming to operate, this
kind of tiller might be right if
your needs are limited.

Tiller features
If you're in the market for a
tractor-mounted unit, your

About the Author
John Carson is manager of the
commercial sales dept. at
Garden Way Man. Co., Troy,
NY, makers of Troy-bilt tillers.

choices may be dictated by the
particular size and capabilities
of your tractor. The best ad-
vice is to visit an area dealer to
discuss your needs.

With the many different
brands and designs of walk-be-
hind tillers available—most of
them intended for the home-
owner—professional users
may find it confusing to sort
out their alternatives.

Light-duty tillers may cost
less initially, but repair and
maintenance expense, plus
critical downtime, could re-
verse the economics of the sit-

uation.

Transmission

The heart of any ground-
engaging machine is its trans-
mission, and that’s a good
place to start your evaluation.
The most rugged tillers will
have worm gear drive and
roller bearing construction.

The stamped steel cases of
light chain drives tend to flex
under the extreme loads in-
volved in tilling, which can
lead to misalignment of crucial
parts.

And as sprockets and

chains wear, the resulting
slack often can only be cor-
rected by replacing whole as-
semblies in the transmission.

Chain drive tillers are best
suited for light cultivation
chores or occasional use.

Worm gear drive, by con-
trast, is solid and simple, with
fewer wearing parts. When
wear does begin to show up, it
can usually be remedied easily
and inexpensively.

A transmission with ta-
pered roller bearings on the
tillershaft and the main drive-
shaft will have the greatest life

expectancy under commercial
use. Ball bearings just don’t
have enough surface area to
stand up to the heavy loads
and thrusts that are normally
generated as the tines strike
rocks and hard-packed earth.
A tiller with powered
wheels that offers you a choice
of ground speeds and tine
speeds will be able to handle a
greater variety of tasks in all
kinds of soil conditions.

Engine
For professional use, an in-
dustrial type engine with long-

Control you can depend on.
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life features would be recom-
mended, unless the tiller will
be used only occasionally.

You’ll need more than five
or six horsepower to handle
commercial work. A front-tine
tiller may need five horse-
power or less.

Industrial/commercial fea-
tures include a dual-element
(two stage) air cleaner, ball
bearing crankshaft, highly
heat-resistant valves and
valve rotators.

Electronic ignition is also
desirable to reduce engine ser-
vice requirements.

The engine will likely be the
most maintenance-sensitive
part of the tiller, so it pays to
look for the highest quality.

Other features

Many individual points of
comparison could be outlined,
but the following are some of
the most significant:

® Power reverse will greatly
improve maneuverability on
the jobsite, especially in land-
scaping work.

e Simple controls, conven-
iently located, make the ma-
chine more user-friendly.

e Safety and instruction de-
cals, preferably illustrating the
use of all controls, are vital—
especially if the tiller will have
more than one operator.

® Overall balance and ease
of operation can save a great
deal of effort and speed up the
work.

® A positive, accurate depth
regulator that is easy to use is
essential for proper tiller per-
formance.

e Multipurpose tines
should chop and shred vegeta-
tion easily. Tines with a
swept-back cutting edge will
shed tangles better than
straight-shaped ones.

Many of your questions
about performance and han-
dling can best be answered by
hands-on demonstrations of
tillers you may be considering.

After you buy

In addition to evaluating
the “hardware,” it’s important
to consider what kind of cus-
tomer service stands behind

the machine.

If tillers are a sideline for
your supplier, it's less likely
that parts or service expertise
will be immediately available
should they be needed. If you
buy from a dealer or distribu-
tor, rather than directly from
the manufacturer, inquire
about service support and
commercial discount policies.

Is the tiller backed by any
warranty for commercial use?

Does the owner’s manual
that comes with the unit pro-
vide service and maintenance
information, as well as safety
and operating instructions?

And does it come with a
parts catalog to help you easily
identify every nut and bolt?

Circle No. 117 on Reader Inquiry Card

It gets to grubs fast. And doesn’t
give up before the job is done.
With less odor. OFTANOL for grub
control. Count on it.

Mobay Corporation, Specialty
Products Group, Box 4913,

Kansas City, Mo. 64120

OFTANOL s o Reg. T™ of Bayer AG, Leverkosen. 6-2250A
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These two items can save you
plenty by giving you the infor-
mation you need to perform
ordinary maintenance and up-
keep yourself.

Finally, does your supplier
deal with other commercial
tiller users, and does he appre-
ciate the importance you place
on having the machine online
when it's needed? This is an-
other way of asking whether
they are set up to support your
needs as a professional.

A tiller can be one of your
most productive pieces of
power equipment. If you
choose the right tiller for your
operation, it can give you years
of trouble-free service. It can
pay for itself quickly while it
helps you build your business.

LCI

A growing
opportunity
for business

By JoHN CARSON

ith more than 40 mil-
lion gardening house-
holds in the United

States, growing vegetables and
flowers has become one of the
nation’s most important lei-
sure-time activities.

A great many gardeners are
working their soil with hand
tools. And a growing number
rely on someone else to handle
some of the more time-con-
suming aspects, such as spring
preparation.

That’s where custom tilling
services come in to fill the de-
mand in the marketplace.

Sometimes such services
are offered on a part-time or
seasonal basis by power equip-
ment owners supplementing
their Incomes. They often
have more work than they can
handle on that basis. Many
lawn care and landscape busi-
nesses also offer profitable
custom tilling services.

While tilling gardens may
be a minor percentage of your
in-season activity, there are
some good business reasons to
consider custom tilling oppor-
tunities in your market:

® Productivity of employ-
ees—fill-in tilling jobs can
help you log more billable
manhours and even-out man-
power requirements.

® Equipment utilization—
your machinery doesn't con-
tribute to your bottom line if
it's idle.

® Prospecting for addi-
tional business—custom til-
ling customers may have need
of your other services.

Your housecall can create
an impression of profession-
alism and lead to additional
sales opportunities.

If you've considered diver-
sifying your services, and
you're looking for ways to tap
into the market of home-
owners who take an interest in
their yardscape—perhaps cus-
tom tilling is one opportunity
that you may wish to investi-
gate. LCI
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ngh tech semmars help Lawn Doctor operatlons

l|\lh\lll'!i\ll

Semlnar attendees Karen Fulton, Sue Snoddy and JoAnn
Honeycutt, all employees of Lawn Doctor of Arlington/Grand
Prairie, TX, at a recent seminar in Dallas.

By James E. GuyeTTE
Associate Editor

DALLAS, TEX.—Owners and
employees of the 285 Lawn
Doctor, Inc., franchises na-
tionwide are being kept up to
date with the latest marketing
techniques through a series of
five regional seminars in
Dallas, New York, Phila-
delphia, Denver and Wash-
ington, D.C.

Lawn Doctor President
Russell Frith said the amount
of capital spent on the semi-
nars for workers and their
families is well worth the in-

vestment.

“Most of them don’t have
the tools we have,” Frith said
of the competition. “Most of
them don’t have the people we
have.”

Preparation of the high
tech seminars is overseen by
office manager Mary Lou Bal-
ant and graphic artist Linda
McLaughlin at the company
headquarters in Matawan, NJ.

Entitled, “Stepping Into
The Future,” the seminars be-
gin with delegates being sur-
prised by banks of flashing
lights and clouds of foggy dry
ice. The walls of the conven-

Model 230 & 130 Turf Rollers

Landscapers. Rental Operators. Golf courses. Utilities.
Typical applications for Brouwer Sod Cutters and Turf
Rollers.

Brouwer Sod Cutter...the ideal tool to use when replacing
or repairing sod, putting in pipes or cables and cutting
pathways. Powered by a Honda 5 hp. engine it gives a
quality, uniform cut 13in. wide (12in. Opt.). Itiscompact for
easy storage and transportation with fold-away handles.
Optional stripper and dethatcher blades are available.
Somake your choice the right choice...BUY BROUWER.

Brouwer Turf Rollers...for a perfect finish after lawn
renovation, repair, or rolling. The 230 Rider for
convenience and ease of control on large areas. The 130
Walk-behind for greater maneuverability in those tight
spots. Both are powered by a Honda 5 hp. engine and
feature hydrostatic transmission. The rollers have
special “Rounded Edges” to help eliminate ridges.

Find out more about these and other fine turf care
equipment from Brouwer. Call your local dealer... TODAY.

tion site are draped in space-
like silver foil that further sets
the desired mood.

In addition to being offered
the latest in marketing tech-
niques, delegates are treated to
a hilarious play, “A Day in the
Life of a Lawn Doctor Dealer.”

The two-part production is
a learning experience, too, as
the actors (Lawn Doctor em-
ployees) show the wrong—and
later the right—ways to run a
business.

Act I begins with a slovenly
dressed manager attempting
to deal with the shortcomings
of his workers and difficulties
with customers. One late
worker comes in dressed like a
slob, and his nonchalant atti-
tude continues as he shuffles
out of the office while scratch-
ing his rear.

Act II begins with a neatly
attired manager strutting into
work and easily handling the
assorted problems that crop
up. Misbehaving employees

Lang: Use coupons!

are calmly corrected, irate cus-
tomers are made happy, and a
pesky salesman is politely, but
firmly, dispatched from the
scene.

Seminar attendees also are
given serious advice through a
series of talks given by com-
pany officials, including Frith;
Fred W. Diegtel, vice presi-
dent of operations; Lee
Bowles, director of training;
and Carl A. Lang, director of
retail marketing.

Lang emphasized the impor-
tance of maintaining a positive
attitude. “If you focus your at-
tention on your goal you’re
going to reach it,” he said.
“Dwell on the success—don’t
get caught up in the fear.”

Beating the competition in-
volves making a concentrated
effort, Lang said. “Some of
you, who are working 80-90
hours a week, will have to find
time for marketing,” he said.

‘“Make small im-
provements on currently suc-
cessful programs,” said Lang.
“We cannot sit back and wait
for the future to happen.”

Role playing was used to il-
lustrate how Lawn Doctor
dealers can set up a coupon

BROUWER

TURF EQUIPMENT LIMITED
An Qutboard Marine Corporation Company

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

giveaway deal with another
business in town, such as a
lawn furniture merchant.
“It’s all how you set it up,”
Lang explained as he told of a
monk who was turned down by
his superior after asking if he

Circle No. 105 on Reader Inquiry Card
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could “smoke my pipe while I
pray.” Another monk got ap-
proval after inquiring, “May
I pray while I smoke my
pipe?”

When setting up a coupon
system make sure that they
are not just tossed on a counter
somewhere: “Treat these cou-
pons like they're $10 bills.”
Lang added that customers
will feel taken advantage of if
they are asked for a coupon
and they don’t have one.
“Don’t ask for the coupon, let
them give it to you.”

Coupons and other promo-
tional material can be en-
closed in bills sent to
customers. “You have to mail
them out anyway.”

Lang told the assembled
delegates to be aware of the
“333 Rule.” It goes like this:
“If the customer likes what
you do, he’ll tell three
friends—if he doesn’t like
what you do, he’ll tell 33
friends.”

The Lawn Doctor advertis-
ing program is tops, Lang said.
“We're light years ahead of
any company in the system.”
Radio, television and print ads
have been prepared, as have
personalized letters generated
via computer.

“Your advertising commit-
tee has been working very hard
for you in this area,” Lang
said. He told of how indepen-
dent dealers are expressing an
interest in joining Lawn Doc-
tor. “They want that advertis-
ing and those marketing
programs.”’

Giveaways are another
method of increasing business,
Lang said. “Premiums are be-
coming a part of lawn care.”
Some Lawn Doctor dealers
have beverage coolers and
garden tool kits to offer this
year.

Telephone tactics received
some attention as Lang sug-
gested that answering ma-
chines be set to answer before
the eighth ring. The message
should be pleasant. “Call your
office sometimes and see how
it sounds,” he said.

“Most of our communica-
tion with customers is either
negative or non-existent,”
said Diegtel, the vice president
of operations.

Most customers are not
home during the day. Phone
contact is usually limited to
some kind of complaint. Di-
egtel suggested that dealers
call customers at night to chat
and say, “Hi, how are you do-
ing?” He added that this is a
greeting and a chance to deter-
mine how they appreciate the
service, it is not a sales or col-
lection call. “There’s no way a
customer can turn this ‘hi,
how ya doin” into a negative.”

From a technical stand-
point, Bowles, the director of
training, described Lawn Doc-
tor’s audiovisual selections.
“We've decided to go the whole
nine yards and (now) we have
a complete library,” she said.

There are 14 videos, 8 slide
shows and 9 cassette tapes
available. LCI

Acting up: Lawn Doctor, Inc., employees Dave Schneider and Sue
Snoddy emote during a scene from “A Day in the Life of a Lawn Library time: Lee Bowles, Lawn Doctor’s director of training,

Doctor Dealer."

displays a how-to video from the company’s selection.

Circle No. 152 on Reader Inquiry Card
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Lawn’s presence in the resi-
dential marketplace provide
both companies with unique
and new opportunities,” said
L. Jack Van Fossen, chairman
of ChemLawn’s board of di-
rectors.

‘““We have long viewed
ChemLawn as an excellent
company in residential ser-
vice,” said Michael Monahan,
Ecolab’s assistant treasurer,
“We have long wanted to enter
that business.”

Waste Management of-
ficials had no comment.
“We're waiting to see their
(ChemLawn’s and Ecolab’s)

e

papers,” said Herbert Getz,
assistant general counsel for
the company.

Waste Management, mean-
while, extended its tender of-
fer from March 25 to April 2.

Ecolab is a leading provider
of cleaning services to hotels,
hospitals, restaurants and
other institutions. Monahan
said the company holds 45
percent of that market. Ser-
vices include dishwashing,
laundering, janitorial services
and indoor pest elimination.

Ecolab had sales of $813
million in 1986 with earnings
of $44 million, or $1.62 per
share.

Monahan said the merger
could be finalized as early as

May. “We want to do this as
expeditiously as possible,” he
said.

Monahan said Ecolab will
not change ChemLawn’s pres-
ent management. “Our inter-
est is to retain the ChemLawn
management,” he said. “We’re
very impressed with the orga-
nization they’ve built and
managed. We want them to
stay on.”

The merger agreement in-
cludes a severance plan “to en-
courage ChemLawn senior
management to stay with
ChemLawn through the tran-
sition and into the future,”
ChemLawn announced in a
news release. It stipulates that
should an official be termi-

s
S

nated or have duties curtailed
as a result of new ownership,
the official would receive a
payment equal to 2.99 times
his average pay for the preced-
ing five years.

Injunction sought

ChemLawn, in a request for
an injunction against Waste
Management’s offer, claimed
Waste Management had failed
to provide ChemLawn share-
holders with sufficient infor-
mation. This included alleged
illegal actions which Waste
Management, in turn, claimed
were not pertinent to the
tender offer.

ChemLawn attorney Terry
Corrigan, who filed the request

Nourish Your Turf With

NITROFORM

six important benefits...

Consistent 38% nitrogen.

Nourishing your turf
with NITROFORM
assures better
root development
and healthier

turf by providing

needed

Sustained, predictable
release by soil bacteria
to provide nitrogen when

and vegetative parts.

most by roots
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Provides organic nitrogen
and carbon to enhance
bacterial activity, even in
sandy soils.

Non-burning to turf,
trees, or ornamentals
when used as directed.

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

OO0 L W N=

Fewer applications a
year are 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 Company, 3509 Silverside Road, P.O.
Box 7495, Wilmington, DE 19803.
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for dry application, or as POWDER BLUE* or POWDER
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of a high quality nitrogen
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for an injunction, said the suit
claimed Waste Management’s
corporate officers violated in-
sider trading laws by purchas-
ing 45,400 shares of
ChemLawn stock prior to the
tender offer.

Corrigan said the suit also
mentioned criminal violations
by Waste Management sub-
sidiaries: two officials were
convicted of bribing municipal
officials to obtain favors, while
others were convicted of crim-
inal antitrust violations such
as bid rigging and price fixing.

The suit also mentioned en-
vironmental violations, Cor-
rigan said, such as deliberately
dumping toxic chemicals.

ChemLawn’s directors, in
conjunction with their accep-
tance of Ecolab’s offer, de-
cided to drop the shareholder
rights plan that promised to be
controversial. The plan had
been arranged to block an ac-
quisition.

The plan, known gener-
ically as a “poison pill,” stipu-
lated that when any party
acquired 25 percent of the out-
standing shares, shareholders
had to be given the option to
purchase an additional share
for one dollar. This would have
raised the number of out-
standing shares as well as the
cost for acquiring the com-
pany.

Ohio is the only state to al-
low such plans, according to a
recent article in the Cleveland
Plain Dealer. The provision
was signed into law by Ohio’s
governor as a result of Sir
James Goldsmith’s well-pub-
licized attempt to acquire
Goodyear Tire & Rubber Co.
of Akron.

Marketing challenge

Ecolab’s Monahan said the
image problem ChemLawn
has experienced in the last
year was not seen as a serious
drawback. Ecolab viewed mar-
ket saturation as the larger
challenge, he said, one it feels
it can meet.

“We think we offer some ex-
pertise in the marketing area,”
Monahan said. “It’s not that
we would impose our market-
ing on ChemLawn. Our senior
executives could talk to their
senior executives.”

Ecolab has a lot of experi-
ence in industries with matu-
ring markets, Monahan said.
He said Ecolab will look at in-
troducing new services to
ChemLawn’s existing cus-
tomer base.

“Our intent is to add new
services through the Chem-
Lawn customer base,” Mon-
ahan said.

ChemLawn, on the other
hand, would have access to
Ecolab’s institutional cus-
tomer base for lawn care. “We
see some tremendous advan-
tages for ChemLawn” for be-
coming a leader in institu-
tional lawn care, said
ChemLawn spokesman Steve
Hardymon.

Monahan had no idea what,
if anything, would happen to
ChemLawn’s franchises. LCI
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Waste Mgmt.’s bid signals industry’s strength

By ELLioT MARAS
Editor

aste Management,
Inc.’s bid to buy
ChemLawn Services

Corp. has brought a jolt of con-
fidence to an industry that has
wrestled with an image prob-
lem in recent years. Lawn care
companies see the waste
hauler’s interest as proof that
their industry has a good fu-
ture.

Several LCOs said Waste
Management’s size and expe-
rience in dealing with environ-
mental issues would make it
an excellent leader for the
lawn care industry. (At press-
time, it was announced that
Ecolab Inc. of St. Paul, MN
would buy ChemLawn for
$360.5 million, $36.50 a share.
ChemLawn agreed to the
terms.)

More important, however,
is the fact that such a large
corporation (Waste’s revenues
exceeded $2 billion in 1986)
has shown an interest in the
lawn care industry.

Jerome Faulring, president
of Hydro Lawn, Inc.,
Gaithersburg, MD, said the of-
fer has increased the value of
all lawn care companies.

Nobody in the lawn care in-
dustry knows more about
Waste Management than
Wayne Huizenga, who owns
controlling interest in Tru
Green Corp. of Atlanta, GA,
the nation’s second largest
lawn care company. Huizenga
co-founded Waste Manage-
ment and was instrumental in
its growth before retiring in
1983.

Huzienga had nothing but

Clean Water
Act is passed

WASHINGTON, D.C.—
States will have new funding
for their groundwater protec-
tion programs with passage
of the Clean Water Act
(CWA) in February. The $20
billion bill was passed 86-14
over President Reagan’s
veto, his first legislative de-
feat from the 100th Congress.

Groundwater protection
programs, which include
testing for groundwater con-
tamination, the establish-
ment of groundwater purity
standards and fines for vio-
lators, have been planned by
many states for the past two
years. But many have been
stymied for lack of funding.

One aspect of the CWA re-
authorization is direct federal
grants to communities of $2.4
billion annually through fiscal
1988 and $1.2 billion for fiscal
1989 and 1990.

The Environmental Pro-
tection Agency can now im-
pose administrative penal-
ties in civil actions for non-
compliance. LCI

praise for his former company
and potential competitor. “It’s
all positive for the industry,”
he said. “What's good for the
industry is in turn good for
Tru Green.”

Huizenga was very op-
timistic about Waste buying
ChemLawn, saying it would
give the industry a more pro-
fessional image, “‘a new di-
mension in sophistication.”

This, he said, would include
new incentive programs, bet-
ter customer relations, better
financial management and
more expertise in handling
chemicals.

One disadvantage of Chem-
Lawn’s being acquired by a
larger company, any larger
company, would be the loss of
the only publicly-held lawn
care company.

The disadvantage
ChemLawn’s stockholder
reports have provided the in-
dustry valuable guidance on
marketing and management.
Competitors, by owning Chem-
Lawn stock, have been able to
read detailed annual reports
that give them guidance for
managing their own companies.
If ChemLawn is acquired

by a larger company, its profit-
and-loss information could be
mixed in with the larger com-
pany’s other enterprises.

What of franchises?

Owners of ChemLawn fran-
chises are especially happy
about what’s happening. Most
would welcome a new owner of
ChemLawn Services Corp.

Franchise owners gave
their thoughts on grounds that
they not be identified.

Most said they hope to see a
new owner who is more re-
sponsive to their needs. They
claimed ChemLawn has had

unqualified people involved in
franchise relations.

Some franchise owners
have also resented having to
follow some of the controver-
sial decisions ChemLawn has
made, such as voluntary sign
posting and not using phenoxy
herbicides.

A purchase by Waste Man-
agement would have been espe-
cially interesting, franchise
owners noted, since the com-
pany does not operate fran-
chises of its own. They
speculated it would try to buy
back the ChemLawn franchises.

LCI

BEFORE WE DEVELOPED THESE

Nobody knows the troubles we've seen.
Our Northrup King turf specialists and

researchers have hoofed through salt prob-

lems, soil compaction, disease, starved turf,

baked turf, cleated-to-shreds turf, and dor-
mant winter turf—all depressing sights.
But it was a road well worth our travels.

The result is a complete line of Medalist*

PROBLEM-SOLVING TURFGRASS
MIXTURES, WE MARCHED

turfgrass formulas that meet the demands of the professional turf manager.
If you've been staring down at a turf problem, look up your solution here.
And if you think it’s a turf problem we haven't seen, just let us know.
Our business is putting your problems behind us.
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MEDALIST TURF PRODUCT

MAJOR AREAS OF USE

SPECIAL FEATURES

Athletic Pro and
Athletic Pro Il

For athletic turf.

Both provide good footing.

Well suited for new seeding or overseeding.
Fast establishing, traffic tolerant, rapid recovery.

Boulevard Mix

Any area with high pH

alkaline soils, etc.).

(roadsides, sidewalks, boulevards,

Contains ‘Fults’ and Dawson red fescue for beautiful salt-
tolerant turf. Performs at low to high fertility levels.

Landscape Pro Mix

School grounds, cemeteries,

golf course roughs, home lawns.

Establishes fast. Adapts to broad range of conditions and
management levels. Low to moderate fertility needs.

Overseeder 11 Mix

Fairways, tees, athletic fields.

Rapid germination and establishment. Withstands heavy
traffic and resists diseases. Penetrates compacted soils.

Medalist North Mix

areas.

Fairways, tees, cart paths, wear

disease resistant.

Quality turf for high traffic areas. Clean mowing and

Premium Sod Blend

Commercial sod production.

Exceptional dark green color. Tolerates light shade. Superior
disease resistance. Rapid sod producer.

Renovator Pro Mix

and fairways).

Problem solver for heavy traffic
areas (athletic fields, golf tees,

Penetrates compacted soils and combats Poa annua.
Adaptable to most geographic regions.

Medalist Brand

Overseeding Products

bermudagrass.

Winter overseeding of dormant

spring transition.

Establishes rapidly and evenly. Tolerates traffic
while providing a superior putting surface. Smooth

Ask your Norfbrt;/) King distributor about Medalist Turf Products to solve your turf problems.
2

Or write Nort

rup King Medalist Turf Products, PO. Box 959,

Circle No. 123 on Reader Inquiry Card

Minneapolis, MN 55440.




26

SAFE

from Page 1

vironmental officials, how-
ever, have stressed the fact
that no link exists between the
disease and Milorganite.
“You can continue to use
Milorganite,”’ said Alan
Rubin, chief of wastewater
solids criteria branch of the
U.S. Environmental Protec-
tion Agency’s Office of Water.
“There has been no causal link
between Milorganite and ALS
(amyotrophic lateral scle-
rosis).”” Rubin emphasized
that the cause of ALS, a rare
disease that kills by slowly de-
stroying nerves that control
muscles, is unknown.

Rubin pointed to a medical
literature assessment on ALS
by three researchers: Dr. Al-
fred A. Rimm, chief of bio-
statistics at the Medical
College of Wisconsin; Dr.
Henry Anderson, chronic dis-
ease epidemiologist of the
Wisconsin State Division of
Health; and Dr. Patricia Mur-
phy, epidemiologist for the
EPA’s health and environ-
mental research laboratory in
Cincinnati.

Rubin said Dr. Murphy and
a Dr. Gunther Craun, also
with the EPA’s environmental
research laboratory, are fol-
lowing up on a study by Dr.
Benjamin Brooks, director of
an ALS research clinic at the

.
Vogel: ‘The tide has been
stemmed.’' No customers lost.

University of Wisconsin in
Madison. Dr. Brooks told the
Milwaukee Sentinel that the
deaths might have been
caused by the fertilizer on the
football field. He also said the
number of ALS deaths in Mil-
waukee was higher than the
state average, and that he is
studying their causes.

Dr. Brooks did not claim,
however, that there is a causal
link.

Rubin said if the EPA epi-
demiologists find that all ALS
cases Dr. Brooks is studying
involve Milorganite exposure,
the laboratory will request
funding for an epidemiology
study to determine if a causal
link exists.

MANAGEMENT

Formerly WEEDS TREES & TURF

We’re Changing Our Logo,
But Not The Legend.

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

to MANAGE.

Maintenance Helps Landscape Managers
Keep Up. Management Helps Them Get Ahead.
That'’s the real difference between LANDSCAPE

MANAGEMENT and its competitors. We tell our

readers much more than how to change spark
plugs. We improve their management skills

so they can plan better, buy smarter, and control
their operations more efficiently for real growth.
So, we feel our new name better describes our
editorial role in the industry.

Our Role Is Important To Your Best Prospects.
A recent independent survey revealed the

importance of a management-oriented magazine

to our 46,000 plus readers. 84% of them are IN

a management capacity, and 88% personally

recommend, specify or purchase equipment,

chemicals or seed for their businesses or

departments!*

*SOURCE: 1987 Readex Market Research

Keeping Managers On The Cutting Edge.

That means we have to stay sharp ourselves.
LANDSCAPE MANAGEMENT’s impressive record
of firsts has helped our readers evolve from
grounds keepers to landscape managers. From The
Landscape Manager's Guide Series and marketing
features to market research and sponsorship of
a major industry show—The Landscape Expo—

LANDSCAPE MANAGEMENT gives your best
prospects the information they need to stay

competitive and profitable.

Readers Tell Us We're On Target.

LANDSCAPE MANAGEMENT consistently has
the largest circulation, the highest Personal Direct
Request From Recipient, and is mailed to more
buying influences by Name and Title and/or
Function than any other magazine! t

tSOURCE: June 1986 BPA Statements
Advertisers Agree!

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

Ad Page Growth: 1983 through 19861

Grounds Maintenance . . .
LANDSCAPE MANAGEMENT .........

$SOURCE: Publisher ad count
Come Grow With Us.

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

WVBPA ABP

LANDSCAPE
MANAGEMENT

Formerly WEEDS TREES & TURF

(HBJ) A HARCOURT BRACE JOVANOVICH PUBLICATION

455 East Paces Ferry Road, N.E., Suite 324
Atlanta, GA 30305 * (404) 233-1817
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The sewer district, mean-
while, has authorized a team
of doctors to determine if a
complete epidemiology study
is possible. The district is also
cooperating with Dr. Brooks’
study.

Sludge content

Dr. Brooks also intends to
examine older samples of
Milorganite to see if the heavy
metal content has changed
over the years. Some studies
have linked ALS to heavy
metals while others have not,
the Sentinel reported. Cad-
mium, chromium and other
metals are found in the sludge.

In 1983, the district re-
stricted the amount of cad-
mium companies could dump
in the sewers, said Robert
Welch, sales and distribution
manager for the district. He
said cadmium content fell
from 140 to 40 parts per mil-
lion.

Stemming the tide

The district received many
inquiries when stories about
the link appeared in the Sen-
tinel, USA Today, Time mag-
azine and other newspapers.
Some public agencies in the
Milwaukee area suspended
plans to use Milorganite, but
Jack Harms, marketing con-
sultant for the sewer district,
said few customers have been
lost nationwide.

While Dr. Brooks did not
claim that there is a causal link
established between ALS and
Milorganite, he was taken to
task by the epidemiolgists for
creating doubts about the
product without a scientific
basis.

In a televised interview in
Milwaukee, Dr. Rimm said Dr.
Brooks was ‘““‘out of his
water”’—that as a neurologist,
he should stay out of epi-
demiology. Dr. Rimm also said
there was no need for a study
of Milorganite since there is
no basis for the alleged link.

One television editorialist
in Milwaukee accused the
Sentinel of sensationalism in
its handling of the story.

“We feel fortunate that
most of our people (custom-
ers) are through the profes-
sional trades,” he said,
meaning they understand the
unlikelihood of a link to ALS.
“We really don’t know the ex-
tent to which this is a problem
at this time, from a wholesale
and marketing standpoint.”

Spring Valley Turf Prod-
ucts, Inc., supplier of a
Milorganite and chemical fer-
tilizer mixture, also received a
fair number of calls when the
articles first appeared. Bill
Vogel, president, said he
hasn’t lost many customers.
“The tide has been stemmed,”
he said. “It should blow over
very quickly.”

“I wouldn’t be handling the
stuff myself if I thought there
was any problem,” he said. LCI

How much did the lawn care and
landscape management industries
grow in 19867 Find out in June.
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ALIENS

from Page 1

iens.

The use of illegal aliens for
laborers in the green indus-
tries appears to be quite com-
mon in a number of regions
throughout the United States,
particularly the South.

“I don’t think the land-
scape industry could survive
without these guys,” said a
lawn management contractor
in Southern California.

“For five bucks an hour
they’ll do three times the work
that an American will do for
six or seven bucks an hour,” he
continued, adding that the en-
tire economy of that area is
based upon imported help. “If
they get rid of all the illegal
aliens it will cost you $6 to buy
a hamburger (at a national fast
food chain).”

Not surprisingly, most peo-
ple contacted by LAWN CARE
INDUSTRY were reluctant to
publicly discuss the employ-
ment of illegal aliens for fear of
legal repercussions.

Concerns were expressed by
lawn management contractors
regarding the economic im-
pact should the trail of illegals
be stopped at the border.

Several LCOs reported that
the new law would have a lim-
ited effect because their work-
ers are most likely to be sales-
oriented Americans with a
firm command of the English
language.

Rising costs expected

“It’s going to be a big prob-
lem,” said a lawn management
contractor in Texas. “It’s
going to cause our costs to go
up.”

“I think you’re going to see
a tremendous turnaround,”
agreed a colleague in Dallas.
Supervisors are “used to hav-
ing the Mexican laborer and
his attitudes. The Americans

law is strictly enforced and the
practice of paying lower wages
eliminated. “I think it can
help me, that’s for sure,” said a
business operator who avoids
illegals.

“It will create a more level
playing field in the industry,”
a contractor said.

“We’d kind of like all be in
the same boat,” said another.

“T’ll get rid of them if every-
body else does,” said still an-
other.

Wait and see

Others are not so worried:
“I think most guys are going to
have a wait-and-see attitude,”
a lawn management con-
tractor reported. “We’ll just

have to wait and see what the
INS will do,” agreed a col-
league.

“There’s a lot of things we
don’t know,' said Primi
Garante, an immigration con-
sultant for the Santa Barbara
Immigration Center, Inc. The
INS still is formulating policy.
“It changes every day. They
are always trying new things.”

Among the things being
considered is a special card for
alien agricultural workers. It is
not known if that exception
would apply to “gardeners,”
Garate said.

Whatever the case, some
contractors interviewed said
immigration laws don’t mat-
ter. “There’s going to be noth-

ing stopping them,” said one.
“There’s nothing in Mexico
and there’s no way to stop
them from coming. They’re
just going to make more people
go out there and get another
form of fake identification.”
“They’re able to get Social
Security cards and driver’s li-
censes through different
means than youand I do,” said
a Texas nursery owner who
said he tries to avoid hiring
them—sometimes without
success: “I didn’t know they
were illegal aliens until they
were working for me. I didn’t
realize it until they didn’t
come to work one day and I
found out that the neigh-
borhood was raided.” LCI
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“I know I saw it in LCL.”

Can’t find the issue that
contained the article you
wish you'd clipped and
saved but didn’t? If you
are interested in obtaining
a copy of an article you
read in a past issue of LCI
— or related articles on a
certain subject, direct your
inquiries to:

INFORMATION
SERVICES CENTER
(216) 826-2839
Copies available at 2 nominal
charge.
e

TRIM $5 OFF THE PRICE OF LIMIT
AN D CUT YOUR GRASSWORK IN HALF

Limit® (uts your mowing and trimming time in

can ledll\ help out in the spring w hen h(\lp is in

short supply.

You can tank-mix Limit with other turf
fertilizers and pesticides, and apply with any
standard spray equipment. It’s formulated for
consistent and reliable results even where over-
application occurs. And it won't stain sidewalks,
stones or monuments.

Clip and use this coupon today to start
your savings program with Limit.

Call 1-800-332-3111 for more information

* Recommended for ryegrass, Kentucky bluegrass, tall and fine fescues.
ALWAYS READ AND FOLLOW LABEL DIRECTIONS LIMIT' isa o

half for up to six weeks by dramatically reducing
cool season grass* growth. And since it works
through the roots instead of the foliage, there’s
no rain wash-off worries or unsightly yellowing.
You can even use Limit as a way to keep person-
nel busy by applying during moderate rain.

Use it anywhere grass grows and you don't
want to mow, including hard-to-get-to places like
median strips, along fences, around signs or
plantings, the list is endless. When you cut your
grasswork with Limit, your work force is free
for more important and profitable jobs. And that

will demand extras,” such as
higher pay, hospitalization
and worker’s compensation,
he said.

Better workers

Without exception, those
interviewed said employees
from south of the border had
better work habits than their
American counterparts.

“They like working here in
the sun,” said a West Coast

ared trademark of Monsanto Campany

lawn management contractor. | "V R EEE RO G LR AT SRR T i s iy P
“They want the money and [ T e T T <A M Dk = Tl ] Tl 1T o W 1
they have a good work ethic,” | a e o |
he said. “They're always there . Save $5 and prove how Limit cuts grasswork in half. |
on time—they work all day.”

“The people most happy I How to get your $5 rebate: I
and willing to work in that | wame: (LT T T T T T T T T T T LT T T T T T T T Puchascomsuartoflire arousorbbven bemry 1987 |
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Mexicans,” said the owner of a Title urlglnal copy of ’\‘”“r,",mm". showing dealer

| I name, (?dll‘ and purchase of one quart of I
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they don’t Complam. I $5.00. Allow 4-6 weeks for your check ) I

The company has been re- I City: [ l I [ 1 l [ [ l ] l l [ l l l l I I l I l ‘ 15":;:)::‘lr‘:i)a.[l‘ffI:I‘I:f({'(i;r;I:'\ll(l"llll\[:Ilr;in::jrnn“ I
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to be tightened. “During the | Mail to: Monsanto Redemption Center, or urnrssur[! d,v;mhrw.\' 'll'ins /// //// I
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last few years we’ve seen this Rebate for LIMIT® P.O. Box 4004, Monticello, N!!\ 55362 value and is void where % :
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Some green industry mem- - ;

bers see a positive result if the | CUTS YOUR GRASSWORK IN HALF.

Circle No. 118 on Reader Inquiry Card
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Monsanto Co., 800 N. Lindbergh Blvd., St. Louis, MO 63167



30

APRIL

B South Florida &
Caribbean Landscape
Show Spectacular,
April 10-11, Miami Expo/
Center. Contact: Charley
Roberts, Florida
Nurserymen & Growers
Association, Dade County
Chapter, 19160 Krome Ave.,
Miami, FL 33187; (305)
235-2035.

l New High Tech
Manager/Pesticides and
Safety Seminar,

April 29, Holiday Inn, Rolling
Meadows, IL. Contact: Jean
Day, Environmental
Management Association,
1019 Highland Ave., Largo,
FL, 33540 (813) 586-5710.

Bl New High Tech
Manager/Pesticides and
Safety Seminar,

April 30, Ramada Inn Airport
South, Milwaukee, WI.
Contact: Jean Day,
Environmental Management
Association, 1019 Highland
Ave., Largo, FL, 33540; (813)
586-5710.

MAY

B New High Tech
Manager/Pesticides and
Safety Seminar,

May 19, Ramada Hotel,
Minneapolis, MN. Contact:
Jean Day, Environmental
Management Association,
1019 Highland Ave., Largo,
FL, 33540; (813) 586-5710.

H New High Tech
Manager/Pesticides and
Safety Seminar,

May 20, Airport Hilton, Des
Moines, IA. Contact: Jean
Day, Environmental

. MEETING UPDATES |

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

AUG.

M ALCA Exterior
Landscape Contracting
Division Conference
(Farwest Show),

Aug. 27-30, Red Lion Inn,
Portland, OR. Contact:
Rebecca Crocker,
Associated Landscape
Contractors of America, 405
N. Washington St., Falls
Church, VA, 22046; (703)
241-4004.

OCT.

B 30th Annual National
Educational
Conferences and
Exposition,

Oct. 10-15, Clarion Hotel, St.
Louis, MO. Contact: Jean
Day, Environmental
Management Association,
1019 Highland Ave., Largo,
FL, 33540; Phone: (813)
586-5710.

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

ki
:
i

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.

NOV.

B ALCA Landscape
Management Division
Conference,

Nov. 7-11, Hyatt Regency
Crystal City Hotel, Arlington,
VA. Contact: Rebecca

LAWN CARE INDUSTRY APRIL 1987
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Crocker, Associated
Landscape Contractors of
America, 405 N. Washington
St., Falls Church, VA, 22046;
(7083) 241-4004.

BUSINESS
INFORMATION
BIS SERVICES

If you are interested in obtain-
ing any available or additional
editorial research or reference
materials published in this or
previous issues, direct your in-
quiries to Kathleen Maciuszko
at (216) 826-2839, ext 839.

PLCAA offers
‘Yardening’
videotapes

MARIETTA, GA.—
Members of the Profes-
sional Lawn Care Associa-
tion of America can buy, at
discount, a series of home
gardening videotapes to use
as customer perks. The 12
tapes are the National Gar-
dening Endorsed ‘“Yarden-
ing” series.

Each video is contained
in a four-color case and run-
ning times vary from 45 to
60 minutes. Gardener Jeff
Ball explains each topic in
simple terms and gives de-
monstations.

For information, contact
PLCAA at 1225 Johnson
Ferry Road, Suite B-220,
Marietta, GA 30068.
Phone: (404) 977-5222. LCI
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Brouwer seeder seeds,
overseeds, fertilizes
Brouwer Turf Equipment,
Keswick, Ontario, is introduc-
ing a seeder that seeds, over-
seeds and fertilizes.
Contra-rotating blades and
guides place the seed precisely
in adjustable depth slits 2 1/2

NEW PRODUCTS

inches apart.

germination conditions.

The seeder, with an opera-
ting width of 22 inches, hasa 5
hp engine and heavy duty

| drive. It has an adjustable op-

erator handle the folds quickly
for transport.

The unit can be purchased
as a basic seeder, with the op-
tional overseeder attachment
and fertilizer box added when
needed. LCI
Circle No. 201 on service card.
e e ——

New magic ladder folds
into 10 positions for use

| A new aluminum ladder capa-

Offset wheels |
then cover the seed for best

$

ble of folding into 10 different

| positions is being introduced
| by Dumarco Corp.,

IL.

The multi-position Wonder
Ladder can be used as a

straight ladder, a step ladder

and a scaffold ladder—among

other things.

Sterling,

i

The company said the se-
cret is in the patented, quick-
release safety hinges that lock
the ladder into the desired
position.

The aluminum ladder was
rated superior by an indepen-
dent test company when com-

| pared with eight other brands

for sturdiness, stability and
design, Dumarco said.

It is billed as the only ladder
that is listed by Underwriters
Laboratories.

The Wonder Ladder folds
compact for storage and can fit
in most car trunks.

It comes in 12-feet and 16-
feet sizes. LCI
Circle No. 202 on service card.
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HE SIGN OF
GROWING
SINESS.

WHEN YOU RENOVATE WITH ROUNDUP %
 YOUCANGETBETTER RESULTS,
MORE SATISFIED CUSTOMERS, MORE BUSINESS. ;

Look at it this way; if you can deliver a service

for ltse_lf

weed-free lawn.

that will make a lawn go from spotty to spec-
tacular every time out, you can't help but.
add to your business. Your work will speak

Witharenovation using Roundup® herbi-
cide, you can deliver that quality of service..
Because nothing prepares the ground better.
Roundup gets rid of old turf, weeds and all,
roots and all—so it won't grow back. That
helps the new lawn get off to the cleanest,
best start possible. The result: a lush, dense,

What's more, Roundup is environmentally
sound. It's biodegradable and essentially non-
toxic to people, pets and wildlife. [t won't wash
or leachin the soil. So you can spray over root
zones of desirable vegetation.

AREASEASY»ASONMWMHRE&-

Rouudup Wmt7 days for oldturf and weeds to die.

‘Two: Prepare for reseeding. Dethatch, if necessary,

then core, vertical mow or spike to assure good

seed-to-soil contact. Level and rake.
‘Three: Re-seed and water.

~ When that weed-free, healthy new turf comes up,

your customers and all their neighbors will see the

rence Roundup can make. You can see a differ-

jenee, too—on your bottomn line. Because higher
‘qualltyrenovaﬁons can command higher fees.

Better lawns, more satisfied customers, more
referrals, bigger profits; any way you look at it,
renovating with Roundup is the sure sign of a smart

businessman.

FOR YOUR FREE LAWN RENOVATION GUIDE
WITH ROUNDUP, CALL TOLL-FREE
1-800-332-3111

ALWAYS READ AND FOLLOW THE LABEL FOR ROUNDUP HERBICIDE.

Roundup® js a registerad trademark of Monsanto. Cnmpany

© Monsanto Company 1987,
RIPTION

Monsanto

EFFECTIVE

Circle No. 119 on Reader Inquiry Card
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New metering pumps

fit common controlliers
The new 90-volt DC chemical
metering pumps from MacRoy
| Products, Ivyland, PA, can be
matched to commonly avail-
able, inexpensive speed control-
lers that accept 0 to 6 volt or 1to
5, 4 to 20 or 10 to 50 mA signals
from pH meters, flow meters or
other control devices.

These new 90-volt variable
speed pumps, as with the
115/230 volt AC pumps, also
are available with multiple
heads for proportional dosing
| requirements. Pump capaci-

ties are 0.007 to 40 GPH at 155
PSIL LCI
Circle No. 203 on service card.
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Faultless -

‘ meu ’
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Wheel company now
rolling out new line
Faultless Caster Corp., a Bab-
cock International company,
Evansville, IN, is expanding
its product line with lawn and
garden wheels.

The line consists of plastic
and steel-hubbed wheels. LCI
Circle No. 204 on service card.
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Don’t get plowed under—thmk snow in summer!

By JamEes E. GUYETTE
Associate Editor

BOXBOROUGH, MASS.—
Thinking about piles of snow
during the summer can save
you a mountain of troubles
come the following spring, ac-
cording to Joseph Hudak, a
landscape architect in West-
wood, MA.

When snowy climates are
involved, any landscape plan
should be checked to make
sure it includes a place to pile
plowed snow, said Hudak. He
made his comments during an
informal lunchtime discussion

at the Massachusetts Land-
scape Conference in Box-
borough.

Failure to think about the
placement of winter snow piles
can lead to dead plants and
damaged lawns, he said.

In Maine, while older
houses often have places set
aside for piling snow, newer
projects tend to neglect that
all-too-important detail, said
Rebecca Ohler of Cape Port
Landscape in Kennebunk-
port.

(Kennebunkport is the site
of Vice President George
Bush’s vacation house, and

Hudak: Plan for snow piles.

Ohler tends the yard of “Col-
linwood,” the house pictured
in the opening credits of the
old gothic soap opera, Dark
Shadows. “It’s tiny,” she said
of the television “mansion.”)

Regular turf can generally
withstand winter’s onslaught,
but more elaborate designs,
such as flowerbeds, can come
to a fast end under piles of ac-
cumulated snow, Hudak said.

Some exceptions in New
England, said Hudak, are the
yellow-leaved Japanese bar-
berry, which withstands snow;
and day lillies, which can sur-
vive snow, sand and road salt.

Other things to watch for
include borders, such as edg-
ing, and walkways. A snow-
plow can quickly ruin an
improperly conceived walk-
way.

WHICHEVER WAY
YOU SLICEIT ...

(on the slope or on the flat)

And you thought brakes were for stopping! Well yes they do that
t00. But the new brake system on the 30-6 Core Aerator gives you
finger-tip maneuvering on inclines and in a 15” radius
thing no other aeralor can give you. And, as you know, the 30-6
also provides the fines! aeration available

—BRAKE AND—— %
——MANEUVER—
=

some-

105 School House Road °

For complete information on the SS-35-20S, the 30-6, and other SALSCO lawn, turf and paving
equipment, write or call:

SALSCO

Cheshire °

CT06410 o

.« THE SS-35-20S
SLICER SEEDER
IS FOR YOU!

The SS-35-20S seeds in an incred-
ible 25" radius, and handles inclines
like a champ. With a minimum
number of moving parts, just one
lever lowers cutters, activates cutters,
and turns seed on. Yes! One lever
does it all!l And the best part of all .. .
It costs less than $3,400.*

(203) 271-1682
New for’87! Call Toll Free: 1-800-8SALSCO

* This price may not include dealer prep, freight and accessories; and prices may vary depending on area.
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Hudak recommended usmg
bluestone. “It’s dead weight,”
he said. “There’s no move-
ment.”

The stone should be 1 to 1
1/4 inches thick if there’s a ce-
ment base, Hudak said. A sand
base requires stone that is at
least 1 1/2 inches thick, he
added.

“It’s a good, dependable
stone,” Hudak said, “but you
have to know it.” Bluestone
tends to get random brown
patches of “rust” on its surface.

When using stone, bricks,
cement or any other walkway
material it is important to re-
member that the surface will
remain flatter with a deeper
base under it, particularly in
climates where there is a cycle
of freezing and thawing, he
said. LCI

Snow falls,
plowing
profits rise

MILWAUKEE—The
winter storms that wreaked
havoc on the East Coast have
blessed snowplowers with ex-
ceptional profits. It has been so
busy that even snowthrower en-
gine manufacturers are scram-
bling to meet the demand.

Snowplowing was slow up
until mid-January, when the
big storms hit.

“We have experienced a
sharp increase in demand
from our retailers,” said C. H.
Yahn, president of Aircap In-
dustries Corp., Tupelo, MS,
manufacturer of the Snow
Champ line of snowthrowers.

“The weather has given usa
series of challenges and oppor-
tunities to keep our customers
in the Northeast in a position
to take care of the unexpected
demand.”

The storm is also good for
next year’'s demand, Yahn
noted. “Heavy demand late in
one season always means
heavy orders for next season.”

A similar observation was
made by John Held, manager
of product marketing for Sim-
plicity Manufacturing, Inc.,
Port Washington, WI.
“Storms like these move in-
ventory and dealers will be ea-
ger to restock,” he said. “Late
season snows tend to have a
positive impact on pre-season
consumer sales for next year.”

A spokesman for Tecumseh
Products Corp., whose engine
and transmission group is a
major U.S. supplier of snow-
thrower engines, said
Tecumseh can already feel the
effect of the storms in in-
creased engine demand from
manufacturers.

“This is the worst storm the
Northeast has had in a decade,
and it hit the major population
areas where the impact is
greatest,” said David O’Con-
nell, group vice president at
Tecumseh. LCI
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Uninformed about uniforms: It’s a beach!

By JamEs E. GUYETTE
Associate Editor

day at the beach: That’s
how I dealt with working
under the blistering sun.

Yep. During beastly hot
weather I'd come to work
dressed as if I was all set for a
day at the beach. The only
thing missing was an
inflatable tube and beach
ball.

The company I worked for
didn’t have uniforms, and 1
never gave the matter much
thought—my main concern
was keeping kool.

Being uninformed about
uniforms resulted in me
picking up a fine tan. In fact,
that was one of the things I
really liked about working
outside: Getting some
exercise and catching some
rays.

When the mercury went
upward I'd simply doff my
outer duds and keep toiling
away in a bathing suit. In
addition to the suit, I wore
shoes, socks, a hat to keep
the sun off my head, safety
glasses to protect my eyes—
and that was about it!

(While the glasses were an
annoyance, I valued them
highly because it seemed as
though I was always feeling
bits of dirt and debris
bouncing off my face.)

My most functional outfit,
though, was one that did not
even come up for discussion
while I researched the
uniform story. When it was
just a shade cooler, under 85
degrees, I'd wear bibbies.

Yes, bibbies: Oshkosh
B’gosh bib overalls. My No. 1
pair was given to me by Jill
Costa; she called them my
“Farmer Jim Pants.”

Jill knew what she was
doing when she bought me
those babies. These pants did
the job! They were tough
enough to hold up under the
workload and they were loose
enough to allow cooling air to
circulate all over my body.

Image! Tell me about
image. Did you ever see
anyone in a pair of bibbies
who didn’t look like they
were working extra hard?

Then there’s the pockets. 1
like to carry too many things
in my pockets to feel right in
just a t-shirt, yet a button-
down shirt is lacking because
it’s so hard to keep tucked in
if you’re moving around. The
many pockets in the bibbies
assured that I had enough
room to tote everthing I
needed. A small saw and a set
of pruners could be stowed
away, and the hammer strap
on the right side was a superb
place to carry an extra trash
bag.

The bib part of the
bibbies, of course, made it a
snap to wrestle with big
bunches of branches and
other such things.

THE LAST WORD |

I don’t know where bibbies
stand in the scheme of things
regarding uniforms and
whatnot, but for me they
worked the best.

Uniforms, or even just t-
shirts, do perform a most
important function—they
ensure that employees come
to work in a clean shirt.

I’'m sure you’d agree that
there are few things more
disgusting than someone who
climbs into the truck clad in
the same shirt every day—
particularly when doing
physical labor under the hot,

burning sun. Am I right?

However, some people just
don’t like to wear uniforms;
they simply won’t do it.

I met a uniform objector
once at Lou Kallie’s House of
Swing (“Where Jazz Is King”)
in downtown South Euclid.
He was a building inspector
for an area community and he
liked his job.

Then came an edict that
he would have to write
tickets instead of giving
advice, and that he would
henceforth be clad in a spiffy
official-looking uniform.

He up and quit his job.
Just like that. He wasn’t
thrilled about writing tickets,
but it was the uniform
requirement that upset him
$0. “I'll never wear a uniform
again,” he said.

Quit over a stupid
uniform? Why?

The fella needed just five
words to explain the
situation to everyone’s
satisfaction: “I'm a Vietnam
combat veteran.” LCI
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A Bold Stroke of Non-Phenoxy Genius. . .
A Masterpiece

=

A

The Andersons proudly unveils
BREAK-THRU. . .the next generation
non-phenoxy herbicide — available
today.

BREAK-THRU is the only turf herbicide that will quickly
and effectively control dandelions without the use of 2,
4-D or other phenoxy
herbicides. In addition,
as a non- phenoxy,
BREAK-THRU can be
sprayed with applicator
and customer confidence.

BREAK-THRU is

recommended for use on both warm
season and cool season turf.
BREAK-THRU in combination with Banvel™ and Turf-
lon,* industry accepted herbicides, provides broad spec-
trum weed control at reduced rates. That's a fact,
University tested and commercially proven by turf pros
just like you.

BREAKTHRU

Refining the art of weed control.

of Formulation Technology.

BREAK-THRU plus Banvel plus
Turflon:” Your cost-effective answer
to oxalis and spurge control.

BREAK-THRU'S unique formulation enhances uniform —
on target — distribution of its active ingredient for in-
creased efficiency and quicker response.

BREAK-THRU has a low
odor, will not leach, and is
rapidly and completely
degraded in the environ-
ment within 12 to 2 days.

New BREAK-THRU: Available Now.

BREAK-THRU is available exclusively through your
Andersons’ distributor in 272, 30 and 55 gallon containers.
For the name of your close-by distributor, call The Ander-
sons Product Information
Center today. Call toll-free "l'he : £

Andersons

For over 20 years. The Andersons has
supplied turf professionals with a wide
range of quality herbicides, insec-
ticides and fertilizer products

New Distributors Needed In Selected Areas. Call 1-800-225-ANDY.

Turflon™ registed trademark of Dow Chemical Company,
Banvel™ reqistered trademark of Sandoz

BREAK-THRU"™ reg:
“Turtion Ester or Amine products only,

of The Ar
© Copyright 1987, The Andersons
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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

1986 chemical lawn care truck for sale. Excellent
condition, 600 gallon FMC split 400/200 100 gallon
drop tank, aluminum bed and stainless steel reels.
1986 100 gallon high pressure tree and shrub
sprayer for sale, skid mount and split 50/50. Call
404-452-8320 for details. 4/87

FOR SALE FOR SALE FOR SALE

SPRAY TRUCK, Ford F600 Chassis with 73,000
miles, 350 C.1.D. Engine with 4-sp. transmission,
1250 gal. STAINLESS STEEL Tank, Bean 2020
Turf Pump (driven by Chelsea P.T.0.), mechanical
agitation, 2 hose reels with 1/2” hose, 2 chem lawn
guns. Asking $7000.00, if interested in this ready
to spray unit, please call Dennis or Rick at
215-368-9333. 4/87

Spray Trucks: 1980 GMC - series 6,000 350 V8 4
speed and 2 speed axle. Units are equipped with
1,200 gallon Tuflex fiberglass tanks, mechanical
agitation, 10 GPM Beam pump, 50 gailon side
tank, 8-P Kohler engine drive, Hanney electric
hose reel and detachable 1,200 Ib. capacity gran-
ular fertilizer box. $10,500. Call Jerry Mykietka.
1-312-932-8668. 4/87

OLATHE MODEL 84 AEROSEEDER. Unbeatable
for lawn renovations, hardly used before giving up
business, excellent condition. Will sacrifice. (616)
846-6223. 4/87

Spray Truck - 1981 Chevy C-30 1 ton. 34,000 miles,
600 gallon tank, 50 gallon auxiliary. PTO. Mico
brake. Equipped to spray. $8000 or best offer. Call
(412) 899-3665. 4/87

FOR SALE: 1 - 1980 IH 1200 gal. tank truck, dual
reels w/200 gal. auxiliary spray unit. Also 1 1986
Dodge D-150 w/low volume spray system w/injec-
tion system. Both ready to work. 315-637-8660 or
315-492-3217. 4/87

SPRAY TRUCK: 1984 Chevy 1-ton 464-V8, 400 gal-
lon stainless tank and 200 gallon dry hopper.
Meyers pump with new Chelsea PTO. 112 gallon
Chemgun, electric reel with 300’ 12" hose. Excel-
lent condition, $11,500. 402-896-2344. 4/87

FOR SALE - FINN HYDROSEEDER: 800 Gal. with
Hose, Reel and Skid Mount $5500.00,
1-313-338-8449. 4/87

SPRAY TRUCKS: 1983 and 1984 Internationals.
Both with 1000/250 gal. tanks, Meyers pump, 2
Hannay reels, each with 400 ft. hose, very well
maintained, professionally serviced, excellent
condition. Both have bedrails, spreader
brackets, hand-sprayer holders, new paint. Call
203-372-3511, Tony or Bob. 4/87

+*MC

Economy, Reliability,
Performance and Value.

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

Choose from over a

dozen models.
Tanks range in size from 50 gallon
to 300 gallon, some are made of

Put the best of all worlds to work for

fiberglass, others of 304 stainless
steel.

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

Performance at Work

Design Your Own Sprayer

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

Whether your primary consideration
is price or performance, you'll find it
in an FMC sprayer. In addition,
you'll get FMC service, dependabil-
ity and value.

For more information call Toll-Free:

1-800-643-0014

+MC

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

Circle No. 111 on Reader Inquiry Card

SPRAY TRUCK: 1984 Ford, 171 Chassis Cab F606
Two reels, PTO low mileage, excellent condition.
Mechanical agitation. Call Don Gallagan
1-614-766-0008. 4/87

SPRAY GUNS LOW VOLUME - 1 gal. per min. no
holes to glue shut. Brass valve, big drops good for
lawn care. $65.00. Clean Lawn, P.O. Box 205, Tire
Hill, PA 15859 or call Ron Keafer (814) 255-2189.
4/87

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.

5/87

CALIFORNIA LAWN CARE BUSINESS: San Di-
ego area, excellent growth potential. Year round
service for fertilization, weed control, aeration,
etc., clientelle, owner fiexible, will train. Inquiries to
Owner, P.O. Box 1792, Fallbrook, CA 92028. 6/87

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.,
Ludlow, MA 01056. 8/87

1980 C-600 Ford Cabover Teco Vanguard 52
boom, dump box, newly painted 1987. Excellent
condition, low miles, $31,900.00. 1977 Ford C-600
dark blue, 4 speed split axle. New tires, 48,000
miles. 1,000 gallon single carbon steel tank Emron
white. Myers 2695 2 stage 25 gallon per minute
pump. 200 psi. 2 Hanney electric reels $8,500.00.
Hahn JR-4 aerifier self-propelled 23” swatch
aerify. 26,000 sq. ft. in an hour at an easy 3 m.p.h.
walk. 1 extra set of spoons used 5 of a season.
$1,200. E-Z Way Lawn Care, 4828 South Beach
Daly Road, Dearborn Heights, M| 48127.
313-292-7110. TF

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

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

“I know I saw it in LCL.”

Can’t find the issue that
contained the article you
wish you’d clipped and
saved but didn’t? If you
are interested in obtaining
a copy of an article you
read in a past issue of LCI
— or related articles on a
certain subject, direct your
inquiries to:

BUSINESS
INFORMATION
BIS SERVICES

Copies available at a nominal
charge.




HELP WANTED HELP WANTED HELP WANTED HELP WANTED

TREE AND SHRUB CARE. America's fastest

GROWTH OPPORTUNITIES WITH ONE OF NEW ENGLANDS
LARGEST LANDSCAPE CONTRACTORS

FIELD OPERATIONS MANAGER:

Responsible for the coordination of 9 to
12 construction crews. Must be well or-
ganized, a self-starter with good com-
munication skills. Salary, profit sharing
plus other benefits.

CREW LANDSCAPE FOREMAN:
Experience in all phases of large land-
scape operations a must. Salary, profit

sharing, benefits.
OTHER ENTRY LEVEL POSITIONS available as well

as management pOSltIOﬂS

Send resume to: J. Farmer & Company, Inc.
219R South Main Street
Middleton, MA 01949
(617) 774-2933

growing tree and shrub company seeking experi-
enced, aggressive horticulturists for existing and
expansion markets. Experience, degree and moti-
vation key ingredients. Management, sales and
specialist positions available. Tremendous ad-
vancement opportunities. Excellent salary, bene-
fits. All inquiries will be strictly confidential. Send
resume, salary history to: Wm. Scott Carr, Tru
Green Tree & Shrub Care, 2360 Jolly Road,
Okemos, MI 48864. EXPAND YOUR POTENTIAL
WITH AN INDUSTRY LEADER. 4/87

NO PROMOTION? Company politics overlook ex-
cellent people if they don't fit their mold. Ifit's time
to break the mold and promote yourself, we can
help. We place managers nationwide in all areas of
the "Green Industry”. For those who are more
aggressive and want to own their own business,
we have some excellent franchise opportunities.
All inquiries are kept confidential. Call Beecher E.
Smith, (301) 253-5787 or write: GREEN INDUS-
TRY RESOURCES CORPORATION, 25230 Con-
rad Ct.. Damascus, MD 20872. 4/87

Working managers experienced in all phases of
lawn servicing looking for opportunity to grow. We
offer lots of work, advancement opportunities to
the right people, good to excellent compensation
and security. Must be willing to relocate to the East
coast (Washington D.C. area) or if you're the right
person, we will consider you for a new office from
Virginia Beach to Northern New Jersey. Call or
write to: Ron Miller, Super Lawns, P.O. Box 34278,
Bethesda, MD 20817, 301-365-4740. 4/87

HELP WANTED? Does your company need qualif-
ied managers to run new or existing operations?
We can locate key personnel quickly. Call:
Beecher Smith, GREEN INDUSTRY RE-
SOURCES CORPORATION (301) 253-5787. 4/87

LAWN SPECIALISTS: needed for rapidly expand-
ing lawn care company. Seeking candidates with
management potential, capable of handling sales,
production, and service. Experience preferred,
but will train. Excellent pay, friendly work environ-
ment, Call Treeland Lawn Care, Bridgeport, CT
203-372-3511. 4/87

the professional’s
partner™

The &2

Andersons

EAST

ALLEGHENY LAWN PRODUCTS
Wexford, PA  (412) 935-2290
BYRUM SEED COMPANY
Charlotte, NC « (704) 527-0481
CHARLES C. HART SEED CO.
Wethersfield, CT e (203) 529-2537
FARM & GOLF COURSE SUPPLY CO., INC.
Philadelphia, PA » (215) 483-5000
FISHER & SON COMPANY, INC.
Malvern, PA » (215) 644-3300
HISTAND SUPPLY

Wycombe, PA # (215) 598-3102

J. AND L. ADIKES, INC,

Jamaica, NY = (718) 739-4400
NORTHAMPTON COUNTY SEED CO.
Bath, PA » (215) 837-6311
ROCKLAND CHEMICAL CO., INC.
W. Caldwell, NJ * (201) 575-1322
SEACOAST LABORATORIES
Dayton, NJ * (201) 821-4769

TURF SPECIALTY, INC.

Hooksett, NH » (603) 485-7866
WILSON FEED AND SEED
Richmond, VA » (804) 232-6791

MID-WEST

BUNTON SEED COMPANY
Louisville, KY » (502) 583-9040
C.0. LOWE SALES

Columbus, OH = (614) 771-0486
LETHERMANS, INC.

Canton, OH » (216) 452-8866
1-800-362-0487 (OH only
1-800-542-7333 (outside Ohio)*
PROFESSIONAL TURF SPECIALTIES
Champaign, IL * (217) 352-0591
TENNESSEE OUTDOOR POWER
LaVergne, TN e (615) 793-6052
1-800-854-4851 (TN only)
THORNTON-WILSON, INC.
Maineville, OH = (513) 683-2141
TOLEDO TURF EQUIPMENT
Toledo, OH e (419) 473-2503
TURF AND TREE SUPPLIES
Rockton, IL » (815) 624-7578
TURF PRODUCTS LTD.

W. Chicago, IL  (312) 668-5537
TURF SPECIALTIES, INC.

Fort Wayne, IN » (219) 484-6338
1-800-552-1989 (IN only)

TURF SPECIALTIES, INC.
Zionsville, IN « (317) 8757955
1-800-552-1989 (IN only)
TURFGRASS, INC.

South Lyon, MI » (313) 437-1427
1-800-521-8873 (Mi only)

WEST

BIG BEAR EQUIPMENT, INC.

Omaha, NE » (402) 331-0200
1-800-228-9761 (outside NE)

BIG BEAR TURF EQUIPMENT CO., INC.
Eldridge, IA * (319) 285-4440
COLORADO GARDEN SUPPLY

Denver, CO » (303) 331-0114

DAKOTA TURF SUPPLY, INC.

Sioux Falls, SD « (605) 336-1873
OUTDOOR EQUIPMENT CO.

Maryland Heights, MO » (314) 569-3232
R. L. GOULD

St. Paul, MN « (612) 484-8411
ROBISON'S LAWN AND GOLF, INC.
Wichita, KS « (316) 942-2224
ROBISON’S LAWN AND GOLF, INC.
Grandview, MO » (816) 765-3333

TURF MANAGEMENT SUPPLY

Sun Prairie, WI » (608) 837-5598
WISCONSIN TURF EQUIPMENT CORP.
Janesville, W| ¢ (608) 752-8766
WISCONSIN TURF EQUIPMENT CORP.
New Berlin, Wi ¢ (414) 544-6421

* Qutside Ohio only applies to these states: Pannsylvania, New
York, West Virginia, Kentucky, Indiana, Michigan

Inlmducua Lawn Pride" Chelated Iron.

The Clear-Gu
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oice When Gompatibility Gounts.

New Lawn Pride from The Andersons is the 6% liquid
chelated iron that's completely compatible with N-P-K
formulas, urea formaldehyde, high pH water and virtu-
ally all herbicides and pesticides. That's compatibility
ability!

If that’s not good news enough, here’s more.
Lawn Pride is totally non-staining and can safely be
used around sidewalks and drives—equipment and
houses. It's also non-settling in your tank—another
problem solved.

It can be applied anytime of the day with long-lasting
results you can see within 24-48 hours. And, if storage
is a concern, Lawn Pride stays stable for a minimum of
a year.

The Andersons' Lawn Pride even saves you money. In
comparison with complexed iron products, substan-
tially less Lawn Pride is used in your mix. And that
can add up to big savings.

Circle No. 102 on Reader Inquiry Card

Lawn Pride Complexed Iron Lawn Pride Complexed Iron
w/NPK (18-3-8) w/NPK (18-3-8) w/Amine Herbicide w/Amine Herbicide
_r 'S =F v i & '
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-
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Lawn Pride’'s budget compatible, too. Lown Prile

Lawn Pride from The Andersons is the chelated iron
that costs no more than complexed. That means you're
getting premium performance without paying a pre-
mium price.

Lawn Pride is available now at your close-by
Andersons Distributor listed on the adjoining page.

Or, if you're not sold yet and want to know more, call
""lfhe.Andetsons Product Information Center toll-free.

w/High pH Water

Complexed lron
w/High pH Water
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WINNERS ONLY: If you love the lawn care busi-
ness and are still looking for your personal secu-
rity and comfort levels, send us your resume. Your
experience should be in all phases of lawn care,
management, customer sales and service. We are
expanding our operations and will offer the right
individual a unique once in a lifetime opportunity.
When you prove your abilities, we'll guarantee
your success. Send your confidential resume to:
P.O. Box 5677, Rockville, MD 20855. 4/87

HELP WANTED: Working Partner Lawn Mainte-
nance: Looking for an experienced working mana-
ger who would like to have his own company, but
doesn't have the capital. We are an expanding
company operating in Rockland County, New
York. Equity toward ownership, salary, and bene-
fits. Reply to: L.G. Corp., 21 Hemlock Rd., Briarcliff
Manor, New York 10510, 914-762-5793. 4/87

How much did the lawn care and
landscape management industries
grow in 19867 Find out in the June
annual industry overview.

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

SALES PERSON/MANAGER: Expanding irriga-
tion/landscape contractor is seeking a qualified
individual for a full time highly diversified sales
management position. Experience should include
design, sales, estimating, scheduling and adminis-
tration. Massachusetts and New Hampshire ter-
ritory-very desirable area. Send resume to G.S.G.
Corp., P.O. Box 2071, Framingham, MA 01701.
5/87

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
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LANDSCAPE MAINTENANCE FOREMAN: Ex-
panding landscape firm, in the Boston MA area is
looking for responsible foreman to do quality com-
mercial maintenance. Experience should include
complete knowledge of turf, bedcare and orna-
mentals. Year round full time position. Excellent
salary and full company benefits. Send resume to
G.S.G. Corp., P.O. Box 2071, Framingham, MA
01701. 5/87

LANDSCAPE CONSTRUCTION FOREMAN: Ex-
cellent opportunity for a hard working individual to
work with an expanding commercial landscape
contractor in the Boston, MA area. Must be experi-
enced in all phases of landscape construction.
Year round full time position. Good salary and full
company benefits. Send resume to G.S.G. Corp.,
P.O. Box 2071, Framingham, MA 01701. 5/87

MANAGEMENT CANDIDATES: Our recent ex-
pansion has increased our demand for qualified
individuals for marketing and branch manage-
ment. College degree and/or previous manage-
ment experience required. Excellent salary bene-
fits and bonus program. If you are aggressive and
results-oriented and want to join one of the fastest
growing companies in the industry, then contact:
Sam Land, Orkin Lawn Care, 550 Interstate North,
Suite 100, Atlanta, GA 30339 or call 404-955-8015,
6/87

MANAGEMENT: Ever-Green Lawns Corporation,
a division of the multi-national Hawley Group, Ltd.
interested in discussing management oppor-
tunities with lawn care professionals looking for a
change. Please respond in writing only to Richard
D. Niemann, Corporate Recruiting Manager, Ever-
Green Lawns Corporation, 1390 Charlestown In-
dustrial Drive, St. Charles, MO 63303, ) (3

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

MISCELLANEQUS

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

LAWN CARE COMPANIES
WANTED:

National company
seeking expansion de-
sires to purchase lawn
care companies. Price
negotiable. To be con-
sidered, please send in-
formation concerning
the number of custom-
ers and revenue to: LCI
Box 154.

STRICT CONFIDENTIALITY
MAINTAINED

Major consumer service company looking to ac-
quire lawn care service companies in the Mid-
Atlantic and East Coast states. Minimum of 3,000
customers. Major advantages available to owners
and current employees. Please respond, indicat-
ing size and location, in confidence to: Box No.
643, Sparks-Glencoe, MD 21152, 4/87

LAWN CARE COMPANIES WANTED: well estab-
lished, family owned lawn care company seeking
expansion by purchasing other companies or cus-
tomer lists. We will completely buy out, or you can
stay and grow with us. All inquiries to be strictly
confidential. We are searching primarily in the
Northern-Central Jersey - Eastern PA area, If in-
terested, send pertinent information to: LCI Box
180. 5/87

Evergreen Lawns, a division of the Hawley Group
Ltd., an international service company doing in
excess of a billion dollars in sales, wants to ac-
quire lawn care companies of all sizes. All inquiries
strictly confidential. Please contact Steve
Hirshmugal, Director of Finance and Acquisitions,
Evergreen Lawns Corp., 1390 Charlestown Indus-
trial Drive, St. Charles, MO 63303. 314-946-9700.
TF

—

What new issues are coming to light
as the lawn care and landscape
management industry grows? Find
out in the June annual industry
overview.

Now you can recycle rinsates
without taking a bath!

Murray’s new MEI Wash Basin makes recycling rin-
sates, fill water, and wash water from trucks surpris-
ingly affordable—even in the smallest operation.
Service trucks are driven over rugged steel access
ramps into an 8% 'X17" or 8%2"X24" poly plastic
basin for washing or filling. A durable 1/2 hp
centrifugal pump returns the collected fluid to the

truck or to an outside tank. It’s that simple.
And, since the MEI Wash Basin is fully
portable, you can afford to recycle
water and eliminate spillage even
in non-permanent installations.
Call toll-free today for
details, /

-

2515 Charleston Place, Fort Wayne, IN 46808

Call toll-free

1-800-348-4753

or, in Indiana

EQUIPMENT  1-800-552-4638
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Write for our

FREE

catalog

WANTED TO ACQUIRE

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

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

STRICT CONFIDENTIALITY
MAINTAINED

f TRUGREEN
‘f‘.‘ Yl 2 ot A ) L

BUSINESS
INFORMATION
BIS SERVICES

If you are interested in obtain-
ing any available or additional
editorial research or reference
materials published in this or
previous issues, direct your in-
quiries to Kathleen Maciuszko
at (216) 826-2839, ext 839.
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Custom-made
tank trucks built
to your
specifications.

Az Graham Lawn
Equipment, Inc.

8878 Bright Star Road
Douglasville, GA 30134
(404) 942-1617
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The 50" cut ZTR 501
with state-of-the-art
hydrostatic drives. Top
flips up for easy
service access,

DIXON ZTR' MOWERS
| JUST TURNED PRO.

Dixon pioneered zero turning radius mowers a decade ago. And now
Dixon has expanded that idea into a 50” cut professional model: the 18-hp

ZTR 501.

It's the only professional mower that cuts as closely [ j
and moves as nimbly as a Dixon — to cut mowing Dl xon
time by as much as half. And it's engineered and built ERO
to maintain its precise handling and performance for  TURNING RADIUS
many years. See your Yellow Pages, or write: Dixon MOWERS

Industries, Box 494,
Coffeyville, KS
67337-0494.

47"

A »CQ@_"Q’Q COMPANY
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solid state
ignition
gives easier

starts

3-ring design high-strength aluminum
alloy pistons use less oil

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'll 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,

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.O. Box 181160,
Memphis, TN 38181-1160,
901/365-3600, Telex:

462-1058 (ITT)

recoil starter mechanism is heavy-duly, easy-pull

dual stage air cleaner
is rugged

high inertia flywheel
is durable

large, no-rust
resin fuel tank

oat-type carburetor
is more fuel efficient

two oil drain ports
allow easy servicing

alloy steel valve guides
are replaceable

“W" TELEDYNE
TOTAL POWER

3409 Democrat Rd. e Memphis, TN 38118

Wi185
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BOOKSTORE

345 - COST DATA FOR LANDSCAPE
CONSTRUCTION 1987

Kathleen W. Kerr, Editor

An updated unit cost data reference
for designers and cost estimators.
Developed to fill the tremendous
need for detailed landscape con-

350 - HANDBOOK OF LANDSCAPE
ARCHITECTURAL CONSTRUCTION
edited by Jot Carpenter

A practical how-to reference on
landscape construction. Published
by the Landscape Architecture
Foundation, the book carries the

370 - LANDSCAPE OPERATIONS:
MANAGEMENT, METHODS &
MATERIALS

by Leroy Hannebaum

An in-depth examination that com-
bines technical training in
landscape science with methods of
accounting, business management,
marketing and sales. Discusses
effective methods for performing
lawn installations, landscape plant-
ing and maintenance. Step-by-step
accounting calculations are ex-
plained in simple terms. $31.95

| Rt W, Hasids

760 - TREE MAINTENANCE

by Pascal Pirone

The fourth edition of this guide for
anyone involved in the care and
treatment of trees. Special sections
on tree abnormalities, diagnosing
tree troubles, non-parasitic injuries
and assessing the suitability of
different trees. $49.95

BOOK

with over ygoo llsirativs

365 - LANDSCAPE PLANTS IN
DESIGN

by Edward C. Martin

An annotated photographic guide to
the design qualities of ornamental
plants and their aesthetic and func-
tional use In landscape designing.
Over 600 trees, shrubs, vines,
ground covers and turfgrasses are
described in nontechnical language.
Over 1900 photographs. Provides a
basis for selecting the best plant
materials for any particular use in
landscape design. Contains detailed
indexes that provide quick refer-
ence to particular design qualities

375 - RESIDENTIAL LANDSCAPES
by Gregory M. Pierceall

An excellent reference for individu-
als involved in the design and
development of plantings and con-
structed features for residential
sites. lllustrations and actual resi-
dential case study examples are
used to communicate graphic, plan-
ning and design concepts which are
the focus of this text. $36.95

struction cost data. Laid out in
easy-to-use CSI format. Annual
$32.00

expertise of more than 25 land-
scape professionals. $45.00

300 - LANDSCAPE DESIGN: A
PRACTICAL APPROACH

by Leroy Hannebaum

Geared for the commercial de-
signer/salesperson, this is a one-
stop guide to the landscape design
process. Covers the entire highly
competitive field including design
analysis techniques, pointers on
land forms, specialized business
landscaping methods, environ-
mental design guidelines,
specifications, estimations,

bids. $33.95
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565 - WEEDS

by Walter Muenscher

Second edition. Premier text for
identification and basic natural his-
tory for seeds found in the
continental United States and Can-
ada. Ecological data on weed
biology combined with excellent
keys and plant descriptions make
this an essential reference book.
$39.95

5th Ed.

Pascal P Pirone

405 - WOODY ORNAMENTALS
by Partyka, Joyner, Rimelspach,
Carver

lllustrates plant identification
characteristics. Organized in two
basic sections: plant identification
and plant disorders, this text uti-
lizes 430 color photos, 430 line
drawings and 45 black and white
photos to simplify identification.
$32.50

and growing conditions. $55.00
T b 665 - ARBORICULTURE: THE
' RN 38 S s CARE OF TREES, SHRUBS AND
: Jih T e VINES IN THE LANDSCAPE
THE SHRUB THE TREE gy H/ghard W. Hahrr/s 7
rovides comprehensive coverage
IDENTIFICATION IDENTIFICATION]| of complete planting, site analysis,
preparation and special planting
BOOK methods, fully detailed coverage of

fertilization, irrigation and pruning
guidelines on preventative mainte-
nance, repair and chemical control,
how-tos of diagnosing plant prob-
lems, practical data on non-
infectious disorders, diseases, in-
sects and related pests and pest
management.

720 - SHRUB IDENTIFICATION
by George Symonds

Pictorial key to identify shrubs.
Contains more than 3,500 illustra-
tions to check specimens. Popular
and botanical names are given for
each shrub and handy index tabs
for quick reference.

$12.95 paperback

o
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410 - DISEASES & PESTS OF
ORNAMENTAL PLANTS

by Pascal Pirone

This standard reference discusses
diagnosis and treatment of dis-
eases and organisms affecting
nearly 500 varieties of ornamental
plants grown outdoors, under glass
or in the home. Easy to understand
explanations of when and how to
use the most effective fungicides.
insecticides and other control
methods. $34.95

690 - INSECTS THAT FEED ON
TREES AND SHRUBS

by Johnson and Lyon

Essential information for identifying
more than 650 insect pests and the
injuries they cause. More than 200
color illustrations. $49.50

750 - TREE IDENTIFICATION

by George Symonds

Pictorial reference to identifying
trees by checking leaves, buds,
branches, fruit and bark. Like its
sister Fublication. SHRUB IDENTI-
FICATION, popular and botanical
names are listed with index tabs for
easy reference.

$14.95 paperback

Woody
Ornamentals

570 - WESTCOTT'S PLANT
DISEASE HANDBOOK

by Kenneth Horst

This fourth edition offers profes-
sionals the latest diagnostic and
disease control information. Plant
entries designed to simplify diagno-
sis, plus background on the
classification of plant pathogens.
This handbook gives a specific
description of each disease, Sus-
ceptible plants, specific symptoms
of the disease, reported locations
and control measures for each
disease and their side effects
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010 - ADVANCES IN TURFGRASS
PATHOLOGY

by Joyner and Larsen

Leading U.S. turf pathologists re-
port on turfgrass diseases, pythium
blight, snow molds, fairy rings, leaf
spot of Kentucky bluegrass in Min-
nesota, initial and field fungicide
screening, turfgrass disease resis-
tance, etc. Contains new ideas on
how to combat turfgrass prob-
lems. $27.95

a7 B SNl RO

225 - TURFGRASS MANAGEMENT
by A.J. Turgeon

Revised edition. Covers the latest
developments in turfgrass science
and technology. Heavily illustrated
with dozens of new drawings. Pro-
vides specific recommendations for
applying the newest pesticides, fer-
tilizers and other materials to
combat turfgrass problems. A valu-
able reference for diagnosing
problems and determining their
causes. $32.95

" TURF

220 - CONTROLLING TURFGRASS
PESTS

by Shurtleff, Fermanian, Randell
New comprehensive guide provides
the most up-to-date information
available on the identification, biol-
ogy, control and management of
every type of turfgrass pest. Covers
weeds, insects, animal pests and
diseases in detail. Also provides
information on cultural manage-
ment practices: the establishment,
care and renovation of low-, me-
dium-, and high-maintenance turf
areas. 50 color and 400 black and

654 - MANAGEMENT OF
TURFGRASS DISEASES

by J.M. Vargas

Identifies turfgrass diseases by de-
scription and illustration. Includes a
holistic approach to healthy turf
and lawns. Presents practical man-
agement strategies for golf

courses, lawns and athletic fields.
204 pages, illustrated. $26.70

white photographs. $27.95
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615 - TURF MANAGEMENT FOR
GOLF COURSES

by James Beard

Written by an eminent turfgrass
researcher, this USGA sponsored
text is an ideal reference and ""how
to" guide. Details all phases of golf
course design and construction,
turf management, course adminis-
tration, irrigation, equipment and
disease and pest control. Fully

illustrated.  $52.75

630 - TURFGRASS: SCIENCE AND
CULTURE

by James Beard

Comprehensive basic text and ref-
erence source used in many leading
university turf programs. Includes
findings of current research com-
piled from more than 12,000
sources. $34.95

6540 - TURF IRRIGATION MANUAL
by James Watkins

A guidebook for engineers, archi-
tects, designers and contractors.
Keeps pace with the latest develop-
ments in turf and landscape
irrigation, Specific chapters devoted
to rotary sprinkler design systems.
Golf course design systems and
expanded engineering and refer-
ence material. $23.95

620 - TURF MANAGEMENT
HANDBOOK

by Howard Sprague

Practical guide to turf care under
both healthy and poor turf condi-
tions. Chapters cover turf in cooler
and warmer regions, fertilizer use,
regular turf care, weed and disease
control and special turf problems.
Useful seasonal schedules for
management of turf areas.

$19.0

THE GOLEF COURSE

800 - THE GOLF COURSE

by Cornish and Whitten

The first book ever to give the art
of golf course design its due, and

golf course architects the credit and

recognition they deserve. 320
pages and 150 color and black and
white photographs. Traces the
history and evolution of the golf
course, analyzes the great courses,
shows how they were designed and
constructed. $35.00

510 - HORTUS THIRD

from Cornell University

A 1,300 page concise dictionary of
plants cultivated in the United
States and Canada. A reference
which every horticulture
professional should

have. $125.00

635 - IRRIGATION PRINCIPLES
AND PRACTICES

by Hansen, Israelsen, Stringham
A new fourth edition of this highly
successful textbook presents
essential concepts pertaining to
water conveyance, application,
storage in the soil and use by
plants. Basic underlying principles
that govern irrigation practices are
stressed.  $57.00

125 - SCIENTIFIC GUIDE TO PEST
CONTROL OPERATIONS
by Truman. Bennett, Butts

Provides a sound basis for studying

the technical aspects of pest
control. Covers pesticides, safety,

health and environmental concerns,

equipment. flies and mosquitos.
rats and mice, birds and much
more. $35.00

HORTUS
THIRD
A Coneise Dictionary
of Plants Calthvated in
thel nited States
and Canada

Staffof the 1. H.Baiky Hortorim,
L niversity
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110 - TURF MANAGERS'
HANDBOOK Second Edition

by Daniel and Freeborg

ENTIRELY UPDATED. A practical
guide for the turf practitioner. Chap-
ters on grasses, growth regulators
and diseases have had extensive
modification. Innovations resulting
from research and practice have
been added to reflect the current
techniques available for turf mana-
gers. Offers recommendations for
effective turf protection through in-
tegrated pest management. Includ-
ed are alternate plans for providing
and improving safe, uniform turf-
grass for sports fields. Outline for-
mat plus newly added index make
this new edition easier to use and a
more comprehensive approach to
turfgrass science. $32.95
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Mail this coupon to: Book Sales
Harcourt Brace Jovanovich Publications
One East First Street, Duluth, MN 55802

Street Address

P.O. Box Number

City/State/Zip

Phone Number (

Signature

Purchase Order Number

Date

Account Number

BOOK NUMBER AND TITLE

QUANTITY

Expiration Date

Please charge to my Visa, MasterCard or American Express (circle one)

PRICE

TOTAL PRICE

Prices subject to change.

*Please add $3.00 per order plus $1.00 per additional copy
for postage and handling.
Please allow 6-8 weeks for delivery.
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Put money in your pocket
with the LESCO Aerator-30.

Aerate lawn after lawn in a single
day with the LESCO Aerator-30 and
start reaping the benefits of this
profitable add-on to your lawn
service business.

Engineered and built for continuous

use, the LESCO Aerator-30 is a dura-

ble, low maintenance machine —
easy to maneuver, economical to
operate and efficient to use.

Available with your choice of 30
open or closed spoons, the LESCO
Aerator-30 is designed for deep soil
penetration. Removable steel castor
wheels with pneumatic tires provide
superior balance, easy transport
and convenient loading and
unloading.

The LESCO Aerator-30 features a
five-horsepower Briggs & Stratton
[/C® recoil-start engine for long life
and reliable operation.

Your cost is just $965.00. Order
today. It's an excellent way to
increase your fall profits!

SPECIAL OFFER!
Your lcwn can't breathe! Buy 2 LESCO
oo | Aerator-30
between
April 1 and
We a0 el by derating e May 15, 1987

and we'll send you attractive full-
color literature to promote aeration
to your customers. No charge! You'll
receive 1000 copies of the popular
Aeration Promotion Card and

500 copies of the Aera- -
your

we aerated

tion Followup Card.
These high-quality
printed pieces explain
aeration in simple, easy-
to-understand terms.

Call toll free.
(800) 321-5325 (800) 362-7413
NATIONWIDE IN OHIO

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




