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Chemical applicators

For the first time in the history of the industry, gross revenues of
LAWN CARE INDUSTRY readers who do chem ical lawn care
have surpassed those of readers who perform landscape m ainte
nance, according to the m agazine’s 1985 “State of the Industry”
survey.
In 1984, the survey reveals, our read ers’ receipts from chem i
cal lawn care w ere $1.50 billion, com pared to $1.30 billion from
landscap e m ain tenan ce accou n ts. Those figures rep resen t

Next month:

Heat stress on turf

growth of 40.2 and 11.1 percent, respectively, over 1983 figures.
Taken as a whole, LCI’s readership grossed $2.81 billion in
1984, a growth of 26.6 percent over 1983’s figure of $2.22 billion.
This “State of the Industry” survey was the most ambitious
ever attempted as 1,500 questionnaires w ere distributed to the
m agazine’s readership. Three-hundred and eighty w ere re 
turned, a response rate of 27.5 percent. In addition, for the first
time ever, the survey results w ere regionalized.
Not surprisingly, the survey found that the vast majority of
chem ical lawn care readers are centered in the East North Cen
tral region (Ohio, Indiana, Illinois, Michigan, Wisconsin). Lawn
care companies owend by LCI readers in those states grossed an
average of $908,938. The overall industry average for the East
North Central region led the nation with the average company
grossing $415,338 in 1984.

DON’T BE
TIED UP BY
CALLBACK COSTS.
Use DURSBAN
and TURFLON.
Callbacks
also mean
unhappy
custom ers,
and w orst
of all...
...cancellations!

Beautiful lawns and fewer problems
with DURSBAN and TURFLON.

DURSBAN* in secticid e
and TURFLON* D herbi
cide can help put an end
to callbacks th at tie-up
your people.. .your equipm e n t . . . y o u r m oney.
DURSBAN giv es up to
eight weeks of effective broad-spectrum
insect control. TURFLON D is the new herbi
cide that controls tough broadleaf weeds
in cool season turf grasses.
You’ll appreciate the low toxicity of all
Dow turf products. . . to both humans and
pets. Also, the wide variety of formulations.
There’s the familiar DURSBAN 2E and 4E
liquids, 50W wettable powder and granular
formulations to knock-out virtually all out
door in s e c ts . . . sod web w orm s, chiggers,
chinch bugs, mites, crickets, ants, weevils,

ticks, billbugs and m any
m o r e , th e f i r s t tim e
a r o u n d . TURFLON D
knocks out h a rd -to control broadleafs like
veronica, spurge, ground
ivy, oxalis, and wild vio
lets. Of course, it gets the easy weeds, too.
So now you have broad spectrum and
cost-efficient control for both insects and
broadleaf weeds. And that’s the best con
trol over callbacks you ’ve ever had! Now
more of your calls will be for new business.
The only callback we recommend is the
one to your distributor. Talk to him about
our new “DURSBAN Delivers The Goods”
incentive program. Always read and follow
all label directions. The Dow Chemical Com
pany, 90 0 1 Building, Midland, MI 4 8 6 4 0 .

'Trademark of The Dow Chemical Company.
C ircle No. 103 on Reader Inquiry Card
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PBI-Gordon to fund MCPP re-registration?
As re-registration for the turf herbicide m ecoprop (MCPP) ap
proaches, PBI-Gordon appears
ready to foot the bill.
“We (PBI-Gordon) are basically
in the middle of this,” notes J.S.
“Skip” Skaptason, a PBI-Gordon
vice-president. “We’ve known it
was coming for 10 years.”
The company is doing work on
a multi-million dollar data base
for MCPP. “It’s not inexpensive,”
Skaptason says, “but much of it
the money for data has already
been spent. This is a problem
we’ve been working on for a long
time.

“ MCPP is the
m ost im p o rta n t
herbicide in turf.”
The process MCPP will be going
through for re-regi
stration is similar
to the passage of
2,4-D, which cost
about $3 million.
MCPP is used on
sports and orn a S ka p ta so n
mental turf for selective control of
surface-creeping broadleaf weeds
such as red and white clovers,
chickweed, knotweed, plantain,
dandelion and ground ivy.

All com panies
which have MCPP
registrations w ill
get notice from the
EPA.
“This one looks
like it may be a
very, very expen
sive call-in,” says
Ray Russell of Dow
C hem ical, w hich
also has an MCPP
registration. Russell’s guess is $4
million to $7 million.
“It just doesn’t look like the
product is worth the expense,”
Russell continues. “Dow will not

New York abandons gypsy moth
In a decision which evolved over
several years, the state of New
York has decided to drop its pro
gram to control gypsy moths, ac
cording to an article in the New
York Times. The move places the
responsibility on communities
and private enterprise.
Michael Birmingham, gypsy
moth expert for the N.Y. Depart
ment of Environm ental Con
servation, cited several reasons
for the decision in the Times arti
cle, but “the single most impor

tant reason was the difficulty the
state had in getting a consensus on
spraying with the various towns,
c o u n tie s and p riv a te lan d owners.”
Another reason for the decision
was a cut in pest control person
nel.
The state will continue to have
some involvem ent, certifying
pesticides and applicators and of
fering technical advice, the article
says, “but it will not conduct sur
veys, spend money on the pro-

THE CRIES heard one or two years ago about the prolifera
tion of unethical competitors in the industry seem to have died
down. According to this month’s “State of the Industry” sur
vey, unethical competitors were rated as a major concern by
just 39 percent of the respondents, seventh on a list of 11
concerns. Insurance costs were ranked as the top major con
cern, and rightfully so: one national business report has com
mercial liability premiums skyrocketing by as much as 30
percent this year—probably more among businesses dealing
with toxic substances.
OTHER CONCERNS might be the Resource Conservation
and Recovery Act, which re-defines hazardous waste gener
ators, and groundwater contamination. John Latting of Bulkkem
Corp. says that on Aug. 7 when the new RCRA rules go into
affect, “we can look for all hell to break loose.” And Dow Chemi
cal’s Ray Russell says that “groundwater contamination is going
to be an ugly issue.” See details on RCRA in next month’s LCI,
and the groundwater contamination issue later this year.
O.M . SCO TT has finally recognized professional lawn care as
a viable market with the formation of a new division headed by
Ron Gagne. “Our schedule calls for us to be 100 percent ready to
serve the industry by Oct. 1st,” Gagne says. “We’ll expand our
visibility considerably at the PLCAA convention.” Scott’s has
been a leader in consumer (do-it-yourself) lawn care products,
but Gagne says that business is up 72 percent for the company’s
line of products which serve the LCO.
ARE VENTURE capitalists looking at the lawn care market?
Yes, we hear. A group of money people on the East Coast has
purchased four lawn care companies with a combined customer

gram, or act as a transfer agent of
funds from Washington.”
The gypsy moth population and
the damage it causes has declined
in the Northeast, but the insect is
still a major pest in some areas. In
1981, the peak year of the gypsy
moth, 13 million acres of trees suf
fered extensive damage. Less than
a million acres were damaged last
year.
The last active spraying pro
gram in New York, which cost $1
million, was in 1982.

assist in financing the call-in. We
have determined that it is not
something we can afford to do.”
Russell notes that the EPA al
ready has a lot of data on the prod
uct stored away.
The re-registration will involve
two data call-ins, according to
Skaptason. One relates to groundwater. “We and people that we
work with think we have all the
information to answer that prob
lem,” he says. The second is the
actual re-registration.
Other companies which use
MCPP include W.A. Cleary, SDS
Biotech and Rhone-Poulenc.
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list of 3,000, pared it down to 2,000 profitable customers, kept the
best personnel, and are operating the company this year at a
profit. We will probably be seeing more of this in the future, our
sources say.
CHEMLAW N STO CK is back up over $31 per share, exactly
where it started its drop last fall. Analysts and brokers apparently
are now pleased with the company’s promise for the future.
A SURVEY done by the Professional Lawn Care Credit Asso
ciation of America shows that eight of nine PLCCAA members
find their membership valuable. More than one in two rank it
most or second-most important in collecting accounts receiva
ble. Five of nine found an increase in efficiency stemming from
their dealings with the PLCCAA, which is handled by executive
director L. James Martin of Kent, Ohio.
THREE CHEM ICA LS are new to the lawn care industry:
Imidan insecticide in a liquid formulation, Subdue 5G fungicide
and Mocap 10G nematicide. Imidan l.E is for insect infestations
of shade and flowering trees, shrubs, evergreens and roses. Sub
due controls pythium blight, pythium damping-off and yellow
tuft in bluegrass; and downy mildew in St. Augustinegrass.
Mocap can be use on established home lawns of bahia, bermuda,
centipede, fescue, Kentucky blue, St. Augustine and zoysia
grasses for control of nematodes.
IN A D D IT IO N you can expect to see an amine formulation of
Turflon herbicide announced at November’s PLCAA conven
tion and trade show, say the people at Dow Chemical Co. How
ever, the amine formulation also might be sold over the counter
to do-it-yourselfers.

Don’t Simplv Fertilize
Your T urf... Nourish It W ith
Quality Nitroform Nitrogen
Healthier
Turf

Even
Sustained
Growth

Nonbuming
Änd
Nonstreaking

Decreased
Thatch
Build-Up

Constant
3 8 % Nitrogen

Slow,
Predictable Release
By Soil Bacteria
To Provide Nitrogen
W hen Most
Needed

Reduces The
Risk Of
Nitrate
Contamination

Few er
Applications
Per Year
Are Required

Better
Root
Development

Resists Leaching
Even In
Sandy Soil

Alw ays look for the NITROFORM logo
It’s your assurance of a high quality Nitrogen

tN O R -A M

NOR-AM CHEMICAL COMPANY

3509 Silverside Road, P.O. Box 7495, Wilmington, DE 19803
* Registered trademark of Schering AG West Germany
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Right-to-know’ to affect business?

In March, the Cleveland, Ohio,
City Council passed a right-toknow ordinance regulating the
use of hazardous chemicals. Such
ordinances could have a wideranging affect on the lawn care in
dustry.
“Although not entirely accept
able, the new law is a vast im
provement over the bill originally
introduced,” says Jack A. Licate,
manager of government programs
for the government affairs divi
sion of the Greater Cleveland
Growth Association.
The purpose of the bill is to in
crease employee and public safety
by regulating the handling of haz
ardous chemicals in the work
place. It goes into effect on March
4, 1986 for employers with 51 or
more employees, and on March 4,
1987 for employers with 50 em
ployees or fewer.
Lauren Lanphear of Lanphear
Supply, Cleveland, says, “I still
have some concern about it. I
don’t think it’s perfect. It’s more of
a precedence-type thing.” Lan
phear says the worker section of
the bill parallels OSHA’s right-toknow bill, but the community sec
tion is different.
“I’m not really sure this type of
thing increases safety for the com
munity,” he says.
A great deal of forms are re
quired to be filed with the city and
made available to fire depart
ments, and Lanphear isn’t sure
the ordinance is effective in that
requirement. Even small busi
nesses with small quantities of
chemicals will have to file, he
says. There are many small busi
nesses “that will have to produce
a lot of paperwork that is n ’t
needed.”
The bill requires employers to

ALCA releases
new directory
The 1985 “Who’s Who in Land
scape Contracting,” is available
from the Associated Landscape
Contractors of America.
The annual directory lists the
members, with firm name, ad
dress, phone number, volume in
dex, specialty work performed,
and principal contact(s). Listings
are cross-indexed by city, state
and individual name.
It is available upon request to
landscape contractors, designers
and other qualified buyers and
sp e cifiers of landscap e co n 
tracting at no charge. Suppliers
may purchase the directory for
$25.
To order, send request along
with check, to: ALCA, 405 N.
Washington St., Suite 104, Falls
Church, VA, 22046; or call (703)
241-4004.

register and pay an annual fee of
up to $500 depending on the size
of the workplace, as well as pre
paring a list of hazardous chemi
cals handled or stored in the
workplace and making it avail
able to employees and the fire de
partment, obtaining a Material
Safety Data Sheet (MSDS) from
the chemical manufacturer for
each hazardous chem ical, in 
stituting an employee training
program in the use of hazardous
chemicals, and providing chemi
cal information to employees or

employee representatives.
Employers with 12 or fewer em
ployees or with an aggregate of 50
gallons or 500 pounds or less of
hazardous chemicals are partially
exempt from these requirements.
Licate feels the bout with rightto-know has just begun, for just as
Cleveland was passing its ordi
nance, a similar bill was intro
duced in the Ohio House of
Representatives.
“It embodies some of the worst
elements that the Cleveland ordi
nance contained upon its intro

duction,” Licate said.
A ccording to State R e p re 
sentative Jane Campbell, the state
b ill is m o d e le d a f t e r th e
Cleveland ordinance, and empha
sizes worker safety.
As far as passage in the House,
Campbell says, “I think it has a
real good chance. It certainly will
be deeply debated.” Campbell
added the Senate is “ always
tougher,” but she feels the bill is
“a good, solid piece of legislation.”
Sixteen states already have
right-to-know legislation.

Ford compact tractors
Ford 1000 Series tractors give you powerful working
capacity with compact-size maneuverability for a wide
range of mowing, loading and site preparation needs.
There are six models, from 13 to 32 engine horse
power. These hard-working diesels come standard with
540 rpm PTO, 10 or 12-speed transmission, full-time live
hydraulics, and a Category I three-point hitch.
Options include front-wheel drive. Hydrostatic or
synchronized manual shuttle transmission, depending on
model. Creeper speeds. Turf tires, and more. Over 50
matching attachments and implements are available.

All this
and more
where the
sign says
Ford

Ford commercial mowers
These mowers are designed for grounds maintenance
professionals with sunup to sundown work schedules.
Top of the line is a 16-horsepower, 5-forward speed
workhorse that cuts a 48-inch swath, with turn-on-a-dime
maneuverability for mowing around trees, shrubs and
other obstacles. The optional sulky provides sit-down
comfort for mowing large lawn and turf areas. A twincylinder Briggs & Stratton Industrial/Commerical engine
delivers plenty of power to take heavy growth in stride.
For mowing and trimming smaller areas, Ford offers
two rear-discharge 21-inch commercial mowers, one selfpropelled and one push-type.

"M W n |
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Ford mid-range tractors

Industrial tractors

Ford Series 10 tractors are engineered for excellent
performance, ease of operation and all-around versatility.
Choose from ten diesel models from 34.3 to 86
maximum net engine horsepower. Standard equipment
includes 3-point hitch, independent PTO, and powerassist steering on most models.
Options include front-wheel drive, synchromesh trans
mission, turf tires, and more.
Ford also offers 40.5 and 60 maximum net horsepower
low-center-of-gravity Series 10 tractors (shown below)
designed to work on hilly and rolling terrain.

A Ford industrial tractor or tractor-loader may be your best
choice for site preparation and other heavy-duty work.
Four diesel models are available from 48 to 60 SAE net
horsepower. Tractor-loaders offer up to 4,500 lbs of lift
capacity, with single-lever loader control.
Choose from three 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.

1,400 attend
Reinders show
More than 1,400 people attended
W isconsin’s largest turf con
ference, which was sponsored by
Reinders Brothers.
“ The ed u cational sessions
were awfully well attended,” said
Ed Devinger of Reinders. “I would
say that was the highlight of the
show.”
The sessions were presented by
many well-known specialists in
the turfgrass industry, including
Dr. Gayle Worf and Dr. Robert
Newman from the University of
Wisconsin; Dr. Joe Vargas of Mich
igan State University; Dr. Robert
Shearman of University of Neb
raska; and Dr. Jerry Pepin from
Pickseed West.
The conference exhibited more
than a half m illion dollars of
equipment, and provided the op
portunity to discuss trends with
leading industry representatives.

Ford tractor-loaders

Ford compact loaders

There’s a Ford loader available to extend the versatility
and year-around capabilities of every Ford tractor power
size. Each offers a wide choice of buckets.
Quik-Tach models for many tractors make for great
flexibility. Quick and easy mounting lets you work with the
loader in the morning, and “park” it to mow and haul in
the afternoon.
Ford also offers many other attachments for grounds
maintenance work: rotary cutters, flail mowers, front and
rear blades, landscape rakes, scoops, posthole diggers
and more. See your Ford Tractor dealer for complete
information.

Ford Load Handlers pack a lot of muscle into a very
compact, highly maneuverable package.
Five models range from the 20-horsepower CL-25 to
the 64-horsepower CL-65 that can lift a 2,000-pound load.
They’re all equipped with diesel engines.
A choice of buckets, options and attachments provides
surprising versatility. The list includes pallet forks, dozer
blades, utility forks, grapples and more.

Statistics show that severity of injuries has been greatly reduced and
fatalities practically eliminated through use of both ROPS and seat
belts when user misuse or operator error causes a tractor to
overturn. • National Institute of Farm Safety • Agricultural Division,
National Safety Council. Contact your Ford Tractor dealer regarding
availability and purchase.

Call toll fre e 1-800-528-6060 (Ext. 1867) for the
nam e of your nearest Ford Tractor Dealer.

FORD TRACTORS

Correction
April’s issue of LAWN CARE IN
DUSTRY incorrectly listed dates
for some regional seminars to be
held by the Professional Lawn
Care Association. The correct lo
cations and dates are: Atlanta, Ga.,
July 9; Baltimore, Md., July 11; Paramus, N.J., July 16; Worcester,
Mass., July 18; Pittsburgh, Pa., July
23; Rochester, N.Y., July 25; and
Cleveland, Ohio, July 29-30.
A corrected list appears this
month in “Meeting dates.”
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A tte n d in g a re c e n t P e s tic id e Public
P o lic y F o u n d a tio n m e e tin g w e r e
H a rv ey Gold (le ft), e x e c u tiv e d ire c to r
o f th e N a tio n al P es t C o n tro l A s s o c ia 
tio n , and Jim B rooks, e x e c u tiv e d i
re c to r o f th e P ro fes sio n a l L aw n C a re
A s so ciatio n o f A m e ric a . T h e tw o a re
board m e m b e rs o f PPPF, re p re s e n t
ing tw o o f th e la rg e s t s e g m e n ts of
u rb a n p e s tic id e a p p lic a to r s . PPPF
h a s b e e n a c t i v e l y i n v o l v e d in
m o n ito rin g p e s tic id e re g u la to ry a c 
tiv ity in th e co u n try.

Citing an overabundant case load,
expense and the time required,
the O ccupational Safety and
Health Administration (OSHA)
dropped the issue of required eye
protection in early April.
“In order to prove the fact that
there are problems, they would
have to go to a lengthy investiga
tion that the chem icals would
cause damage of a significant
nature,” says Ernie Sampson of
Excelawn, Louisville, Ky.
Sampson gave a “fact-finding”
presentation before the OSHA
board against required eye protec
tion.
“It’s not something that we (the
PLCAA) fe e l is n e c e s s a r y ,”
Sampson says, and personally, “I
don’t feel the danger is immedi
ate.”
The three areas that would be
required to defend the use of eye
protection were too involved, ac
cording to Sampson.
“It’s a sensitive issu e,” one
LCO says, but “I question whether
it is needed for employee safety.
There’s a place and time for eye
protection in the industry. I don’t
think there’s enough exposure on
a day-to-day basis.”

LAWN CARE INDUSTRY

OSHA drops
eye protection
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Annual dirtball tricks surfacing?
Randy Smith, co-owner of Valley
Lawn Care in Appleton, Wise., is
finding that many lawns are mea
sured shorter by a local franchise
operation.
“We are running across it pri
marily with two com panies—
both major corporations,” says
Smith, who in his third year of
business. “It always seems to be
around 1,000 square feet dif
ference.”
A competitor measured a Val
ley cu stom er’s lawn at 9,061
square feet at a cost of $47.52 per

application, plus tax. Valley mea
sured it at 9,724 square feet, at a
cost of $44.92 with tax.
Smith finds those customers
suspicious of his company.
“If your square footage is more,
why isn’t your price higher?” the
custom ers ask. Sm ith says it
makes Valley look bad because
custom ers think they are not
using the proper amount of chem
icals, or are shafting the customer
elsewhere.
Smith believes that salespeo
ple, working on a percentage of

square footage sold, are re 
sponsible.
“We noticed it last year when
the phone kept ringing, saying,
‘How come your measurements
are higher?’ People say some
thing’s wrong, and they think that
we’re the cheaters,” he says.
The area supports three major
companies, one owned by a friend
who said he would keep an eye
out for similar occurrances.
“If it disappears,, fine. If not, I’ll
call the Professional Lawn Care
Association or something,” Smith

Beforeyoubuyanyothermachinethat
fertilizes,seeds,coreaeratesandspikes,
READTHISAD!
Now there are three tough machines built to handle the grueling punishment dished out by
today’s lawn professional! If you need a machine to perform the functions of seeding, fertilizing,
coreaerating and spiking, we offer three great solutions: the Lawn Maker, for seeding, fertilizing,
spiking or coreaerating. Also, two sizes of self-propelled coring machines. There’s just not enough
room in this ad to tell you the whole story, but here are a few facts:

SEED-AIR.
The all-in-one seeder/fertilizer/coreaerator for riding operation.

Welded construction/Weight, 625 lbs./Seeds, fertilizes and aer
ates 4,000 sq. ft. in only 9 minutes/11 hp Briggs and Stratton
electric start motor/Easy to transport/Variety of attachments/
1-year warranty.

Self-propelled walk-behind units coring up to 30,000 sq. ft. per
hour. This unit comes in two sizes, 36- and 30-inch width, both
machines give penetration of 2-3/4-inches using 5/8- or 3/4-inch
tines. Five horsepower Briggs and Stratton standard or IC
engines available.

NEW! TRANSPORT RAMP.
SALSCO INTRODUCES its new transport ramp for load
ing lawn care equipment onto trailers or truck beds.
Each ramp weighs approximately 35 pounds and holds
a top limit of 1,500 pounds. Each ramp can be positioned
to accommodate the wheel base of any piece of equip
ment. We will sell the ramps for $225 per set and imme
diate delivery is available.

says. “As far as a lot of the nasty
stuff, we haven’t run across that at
all. It’s just been the measure
ments.”
Smith’s wife Jan has also seen a
great deal of the mismeasuring.
“My guess would be it’s preva
lent all over,” Jan says. “We’re the
only independent in the area
that’s of any size, and we’re seeing
the mismeasurements with the
franchises.”
Jan suggests getting two com
panies and an impartial third
party together to measure a lawn
accurately.
One of the companies is also
going to lawns without being re
quested for evaluation, according
to Jan. She says the company is a
new one and hopes they will
change their tactics after they be
come established.
One local extension agent asks:
“That company is digging itself a
grave, but is it taking other lawn
care companies with it?”
—Carla Steen

Dyclomec has
stronger version
N orasak 10G, a s im ila r but
stronger version of PBI-Gordon’s
Dyclomec 4G, is available under
the Acme label. Norasak is a her
bicide created for total vegetation
control, and is targeted for agri
cultural, commercial and aquatic
use.
“It’s used whenever you want
total control for a year,” says
Chuck Eatough of Eatough and
Associates.
Eatough describes Norasak as a
moisture-activated pre- and postemergent herbicide. Norasak ra
diates a vapor barrier through
which nothing can germinate.
“Any weed that is coming back
from dormancy and tries to push
through th at zone c a n ’t get
through, (but) any plant that is
deeply rooted (such as rose
bushes and trees)...it has no effect
on at all,” Eatough says.
Norasak also allows very little
lateral movement, and is espe
cially effective under concrete
and asphalt.
Although only recently intro
duced into the market, Norasak is
doing very well. “It’s really start
ing to catch fire,” Eatough says.

A ramp is pictured in the photo at left.

Due to trem en d o us
n atio n w id e response, d ealer
inq u iries now in vited .
*VCR T A P E S A VAILABLE
F.O.B. SA LSC O
ALL P R IC E S
F.O.B. SA LSC O

Salsco

Welding & Fabrication, Inc.
196 Clark Street, Milldale, CT 06467

SALSCO NOW OFFERS
IMMEDIATE DELIVERY
ON BOTH MODELS OF
COREAERATORS

Made-to-spec loading ramps
available for all models.

To find out more about how you can turn a greater profit in seeding and aeration,
call us collect today—203-621-6764.

News. People.
Management. Research.
Industry
trends.
Where can you find all
this useful m a terial—
EVERY month? Just one
place:
LAWN CARE
INDUSTRY.

IPs the place to look.

For rapid response, use the peel-off label from the front cover
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PLEASE CHECK BELOW YOUR
PRIMARY BUSINESS AT THIS
LOCATION:

Circle
the
Reader

A. CONTRACTOR OR SERVICES:
□ Chemical lawn care company
□ Mowing/maintenance lawn care
company

Service
numbers
of those
items of
interest
to you.

PHONE(

)

1 0 1 116 131 146 161 176 191 206 2 2 1 236 251 266 281 296 311 326 341
1 0 2 117 132 147 162 177 192 207 2 2 2 237 252 267 282 297 312 327 342
103 118 133 148 163 178 193 208 223 238 253 268 283 298 313 328 343
104 119 134 149 164 179 194 209 224 239 254 269 284 299 314 329 344
105 1 2 0

135 150 165 180 195 2 1 0

225 240 255 270 285 300 315 330 345

106 1 2 1

136 151

196 2 1 1

226 241 256 271 286 301 316 331 346

107 1 2 2

137 152 167 182 197 2 1 2

227 242 257 272 287 302 317 332 347

166 181

108 123 138 153 168 183 198 213 228 243 258 273 288 303 318 333 348
109 124 139 154 169 184 199 214 229 244 259 274 289 304 319 334 349
1 1 0 125 140 155 170 185 2 0 0 215 230 245 260 275 290 305 320 335 350

1 1 1 126 141 156 171 186 2 0 1 216 231 246 261 276 291 306 321 336 351
1 1 2 127 142 157 172 187 2 0 2 217 232 247 262 277 292 307 322 337 352
113 128 143 158 173 188 203 218 233 248 263 278 293 308 323 338 353
114 129 144 159 174 189 204 219 234 249 264 279 294 309 324 339 354
115 130 145 160 175 190 205 2 2 0

235 250 265 280 295 310 325 340 355

B. SUPPLIER:
□ Chemical dealer and/or distributor
□ Equipment dealer and/or distributor
□ Seed broker/dealer
C. OTHER
Please specify:------------------------------I would like to receive (continue receiving)
LAWN CARE INDUSTRY each month: Yes □

No □

Your Signature:_______________________________
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LCI gets tw o new editors
chemical lawn care. “We’re
about 10 or 15 years behind the
Midwest, and it’ll be another
three years or so before it
catches on out here,” he says.
Part of the reason, of course, is
that landscape gardeners retain a
stronghold on the upscale
California market. The other part
of the reason? An average lawn
size of 1,500 square feet and very

little flat, open space.
We’ll have more about
California in later issues.
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As LAWN CARE INDUSTRY
grows, so grows its staff. LCI has
added two editors in the past
month, executive editor Bruce
Shank and assistant editor Carla
Steen.
Shank, formerly executive
editor of Weeds, Trees & Turf,
was instrumental in the start-up
of LCI in 1977. He has also edited
Pest Control. His promotion
makes him executive editor of
all three HBJ magazines.
“Bruce’s hard work and
experience in the more than 11
years since he joined the com-

Jerry Roche
Editor
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Shank

Steen

pany has prompted the move,’’
said group publisher Bob Earley.
Shank is also handling the
program for HBJ’s Landscape
Expo next March.
In addition, I am delighted to
have Carla on board. The Bow
ling Green State University
graduate has a newspaper
background. She is already
learning the industry—as you
can see by reading her column
on page 34.
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Tough, durable, and reliable, the best in the busi
ness. That’s SNAPPER'S heavy duty lawn and garden
equipm ent for you. M ore than a quarter of a century
of innovative Am erican craftsmanship goes into
every machine we build. So you know you can
depend on them year in and year out to make you
look good on each and every job. That’s why over
the years SNAPPER’S reputation for excellence has
continued to grow and gain the
respect of more and more pro|
fessionals in the lawn care
f —
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Matt Narog of Lawn Clinic,
Mountainview, Calif, tells us
that his company was inad
vertently omitted from our May
“Million Dollar Lawn Care
Companies’’ list. After doing
about $750,000 worth of
business in 1984, Lawn Clinic
joined the elite with $1.1
million last year.
Narog, incidentally, is eager
for more companies to join him
and help educate California
homeowners as to the value of

EIET n a H E
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business. They know SNAPPER'S versatility and
durability has withstood the test of time. They know
SNAPPER’S built tough to work long and hard. So if
lawn care is your business, w hy not go with the best
in the business. SN APPER ’S com m ercial lawn and
garden equipm ent. W rite SNAPPER Power Equip
ment, McDonough, GA 30253, Dept. LCI 85 for
further information.
fS It’s a snap with_______

E X T R A TOUGH WALK

CO M M ERC IA L WALK

□
□
□
□
□

□
□
□
□
□

Push or self-propelled
4 HP Extra Tough 4 Cy. engine
Ball bearing steel wheels
2J4 bu. grass catcher
21” Hi-Vacuum steel deck

>|«

Industry statistics, contained in
this month’s “State of the In
dustry’’ report, are surprising
(and, maybe, alarming) in one
respect.
Though the chemical lawn
care industry is shattering all
growth records, it appears from
our survey that landscape
maintenance is slowing down. It
was just 11 percent last year, a
long way from the 20 percent of
the previous year.
If any of our readers have any
ideas why this phenomena began
manifesting itself last year, we’d
welcome your comments.
>|<
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EXTRA TOUGH RIDERS
I 141 ” & 30”
side discharge
or 33” & 28”

□ 11 HP l/C engine
□ Long life transmission
% □ On-the-go

Push or self-propelled
5 HP4Cy. I/C engine
Ball bearing steel wheels
3 %" bu. grass catcher
21” Hi-Vacuum steel deck
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Stateof the Indus

ChemLawn’s Van Fossen discusses
lawn care’s past, present, future
LAWN CARE INDUSTRY spent
part o f a day recently with Jack
Van F o s s en , p r e s id e n t o f the
C hem L aw n C orp., the la rg est
chem ical lawn care com pany in
the country.
Van F o ssen c h a tte d o v er a
light lunch in the com pany's ca f
eteria, o ccasio n a lly stopping to
talk to C hem Law n e m p lo y e es .
The session then adjourned to his
plush office overlookin g a man
made pon d on the Chem Law n
grounds just outside o f Colum 
bus, Ohio.
Van Fossen, a lawyer b efore
being nam ed to his current posi
tion in 1972, was candid and hon
est—not much different than the
th ou sa n d s o f LCOs o p e ra tin g
other, sm a ller businesses from
coast to coast.
He was asked about the state o f
the industry, and here are his ob
servations:
LCI: What do you see as being
the state of the chemical lawn
care industry?
VAN FOSSEN: I don’t think it’s
mature yet. It’s going through a
logical evolutionary process.
I see a lot of the competitors
within the industry becoming
more sophisticated about what
they do and how they do it.
Generally, most of the com
panies are run by people who
grew up with the lawn care indus
try. Some of them may have diff e r e n t le v e ls of b u s in e s s
experience. Some of them may go
outside the lawn care industry in
order to bring talents in—particu
larly in specialty areas like ac
counting and finance. But the in
dustry generally is pretty much
oriented to people who have had
some kind of contact with the
green industry.
Many competitors are becom
ing more conscious of the image
they portray. U n fortu n ately,
that’s not true of the industry as a
whole, and there’s still a lot of
people who—for fairly obvious
reasons— take short cuts and
don’t necessarily follow the kind
of practices that other people in
the industry would like them to
follow.
LCI: Why did the ChemLawn/
lawn care concept catch on so
very fast?
VAN FOSSEN: A lot of people
talk about keeping up with the
Joneses, but the answer to that
question is obvious. A lot of peo
ple who would normally fertilize
their lawns skip it because of the
hassle, even though people nor
mally like to have an attractive
lawn. What ChemLawn brought
was a system to give the customer

that at a reasonable price.
LCI: As dominant as Chem
Lawn is, do you see it having a role
in the overall picture of the indus
try? And, if so, what is the role?
VAN FOSSEN: I think Chem
Lawn has a very obvious role that
comes as a result of the company
being the first to be really suc
cessful in the business, and hav

ing successfully opened up new
markets all across the country.
In some respects, ChemLawn
becom es alm ost synonym ous
with lawn care. As a result of that,
the practices that ChemLawn has
followed over the 16 years tend to
set the tone for what goes on in the
industry. By that, I mean the tone
is around agronomic soundness,

appearance, and the image the in
dustry projects.
We set the standard, and every
body tends to say, “if you want to
compete, you’ve got to try and live
up to that standard.’’ That means
everything from trying to be re
sponsible as a business person in
the community to having a high
sense of business ethics.
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LCI: They say imitation is the
sincerest form of flattery. Are you
flattered that so many lawn care
companies try to copy ChemLawn, or is it a source of irrita
tion?
VAN FOSSEN: A little bit of
both. The reality is that, if you’re
successful in a successful indus-

IN THE CURVES.
OUR NEW I2KIWM.
If a power curve is your measure of an engine, you don't
have to look any further than the new Briggs & Stratton I 2 V2 hp
twin. It’s unquestionably the super power of its size category.
24
FT.
LBS.
22
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systems and hydraulic drives.
It’s the perfect engine for riding mowers, tractors and
wide-area commercial mowing equipment.
A MORE COMFORTABLE RIDE.

A twin is naturally smoother running — the counter-acting
forces of opposed pistons create less vibration. That means
longer equipment life. And, of course, more comfort for your
customers.
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LONGER LASTING, QUIETER.
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When it comes to torque as well as
smooth, quiet operation, it simply has no
competition. In fact, there’s really only one
area of comparison. Price. You get all this
extra at very little extra cost.
BIG POWER FOR TODAY’S
BIGGER DEMANDS.

You get nearly 40% more
displacement than with competitive
1 2 V2 hp engines.
It means greater torque and important
back-up power. The kind you need for
today’s larger rotary blades, debris handling

This l/C® (Industrial/Commercial) engine is loaded with
long-life features. You get rugged cast iron bores. Cobalite®
exhaust valves and seats. Valve rotators.
Replaceable DU bearings. A choice of
super-quiet mufflers. A heavy-duty
dual element air cleaner — so
good it even exceeds automotive
standards for efficiency.
And we top it off with a
long-life warranty — our 2 + 5
extended warranty even covers
commercial users.
The new Briggs & Stratton
12V2hp twin. All the power you need
today. And then some. See your
Briggs & Stratton representative
for details.

The power in power equipment.

try, you ought to expect to attract
competition. The real essence of it
is: what kind of competition is it,
and are they competing on a fair
basis?
An obvious example of what I
consider to be basically an un
sound premise is the distinction
between liquid and dry. Some
people will go way overboard to
claim that dry is superior when, in
reality, they know better. Yet they
continue to advertise it.
It’s that kind of approach that
angers you, because the only an
swer is to come out with an adver
tisement that says liquid is so
obviously better that any fool
could see it. Agronomically, we
know that it doesn’t make any dif
ference. It’s just a question of how
you make the application.
So it’s that kind of competition
that I don’t particularly like or ap
preciate. They know better, but
they’re not reluctant to stretch ad
vertising truth if they think it’ll
win them some customers. That’s
unfortunate. It’s a basis of compe
tition that ChemLawn won’t use,
one that becomes a sword for the
unfair competitor.
LCI: How do you see the chemi
cal lawn care industry developing
in the future? And is that neces
sarily the way ChemLawn is going
to develop too?
VAN FOSSEN: You would
really have to go back 16 years to
when ChemLawn started.
The concept of making liquid
applications was really in no
vative, and it came from Dick
Duke and his father recognizing
the liquid applications common to
the agricultural industry could be
translated to the lawn care indus
try.
The equipment and the nature
of fertilizers that we were using
in 1969 have changed dramat
ically.
To give you an example, when
ChemLawn first started, the basic
fertilizers were a urea-based mix.
Today, through research and de
velopment—a lot of it from our
own research people—there’s the
ability to put down slow-release
in liquid form, which didn’t exist
five years ago. It existed in terms
of using a Blue Chip or Powder
Blue or those kinds of things, but a
slow-release in liquid form was
just unheard of.
I think you’ll continue to see
those kinds of innovations coming
along. I don’t feel—by any stretch
of the imagination—that we’re at
the point where everything’s
going to be done this way for the
to page 14
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‘Some people will go way overboard to
claim that dry is superior
in
ity they know better. Yet they continue
to advertise it. It’s that kind of approach
that angers you.’
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next 15 years.
If anything, companies such as
Chem Law n have to be c o n 
tinually aware of what’s going in
the scientific field, what might
change the com petitive m ar
ketplace. Everybody continues to
look at growth retardants; you’ll
see new varieties of grass become,
perhaps, more drought-resistant;
and so on. The innovations won’t
be startling, but they’re part of an
evolutionary process that will
change the whole industry.
LCI: Is there any unexplored
territory in the field of marketing?
VAN FOSSEN: You really have
to distinguish between advertis
ing and marketing. To me, there’s
a major distinction.
Marketing is basically a total
concept of what the business orga
nization is all about: pricing pol
icies, production strategies, what
you’re giving the customer. Ul
timately, marketing depends on
what the customer wants, and
that involves market research.
So it isn’t just advertising, and

much better positioned to get the
story across if the credibility of
the federal EPA hadn’t been
called into question by some of
the things that have happened re
cently.
A very credible Environmental
Protection Agency is probably one
of the most important things that
can go on for the industry. But it’s
got to be a credible agency, and
that credibility has to be built up,
because if you’re dealing with sci
entists who are looking at these
materials, they’re going to ap
proach it on a scientific basis and
not an emotional basis. If the sci
entists present their story ac
curately to EPA, and the EPA is

viewed as a credible organization,
then I don’t think you’re going to
see any crazy stuff happen.
It’s important that federal reg
ulations be of such a nature that
people have confidence in them,
and that they be approached
soundly and on the basis of reality.
I think it’s too bad Ruckelshaus
left the EPA, because he would
bring that kind of competence
level back to the EPA.
I don’t know the total story, but
in some of the local legislation,
you get an emotional issue caught
with some other political issues,
and then you get political trade
offs. Once you’re in that kind of
situation, you’re running the risk

H
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It isn’t beyond
the possibility
that somebody in
government might
do something
stupid.’
anybody who basically follows the
idea that it’s all advertising without
understanding what the direction
and strategy is, is eventually going
to be wasting a lot of money.
LCI: Are there any dangerous
spots in the industry’s future, and
if so, what can the industry do
about them?
VAN FOSSEN: I keep up with
that information through our re
search staff. It’s stuff that cannot
be ignored.
It isn’t beyond the possibility
that somebody in government
m ight do som ethin g stupid.
You’ve got to continually monitor
that kind of stuff and do a better
job of getting your message across.
The industry really doesn’t
have any axes to grind, in the
sense of huge manufacturing fa
cilities, and so on. So what they
need to do is get the message
across about what they’re doing,
the nature of the products and the
safety involved.
A lot of this legislation concerns
the ease—as opposed to the diffi
culty—of giving the customer what
he wants. If you had some of these
basic chemicals knocked out, I
think it makes the job of producing
a good lawn more difficult—not im
possible, but more difficult.
The industry would have been

of something stupid. In that envi
ronment, anything can happen.
Local and state regulation is
also a question of making sure
they get the right information.
Don’t be misled: I think a lot of
what you see at the local level is,
in a sense, political. You can get a
very small vocal group that raises
a level of concern that is probably
unjustified, and they can get a lot
done. And there’s a danger in that.
At the state level, you’re deal
ing with people who have a higher
level of understanding. When you
get down to the local level, there’s
no expertise to judge what’s being
said unless they can depend on
what their state and federal reg-
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THE RIGHT STRATEGY.

1

Every year, more lawncare companies
discover new profits in turf disease con
trol. If yours isn’t one of them, we’d like to
show you the way by sending you our free
CHIPCO® 26019 fungicide Healthy Business
Package.
It includes lots of valuable information
and materials to help you turn lawn diseases
into profits... beginning with strategy.
We’ll explain how effective disease
control can give you a competitive edge. How
it can build your reputation as a qualityoriented company. How it can protect the
business you already have...and help bring
in more customers. How it can be used to
establish a long term customer relationship.
In short, how it can improve your profit
ability by adding value to
your existing customer
base.

—
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THE RIGH T T A C IK S .

2

Coming up with an effective
disease control sales strategy is one
thing. Carrying it out is something else.
Our Healthy
Business Package
shows you how.
It includes
not only ad
vice on how to
communi
cate with
customers
and pros
pects, but
materials you
can use. Materials
for newspaper, direct
mail and bill stuffers. Doorknob hangers.
In-home sales presentations.
One reason lawn disease treatment is an
excellent business opportunity is that
many homeowners don’t even know that turf
diseases exist. If you make them aware
of the problem—and offer the solution—in
your advertising, promotions and sales
calls, you’ll capture more than your share of
this growing market. We can help.
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Chipco is a registered trademark of Rhone-Poulenc, Inc.
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Chipco® Department
Rhône-Poulenc Inc.
P.O. Box 125
Black Horse Lane
Monmouth Junction, NJ 08852

Before you start offering disease
control to your customers, you have
to be sure your employees know how to
handle the job.
We’ll take care of that, too. In your
Healthy Business Package, you’ll find train
ing aids you can use to teach your workers
how to spot, identify and treat all the major
turf diseases they’re likely to encounter.
With the materials we provide, you
can quickly and easily show your people how
to apply a turf fungicide properly and keep
your customers satisfied.

4

June
Davey Tree Care/Urban Forestry Fore
man Training, June 3-14, Kent, Ohio.
Contact: Richard V. Jones, Davey Environ
mental Services, 117 South Water St., Kent,
OH, 44240. (800) 321-7572 (except Ohio);
(800) 227-1735 (Ohio).
Turf-Seed Field Day, June 20, Pure Seed
Testing Research Farm, Hubbard, Ore.
Contact: Turf-Seed Inc., P.O. Box 250,
Hubbard, OR, 97032. (503) 981-9571.
“Planning for Profit,’’ June 21-22, Miami,
Fla. Contact: ALCA, 405 N. Washington St.,
Falls Church, VA, 22046. (703) 241-4004.
Lawn Institute Annual Meeting, June 25,
Opryland Hotel, Nashville, Tenn. Contact:
Dr. Eliot C. Roberts, Box 108, Pleasant Hill,
TN, 38578. (615) 277-3722.
University of Massachusetts Turf Field
Day, June 26, South Deerfield, Mass. Con
tact: Dr. Joseph Troll, University of Massa

THE RIGHT FUNGICIDE.

| Of all the turf fungicides on the
market today, CHIPCO 26019 fungi
cide is the best for building your business.
It controls the major turf diseases,
including Leaf Spot, Red Thread Dollar Spot,
Fusarium Blight and Brown Patch. So it’s
the only fungicide you need.
Its long-lasting residual action makes
it cost-effective and lets you fit it into your
existing treatment schedule... with virtually
no call-backs.
It’s easy to use. And toxicity is low,
so you and your customers get added peace
of mind.
Expand your business sr-—
_______
and improve your profitability. With the right
~ uuonT“ j
strategy, tactics and
training in our free
Healthy Business
Package. And with the
right fungicide: CHIPCO 26019
26019 turf fungicide.
Rhone-Poulenc Inc.,
Agrochemical Division,
Monmouth Junction,
New Jersey 08852.
fungicide

RHONE POULENC

CHIPCO* 26019
Circle No. 117 on Reader Inquiry Card

TAKING CARE OF BUSINESS.
Please read label carefully and use only as directed.

c h u s e tts, P lan t and Soil S cie n ce ,
Stockbridge Hall, Amherst, MA, 01002.
(413)545-2353.
Fifth International Turferass Research
Conference, June 30-July 5, Avignon,
Cedex, France. Contact: John F. Shoulders,
Agronomy Department, VPI & SU, Black
sburg, VA, 24061. (703) 552-4518.

July
PLCAA Regional Seminar, July 9, Powers
Ferry Road Holiday Inn, Atlanta, Ga. Con
tact: Dick Bare, 3952 Gunin Rd., Norcross,
GA, 30092. (404) 447-6037.
PLCAA Regional Seminar, July 11, Timonium (Md.) Holiday Inn. Contact: Frank
Stevens, 7002 Belair Rd., Baltimore, MD,
21206. (301)426-1111.
American Association of Nurserymen
Convention, July 13-16, Sheraton Twin
Towers, Orlando, Fla. Contact: Terri M.
Gore, A.A.N., 1250 I St., NW, Suite 500,
Washington, DC, 20005. (202) 789-2900.
PLCAA Regional S em inar, July 16,
Montville (N.J.) Ramada Inn. Contact: Al
Rumbo, 297 Broadway, Hillsdale, NJ,
07642. (201)666-1333.
American Sod Producers Association
Summer Convention and Field Days, July
17-19, The Prince Hotel, Toronto, Canada.
Contact: Doug Fender, ASPA, 4415 West
H arrison, H illside, IL, 60162. (312)
449-2890.
PLCAA Regional Seminar, July 18, Wor
cester, Mass. Contact: Steve Evans or
Frank Reynolds, 82 Herbert St., Framing
ham, MA, 01701. (617) 879-4510.
Landscape Supervisor’s Workshop, July
19-20, Tulsa, Okla. Contact: ALCA, 405 N.
Washington St., Falls Church, VA, 22046.
(703) 241-4004.
PLCAA Regional S em in ar, July 23,
Monroeville (Pa.) Marriott. Contact: Mark
Morgan, Davey Lawnscape, Monroeville,
PA, 15746. (412)771-0330.
PLCAA Regional S em in ar, July 25,
Rochester (N.Y.) Hilton. Contact: Dave
Sek, 225 Ballantyne Rd., Rochester, NY,
14623. (716)436-2900.
PLCAA Regional Seminar, July 29-30,
Hudson (Ohio) Holiday Inn. Contact: John
Prusa, 4455 Akron-Cleveland Rd., Penin
sula, OH, 44264. (216) 928-9785.
International Lawn, Garden & Power
Equipment Expo, July 29-31, Kentucky Fair
& Exposition Center, Louisville, Ky. Con
tact: Expo ‘85, P.O. Box 37130, Louisville,
KY, 40233. (800) 558-8767.

August
PLCAA Regional Seminar, Aug. 1, Holiday
Inn North, Cincinnati, Ohio. Contact: Rick
Stanforth, 5699 Creek Rd., Cincinnati, OH,
45242.(513) 793-8484.
PLCAA Regional Seminar, Aug. 6, Livonia
(Mich.) Holiday Inn. Contact: Tim Doppel,
6489 Sixteen Mile Rd., Sterling Heights,
MI, 48077. (313) 939-3636.
Illinois Landscape Contractors Associa
tion Summer Field Day, Aug. 7, Kishwaukee College, Malta, 111. Contact: Lucile
Little, ILCA, 2200 S. Main St., Suite 301,
Lombard, IL, 60148. (312) 932-8443.
PLCAA R egional S em in ar, Aug. 8,
Elmhurst Country Club, Chicago, 111. Con
tact: Tom Hofer, 11927 Spaulding School
Dr., Plainfield, IL, 60544. (815) 436-8777.
Finance & Pricing Fundamentals Work
shop, August 10, San Francisco, Calif. Con
tact: ALCA, 405 N. Washington St., Falls
Church, VA, 22046. (703) 241-4004.
PLCAA Regional Seminar, Aug. 13, Inde
pendence (Mo.) Howard Johnson’s. Con
ta c t : Don K e lle r, P.O . B ox 1 9 6 2 ,
Independence, MO, 64055. (816) 373-2135.
PLCAA Regional Seminar, Aug. 15, Cham
bers Road Holiday Inn, Denver, Col. Con
tact: Gary Vett, 1110 Valley, Colorado
Springs, CO, 80917. (303) 596-0740.
Advanced Landscape Supervisor Work
shop, Aug. 16-17, Chicago, 111. Contact:
ALCA, 405 N. Washington St., Falls
Church, VA, 22046. (703) 241-4004.
University of Rhode Island Turfgrass
Field Day, Aug. 21, Turfgrass Research
Farm, Kingston, R.I. Contact: Dr. J.R.
Skogley, Plant Science Dept., Woodward,
University of Rhode Island, Kingston, RI,
02881. (401) 792-2570.
“Selecting and Recruiting,’’ Aug. 22-23,
Seattle, Wash. Contact: ALCA, 405 N.
Washington St., Falls Church, VA, 22046.
(703)241-4004.
Landscape Supervisor’s Workshop, Aug.
23-24, New York, N.Y. Contact: ALCA, 405
N. Washington St., Falls Church, VA,
22046. (703)241-4004.
PLCAA Regional Seminar, Texas A&M Ex
tension & Research Service. Contact:
William Knoop, Texas A&M University,
Dallas, TX, 75252. (214) 231-5362.
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cult for the small guy to stay in the
business—unless that person be
comes more sophisticated about
what he’s doing. Sophistication in
the areas of safe handling of
chemicals, operating out of a legit
imate facility as opposed to opera
ting out of a garage, and being
aware of the impact on the envi
ronment.
Unless small operators begin to
realize those things, you’re going
to see a lot of consolidation in the
industry over the next 15 years.
Fifteen years from now, you
may very well wind up seeing
maybe 10 or 15 major players, and
that’ll be it.
—ferry Roche (Ml
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ulators are saying.
The real danger is having un
informed legislators, be they lo
cal, state or federal who are
passing this legislation in a polit
ical arena.
LCI: What is the future of the
industry?
VAN FO SSEN : T h e r e ’s an
enormous distinction between
1975 to 1980 and 1980 to 1985. It’s a
marketplace that’s more sophisti
cated and there are more com
petitors in it. That has changed
the nature of the game. It’s not
going to be as easy for the small
guy to get into the business any
more.
And it’s going to be more diffi

HAND-WEEDING IS A WASTE OF TIME. WITH
ROUNDUP HERBICIDE, YO U ’LL DO THE JO B FASTER
AND HAVE MORE TIME TO HANDLE OTHER WORK.

Around patios, steps, walks, driveways,
curbs and flower b ed s-th e weeding jobs that
used to take a lot of time now take just a
minute with Roundup! Here’s one herbicide
that controls many kinds of weeds, over 100
in all. And Roundup gets them, roots and all,
so they w on’t grow back.
Besides making weed control faster and
easier, Roundup also helps make it more
econom ical. For example, with one gallon of
2% spray solution you can treat
30 tree rings for about
t
^
1
a nickel ap iece*
M
# ,

Roundup can be used with confidence
because it has exceptional environmental
characteristics. It’s virtually odorless, and
when properly applied, Roundup w on’t wash
leach or carry over in the soil.
Use Roundup once and you’ll see how it
can make weeding easier, faster.. .and your
operation more profitable.
You’ll see that in a minute.
A TRIMMING & EDGING GUIDE FOR ROUNDUP
HERBICIDE IS AVAILABLE. CALL TOLL-FREE
800-621-5800. IN ILLINOIS, CALL 800-972-5858.
Cost of one gallon of 2% spray solution of Roundup to treat
low-growing vegetation.
ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP
Roundup® is a registered trademark of Monsanto Company.
© Monsanto Company 1985. RNC-5-101C
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Lawn care averages

Lawn care boosts
sales of pesticides

from page 1

IN D U S T R Y GROW TH
1 98 3 vs. 198 4

CONSUMPTION BY MANAGEMENT CATEGORY
1984
Basis: $1,900 Million

1984: $1.50 BILLION
1984: $1.30 BILLION

All
Other

10%

Nonagricultural
Crop

1983: $1.17 BILLION

11%
Right of
way

11%
Structural

14%
Turf and
Grounds

1983: $1.05 BILLION

53%

CONSUMPTION BY PRODUCT CATEGORY 1984
Basis: $1,900 Million
PESTICIDES
60%
All Other

5%

CHEMICAL
LAWN CARE

LANDSCAPE
MAINTENANCE

Aquatic
Pesticides

7%

Source: State of the Industry Survey

Fungicides

8%
The Mountain region (Mon
tana, Idaho, Wyoming, Colorado,
New Mexico, Arizona, Utah, Ne
vada), surprisingly, led the nation
in landscape m aintenance re 
ceipts with a per-company aver
age of $353,640.
New England was statistically
the region of least lawn care/
landscape maintenance with the
average reader’s business gross
ing just $83,050 last year.
National readership averages
were $355,879 for size of chemical
lawn care company and $186,210
for size of landscape maintenance
company. Overall, the average
r e a d e r ’s co m p a n y g ro sse d
$250,982 with a pre-tax profit of
21.25 percent.
So 1984 exceeded last year’s ex
pectations. In our 1983 survey,
readers predicted that their busi
nesses would grow to an average
of $247,000, about $3,000 less than
the final figure. And the growth
trend will continue in 1985, re
spondents say. They predict an in
dustry average of 23.99 percent
growth this year.
The buying habits of LAWN
CARE INDUSTRY readers will also
grow tjais season, the survey found,
by 22.45 percent. The largest in
crease will come in the area of tree

care equipment as companies di
versify (278.7 percent). Spray tank
purchases were expected to in
crease 219.5 percent to $18.3 mil
lion, and irrigation equipment
194.8 percent to $23.4 million.
Grass seed will also show a
good increase this year, 53.9 per
cent to $25.02 million.
Areas showing decreasing ac
tivity among lawn care pur
ch a se rs are p o st-e m e rg e n ce
herbicides, tractors and— sur
prisingly—aeration equipment.
P u rch ases of w alk-beh in d
mowers, in addition, are expected
to decrease 17.1 percent, but pur
chases of riding lawn mowers are
expected to be up by 30.3 percent.
Overall, the lawn care industry
will make purchases totalling
$415.48 million.
Diversification appears to be a
growing trend within the indus
try. Of the 380 respondents to the
survey, 50 said they are also in
volved in landscape installation
and design. Twenty-two said they
service trees, 19 said they are in
volved in landscape construction,
and 18 said they are involved in
the sod business.
Snow rem oval, with 13 re 
sponses, was another popular
sideline.

m

Insecticides

23%
Herbicides

23%
FERTILIZERS
40%

Source: C.H. Kline & Co.

The rapid growth of such end uses
as chemical lawn care has spurred
manufacturers’ sales of pesticides
to grow to $1.9 billion in 1984.
That total is considerably more
than the $1.2 billion registered in
1981, according to a report by
Charles H. Kline & Co.
Another reason for the sharp
increase, the Kline company says,
is the increasing popularity of
higher-performance products like
slow-release fertilizers.
Overall, about 125 companies
offer some 350 different formula
tions for professional end uses.
Pesticides, which are composed of
five major categories, accounted

for 60 percent of dollar sales in
1984; fertilizers the other 40 per
cent.
Lawn care companies, the lead
ing individual end users, are part
of the turf and grounds category,
along with golf course, landscapes
and educational facilities.
Kline & Co.’s new survey, with
field interviews scheduled for this
summer and publication by early
1986, will be contained in one vol
ume with a 700-page segment for
the U.S. and a 150-page segment
for Canada. Information on sub
scription terms is available from
C.H. Kline & Co., 330 Passaic Ave.,
Fairfield, NJ, 07006.
[®

A VER A G E B U S IN E S S S IZ E BY REGION

(NSV = not statistically valid)

NEW ENGLAND (ME, NH, VT, MA, Rl, CT)

/AVG. BUS. SIZE
OVERALL

$77,136

$83,050

$191,719

$308,000

$146,232

EAST NORTH CENTRAL (OH, IN, IL, Ml, Wl)

$908,938

$137,302

$415,338

WEST NORTH CENTRAL (MN, IA, MO, ND, SD, NE, KS)

$101,000

$155,014

$136,666

SOUTH ATLANTIC (DE, MD, DC, VA, WV, NC, SC, GA, FL)

$182,141

$256,069

$238,356

EAST SOUTH CENTRAL (KY, TN, AL, MS)

$251,900

$134,182

$165,573

WEST SOUTH CENTRAL (AR, LA, OK, TX)

$734,020 (NSV)

$183,864

$355,787 (NSV)

MOUNTAIN (MT, ID, WY, CO, NM, AZ, UT, NV)

$167,500

$353,640

$291,593

$99,500

$132,909

$127,130

$355,879

$186,210

$250,982

NATIONAL TOTALS

JUNE 1985

$94,871

MID ATLANTIC (NY, NJ, PA)

PACIFIC (AK, WA, OR, CA, HI)

LAWN CARE INDUSTRY

REGION

AVG. BUS. SIZE
AVG. BUS. SIZE
OVERALL
OVERALL
/CHEMICAL LAWN CARE. 'LANDSCAPE MAINTEN.

Source: State of the Industry Survey

IN 1985, W HAT DO YOU PREDICT YOUR EXPENDITURES W ILL BE ON:

AVERAGE
SAMPLE
PER
PURCHASING PURCHASER
%

PROJECTION
TO LCI
READERSHIP

%
CHANGE
SINCE
1984

LANDSCAPE
MANAGEMENT
PROCEDURES
AND BENEFITS
i Are company uniforms
mandatory?

\ % y e s \ % N O I T c S » . ,1

74

\

\ Does medical insurance
\
include dental?

GRANULAR FERTILIZER
PRE-EMERGENCE HERBICIDES

84.7
73.9

$9,755.70
$5,259.18

$92.41 MILLION
$43.46 MILLION

+
+

\
\

13.5

32.9

$11,701.40

$43.05 MILLION

+

8.6

2i

INSECTICIDES

75.0

$3,518.92

$29.51 MILLION

+

23.2

GRASS SEED

72.1

$3,102.86

$25.02 MILLION

+

53.9

POST-EMERGENCE HERBICIDES

73.7

$2,748.33

$22.65 MILLION

-

4.6

FUNGICIDES

58.2

$1,704.73

$11.10 MILLION

+

3.1

SOIL AMENDMENTS

33.2

$2,563.57

$9.52 MILLION

+ 74.7

PLANT GROWTH REGULATORS

16.6

$501.03

$0.93 MILLION

N/A

64
\
\
\
\
\
\

\
\
\

38

\

I
\
\
\

53

\

62

L ’*

W

H

*

\

\
\

\ Do you have a full-time
\
graduate horticulturist on
\
your staff?
\ Do foremen perform general
\
equipment maintenance?

.

Source: ALCA

LANDSCAPE
MANAGEMENT
PROCEDURES
AND BENEFITS

19.7

$11,551.33

$25.46 MILLION

-

15.5

IRRIGATION EQUIPMENT

19.2

$10,902.63

$23.41 MILLION

+ 194.8

SPRAY TANKS

33.4

$4,901.04

$18.31 MILLION

+ 219.5

RIDING LAWN MOWERS

19.7

$7,518.00

$16.56 MILLION

+ 30.3

Are employees allowed to use
company vehicles to go to
lunch?
\ Does your company pay
\
employees’ educational for
\ job-related courses?

\
64
\
\
\
83
\
\

\ Are mechanics required to
\
have their own tools?

46.3
52.1

$2,665.86
$2,350.63

$13.80 MILLION
$13.70 MILLION

-

17.1

+ 27.8

$8.06 MILLION

N/A

TREE CARE EQUIPMENT

25.5

$2,888.06

$8.00 MILLION

+ 278.7

AERATION EQUIPMENT

22.1

$2,805.37

$6.93 MILLION

-

STRING TRIMMERS

41.3

$778.47

$3.60 MILLION

+ 11 .8

1.7

— _
\ Do you have an IRA
\ contribution plan?
1 Do you provide complete family
\
medical coverage paid by
\ the company?
\ Do you provide medical
\
insurance with no
\ deductible?
\ Do you provide a car allowance
\
or company vehicle for
\ field supervisors?
\ Does your company conduct
\
in-house training?
1 Does your company pay
\
employees while they attend
\
in-house training?
\ Do your foremen sign no\
competition agreements?

1985 PROJECTED TOTALS = $415.48 MILLION +22.45%
Source: ALCA

17 \

33

\

67 \

57

\

9

\

\

\

91

\

29

\

43

\

\

\

71

7

\

\

73

\

80

\

\

\

93 \

0

$1,520.19

\

\

C\J

47.4

,

36

0
00

SPREADERS

\

\

\ Are employees charged for
\ lost tools?

1— ...........

Source: State of the Industry Survey

\

36

\

24
\
\

\

36

\

34.

Do you have published job
descriptions for all jobs?

\

\ 63

\ Do you have formal policy
\
and procedures manual?

'

SPRAYERS, PUMPS, ETC.

79

\

\ Are employees charged for
\
vehicles damaged due to
\
negligence?

EQUIPMENT

W ALK-BEHIND MOWERS

\
\

37

\
\

Are mow crews responsible
for pruning, mulching?

\
\

26

\

\ Are employees charged for
\
equipment they damage
\
due to negligence?

4.6

LIQUID FERTILIZER

TRACTORS

\

\ Is a report of activities left
\
with the client each week?

CHEMICALS, SUPPLIES

\
\

\

18

\

27

\

20

\

\

82
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State o f the Industry

Handling customer complaints
Only too often, the lawn care in
dustry suffers the same problem
as Paul Newman in “Cool Hand
Luke” did: “a failure to communi
cate.”
According to LAWN CARE IN
DUSTRY’S 1985 State of the Indus
try survey, most of the problems
indigenous to the industry could
be easily solved by maintaining
proper contact with customers.
The most common customer
complaint, according to LCI read
ers, is that their lawn care/landscape maintenance service costs
too much. Of the readers respon
ding to this question, 23.4 percent
cited this problem.
Next on the list of popular cus
tomer complaints was weed con
trol (20.3 percent), followed by
impatience with service (12.7 per
cent), unrealistic expectations

PERCENT RESPONDING “YES:
TO FACTORS OF MAJOR
BUSINESS CONCERS
Concern

% Yes

Insurance costs

67.8

Vehicle costs

62.2

Liability costs

54.7

Govt, regulations

53.6

Interest rates

53.1

Maintenance costs

43.5

Others’ ethics

39.0

Customer retention

36.0

Collections

24.0

Employee benefits

19.6

(6.3 percent) and dry, brown spots
(5.7 percent).
Other frequent responses were
faulty workmanship, complaints
over field employees, disease con
trol, too little time spent on the
job, and other competing com
panies.
“I don’t believe there is a com
plaint that could be categorized as
most common,” offered one re
spondent, “but I do feel there are
dozens of excuses that occur,
more than once (not by the same
customer). Seemingly, customers
use the most believable excuse to
attain their desired response from
the company.”
One LCO, whose advertising
program is based on good cus
tomer relations, has a hard time
coping with complaints.
“If we get more than three a
year, I go into deep depression and
hit the bottle,” he admits. “Some
times as many as three bottles of
Pepsi on very hot days. But when
we get a complaint, we rectify it to
the custom er’s satisfaction, in

total, at no charge.”
Here are some of the most com
mon complaints and what readers
had to say about them:

‘You cost too m uch’
“We discourage price shop
pers, stay firm in our rates, and
emphasize quality, service and
professionalism.”
“There are H ondas and Rolls
Royces. They both provide trans
portation, but they are not the

sam e. We offer the Rolls Royce o f
chem ical lawn care. We are not the
lawn service for everyone, and we
don't want every lawn.”
“I usually give the customer
the locations of lawns done by
cheaper competitors, along with a
couple of mine. This is usually the
last I hear about it. If I hear too
much of this from any one cus
tomer, I drop them the following
year.”
“I tell them, if they want cheap

work done, to hire someone else; if
they want quality work done, we'd
like them to be our customer. The
cheapies too often don't pay their
bills anyway. We are very selective
about who will be our customer.
Our uncollectables are less than
Yioth o f one percent as a result o f
this selectivity."
From Minnesota: “I ask the
customer how much he can afford
to do, and do that much work. I
plan to bill the new landfill state

tract. I bill these at a cost-plus-20percent so the customer can see
exactly where the figures come
from. A policy of fair price for fair
work is the best way to buffer the
customer’s attitude.”

‘We still have w eeds’

HOWTO
TAKEOUT
SURFACE
AND GRUBS
SWELL FOOP.
To take out surface feeders like sod
webworm larvae, chinch bugs, billbugs, and flea beetles, just follow
these simple steps.
Step one, get some ®OFTANOL
2 Insecticide. It’s the liquid for
mulation of OFTANOL. If you think
OFTANOL is too expensive to use on
surface feeders, check out step two.
Step two, mix it at the economi
cal rate and spray where the bugs
are. It’ll work.
The same product, OFTANOL 2,
does a bang up job on grubs. Mix it
at the recommended rate and spray
it on. Use OFTANOL anytime, as a
preventive in the spring or as a cura
tive, whenever grubs are a problem.
Surface feeders and grubs, two
serious problems with one serious
solution. OFTANOL 2.
OFTANOL is also available in a
granular formulation. Always read
the label before use.

“We (1) m eet with the customer
in person; (2) listen to his com 
plaint; (3) acknow ledge the need
for improvem ent; (4) handle/treat
the problem ; (5) follow up with a
call to the customer; and (6) repeat
1 through 5, if necessary.”
“Because of our small size, we
try and keep our pricing down—
which means cutting down on
pre-emergent applications. Also,
we are not strong believers in spot
spraying as an efficient control
system. Hopefully, we will be able
to convert to a liquid spray pro
gram that will be cost-efficient
and successful.”
“ We try to ed u ca te the cu s
tomer. Good public relations and
com m unications will k eep them
happy probably 98 percent o f the
time.”

‘Where have you been?’
“In the springtime, everybody
wants their work done yesterday.
I try to give the customer a com
pletion date when the contract is
signed. I also explain the prob
lems encountered during spring
(weather, supplier foul-ups, etc.)
and communicate any problems
of delay with the customer.”
“We shift our labor hour em 
phasis from those who com plain to
those who don't com plain.”
“Blame the northeast weather,
or the limited number of hours in
a day.”
“I tell the customers that I have
put off the service because o f the
weather, and that they are better
off because the products are being
applied late so they will get better
response. I tell them that the ‘big
boys' have to be out every day no
matter what because they've got so
many customers, an d that my
lawns look as g ood —if not bet
te r — th an the o n es dow n the
street.”
“We explain our schedule, give
them a date, remind about
weather limitations—and then
make sure we get there when
promise, and that the result is
worth the wait.”

‘It still looks bad’

OFTANOL 2 .
WHEN YO U'RE SERIOUS
ABOUT SURFACE
FEEDERS AND G RU BS.
Mobay Chemical Corporation
Specialty Products Group
Box 4913, Kansas City, Mo. 64120
OFTANOL is a Reg. TM of the Parent Company of
Farbenfabriken Bayer GbmH, Leverkusen.

“Most problem s involve a fa il
ure to com m unicate effectively.
We h a v e b e e n s u c c e s s fu l by
open ly stating prior to com m en c
ing work what we can and cannot
d o .”
“We supply each new customer
with a brochure explaining their
responsibilities and the impact
that extreme weather may have.
Our quarterly newsletter contin
ues this information, and the net
effect is below-average customer
complaints and above-average
customer retention.”

‘You really messed up’
“Workers are told to go back
and handle the complaint. If it's
not satisfactorily handled, the cus
tomer probably won't pay the bill.
If the customer doesn't pay the bill,
the workers don't get paid for the

JUNE 1985

“We ch eck it out personally,
and 99 percent o f the time will
probably respray. We need to find
som eon e who will m ake a weed
control herbicide that will work.
H erbicide com panies always have
an excuse why it didn't work.”
“We provide free unlimited
callbacks.”
“The chem icals seem to work
well enough. The problem seem s

to com e from p oor cultivation
m ethods em ployed by customers,
such as cutting height and fr e 
quency, and watering practices.
The problem is considerably more
difficult to handle when the lawn is
cut by another lawn m aintenance
c o m p a n y , an d th ey r e fu s e to
change their practices on our re
quest.”
“Annual weeds—oxalis, pur
slane, spotted spurge — are
nemeses of lawn companies. They
are difficult to handle without
harm to lawns during the sum
mer. All chemicals advertised to
control these have been inferior,
or priced where not affordable to
use.”

LAWN CARE INDUSTRY

tax as a separate item so people
can see how much it is. I also bill
hauling and landfill charges sepa
rately so the customer knows just
how they are spending their
money.”
“I tell them that we put on the
best quality product on the m ar
k e t a n d o u r la w n s lo o k e x 
trem ely good. I p ro b a b ly do not
h a v e the turnover the guy doing
th e c h e a p e r jo b d o e s , a n d it
s h o w s . P lu s, w e a r e l o c a l l y
owned and o p era ted , and will a l
ways be there should any p r o b 
lem a ris e .”
“Customers resent being billed
for the ‘little extras’ they request
that are not specified in the con
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job. N inety-nine p ercen t o f all
com plaints are han dled with no
problem the day we get the complaint, and most o f our customers
have been with us m ore than 10
years.”

‘What contract?’
“Many times, the customer—
especially in dealing with homeowner associations—expects services not included in the contract.
In some cases, this was because
individual owners did not read
their copies or did not receive one.
We have attempted to improve
communications to alleviate this
and other types of m isunder
standings.“

‘Please, no chem icals’
“O ccasion ally , we are q u es
tioned as to what we are spraying
and why. We explain this im m e
diately. Some request that we use
no pesticides on their property,
which I feel we must com ply with,
if that is their request.”

Conclusions
Certainly, the easiest way to
deal with customer complaints is
to avoid them in the first place.
Consider the formula offered by
this reader:
“This will be our 55th year. We
know the area and most of our
custom ers. If we don’t know

them, we find out about them be
fore we get in too deep.
“The most important thing is
not what we should be doing, but
rather what we shouldn’t be do
ing. We try not to overbook during
the busy seasons, and we are very
selective as to what we do and
who we do it for.
“We try to be as honest as possi
ble when answering customers’
questions. We tell them that we
use the best employees and mate
rial available, and we don’t cut
corners. If we do have a com
plaint, we make sure the cus
tomer is listened to and satisfied.
“After all, our reputation is at
stake.’’
|gj
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rofessional Lawn C a re Association
of A m e rica recently, then you're in for

a surprise. W e're o ffe ring a b u n d le of
new benefits th a t m ake joining PLCAA m ore rew arding than ever! We even have a new n am e
for our se rv ic e — The ProSource. Here's w h a t w e 've b e e n u p to a n d how you c a n b e n efit:

NEW! Employee Life/Health/Disability Benefit Program. A p ro g ra m d e s ig n e d with your
business in m ind. It offers flexible, co m p re h e n sive Life/H ealth/D isability g ro u p insurance
th a t you c a n ta ilo r to the needs a n d b u d g e t o f your co m p a n y.

NEW! PLCAA Safety M anual. E m ergency proced ure s, p e s tic id e safety p roced ure s,
inspections, health p ro g ra m s a n d m o re — a co m p le te , p ra c tic a l safety g u id e for re fe re n ce
a n d te c h n ic ia n trainin g.

I ^ NEW! PLCAA M anagem ent Monograph Series. In-d epth, easy to u n d erstan d re fe re n ce
booklets on subjects vital to the o p e ra tio n o f your business.

^

NEW! Legal Update Bulletin. An exclusive m onthly bulletin for m em bers. Edited by PLCAA
Attorney, R ichard I. Lehr, a n d fo cu se d on tax, investm ent, la b o r, a n d le g a l in fo rm a tio n of
interest to the industry.

¿ X NEW! Public Issues Alert C om m ittee—contin ually u p d ate s the m em bership on regulations
a n d le gislation — lo ca l, state, a n d n a tio n a l—th a t a ffe c t the law n c a re industry. A resource
for u n d e rsta n d in g a n d involve m en t in the p u b lic issues vital to the future o f your business.

Plus a Whole Lot M o re...PLCAA m e m b e rs h ip offers, in a d d itio n to these new benefits,
a n im pressive lin e u p o f p u b lic a tio n s a n d p ro g ra m s th a t a re in v a lu a b le to a n y law n
c a re business: • PLCAA Technical Resource Manual. An im p o rta n t g u id e for h e lp in g to
o p e ra te your business on a professional a n d a g ro n o m ic a lly sound basis. • TUrf Talks,
PLCAA's b i-m o n th ly m e m b e r newsletter. • PLCAA Regional Seminars. Intensive, o n e d a y sessions o ffe re d on a re g io n a l basis a n d a t a re d u c e d fe e to m em bers. • Annual
PLCAA Conference and Show. The w e e k -lo n g g a th e rin g o f the best in law n c a re th a t has
b e c o m e the o n e must co n ve ntion o f the year. • The Professional Lawn C are Credit
Association— On h a n d to h e lp you m e e t your d e lin q u e n t a c c o u n t c o lle c tio n needs.
• Insurance C lout—C o m preh ensive Property a n d C a sualty Insurance th a t offer m em bers
e xce lle n t p ro te ctio n a t c o m p e titiv e rates.
No m a tte r how la rg e or sm all your o p e ra tio n ,
the ProSource is your source for the best,
most m e a n in g fu l law n c a re inform ation
a n d help. Your m em bership investm ent goes
to w ork for you im m e d ia te ly —that's the
PLCAA prom ise. Join now a n d g ro w with us!

The ProSource

-Tell M e More!
Send me more information on what
the PLCAA can do for me and my
business.

COMPANY.
STREET____

ZIP.

.STATE.

1 -Ë -

.PH O N E .

CLIP AND MAILTO:

PROFESSIONAL LAWN CARE
ASSOCIATION OF AMERICA
1225 Johnson Ferry Rd., N. E.
Suite B-220, Marietta, GA 30067

Safety film
announced
by PLCAA,
Ciba-Geigy
Ciba-Geigy and the Professional
Lawn Care Association of Amer
ica have combined forces to pro
vide a safety film that will soon be
available to PLCAA members.
The film, “Pesticide Safety and
Handling,” is an all-exclu sive
safety film which consists of four
sections: (l)employees’ involve
ment; (2)handling bulk pesticides
(pre-m ixing, accid en ts, etc.);
(3)product transportation to ware
house; and (4)after warehouse de
livery.
The copyrighted film , pro
duced in the fourth quarter of
1984, is the first of its kind and will
be available at no cost to members
of the PLCAA, according to Ron
Fister of Ciba-Geigy. The PLCAA
will have full control of the film,
Fister says.
Ciba-Geigy and the PLCAA
also have plans for other activities
to be made available through their
organizations. The PLCAA is in
the process of planning programs
for its members. “We’re looking at
various th in g s,” Jim Brooks,
PLCAA executive director, says.
The PLCAA already has two
additions to its M anagem ent
Monograph Series: one about
drafting a personnel manager, and
the other on the information a
lawn care operator needs to con
front a banker. The PLCAA also
plans to prepare a slide show on
diseases with Ciba-Geigy, as well
as one on weeds with Dow.
The PLCAA is “in the midst of
an operating performance sur
vey,” Brooks says, as well as a
membership needs-assessment.
Ciba-Geigy is considering the
possibility of offering two man
agement training courses in 1986,
to be conducted at the company’s
expense. The courses would be
offered on a first-come, first-serve
basis, Fister says, with the pos
sibility for expansion in 1988 if the
seminars gain acceptance.

PLCAA
convention:

N A M E _________________________________

CITY______

News

Jo in n o w a n d
re c e iv e FREE y o u r
c o p y o f th e n e w
PLCAA Safety
Manual, ◦ 6 4 - p a g e
p e s tic id e a n d s a fe
p ra c tic e s g u id e .

Join the Professional Lawn Care
Association at its annual conven
tion and trade show, Nov. 18-21 at
the Curtis Hixon Convention Cen
ter in beautiful Tampa, Fla.
For more information, contact:
Jim Brooks
PLCAA
1225 Johnson Ferry Rd.
Suite B-220
Marietta, GA, 30067
Phone: (404) 977-5222

Edjth Efron says:
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dressed by Efron, who wrote “The
Apocalyptics” as an answer to
Rachel Carson’s controversial
1962 book “Silent Spring.”
“All over the United States,
businessmen like yourselves are
being told to grasp journalism,
communications, physiology, so
ciology” in an effort to save their
right to use chem icals, Efron

“The public is not
just ignorant, it’s
full of false
hoods.”
— Efron

S lO P GRUBS
FROM THE FIRST BITE
TO THE LAST GASP.
Grubs are a hardy breed. They’re
tough to prevent and even tougher
to get rid of once they start chowing
down on the roots of your turf.
One thing that puts them off
their feed is ®OFTANOL 5% Granu
lar insecticide.
Another is new OFTANOL 2
Insecticide. It’s a liquid formulation
of OFTANOL, containing two pounds
of active ingredient per gallon.
The nifty thing about
OFTANOL, liquid or granular, is that
it stops grub damage fast, even
before it kills. After an application of
OFTANOL, grubs stop feeding and
the damage stops. Use it as a pre
ventive, in the spring, or as a cura
tive anytime grubs are a problem.
Grubs, one serious problem with
two serious solutions. OFTANOL.
Always read the label before use.

OFTANOL.
WHEN YO U'RE SERIOUS
ABOUT G RU BS.
Mobay Chemical Corporation
Specialty Products Group
Box 4913, Kansas City, Mo. 64120
OFTANOL is a Reg. TM of the Parent Company of Farbenfabriken Bayer GmbH, Leverkusen.
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Edith Efron, speaking to a variety
of businessmen involved in the
production and application of
pesticides, believes “you all need
to hire sp ecialists in hum an
craziness.”
Efron, author of “The Apocalyptics,” was guest luncheon
speaker at the Herbicide Issues
Survival Training Workshop in
Atlanta recently.
With Efron pointing the way,
and with state-level pro-pesticide
coalitions popping up all over the
place, pesticide manufacturers
and users appear to finally be gettin g th e m essag e: e n v ir o n 
mentalists are out to destroy their
businesses.
In the last two months, coali
tions have been formed in Con
necticut and Georgia, the former
to combat proposed pre-notifica
tion legislation, the latter to com
bat legislation against negative
option-type contractual agree
ments.
But not enough is being done,
and it’s not being done quick
enough.
“Pesticide controversy is now
occurring in some 26 states,”
said workshop speaker Ray Rus
sell of Dow Chemical Co. “It’s
everybody’s problem, and you
have to come to grips with that
reality.”
The “survival” workshop was
sponsored by the Coalition for a
Reasonable 2,4-D Policy.
“It isn ’t the m ajority often
times that will make changes in
policy,” added Jim Brooks, exec
utive director of the Professional
Lawn Care Association of Amer
ica. “It’s you and me and others
like us who are changing public
policy to where we’re doing the
most good for the most people.
But if the majority is not given
balanced information, they will
be swayed.”
Russell predicted that five to
eight states will attempt to enact
groundwater legislation before
the first of next year.
“Groundwater is going to be a
significant issue,” he said, listing
also pre-notification, sign-posting
and right-to-know issues. “ In
some states, pesticide users are
being required to supply alter
native sources of drinking water
and to clean up groundwater
that’s been contaminated.
“If you lack expertise on this
subject, you’d better get up to
speed quickly.”
Russell said that one of the
most difficult problems to cope
with is the public’s fear of cancercausing agents: “chemophobia”
he called it. That subject was ad-
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‘S p ecialists in hum an crazin ess’
key to w a r w ith environm entalists
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noted. “Why are you in this mess,
and why is the public so afraid?”
Efron noted that most of the
cancer research conducted by
American scientists in the 1970s
was not accurate, as she stated in
“ The A pocalyptics.” That re
search has been since disproven
by scientists from Europe and
Japan.
“The (American) studies fell
apart in the scientific world, but it
was largely not covered by the
media, and unknown to the pub
lic,” she said. “The public is not
ju s t ig n o r a n t, i t ’ s f u ll of
falsehoods.”
And Mary Ann Ford of Union
Carbide, agreed, later telling the

R ussell

Brooks

audience that “honest ignorance
is okay, but 25 years of bad educa
tion is not going to be erased over
night.
“The more bits and pieces you

Ford

can disseminate to the public, the
more people can form their own
opinions, the more we can erode
the erroneous beliefs,” Ford con
tinued. “ Answer the human,

THE NEW
SUPER TEAM

down-to-earth questions, and you
might not have to worry about the
bigger ones.
“Rachel Carson has not been
around for a while. So it’s time we
stopped bemoaning her climate
and started to create one of our
own.”
Brooks said the lawn care in
dustry has a lot of good things it
can say. “The problem is, we’re
not saying th em ,’’ he added.
“We’re not being heard as an in
dustry. We have four to five mil
lion customers in residential lawn
care, and that’s some audience!”
Efron concluded her noon
speech with a challenge to all
chemical users, from lawn care to
cosmetics:
“No other group would accept
being labelled piranhas, so why in
the hell are you so nice? Every
body makes political problems for
you, but you don’t know how to
make political problems for other
people.”
®]
—Jerry Roche

y n n rits B
SUPER-3
ENGINE
MODEL
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SUPER-3 P.T.O. M ODEL

• Quality
• Reliability
• Service

Super-3 mower

Triplex-376 mower

FINALLY A REEL MOWER MADE FOR SMALL TRACTORS
The P.T.O. Model is easily hooked up to any suitable tractor.
The Engine Model is equipped with a 7 H.P. engine. It can also
be pulled by trucksters or ATC's.

A REAL PROFESSIONAL TRIPLEX MOWER
Improved mowing, quality and styling.
Reels are dynamically balanced to provide a beautiful fine cut.

Outstanding Features:
Outstanding Features:
Unique and simple mechanical drive system
Heavy duty mowing units, with a choice
of 5,6 or 7 bladed reels
Easy reel lift for transport and storage
Jack stand for easy unhooking and parking
Designed to deliver a fine quality cut in long,
short, wet or dry grass
Mows up to 40 acres (16.2 ha) per day

Free floating reels with anti-scalp rollers
Precise and easy height of cut adjustment
Raise and lower cutting units from operator's seat
Equipped with a quiet reliable 8.5 H.P. engine
The transmission has 3 speeds forward and 1 reverse,
Also a d iff lock is standard
Excellent operator comfort and visibility with
hand brake as a bonus
Mows up to 30 acres (12.1 ha) per day

BROUWER
TURF EQUIPMENT LIMITED
7320 Haggerty R d ./C anton, M l. 48187 Telephone (313) 459-3700
W oodbine A ven u e/K esw ic k, Ontario, Canada L4P 3E9 Telex 065-24161 Telephone: (416) 476-4311

To the editor:
Your recent article on slow-release fertilizers (May, 1985) was
most interesting and informative.
I would like to comment on sev
eral areas in the article.
Number one: according to the
American Association of Plant
Food Control Officials, slow-relea se fertilizers are defined as
“any fertilizer product containing
a minimum of 15% water insolu
ble nitrogen (W IN ).’’ To my
knowledge, Nitro-26 does not
contain the minimum 15% WIN.
Number two: although the use
of the words “screw up” is accept
able in some areas of the business
world, it is not the language I use
in reference to our product, Fluf,
and its use by the professional
lawn care industry. Fluf offers the
smaller liquid LCOs a margin of
safety, as it does not burn and re
leases slowly over six to eight
weeks.
One final point: slow-release
liquid fertilizers are normally sus
pension formulations—not clear
solutions—as evidenced by their
WIN and non-burning features in
the suspension formulations. The
suspension formulations (similar
to Fluf) are better suited to low
volume spraying than clear solu
tions (similar to Formolene) as
they have a pH around seven, do
not burn, and have less free urea.
Clear solutions have higher pHs
(around 9-10), higher free urea,
and when used in low volume
spraying can cause burning and,
in some instances, skin irritation.
Hense, Fluf and suspension-type
fertilizers are better suited for low
volume spraying.
Martin McGinn
President, W.A. Cleary

r

A e ra to r is d u ra b le ,
lo w -m a in te n a n c e

equipment movement safer and
easier.
The arch ramps, available in
four models, provide extra clear
ance betw een m achinery and
truck bed during loading. Cleats
are implanted at both ends of the
ramps.
Clearance platforms are suit
able for use with any standard size
pickup. They position equipment
above the truck’s fender wells, al
lowing larger machinery with
wide underslung mowers to be
easily transported.
When not in use, the arch

ramps can be stored under the
clearance platforms.
Circle No. 203 on Reader Inquiry Card

T u rf su p p lier has
n ew groom ing to o ls
A new line of grooming tools has

been introduced by Jacobsen Division of Textron.
The Jacobsen edger is powered
by a three hp Briggs & Stratton
engine, rides on four tires and has
a nine-inch blade with variable
depth adjustment.
Both string trimmers, straight
shaft models, have manual string
advance, twin handles and double
shoulder harnesses. The J-27 is
powered by a 27 cc two-cycle engine, the J-35 by a 35 cc unit.
Weighing just 23 pounds, the
J-55 Back Pack Blower has a hose
to page 28
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Engineered and built for continu
ous use by lawn care companies
and other turf professionals, the
new Lesco Aerator-30 is a dura
ble, low-maintenance machine
which can aerate 9,000 square feet
in just 15 minutes.
The Aerator-30 includes 30 V2 inch diameter spoons, five per
disc on 5V2-inch centers. It is avail
able with open or closed spoons.
Overall width is 30 inches with a
28-inch aerating width.
For easy transport and conven
ient loading, the unit has two steel
caster wheels with pneumatic
tires. It is run by a Briggs & Strat
ton I/C recoil start engine.
Circle No. 201 on Reader Inquiry Card

Im p a c t pop-up
s p rin k le rs rugged
A new line of impact rotor pop-up
sprinklers are tough enough to
stand up to the
m ost ru gged
duty, according
to their manu
facturer, Rain
Bird.
The case and
co v e r of th e
M ini-Paw s e 
ries sprinklers
are molded of
abuse-resistant
Cycolac brand
AVS engineering thermoplastic,
Grade GSM.
Available with “Seal-a-Matic”
option to prevent wasted water
and soil erosion due to low sprin
kler head drainage, the sprinklers
will operate in a full circle or can
be adjusted from 20 to 240 degree
arc. They operate at water pres
sures from 25 to 50 psi, and can be
spaced from 27 to 49 feet.
Circle No. 202 on Reader Inquiry Card

R am ps, p la tfo rm s
fo r e a s y tra n s p o rt
Arch ramps and clearance plat
forms for the transportation of
m obile equipm ent by pickup
truck are being introduced by
Worksaver. They are designed to
increase the time available for
grounds maintenance by making

A mower that doesn’t work every day
only cuts your productivity.
When you cut grass for a living, you can’t afford equip
ment that’s undependable. Or difficult to service. Because the
longer your tractor is down, the longer the grass gets.
That’s why so many people put a John Deere 650 or
750 Compact Utility Tractor to work on their
mowing jobs.They’re built with traditional
John Deere quality and dependability.
Both are designed around rugged,
fuel-stingy, water-cooled diesel engines. A 2cylinder in the 650 (17 engine hp, 14.5 PTO
hp). And a 3-cylinder in the 750 (20 engine
hp, 18 PTO hp).
And both come equipped with
features often reserved for more expensive
tractors. Like a sliding-gear transmission
with 8 forward and 2 reverse speeds. Like

differential lock, a Category “1”3-point hitch, and 540-rpm
rear PTO. And like hand and foot throttles, and optional frontwheel drive.
All that plus a reputation for reliability that’s second
to none. In fact we’re so confident of the durability of our
equipment that we’re offering a new 2-year limited warranty.
See your John Deere dealer for more details.
To get the name of the dealer nearest you, or a
free folder on the John Deere 650 and 750 Compact
Utility Tractors, call 800-447-9126 toll free
(800-322-6796 in Illinois). Or write
John Deere,Dept.67, Moline,Illinois 61265.
Look into a John Deere 650 or
750. Because a mower that doesn’t
run every day will cost you a lot more
money in the long run.

muMnPPRP1Nothing
^ Runs Like aDeere
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Leave clippings
The practice of returning grass clippings to a
home lawn can improve the quality of a
turfgrass and reduce the fertilization require
ments of the lawn, according to Drs. C.H. Pea
cock and R J . Blace of the University of Florida.
Turfgrass clippings are 80 percent water and
20 percent dry matter. Microbial decomposi
tion of the dry matter releases significant
amounts of nitrogen, phosphorus and potas
sium for turfgrass use. Recycling of clippings
can save as much as two pounds of nitrogen per

1,000 square feet per year, Drs. Peacock and
Blace wrote in Highlights in Soil Science.
Turfgrass clippings need not be collected
and removed if less than 30 to 40 percent of the
leaf tissue is cut at each mowing, they contin
ued. And recycling of the clippings can reduce
maintenance requirements and labor costs by
eliminating the time required to collect clip
pings, as well as cost for bags and trash disposal.
Don’t bag it, and save yourself a bundle, the
doctors suggest.

from p a g e 27
that extends from waist to ground
and a nozzle with 360-degree rota
tion for directing its 125 mph
gusts. The J-88 is a push-type unit
that rotates 270 degrees with air
velocities of 225 mph.
Circle No. 204 on Reader Inquiry Card

BEFORE WEDEVELOPEDTHESE
PR0NEM-S0MNGTURFGRASS
MIXTURES,WEMARCHED
THROUGHACRESAND
ACRESOFPROBLEMS
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
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.
M E D A L IS T T U R F P R O D U C T

M A JO R A R E A S O F U S E

S P E C IA L F E A T U R E S

Athletic Pro and
Athletic Pro II

For athletic turf.

Well suited for new seeding or overseeding.
Fast establishing, traffic tolerant, rapid recovery.
Both provide good footing.

Boulevard Mix

Any area with high pH
(roadsides, sidewalks, boulevards,
alkaline soils, etc.).

Contains ‘Fults and Dawson red fescue for beautiful salttolerant 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 II Mix

Fairways, tees, athletic fields.

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

Medalist North Mix

Fairways, tees, cart paths, wear
areas.

Quality turf for high traffic areas. Clean mowing and
disease resistant.

Premium Sod Blend

Commercial sod production.

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

Renovator Pro Mix

Problem solver for heavy traffic
areas (athletic fields, golf tees,
and fairways).

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

Medalist Brand
Overseeding Products

Winter overseeding of dormant
bermudagrass.

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

up K ing distributor about Medalist Turf Products to solve your turf problems,
Ask your N orthru,
Or write Nortihrup K ing Medalist Turf Products, PO. Box 959, Minneapolis, M N 55440.

T w o h e rb ic id e s
g e t EPA o ka y
Team and XL herbicides, both
produced by Elanco Products,
have received registrations from
the Environm ental Protection
Agency.
Team’s registration is for con
trol of crabgrass, goosegrass and
other weed grasses in cool season
turf. Team pro
vides long-last
ing control, in
cluding signifi
cant l y bet t er
control of lategerminating
annual grasses.
It will be avail
able in limited
quantities in 1985 for evaluation
by golf course superintendents.
XL is a preemergence herbicide
with registration for weed control
of annual grass in warm season
turf. Only one application is
needed prior to weed germina
tion. It is available this year at a
price about 25 percent less than
other premium long-lasting prod
ucts, Elanco claims.
Circle No. 205 on Reader Inquiry Card

T ra ile rs p e rfe c t
fo r law n m o w e rs
Redi-Haul trailers recently intro
duc ed the v e r s a t i l e Handy
Hauler, which is perfect for trans
porting lawn mowers and lawn
tractors.
The Handy Hauler features a

four-foot-wide by eight-foot-long
deck and a 40-inch-wide ramp.
Each of three models comes with
lights, fenders, l 7/s-inch coupler
and safety chains.
The Handy Hauler comes in
three sizes: 800-pound payload,
1,000-pound payload and 1,300pound payload.
Circle No. 206 on Reader Inquiry Card

For rapid response, use the peel-off label from the front cover
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NAME

This card expires August 15,1985

TITLE

PLEASE CHECK BELOW YOUR
PRIMARY BUSINESS AT THIS
LOCATION:

FIRM
ADDRESS
CITY
STATE

_______________ _______ZIP

PHONE(

A. CONTRACTOR OR SERVICES:
□ Chemical lawn care company
□ Mowing/maintenance lawn care
company

)

1 0 1 116 131 146 161 176 191 206 2 2 1 236 251 266 281 296 311 326 341
1 0 2 117 132 147 162 177 192 207 2 2 2 237 252 267 282 297 312 327 342
103 118 133 148 163 178 193 208 223 238 253 268 283 298 313 328 343
104 119 134 149 164 179 194 209 224 239 254 269 284 299 314 329 344
105 1 2 0

135 150 165 180 195 2 1 0

106 1 2 1

136 151

196 2 1 1

226 241 256 271 286 301 316 331 346

107 1 2 2

137 152 167 182 197 2 1 2

227 242 257 272 287 302 317 332 347

166 181

B. SUPPLIER:
□ Chemical dealer and/or distributor
□ Equipment dealer and/or distributor
□ Seed broker/dealer

225 240 255 270 285 300 315 330 345

108 123 138 153 168 183 198 213 228 243 258 273 288 303 318 333 348
109 124 139 154 169 184 199 214 229 244 259 274 289 304 319 334 349

1 1 0 125 140 155 170 185 2 0 0 215 230 245 260 275 290 305 320 335 350
1 1 1 126 141 156 171 186 2 0 1 216 231 246 261 276 291 306 321 336 351
1 1 2 127 142 157 172 187 2 0 2 217 232 247 262 277 292 307 322 337 352
113 128 143 158 173 188 203 218 233 248 263 278 293 308 323 338 353
114 129 144 159 174 189 204 219 234 249 264 279 294 309 324 339 354
115 130 145 160 175 190 205 2 2 0 235 250 265 280 295 310 325 340 355

C. OTHER
Please specify:------------------------------I would like to receive (continue receiving)
LAWN CARE INDUSTRY each month: Yes □

No □

Your Signature:_______________________________
D ate_______________________________________ __

NO PO STA G E
NECESSARY
IF MAILED
IN THE
UN ITED STA TES

BUSINESS REPLY CARD
FIRST CLASS

PERMIT NO. 665

DULUTH, MINNESOTA

POSTAGE WILL BE PAID BY ADDRESSEE

READER SERVICE DEPARTMENT
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POST OFFICE BOX 6080
DULUTH, MINNESOTA 55806-9780
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CARLA STEEN ,
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BRUCE SH A N K,
Executive Editor

ROBERT EA R LEY,
Group Publisher

T R U D Y JO S LY N ,
Production Manager

M A R ILY N M acD O N A LD ,
LYNN ROSBERG,
Graphic Design

JOAN SC H U M A C H ER ,
Circulation Supervisor

Two years ago

New York City was named the top lawn care
market in the nation by LCI. The next four were
Los Angeles-Long Beach, Chicago, Phila
delphia-New Jersey and Detroit.
Dr. John F. Shoulders retired after 28 years
on the turfgrass faculty at Virginia Polytechnical Institute and State University, where
he continues as professor emeritus.
Turfgrass M anagement was published by Dr.
A1 Turgeon of Texas A&M University.

ChemLawn expanded its television advertising
from 12 markets to 32. Of the $11.7 million the
company pumped into advertising that year, 20
percent (about $2.3 million) went to television.
James Watson, vice-president of The Toro
Co., received the Distinguished Service Award
from the Golf Course Superintendents Associa
tion of America.
Peter Selmer Loft, chairman of the board of
Loft Seed, passed away after a two-year illness.

M A R K E TIN G /S A LE S

_______ Midwest Office:_______
JOE KO SEM PA ,
R egion al S ales M an ag er

ROBERT EARLEY
(216) 2 4 3 -8 1 0 0
7 5 0 0 Old Oak Blvd.
C lev elan d , OH 4 4 1 3 0
_________ S o u th ern O ffice :__________
RON KEM PNER (4 0 4 )2 3 3 -1 8 1 7
N ation al S ales M an ager
4 5 5 E. P a ce s, F e rry Rd.,
S u ite 3 2 4
A tla n ta , GA 3 0 3 0 5
................. N o rth w est O ffice :_________
BOB M IERO W (2 0 6 ) 3 6 3 -2 8 6 4
1333 N .W . N o rcro ss,
S eattle, W A 9 8177

_________ Classified:__________
DAWN ANDERSON
(218) 7 2 3 -9 3 4 9
1 E. F irst St., D u luth , M N 5 5 8 0 2
P le a se send ad v ertisin g
m a te ria ls to:
L A W N C A R E IN D U STR Y
120 W . S eco n d St.
D u lu th , M N 5 5 8 0 2
2 1 8 -7 2 3 -9 2 0 1

N r

ROBERT L. EDG ELL, Chairman
R ICH ARD M O ELLER, President
LARS FLADMARK, Executive V. Pres.
ARLAND H IR M A N , Treasurer
T H O M A S G R E N E Y , Senior V. Pres.
EZRA PINCUS, Senior Vice President
JOE BILDERBACH, Vice President
JA M E S G HERN A, Vice President
GEORGE G LENN, Vice President
HARRY R A M A LE Y , Vice President

J
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Board

A UAP exclusive!
New Turcam residual granules go after and kill ugly bugs
wherever they live—in the grass, at ground level or beneath
the surface.
Unlike other insecticides, Turcam granules actively n
penetrate thatch to nail grubs, mole crickets,
„Ou
chinch bugs, sod webworms and other lawn
and turf enemies with complete safety to turf and
ornamentals. And it’s so fast-acting it kills bugs where
you spot them almost overnight!
Call UAP today and order easy-to-apply Turcam
granules, the smart way to outsmart insects.

Jerry Faulring
Hydro-Lawn
Gaithersburg, MD

Ron Kujawa
KEI Enterprises

CALI TOLL-FREE1-800-2280096
(1800 642 T0BF IN NEBRASKA)

Cudahy, WI

UAP

Dr. John Street
Ohio State Univ.
Columbus, OH

Special Products
RO. Box 37800
Omaha, NE 68137

J

®Turcam is a registered trademark of NOR-AM Chemical Company.
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Production Supervisor

Five years ago
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JER R Y ROCHE,

\b u didn’t get where
you are in the lawn care business
using anything but the best.
You sell service. Pure and simple.
So if your customers complain
about lingering, hard-to-control lawn
pests, you go back and re-treat. Which
takes time. Expensive peak season time.
That’s when quality pesticide
formulations prove their real value.
At Union Carbide, our insect and
weed control products are designed to
keep turf healthy, pest free and looking
great.
And that, of course, is what your
customers really pay for.

Realistic, dependable
_________ insect control_________
SEVIN brand SL carbaryl insecticide
is designed for the convenience of turf
professionals. It’s a water-based flowable that’s easy to handle, mix and
apply..
SEVIN” brand SL carbaryl liquid
effectively controls over 25 common
turf insects, including sod webworms,
white grubs, billbugs, chinch bugs,
even ants, ticks ana fleas.
You and your
customers also get
peace of mind
from knowing
that carbaryl is
used for insect
control on pets,
poultry ana
even some
game birds.

So you worry less. And that’s
important.

The first name in phenoxys

Our researchers developed the
phenoxv herbicide chemistry turf pro
fessionals have depended on for nearly
40 years.
And, with formulations like
WEEDONE® brand DPC broadleaf
herbicide, we can help make turf
weeds the least of your worries.
WEEDONE® brand DPC is a
powerful combination of 2 , 4-D and
dichlorprop in one convenient herbi
cide with the performance of more
expensive, three-way mixes. So you get
effective control for even hard-to-kill
species such as spurge, chickweed,
oxalis and ground ivy.
In fact, WEEDONE® brand DPC
could be the only herbicide many lawn
care operators will ever need.

_________Made for turf_________

Ask your chemical supplier about
----- -SEVDST brand SL
and WEEDONE®
brand DPC.
When it comes
to your insect
and weed con
trol turf chemi
cals, why choose
anything but
the best?

From the turf care group at U nion Carbide

Union Carbide Agricultural Products Company, Inc. Box 12014 T.W. Alexander Drive, Research Triangle Park, N.C. 27709
SEVIN® is a registered trademark of Union Carbide Corporation. WEEDONE® is a registered trademark of Union Carbide Agricultural Products Co., Inc.
As with any insecticide or herbicide, always read and follow label instructions. © 1984 Union Carbide Agricultural Products Company, Inc.
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On hum an lazin ess...
“To err is human...” and so it has
always been. But how should
you deal with a misunder
standing or mistake between
your company and a customer?
Improved communication
systems have made things more
impersonal. So much that
customers often feel as though
they’re dealing with a machine
instead of a person. Mistakes and

The WESTMAC
WORLD’S FASTEST
RESIDENTIAL

PLUG
AERATOR

AERATES
5,000 sq. ft Lawns
in 15 Minutes
or Less
MOST DURABLE
MANEUVERABLE

NEW 1985 MODEL
“TRAIL-HITCH” - REQUIRES NO TRAILER AND
ONLY ONE MAN.
32 SPOONS — 60 HOLES PER SQ. YD.
5 HP BRIGGS AND STRATTON ENGINE WITH CHAIN AND
BEARING TRANSMISSION.
LARGE PNEUMATIC TIRES.
TRAVELS 100 LIN. FT. IN 20 SECONDS TO AERATE 750 SQ.
FT. PER MINUTE.
DEADMAN’S CLUTCH STOPS IT ON A DIME.
EXTRA WEIGHT CAN BE ADDED

Lawn i »
P.0. Box 652, Kenosha, Wl 53141

inc.
(414)552-8911

------------------- Circle No. 106 on Reader Inquiry Card------------------

INJECTION
GUN KIT

misunderstandings should be
dealt with quickly and per
sonally in order to keep the good
reputation of LCOs in general
and the company in specific.
But human laziness abounds
as much as human error. Such is
the case of a company up
north.
This area manager seems to
have a real problem. His com-

GET
CLEAN CROP
WVTHUAP

UAP supplies the lawn care and golf course profes
sionals with a complete line of fungicides, herbicides,
pesticides and commercial fertilizers.
• Your source for BetasarT pre-emergent and Clean Crop
Mec-Amine-D post-emergent (2, 4D, Dicamba, MCPP).
• Competitive prices.
• Fast, dependable delivery from warehouses in five states.

Call toll-free 1-800-228-0096
(1-800-642-TURF in Nebraska).
Special Products
P.O. Box 37800
Omaha, NE 68137
(R,Betasen is a registered trademark of Stauffer Chemical Company. Always follow label direcfions.
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Keep Fertilizer Dry and
Prevent C ostly Spills w ith the
“SHOW ER C A P” by Lawn Tech

•

•

TARGET HERBICIDES WHILE
BLANKETING FERTILIZER
YOU CAN’T AFFORD TO
SPRAY WITHOUT IT!
CALL TOM JESSEN
AT PERMA-GREEN SUPREME
1-800-346-2001 Or 219-663-8417

•
•

•
•

Pat. pending

•
Call

Durable, see-thru vinyl cover
fits most professional qu ality
spreaders
C om pletely w aterproof and
spillproof
Easy to attach — just slip it
onto spreader
Secure fit prevents spills —
avoids burnout and product
loss
Sim ple, 1-piece construction
Folds up fo r convenient
storage
Lim ited 1-year w arranty
or w rjte;
(2 16) 9 3 7 .5 5 ^

Our covers fit the following:
Scott's R7X & R8
Lesco • Vicon • Cyclone
Spyker
Lely
Must specify make & model when ordering.

P.O. Box 206
Avon Lake, O
44012
$14.95 U.S.A.
$12.95 round

pany must make a lot of mis
takes, since he uses a comput
erized form letter to “apologize”
for his company’s mistakes—
almost a “fill-in-the-blank” kind
of letter.
The letter is addressed just
above the “We Realize We May
Have Made A Mistake” headline.
After that follows a not-overlypersonal explanation as to why
this company May Have Made A
Mistake.
“Sometimes even a leader has
some problems maintaining the
high standards that has made
them #1 in the industry,” the
letter reads. “We are dedicated
to customer service, and would
like a second chance to prove it!”
The area manager then
explains that this letter is a
“personal commitment...that the
problems you faced in the form
of poor communication (a bit
ironic) or even poor service, will
be corrected.”
The letter tells the customer
that the manager is interested in
redeveloping the trust because
the company stands behind its
“guarantee of satisfaction and
will work with you until you are
satisfied.”
The letter is also a self-mailer,
and all the unsatisfied customer
need do is fold the letter and
drop in it the mail, checking one
of the two boxes available.
“We really do value your
patronage and I promise the
problems of the past will not
become the problems of the
future,” the letter says, ending
with “Looking Forward to a New
Relationship.”
An article in April’s issue of
LAWN CARE INDUSTRY said
that 15 to 50 percent of clients
sought another LCO for reasons
of dissatisfaction each year. Can
the industry afford that statistic?
When a mistake is made, a
company should go out of their
way to correct it by personally
communicating with the cus
tomer as quickly as possible.
Don’t be like the above
company, afraid to admit they
Have Made A Mistake in person.
Take care of it, and keep future
work of high quality.

C a rla S te en
A s s is ta n t Editor

RATES: 75 cents per word (minimum charge, $25).

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

tors nationwide. HB-2 and SST brochures from
KEL INSTRUMENTS CO., INC., PO Box 1869,
Clifton, NJ 07015. (201) 471-3954.
9/85

CLOSEOUT SPECIAL! Save your Dack 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
S A L E -S A L E -S A L E -H a n n a y 12 VOLT REEL
MOTORS, $100.00 (new) regular $160.00. FMC
JOHN BEAM parts, sprayers, spray guns and
pumps at discounted prices. HYPRO parts,
pumps and accessories at 25% discount.
HANNAY reel swivel joints, reel switches, and so
lenoids at d isco unted prices. TUFLEX FI

BERGLASS TANKS and replacement parts at
discounted prices. MEYERS pumps and parts ad
discounted prices. GREEN-GARDE JD-9 spray
guns and spray hose at discoounted prices. Call:

Strong Ent., Inc. 1-800-228-0905.

TF

PLAN YOUR OWN DESTINY by owning your own

lawn care business. Get started with a 2,000 Gal
lon spray tank mounted on G.M.C. truck, plus
more equipment and list of customers. This is your
chance! Call MacLean Associates, Realtors in
N.H. 603-382-7158.
6/85
GET ACQUAINTED PRICES- ENVY™ fertilizers,

micronutrients, and adjuvants add profit to your
turf care line. Call or write for prices and info.
Liberal distributor discounts. National Liquid Fer
tilizer Corporation, 3724 West 38th Street, Chi
cago, IL 60632. (312) 254-3115.
TF

BUSINESS OPPORTUNITIES

FRANCHISE OPPORTUNITY
Now is the time to own your own business in the booming and
profitable. $2 billion Lawn Care Service Industry. With nearly 100
franchises and growing, the Spring-Green System offers:

S' Low Initial Investment
S Large Exclusive Territories
S Complete Training
S Equipment Leasing Available
S Ongoing Support & Guidance S Part Tim e or Full Tim e
Start anytlm al C all today lo r Iraa brochure

TOLL-FREE (800) 435-4051
IN ILLINOIS. CALL (800) 892-4013

USPRiNG-GEEEN

PROFESSIONAL LAWN CARE

11927 SPAULDING SCHOOL DR.. PLAINFIELD. IL 60544

Landscaping and lawn maintenance business in
the Shenandoah Valley of Virginia. Grossing
$110,000.00 plus. A full line of equipment, stock
and lovely home. Call evenings 703-740-8729.
6/85

LAWN CARE INDUSTR Y:

HELP WANTED
TRU GREEN TREE & SHRUB NEEDS: BRANCH
MANAGERS- BRANCH MANAGERS TRAINEES.

Tree care service seeking dependable individuals
experienced in tree and shrub identification, prob
lem diagnosis, sales or tree spray. Will consider
college graduate in related field. Permanent posi
tion with rapidly growing company. Send resume
to Wm. Scott Carr, TRU GREEN TREE & SHRUB
CARE, 2875 Northwind Dr., Suite 205, E. Lansing,
Ml 48823.
7/85

FOR YOUR LAWN CARE NEEDS!

PROFESSIONAL LAWN
CARE ASSOCIATION
OF AMERICA

is seeking an outstanding indi
vidual for the position of As
sistant Executive Director.
Candidates must have proven
organizational and adminis
trative skills and public speak
ing experience. Knowledge of
lawn care/turf industry is de
sired, but not mandatory.
Some travel required. Suc
cessful candidate must be
willing to relocate to Atlanta.
Beginning salary in mid-20’s.
Position open 7/1/85. Send
confidential resume to:
James R. Brooks
PLCAA
1225 Johnson Ferry Rd., N.E.
Suite B-220
Marietta, GA 30067

A TRUE SOLUTION
Nitro-26 CRN (26-0-0), is a liq u id fertilizer so unique that it has
all the advantages o f both solutions and suspensions. In fact,
it looks like a solution, but contains long chain m ethylene
diureas (MDU) norm ally found in suspensions. Nifro-26 CRN is
the ONLY liquid MDU product available. Com pare Nitro-26
CRN w ith other liquid fertilizers:
•
•
•
•
•

Low burn
• No special agitation
Controlled nitrogen release
• C om patible w ith standard
More uniform growth response
lawn core m aterials
Longer residual response
• Excellent stability
volatilization
Less leaching

b

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 129.
9/85
MANAGER N E E D E D - Established Mid-Atlantic
lawn maintenance company seeking experienced
branch manager with minimum three years opera
tions experience. Experience required in all man
agement to include personnel, sales, equipment,
quality control, etc... Excellent salary benefits and
profit sharing plan. Position available July/August.
Send complete resume, experience port folio, sal
ary and other requirements to LCI Box 130. 7/85

FOR SALE

Growth Products, Ltd.
**
P.O. Box 1259
W hite Plains, N.Y. 10602
914-426-1316

Spray trucks, Recondition and ready for service.
1200 gallon, 1975 to 1980. New service equipment
170 gallon to 1600 gallon. 303-422-7608.
6/85

Professional Photo by Cosfle Photographic
1977 Ford F-600. 1,000 gallon steel tank. Meyers
pump. Twin electric Hanney reels. Ready to spray.
$9,800.00. Call: 313-292-7110, Michigan.
TF

35

*ocfuol unretouched photo
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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 Anderson, LAWN CARE IN
DUSTRY, I East First Street, Duluth, MN 55802.
BOX NUMBER REPLIES: Mail box number replies
to: Lawn Care Industry, Classified Ad Department,
120 W. 2nd St., Duluth, MN 55802. Please include
box number in address, (218)723-9200.

Established landscape contracting business lo
cated in the San Fernando Valley in So. California.
25 years of experience has developed excellent
cliental, and considered one of the outstanding
contractors in California. Yearly repeat business
in Beverly Hills, Malibu, Pacific Palisades, Santa
Monica and most areas of Southland. Equipment
and small growing ground available. Will stay on
as consultant to help new owner with existing cli
ents. Year round work. No ice or snow. Phone
area code 818-983-0101. Write David Geller, 7745
Ben Ave., N. Hollywood, CA 91605.
7/85

LAWN CARE INDUSTRY

CLASSIFIED

1984 EXCEL HUSTLER 275 DUAL HYDROSTATIC
TRACTOR WITH HI-LIFT BAC-VAC, 62” CUT. EX
CELLENT CONDITION. 244 HOURS. $10,000.
20 3-26 9-3 303 . LEISURE LANDSCAPE SER
VICER________________________________ 6/85
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AERATOR MODEL 96
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MOUNTS TO CATEGORY 1 TRACTORS - SEVEN 70-LB CASTINGS
WITH EASY MOUNT SLICING BLADES OR CORING TINES

111
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OLATHE MANUFACTURING, INC. 913-782-4396 ■800-255-6438
100 INDUSTRIAL PARKWAY - INDUSTRIAL AIRPORT, KS. 66031
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There ISa Big
Reel Difference.
It’s the unique combination of cutting quality and
speed in our new 30" mower that is literally un
matched by any comparably sized rotary. Controlled
by a dual clutch guidance system, this quality-built
National works around trees and shrubs, even over
the toughest hills, fast and easy.
Nevermore do you have to sacrifice the superior
clean-shearing action of a reel mower for the speed
of a rotary. Once you feel the true agility of this
machine in action, and sense its durability, you’ll
mow with the 30 FTN from then on.

MowWithTheLeader
— Since 1919-----NATIONAL

n ^ B

National
Mower
Company

700 Raymond Avenue
St. Paul, Minnesota 55114
612/646-4079

Edg-K ing.
Designed and manufactured
with the professional's needs in
mind . . . proven reliability, dur
ability, flexibility and strength
are the major advantages of
EDG-KING™.
We're talking about superior
edging with features like thicker
wall construction to eliminate
kinking and create great straight
lines or tight curves. Four frost
heave grooves and heavy duty,
non-bending steel anchoring
spikes keeps the edging where it
belongs — in the ground.
The idea is to give the profes
sional a quality edging that
works the way it is supposed to

work . . . competitively priced,
with drop shipment available to
any point in the United States.
EDG-KING is the difference
that gives landscapers the pro
fessional edge!
For more information on com
mercial or retail edging, samples
or specifications write or call
collect . . . 312-953-8533.

2021 Midwest Road, Suite 300
Oak Brook, IL 60521

DISTRIBUTORS WANTED

Only seven weeks after seeding, REBEL provides
a rich carpet of dense, fine-leafed turf on
Washington D.C.’s Congressional Country Club,
Bill Black, Greens and Grounds Chairman.

Proven
perform ance m akes
b £.1 num ber one.

1

\

^ ^ T U R F TYPE TALL FESCUE

University tests across the country have proven m ost tall fescues have
some good qualities; but in overall perform ance Rebel beats them all.
1982 Turfgrass Quality Ratings for Tall Fescue Varieties Tested at Eleven Locations in the United States
University Test Location, Quality Ratings 1-9; 9 = Best
Variety

NE

KS

MO

IL

GA

KY

MD

MS

NC

NJ

VA

AVERAGE

REBEL
Falcon
Olympic
Clemfine
Galway
KY-31

6.7
6.3
6.3

7.7
7.6
7.3
7.2
7.0
7.2

7.0
6.8

5.6
5.3
5.0

8.2
7.7
8.1
7.3
7.5
6.8

7.5
6.9
6.5
6.3
6.0
6.3

6.5
6.6
6.3
5.9
6.4
5.2

4.8
4.8
4.2
4.1
4.8
4.1

7.0
6.2
5.8
6.3
6.1
5.9

7.6
7.3
6.6
4.6
5.1
3.6

6.8
6.4
6.4
5.9
5.5
5.4

6.9
6.5
6.3
6.0
5.9
5.5

—
—

5.1

—
—
—

5.5

—

5.1
5.3

In these trials, turfgrass varieties were evaluated fo r appearance,
establishm ent and quality of stand, resistance to drought
and disease, and m owing qualities. REBEL took top honors
in all-around attractiveness and perform ance:
• Resists heat, drought and disease
• Fine-textured (30% finer-leaved than
Kentucky 31)
• Dense stand (188% denser than Kentucky 31)
• Excellent shade tolerance
• Rich color
• Fast establishm ent
For an all-around, top-perform ing tall fescue, try REBEL. Test it for yourself.

Lofts Inc.
Bound Brook, NJ 08805
(201) 356-8700 •

(800) 526-3890

Lofts/Maryland
BeltsviIle, MD 20705
(301) 937-9292

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

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

Sunbelt Seeds, Inc.
Norcross, GA 30071
(404) 448-9932

LESCO Lawn Gute Equipment Lineup

NEW!

LESCO Sprayer
Available in gasoline or electric model
with 100 or 200-gallon tank to fit van or
pickup. Versatile and sturdy.

LESCO Aerator-30

Engineered for continuous use, this dura
ble, low-maintenance machine is easy
to maneuver, economical to operate and
efficient to use. Saves time, labor and
money.
• For deeper penetration, designed so
only two spoons are driven into the
ground at any one time. Includes 30 half
inch-diameter spoons, five per 10-inchdiameter disc on 51/2-inch centers.
• For superior balance, easy transport
and convenient loading and unloading,
includes two steel castor wheels with
pneumatic tires.
• For long life and reliability, equipped
with a five-horsepower Briggs & Stratton
l/C® engine.

• Skid-mounted for convenient placement.

LESCO Spreader
Built tough and durable to provide
accurate application and reliable service.
• For less frequent filling, equipped with
a polyethylene hopper that holds up to
80 pounds of material.
• For corrosion protection, features stain
less steel axle, impeller shaft and on/off
assembly.
• For strength and durability, features
reinforced handles and baked-on epoxy
finish on handles and frame.

• For durability and long life, features
polyethylene tank.
• For efficiency, gasoline models feature
five-horsepower, recoil-start engine
which drives a twin-piston 10 GPM (maxi
mum) pump. Engine throttle is adjusted
so the normal pump flow rate is 6 GPM.
Electric models feature 12 VDC motordriven, 2.2 GPM positive displacement
diaphragm pump.
• For efficient mixing and agitation,
equipped with a triple-jet agitator.

• For ease of lubrication, equipped with
zerk fittings.

• For time and labor savings, features an
electric-return hose reel with 400 feet of
3/8-inch hose.

• For operator protection, features
extended shielding on back of machine.

• For smooth operation, fitted with pneu
matic tires.

• For application accuracy, equipped with
a low-volume spray wand.

• For maneuverability and use by opera
tors of various heights, features large
curved handles with two sets of grips.

• For easy transport and impeller protec
tion, features a bumper/handle.

• For prolonged pump life, includes an
in-line strainer.

Optional Jet-Action Deflector and Hopper
Cover available.

Optional accessories available.

• For easy operation, reel is engaged by
on/off lever on handle.
Aerates 9,000 square feet in just 15 minutes!
Item

LESCO No.

Item

LESCO No.

Price

LESCO Spreader

006000

$165.00

Price

LESCO Aerator-30
(open spoon)

008900

$795.00

LESCO Aerator-30
(closed spoon)

008901

795.00

For complete specifications on quality LESCO
equipment, give us a call.
Call toll free. (800)321-5325
NATIONWIDE

(800)362-7413
IN OHIO
k

%
■

Item

LESCO No.

Price

200-Gal. Electric
Van Mount

010850

$1675.00

200-Gal. Electric
Pickup Mount

010900

1705.00

200-Gal. Gasoline
Van Mount

005664

1775.00

200-Gal. Gasoline
Pickup Mount

006354

1805.00

100-Gal. Electric
Van Mount

020180

1575.00

100-Gal. Electric
Pickup Mount

020181

1605.00

100-Gal. Gasoline
Van Mount

012748

1675.00

100-Gal. Gasoline
Pickup Mount

009184

1705.00
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LESCO, Inc, 20005 Lake Road, Rocky River, Ohio 44116 • (216) 333-9250

