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Faulring, Kujawa and Street
are named to magazine staff

The distinguished and well-
known trio of Jerry Faulring, Ron
Kujawa and Dr. John Street has
joined LAWN CARE INDUSTRY
as the first group of industry
advisors in the magazine’s seven-
year history.

Their job will be to provide sto-
ries and story ideas to the maga-
zine's editorial staff, as a means of
making LCI better able to serve its
12,000-plus readers. They will
also provide the editorial staff
with a monthly critique of the
magazine’s content, and suggest
ways to improve its usefulness to
the industry.

“With the industry growing by
leaps and bounds, this is no time

for its leading magazine to
become stagnant,” says LCI editor
Jerry Roche. “Group publisher
Bob Earley, myself, and the rest of
the staff feel that these three men
will be of invaluable assistance.
“By better serving our read-
ers—making the magazine more
valuable and more readable—this
group should keep LCI at the top
of its field for a long, long time.”
The three represent a cross-
section of interests. Faulring is
president of Hydro-Lawn of
Gaithersburg, Md., a chemical
lawn care company. Kujawa is
president of KEI Enterprises, a
Cudahy, Wisc. landscape manage-
ment company. And Street is an

Next month:

You and your trucks

extension agronomist at The Ohio
State University in Columbus,
Ohio.

“I see this as an opportunity for
anindividual participant to have a
voice in the leading trade publica-
tion for our industry,” says
Faulring. “And, in so doing, assist
in molding and assuring that read-
ers get articles of top concern and
interest.”

Kujawa admits to being thank-
ful for the opportunity. “I think
this will help new people coming
into the industry,” he says, “and it
will help keep LCI a well-rounded
publication with interests for all
people.”

Says Dr. Street: “I'm going to
make a strong effort to provide the
magazine with the most up-to-
date information on agronomic
subjects, and to make sure those
subjects are covered in the proper
manner.”’

Faulring, a New York native, is

to page 29

lawn care professionals

LMD event

Contractors
visit Denver

The Denver Marriott Hotel was
inundated by 250 industry con-
tractors Nov. 13-16, participants in
the annual Associated Landscape
Contractors of America (ALCA)
Landscape Management Division
conference.

Division chairman Ron Kujawa
of KEI Enterprises, Cudahy, Wisc.,
was host to 3% days of show-and-
tell sessions, educational meet-
ings and tours.

Various topics

Subjects varied from “Manage-
ment Trends for the Eighties” to
“Computers and Your Business.”

Other educational sessions fea-
tured panel discussions on
organizing, schedulingand equip-
ment utilization. There was also a
day devoted to agronomic topics
with speakers like Dr. Ray Free-
borg of Purdue, Dr. Jack Butler of
Colorado State and B.]. Johnson of
Georgia.

The most notable announce-
ment was made by the division
chairman when he introduced a
new marketing brochure.

“We’re a long, long way off
from doing everything we think
you people want us to do for you,”
Kujawa said. “We need a mission
statement for this organization,
but we have finished the bro-
chure.”

Objectives

Kujawa said the object of the
brochure “is to educate the public
and to educate potential clients.
We see its use as being an insert to
proposals, as a direct mailer, as a
valuable tool for our organization
when attending other association
meetings like the National Board
of Realtors.”

ALCA Landscape Management
personnel will gather again at the
Phoenix, Ariz. Hyatt Regency
when the parent organization
plans to hold its annual meeting

Feb. 7-11.






Make sure
your lawn care jobs

don't come back
to haunt you.

With labor and gasoline what they
are today, the cost of a call-back is fright-
ening. Add in the hidden costs of unhappy
customers, and it's enough to scare you
to death.

That's why you need DURSBAN*
insecticide in at least two of your yearly
applications. You see, in most parts of the
country, insects are a problem in both
the Spring and later on in the Summer. If
they don’t get you the first time, they just
might get you the second.

And that can mean costly call-backs.

So think twice before you decide to
skimp on DURSBAN. And think about how
little it costs—as little as $3.50 for a 10,000
sq. ft. lawn. Which is a lot less than the

cost of a call-back.

DURSBAN insecticide gives you results
you can count on, too. It gets all your
major problem bugs. And it controls them
for up to eight weeks instead of the more
common four to six.

DURSBAN. Makes sure all your returns
are happy returns. Available in 2E and
double-strength 4E liquid formulations.
Plus, new 50W wettable powder.

See your Dow distributor. Also ask
him about our new "DURSBAN delivers
the goods” incentive program. Be sure to
read and follow all label directions and
precautions. Agricultural Products Depart-
ment, Midland, Michigan 48640.

DURSBAN

Call-backs haven't a ghost of a chance.

Dow Chemicai U.SA.

*Trademark of The Dow Chemical Company.
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NLI gets director

The National Lawncare Institute
has named B.]. Lavoie its execu-
tive director.

Lavoie most recently was vice-
president /marketing for a general
insurance agency located in Cal-
ifornia. He has many years of
experience in sales and market-
ing.

“Our focus is going to be on
greater exposure, and we'll be
starting our seminar program in
1984,"” Lavoie says. “The PLCAA
meeting was our initial thrust for
membership; by the end of this
year, we hope to have 1,500 mem-

bers.
“We feel our presence will

have a mushroom effect.”

The National Lawncare
Institute has headquarters in
Tulsa, Okla. Its mission is to pro-
vide the industry with specialized
training programs.

Bulkkem gets
first distributor

Bulkkem Chemical Corp. of Nor-
mal, Il1l., a distributor of bulk
chemicals and bulk storage tanks,
has struck an agreement with the
Benham Chemical Co. of Detroit,
Mich.

Effective immediately,
Benham will be a distributor for
Bulkkem products in Michigan
and northern Ohio.

“We are in the bulk business
now,’’ said Don Benham of
Benham Chemical. “We are not
competition with Bulkkem
because we are Bulkkem.

“This expansion is to better
service the greater Michigan mar-
ket. We feel bulk chemicals—not
only from a cost standpoint, but
also from an ecological stand-
point—are going to be the future
of the industry.”

President John Latting said that
Bulkkem had previously serviced
companies grossing more than
about $500,000 per year.

“But all companies are now
beginning to see the need for bulk

handling,” Latting said. “This
move is to help service our ‘mini-
bulk’ customers, and we are now
looking and talking to other peo-
ple in key marketing areas for
other distributorships.”

Bulkkem has also purchased
the Professional Applicator’s
School from Professional Turf
Specialties, and will provide itasa
service to its customers.

PLCAA organizes
new committee

The Professional Lawn Care Asso-
ciation of America (PLCAA) has
formed a new committee, aimed
at helping make members aware
of pending anti-pesticide legisla-
tion in their area. Its name is the
“Public Issues Alert Committee,”
and it will be composed of mem-
bers from each of the states who
will filter all legislative matters
through the PLCAA office for dis-
tribution to members.

PLCAA president Don Burton
of Lawn Medic, Rochester, N.Y.,
made the announcement at the

MOBAY CHEMICAL Corp. is planning on releasing a new prod-
uct to the lawn care market sometime this year. Everything is
on schedule for labelling a new systemic fungicide “at least two
times more effective than Bayleton,” according to Dr. John
Proctor of Mobay's research department. Dr. Proctor made the
observation during the New York State Turfgrass Conference
in Rochester, N.Y., last month.

SHIPMENTS OF walk-behind power mowers, lawn tractors
and riding mowers, riding garden tractors and rotary tillers
decreased by 4.6 percent for the fiscal year (Sept. 1, 1982
through Aug. 31, 1983) from the previous year, according to a
report by the Outdoor Power Equipment Institute. The F.O.B.
factory shipment value for these products, however, increased
3.4 percent to $1.702 billion. By category, the most significant
growth was for lawn tractors and riding mowers, plus 5.7 per-

cent.

A NEW HOME has been found for the Illinois Landscape
Contractors Association. The new offices are at 2200 South
Main Street, Suite 301, Lombard Office Park, Lombard, IL,
60148. New phone number is (312) 932-8443.

HAPPY ANNIVERSARY to the California Landscape and
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Steve Juntgen (center) of Emerald Green, Ft. Wayne, Ind. accepts a check for
$1,000 from LAWN CARE INDUSTRY national sales manager Ron Kempner
(left). The money was first prize in the magazine's “‘Long Green Sweepstakes,"
which was held at the Professional Lawn Care Association of America con-
vention two months ago. At right is Gary Sloan of Cushman-Ryan/OMC Lincoln,
the booth at which Juntgen submitted his winning entry.

annual business meeting as he
handed the gavel to John Kenney
of Turf Doctor, Framingham,
Mass.

“We must know what’s going
onin the hinterlands and we must
know sooner,” Burton said.

Reviewing his year in office,
Burton said: “We’ve done the best
we can, and we think we've left
the organization in better shape.
It’s been a very memorable year.”

Burton cited the following fur-
ther advancements during his
administration: the hiring of a
full-time executive director,
increasing financial strength,
increasing membership and defi-
nition and re-ordering of PLCAA
priorities.

“I'm happy to reeport that our
objectives for 1983 have been
reached, or are well on the way,”
Burton said.

Juntgen takes
top LCI prize

Steve Juntgen of Emerald Green,
Fort Wayne, Ind. won the top
prize of $1,000 cash in the second
annual LAWN CARE INDUS-
TRY “Long Green Sweepstakes”
at the Professional Lawn Care
Association of America con-
vention and trade show late last
year,

Two other sweepstakes prizes
were also awarded. William
Carey Jr. of Lawn Masters,
Hawthorne, NY, won the $500
second prize and David W. Sek of
Monroe Tree and Landscape,
Rochester, NY, won the third-
place prize of $250.

Juntgen submitted his entry at
the Cushman-Ryan/OMC Lin-
coln booth at the convention.

to page 3

Irrigation Council, which turns 10 years old Jan. 10. The organi-
zation is celebrating with a contract administration seminar
and dinner meeting at the Westin South Coast Plaza Hotel in
Costa Mesa, Cal. Succeeding Neville Laatsch of Valley Crest
Landscape, San Diego, as president will be Roland Tittle of
Habco Landscape & Irrigation, El Toro.

THE CHEMLAWN CORP. has sent a letter to its 1983 clients
noting that prices for “Preferred Customers” will not increase
in 1984. Preferred customers also saved seven percent by pay-
ingbefore the start of this year. The company also sent a savings
certificate good for its carpet cleaning service along.

AN ANNOUNCEMENT OF record sales greeted attendees at
the Ransomes Inc. marketing conference in Oconomowoc,
Wisc. During the meeting, Ransomes also announced the addi-
tion of two new machines to its product line: a small rotary
riding mower and a water-cooled gas unit.

TWO GROUNDS MANAGERS were recently certified by the
Professional Grounds Management Society: Louis Von Ville of
First Community Village, Columbus, Ohio; and Richard D.
Williams of Husky Oil Company, Cody, Wy. That brought the
number of PGMS certified grounds managers nationally to four.
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Australian Prime Minister Bob
Hawke examines a new quiet mower
developed in his country as Robert
Dunkerley, managing director of
Victa Limited (developers of the
mower), looks on.

Quiet mower is

developed abroad
The Victa Limited Co. and the
Australian Commonwealth Sci-
entific and Industrial Research
Organization have developed a
new mower with lower blade
speeds and a subsequent quieter-
running engine.

Known as the Victa Vortex
mower, the new machine features
blades which only cut the grass,
instead of cutting and flinging
clippings into the catcher as do
other machines. A high-velocity
air stream flings clippings through
anarrow chuteinto the catcher, so
the blade speed can be reduced,
thereby reducing noise levels,
Tests with a noise recorder indi-
cate that six of the new mowers
operating simultaneously are qui-
eter than a standard Victa mower.

Victa's managing director,
Robert Dunkerly, said the Aus-
tralian firm will export engines
and mowers to 30 countries.

Mass. could
raise penalties

Pesticide applicators in the Com-
monwealth of Massachusetts may
face fines as high as $25,000 (com-
pared to the current $5,000 max-
imum) for violating orders of the
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You can worry about turf
problems caused by too much
or too little water, or you can
use AQUA-GRO, the water

® management
AQUA-GRO.:
@® GRO is a blend

of non-ionic organic wetting
agents, 100% active ingredient

penetration and drainage,
through hard-to-wet soils and
thatch.

AQUA-GRO also relieves
compaction by improving water
penetration, drainage and
aeration in high traffic areas.
There’s less need to aerify, or
resort to costly rebuilding.

with residual effectiveness AQUA-GRO INCREASES
in all soils. FERTILIZER AND
AQUA-GRO ELIMINATES PESTICIDE ACTIVITY.

LOCALIZED DRY SPOTS
...AND COMPACTION.
AQUA-GRO is the specially

formulated wetting agent that
reduces water surface tension
ensuring faster, more uniform

You get more from your turf
chemical investment with
AQUA-GRO. Turf chemicals are
uniformly distributed
throughout AQUA-GRO treated
soils, so chemicals are used by
plants more efficiently. And

For free Illustrated brochure and more information call TOLL FREE 800-257-7797, in N.J. 609-665-1130.

Circle No. 103 on Reader Inquiry Card

AQUA-GRO helps turf
chemicals penetrate thatch.

AQUA-GRO REDUCES
WATERING COSTS 30-50%.

AQUA-GRO reduces irrigation
costs, because water is used
more efficiently. There's less
run-off and less evaporation...
you use less water, plants get
more. AQUA-GRO helps you get
your turf through the hottest
weather. And AQUA-GRO lasts,
because it won't leach.

Let AQUA-GRO relieve your
tension. Available in liquid
concentrate or spreadable
granular formulations from
your AQUA-GRO distributor.

_-‘a', AQUATROLS CORPORATION OF AMERICA, INC
o,'"‘; 1432 Urion Avenue. Pennsauken, New Jorsey 08110
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ALCA in Phoenix

The 1984 Associated Landscape
Contractors of America's annual
convention and trade exhibit will
be held at the Hyatt Regency
Hotel in Phoenix, Ariz. on Feb.
7-11.

The opening session will fea-
ture keynote speaker Somers H.
White, a former Arizona state sen-
ator and president of a manage-
ment consultant firm. The title of
his speech will be “Negotiating
for Money.”

The theme of this year’s ALCA
convention is ‘‘Together:
Cultivating Our Future,” which
emphasizes the commonality of

Mass. could
raise penalties

from page 3

Pesticide Board, if new legislation
is approved.

Other penalties would be sim-
ilarly raised if recent proposals
made by the board are passed by
the state assembly.

Board members say the higher
fines would increase compliance
and help cover costs of enforcing
registration and application laws.

Ian Oppenheim, executive
director of the New England Pest
Control Association, predicts that
increasing the fines will result in
more pesticide applicators con-
testing pesticide board orders and
individual enforcement actions
because of the added costs.
Oppenheim noted that, while
some states license businesses
and others license applicators,
‘“Massachusetts wants to do
both.”

Key manufacturer
adds warehouse

The nation’s largest independent
distributor of agricultural prod-
ucts has expanded its operation
with the addition of a new 20,000-
square foot warehouse in Omaha,
Neb.

“This will let us take advantage
of our manufacturing facilities in
Montana, Mississippi, Colorado
and Nebraska,” says Dennis Faith,
general manager of Clean Crop, a
division of United Agricultural
Products. “This warehouse is the
first of its kind to specifically serve
the lawn care industry.”

UAP has satellite warehouses
in Kansas City, Mo.; Madison,
Wisc.; Kearney, Neb.; Greeley,
Col.; Bryan, Tex.; and Columbus,
Ohio.

Though agricultural chemicals
are UAP’s largest market, the
company is planning another
warehouse to serve the specialty
product market in Fresno, Cal.

all green industry contractors.
General interest sessions will
focus on sales management,
advertising techniques, person-
nel, and borrowing money. Spe-
cialty sessions will also be held.

A full social calendar is sched-
uled, begining with a western
welcome party.

For more information, write
ALCA headquarters, 1750 Old

Some of the “founding fathers” of the Professional Lawn Care Association of
America were honored at the fourth annual convention and trade show in
Indianapolis in November. Receiving special citations for their early involve-
ment were (left to right): Bill Stinson, Dr. Paul Schnare, Gordon Ober, Doug

Meadow Road, McLean, VA,
22102 or telephone (703) 821-8611.

tion’s Boar

of Directors.

Baker, Larry Brandt and Steve Derrick. All are former members of the organiza-

The problem with most mowers is
that no matter how fast they cut,
your work slows to a turtle’s pace
when it comes to cleaning up the
clippings.

That’s why we created
the Cushman Grass
Grooming System.
With it you can cut,
catch, dump and
resume cutting with-
out interruption.

But, as you are
about to learn, the
Cushman Grass
Grooming System
not only lets you do
your work faster.

It lets you do your
work better.

Dual traction
assist pedals

zero urning
radius.

Engineered for hard work.

At the heart of our Grass
Grooming System is the dependable
Cushman Front Line™ mower.

And at the heart of the Front Line
is a rugged, 18 hp, air-cooled OMC
gas engine. It’s the only mowing
engine built for multi-speed work —
lugging power at low speeds, agility
at faster speeds.

This proven power plant is
complemented by a drive train that’s
engineered for years of dependable
service.

A hydrostatic transmission that
gives the driver complete speed
control via a rocking foot pedal.

A heavy-duty differential; a fully
lubricated PTO shaft; and a
high-capacity gear box — —
all engineered for virtually & |
maintenance-free M=
operation. &= > \

And that’s just the @ =
beginning. el 2oy

Built to last. N

The Front Line is 1200 pounds
of gutsy engineering.

provide a tight,

Its mowing deck is 12-gauge
carbon steel, reinforced, arc-welded
and surrounded by a tubular
torsion bar system that prevents
twisting.

Underneath are 3 blades
of machine-sharpened,
hot-formed steel.

The floorboard is
diamond-plate steel.
And the 6-gallon

fuel tank is made

of terneplated
steel.

But the Front
Line is not just built
to last — it’s also
P built for results.

The blades are
positioned so that their
cutting swaths overlap slightly,
leaving no uncut strips of grass.

Dual traction assist pedals give
the operator a tight, zero turning
radius.

Springs transfer much of the deck
weight to the tractor, producing
smoother cutting and additional
traction on any terrain.

Every major component
is made by Cushman, i
so you have a single
source for =
service and p- -~
parts.

Circle No. 139 on Reader Inquiry Card

What makes .
the Cushman Grass Grooming
System worth the mnvestment:

No mower on the market can match it for price and
performance. Nothing cuts, catches and dumps as
fast or as economically.

And while ordinary mowers
often “bottom out™ over hills and
bumps, the Front Line may be
equipped with an anti-scalp roller
option that keeps the cut clean and
even.

The finishing touch.
The Grass Caddy collec
up to 16 bushels >
between dumps. &8

Caddy™ makes the
Front Line the
world’s most labor-

saving mower. Mounted to the
operator’s right, the Grass Caddy
collects up to 16 bushels of clippings
and debris inside a durable, non-stick
polyolefin hopper.

Then, when the hopper is filled,
just back the Front Line up to a
truck or container, engage the
hydraulic control and the Grass
Caddy hopper lifts 414 feet above the
ground and dumps.

In seconds, you're back on the turf
mowing again.

And you've never once left the
driver’s seat.

The Grass Grooming System
is available only from your
Cushman Front Line dealer.
He’s in business for the long
haul, with a proven track record

of service after the sale and a
complete line of professional turf
maintenance equipment.

A frec demonstration.

Of course, the best way for you to
learn about the Cushman Grass
Grooming System is to see it in
action.

On your grounds.

To do that, just call us toll-free:

1-800-228-4444.



Notes from coast-to-coast

Some observations upon return-
ing to the typewriter from
conventions sponsored by the
Professional Lawn Care Associa-
tion of America, Associated Land-
scape Contractors of America
Landscape Management Division
and New York State Turfgrass
Association:

® A panel of chemical company
research representatives took
some heat at the NYSTA meeting
from the audience. Most com-

plaints dealt with excessively
high prices. Those complaints,
others and reaction of the chemi-
cal company representatives will
appear in a future LCI article.
Look for it.

® Speaking of future articles,
you might want to look for one
soon concerning professional
lawn care in Canada. Problems up
there are unusual, according to
Des Rice, Glen Howling and Del
Stefanson, who run lawn care
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It works harder because it’s built better.

businesses north of the border.

® Results of a focus group study
conducted by Mobay Chemical
Co. were revealed at the PLCAA
meeting. Carol Scott of Barickman
Advertising said that con-
venience was the most important
factorin a homeowner deciding to
use a professional lawn care com-
pany. She also noted that 31 per-
cent of 502 respondents said that
they use a lawn care service while
11 percent are “do-it-yourselfers.”

Eighty-two percent of all peo-
ple using pro lawn care are satis-
fied with insect control, the sur-
vey said; 10 percent are dissatis-
fied. In addition, the survey noted
that 48 percent of all households
using a lawn care service have an
income of $35,000 or more and
that 68 percent have an annual
income of more than $25,000.

Seventy-seven percent of your
customers are age 35 years or
older, and 95 percent are 30 years
or older.

® Funniest notion at the
PLCAA meeting was presented by
new president John Kenney. He
said one step in dealing with can-
cellations was to refuse to allow it.
“Sorry, we don’t accept cancella-
tions,” Kenney said to tell your
customers. Or, “It was a lifetime
contract.”

@® Bob Felix said at the NYSTA
meeting that the annual cost of
running the Public Pesticide Pol-
icy Foundation will exceed
$500,000. To make a pledge to this
very important group, simply dial
1-800-GET-PPPF.

® New ideas from the ALCA
LMD meeting were subcontract-
ing pesticide and fertilizer work,
going to a 10-hour day (four days
per week), using covered trailers
or vans instead of open-bed trucks
and “task routing,” or using spe-
cialized crews for each phase of a
certain job.

In an informal poll, approx-
imately 20 percent of the atten-
dees said they would consider
subcontracting. Sixty percent said
they would consider the 10-hour
work day, 55 percent said they
would consider covered trailers
and 45 percent said they would
consider task routing.

® The PLCAA membership
continues to grow. At the 1982
convention, membership stood at
319; at the 1983 convention it was
up to 460. Director Jim Brcoks and
Kenney have pledged an increase
of 30 percent in 1984.
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Turf basics

Turfgrass
culture
in shade

It has been estimated that about
one-fourth of the turf grown in the
country is maintained under
varying amounts of shade.
However, a minimum of attention
has been given to turfgrass culture
in the shade.

According to Dr. Thomas R.
Turner, extension turf specialist
at the University of Maryland,
turf experts well understand the

-

problems caused by shade, but
have much less information avail-
able on how to offset these prob-
lems.

Despite this lack of informa-
tion, there are some guidelines
the lawn care businessman can
follow which will aid in longevity
of turfgrass under shade condi-
tions.

The principal turf growing

. s .
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It usually helps to take special care of turf in shaded areas

problems caused by shade
include:

®reduced light intensity;

®changes in quality of light;

®competition by trees and
shrubs for water and nutrients;
and

®increased humidity due to
less air movement.

The most obvious effect of
shade is the reduction in the

whatever your
turf problem
Lebanon Turf
Products have
the answer.

To control any turf problem, you
must have the right product.
Lebanon Chemical is the leader in
solving these problems with
———  dependable, tested, and time-
UL proven products. Greenskeeper
S and Coumry' Clltllb oofrébinatior:
homogenous fertilizer and control
=== formulas, along with Lebanon
Pro SCU products are exactly
right for your needs. How do we
know? Through extensive uni-
versity and end-user test results.
Lebanon also carries a complete
line of granular control products
— not ?us! a few. Formulations
for crabgrass, broadleal weeds,
fungus and insect control and
prevention are all available.
Lebanon Chemical is experienced
in working with superintendents,
turf managers and lawn care ap-
plicators successfully, economi-
cally and efficiently.

Lebanon — we're working from
the ground up to brlng you better
turf. Let Lebanon work with you.

Dacthal® -S0S Bioteeh i
Daconi® - 303 Biotech P NONG:

Betasan® - Staufter East 800-233-0628
B EircC pennsylvania  717-273-1687
Tupersan® - Dupont Midwest 800-637-2101

poutenc Illinois 217-446-0983

LEBANON CHEMICAL CORPORATION
P.0.Box 180, Lebanon, PA 17042
P.0.Box 647, Danville, IL 61832

LEBANON
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and fine residential lawns . . .

The JR-4 Aerifier: self-propelled,
fast and maneuverable . . . only
34 inches wide. Cultivates a 20
inch swath to aerify 26,000 sq. ft.
per hour at an easy 3 mph. {

TM-140 Aerifier: Easiest, fastest,

hitch tractor mount, aerifys a 6 foot
swath. Transport wheels and
hydraulic lift available.

Hahn .

A complete line of Aerifiers for fairways,
athletic fields, industrial, institutional

AB-1 Aerifier: Fast, deep aerifying
with minimum hp. towing vehicle.
Simple flip-over to wheels for
transport. Cultivates a 4 foot
swath.

most maintenance free. Three-point

Ask about our SPRAY-PRO 44 . . . the versatile, multi-use vehicle
that converts quickly to a Sprayer, Spreader, Aerifier or Utility Bed

For the name of your nearest dealer or more information:

CALL TOLL FREE 800/457-HAHN
“ann 1625 N. Garvin St., Evansville, In. 47711
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amount of light reaching the
turfgrass canopy, Dr. Turner says.
Photosynthesis—and thus food
production and food reserve
buildup—is reduced. Root, rhi-
zome and/or stolon growth will
be restricted, along with poorer
development of the turfgrass
plant’s vascular system and cuti-
cle.

As a result, turf grown in the
shade generally exhibits lower
tolerance to heat drought, cold,
disease and wear stress.

Other factors

Reduced quality of light is less
obvious, but has the same effect.
As light passes through the tree or
shrub canopy, wavelengths of
light utilized in photosynthesis
may be selectively filtered out,
further reducing photosynthesis.

Further reduction in the vigor
of the turf may be caused by com-
petition with trees and shrubs for
limited water and nutrients.
Many trees and shrubs will have
substantial root growth in the
turfgrass root zone. Management
practices and selection of orna-
mentals should thus be aimed at
minimizing this competition.

Finally, disease problems are
often more severe in the shade
due to higher humidity, pro-
longed periods of dew on the turf
and more succulent leaf tissue. Of
particular importance are powd-
ery mildew and melting out. Due
to a combination of all these fac-
tors mentioned, turf grown in the
shade often shows a steady
decline in density over a period of
a few years.

Several measures can be taken
to counteract the problems associ-
ated with shade, Dr. Turner says.
Often they are minor modifica-
tions of normal turfgrass manage-
ment practices, while others
involve plant selection and man-
agement of ornamentals.

Grass selection

Several species and varieties of
turfgrass have been shown to per-
form superior to others in shady
conditions.

The two best species for use in
most of Maryland and similar
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areas are creeping red fescue and
roughstalk bluegrass, also known
as Poa trivialis. Creeping red fes-
cue will perform best in well-
drained to dry sites, where Poa
trivialis performs best on wetter,
less well-drained sites. Poa triv-
ialis will not persist on drier sites.

Another species which does
reasonably well in shade is tall
fescue, although it may not persist
as well as red fescue in heavier
shade.

Kentucky bluegrass generally
does not persist in shade.
However, some varieties, such as
Glade and A-34, have been
developed with improved toler-
ance to shady conditions.

Of the warm-season grasses,
bermudagrass exhibits poor toler-
ance to shade, but zoysia exhibits
fair adaptability to light and mod-
erate (but not heavy) shade.

When establishing the cool-
season grasses, it is best to seed in
the fall. As most leaves will have
fallen, the seedlings will be able to
grow throughout late fall and
early spring with reduced compe-
tition for light.

Mowing

Due to the reduced light reach-
ing the turfgrass canopy, mowing
practices in the shade are even
more crucial than in sunny areas.
Mowing height should ideally be
Y2-inch to one inch higher than
normal. The increased leaf area
resulting from higher mowing
will help offset the reduced levels
of photosynthesis resulting from
the lower light levels in shady
areas, Dr. Turner says.

Mowing must also be done on a
regular schedule, never removing
more than one-third of the leaf
area at one time. Less frequent
mowing will cause further reduc-
tion of carbohydrate reserves.

Also, it is especially important
that excessive leaves and clip-
pings from mowing be removed to
prevent further reduction of light
to the turfgrass canopy. Leaves
can be removed by blowing or
mechanically grinding through a
rotary mower or similar device; if
they are allowed to accumulate,
the grass can be smothered or
some diseases may be encour-
aged.

Fertilization

Less nitrogen than nromal
should be applied to turf growing
in the shade. Greater amounts
will encourage diseases and result
in a further reduction in stress tol-
erance.

To discourage and reduce com-
petition between ornamentals
and turfgrass roots for nutrients,
deep root fertilization of orna-
mentalsis encouraged, Dr. Turner
says. For maximum tolerance to
diseases and environmental
stress, maintain the soil pH, phos-
phorus and potassium levels as
recommended by soil tests.

Irrigation

Irrigation practices should be
similar to those used in open,
sunny areas. Irrigate infrequently
but deeply when you must water.
Light, frequent irrigation will
encourage more shallow turfgrass

rooting as well as accentuate the
disease problems associated with
turf in the shade.

Ornamentals

When possible, select trees and
shrubs which are deep-rooted and
have relatively open canopies.
Shallow-rooted ornamentals with
dense canopies will normally
result in failure of turfgrass stands
unless proper management prac-
tices are very carefully followed.

Some tree species which are
considered undesireable include
willow, poplar, ash and some of
the maples. Species which gener-
ally cause fewer problems include
oaks, sycamores and most of the
lems.

Whether desirable or undesira-
ble ornamentals are present, sev-
eral measures can be taken which

Dr. Thomas
Turner

will aid turfgrass survival.

Selective pruning of
branches—particularly low
branches—will aid in light pen-
etration and air movement. Ide-
ally, the lowest branches of trees
should be six feet or more above
the soil surface.

Pruning of shallow roots will
help reduce competition for

nutrients and water. Any
unnecessary trees and shrubs
should be removed and new
plantings should be made care-
fully, using recommended species
and sufficient spacing between
plants.

Final steps

As a final step, if sound man-
agement practices and using
recommended species and vari-
eties are not successful in main-
taining quality turf, you must
decide between removal of orna-
mentals or plantinga groundcover
such as periwinkle or paschy-
sandra, Dr. Turner says.

If all the above cultural rec-
ommendations are followed, your
homeowner's lawn—despite
existing shaded areas—can’t help
but show improvement.

arithmetic.

yougoodr
goodwriting
and good arithmetic.

We present the information in our articles clearly,
accurately and objectively. That's good writing. Which
means good reading.

We present the information in our circulation
statement clearly, accurately and objectively. That's good

Thismagazine gives

eading,

BPA (Business Publications Audit of Circulation, Inc.)
helps us provide precise and reliable information to both
advertisers and readers.

An independent, not-for-profit organization, BPA
audits our circulation list once a year to make sure it's
correct and up to date. The audit verifies your name, your
company, your industry and your job title.

This information enables our advertisers to determine
if they are reaching the right people in the right place with
the right message.

The audit also benefits you. Because the more a
publication and its advertisers know about you, the better
they can provide you with articles and advertisements
that meet your information needs.

BPA. For readers it stands for meaningful information.
For advertisers it stands for meaningful readers. Business
Publications Audit of Circulation, Inc.
360 Park Ave. So., New York, NY 10010

VBPA

We make sure you get what you pay for.
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Record-breaker

PLCAA convention proves
industry is on the rebound

Is the lawn care industry
rebounding from the recent reces-
sion?

You bet it is, if the crowd at the
most recent Professional Lawn
Care Association of America
(PLCAA) convention and trade
show is any indication. A record-
breaking 1,300 gathered in Indi-

anapolis Nov. 8-10, 1983 to attend
educational sessions, listen to
keynote speaker Jack Van Fossen
of the ChemLawn Corp., and to
buy and sell on the exhibit floor.

“A lot of people thought there
was a slowdown the last few
years, but if there was one, we
didn't recognize it,” said Allen

Haws of Mobay Chemical Corp.,
Kansas City, Mo., one of the 450
exhibitors. “I really think it's a
good buying/selling climate, and
we at Mobay feel real good.”

Dan Hines of the Lawn Pro
Division of the Somilat Corp.,
Mapleton, Minn. echoed the com-
ments of many prospective

Y

THATCH
PROBLEMS? y

KEES 36

HEAVY-DUTY
Commercial

MOWER

Model
36110H

CHECK THESE
PERFORMANCE FEATURES:

Solve them throug
core aeration

-2 1/2" deep.

BUNDY

Manufacturing

P.O. Box 625
Fremont Nebraska 68025

(402)-721-8131
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140 pounds, 23" wide, 5/8" tines.
Aerates 9,000 sq. ft. per hour at 1

B Powerful 11 h.p. Briggs I/C or Honda synchro-
balanced engine M Fingertip clutch, brake and
power turning control levers on each handle
B Sleek deck design and drum wheel brakes for
positive, close quarter mowing Bl Unique V-
flanged front deflectors help prevent damage to
yard decorations, monuments, etc. Ml Baffled de-
sign for clean and safe grass discharge. ® 4-gallon
fuel tank. OPTIONS: Riding sulky and large 3-bu.
capacity grass catcher.

For more information, write F.D. Kees, P.O. Box 1038
Beatrice, Nebraska 68310 Phone (402) 223-2391.

Since 1874

F. D. KEES MFG. CO. seavice. Nevr 68310
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Advances in Turfgrass Pathology

published by HARCOURT BRACE JOVANOVICH PUBLICATIONS in
cooperation with Dr. B. G. Joyner, Dr. P. O. Larsen and
Chemlawn Corporation
This extensive volume contains

chapters on:
® turfgrass diseases

other related pythium problems
® snow molds of turfgrasses
® fairy rings

© turfgrass disease resistance
e PLUS MUCH MORE!

® cool v.s. warm season pythium blight and

® leaf spot of Kentucky Bluegrass in Minnesota
¢ initial and filed fungicide screening

ADVANCES IN TURFGRASS PATHOLOGY is a compilation of more than 23 reports
and discussions by the nation's leading turfgrass pathologists. Explore the
diseases that attack turfgrass. Find out how to conquer the battle of turfgrass diseases.

KEEP CURRENT WITH NEW IDEAS ON HOW TO HANDLE TURFGRASS PROBLEMS WITH
ADVANCES IN TURFGRASS PATHOLOGY.

Return this coupon to: Book Sales
Harcourt Brace Jovanovich Publications
One East First Street, Duluth, MN 55802
YES! Please send me
PATHOLOGY.

— — — ———— —— ——————————

copy(ies) of ADVANCES IN TURFGRASS

Name
Address

City State Zip

Phone

$27.95* (hardcover)

COPIES
LIMITED —
DON’T DELAY!

$27.95* hardcover
Quantity rates available on request.

A check or money order for —_____is enclosed.

‘Please add $3.00 per order plus $1.00 per additional
copy for postage and handling.

Please charge to my Visa, Master Card, or
American Express (circle one)

Account Number
Expiration Date
Please allow 6-8 weeks for delivery.
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John Kenney of Turf Doctor, Fra-
mingham, Mass. (right) accepts the

gavel from outgoing president Don
Burton of Lawn Medic, Rochester,
N.Y. during the annual business
meeting of the Professional Lawn
Care Association of America in Indi-
anapolis last November. Kenney
becomes the fourth president in the
young association’s history, followin

Jerry Faulring, Marty Erbaugh an

Burton.

buyers: “We're always looking to
buy, if the price is right.”

While Hines was looking
closely at renovation equipment,
after a long dry spell in Minnesota
last season, David Hofacre of
Spray-A-Lawn, Orrville, Ohio,
was looking for other equipment.
“This year, I'd have to say maybe
some new technology,” Hofacre
admitted. ‘““Aerators should top
the list.”

Jim Marria, meanwhile, was
looking “‘at anything and every-
thing. We came here with a large
list: fertilizers, pesticides, trucks,
mechanical products and equip-
ment.” Marria is a member of the
PLCAA Board of Directors who
represents Perma-Green Lawn
Co., Boise, Ida.

Though many of the exhibitors
were peddling their wares, many
others were manufacturers who
deal through distributors.

“We're here to answer ques-
tions and get feedback from the
people who use our product,” said
Vince Geiger of Dow Chemical,
Midland, Mich. “It’s a goodwill-
type effort, thanking people for
using our product.”

The crux of Van Fossen's key-
note speech pointed at govern-
mental regulation, a high-interest
subject at the fourth annual con-
vention.

“I'm not nearly as concerned
about the national Environmental
Protection Agency as I am about
local and state legislation,” Van
Fossen said. “That’s the greatest
danger to this industry.

“Over the next five years, all of
you will be forced to become
involved in local, state and
national regulation.

“This is no longer an unregu-
lated business. But my concern is



The trade show floor was busier than
it's ever been at the fourth annual
PLCAA convention two months ago.
More than 800 convention-goers
swarmed the floor, which was man-
ned by 106 companies and an addi-
tional 400 exhibitor personnel.

more for those who are not
here...and don’t give adamn about
the industry. ;

“The lawn care industry is not
just an interested bystander in
government regulation any more.
This is no longer an unregulated
business.”

During the PLCAA's annual
business meeting, the president’s
gavel passed from Don Burton of
Lawn Medic, Rochester, N.Y. to
John Kenney of Turf Doctor, Fra-
mingham, Mass.

“Now, it’s my turn to do some-
thing,” Kenney said, compliment-
ing his predecessors. “There’s a
terrible storm coming: I see it, I
taste it and you'll feel it,” he con-
tinued, referring to governmental
legislation against pesticide use.

“This storm is going to take us
alland putisin the dumpsterif we
don’t do something. We (members
of the PLCAA) have to be the mag-
net to attract people into our fold.
You ain’t seen nothing yet: we
have got to get together and this
(the PLCAA) has to be the vehicle
to do it.”

Kenney and Executive Director
Jim Brooks said that they hope to
increase membership 30 percent
this year.

Changes

Bill Fischer moved up to vice-
president this year while Marria
was voted secretary-treasurer.

Continuing one more year as
directors are Paul Bizon, Des Rice,
Fischer, Kenney and Burton. Con-
tinuing two more years are Mar-
ria, Charlie McGinty, Jim Sackett,
Dr. James Wilkinson and Dr.
Robert Miller.

New members of the board are
Paul Davarede of Evergreen
Lawns, St. Charles, Mo.; Al
Rumbo of LST Industries, Hill-
sdale, N.J.; Tony Giordano of
Lawn Doctor, Matawan, N.J. and
Max Graham of Graham Lawn
Care Equipment, Douglasville,
Ga. Bob Scobee of The Andersons
replaced Ron Giffen of Lakeshore
Equipment and Supply as associ-
ate director,

Plaques were presented to
Giffen and other board members
whose terms expired—Marty
Erbaugh, John Latting, Rick White

Old pals Marty Erbaugh of Lawnmark
Associates (left) and Bob Earley of
HBJ Publications were reunited at the
PLCAA convention last November in
Indianapolis. Erbaugh was the orga-
nization's second president and Ear-
ley has been Industry Liaison since
the PLCAA's inception.

ey
ey
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You can’'t

grow Wwrong
with Shaw’s.

Thirty two years in the business of supplying the |
highest quality turf products for satisfied customers.

Fertilizers from top of the line to
economical general use, plus
custom grades that are prepared
to exact customer specifications.

18-5-9
Crabgrass Killer

Shaw's 18-5-9 with
Benefin is a turf food
for the professional
that maintains a close
4-1-2 ratio program and
requires a higher
amount of long term
organic Nitrogen. A
proven combination for
nutrient supply and
crabgrass control.
* Contains Benefin
® Nitroform
e Trace Package
e Covers 10,000

sq. ft.

Shaw’s product excellence is |
maintained and guaranteed by
strict quality control throughout
blending, packaging and shipping.

28-5-8
Turf Food

Shaw's 28-5-8 analysis
is the most economical
nitrogen source we
know. It contains 7%
slow release urea and
yields 4.3% sulfur,
derived from sulfur
coated urea, providing
a season extended
release of Nitrogen.
e Economical
® Balanced N-P-K
e Contains 25%
CSRUN
e Covers 14,000
sq. ft.

All SHAW'S Products are available at these quality distributors:

B & A Sales C.D. Ford & Sons Turf Supplies, Inc.
Columbus, Wisconsin 53925  Geneseo, lllinois 61254 Taylor, Michigan 48180
(414) 623-2529 (309) 9444661 (313) 291-1200

Consumers Supply Indiana Seed Co. UAP Products
Storm Lake, lowa 50588 Noblesville, Indiana 46060  Kansas City, Missouri 64116

(712) 732-2822 (317) 773-5813 Omaha, Nebraska 68137

Eagle Green Corp. Lake-Cook Farm Supply
Omaha, Nebraska 68144 Lake Villa, Hinois 60046
(402) 334-8848 (312) 356-9600

For additional information, write or call:

Columbus, Ohio
Watts (800) 228-0096

Knox Fertilizer & Chemical Company, Inc., P.0. Box 248 « Knox, IN 46534 . (219) 772-6275
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Before you buy any other machine that
fertilizes, seeds, coreaerates and spikes,

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, the
Walk/Ride Behind, and now, just introduced, the new small, rugged Coreaerator!
There's just not enough room in this ad to tell you the whole story, but here are a few facts:

‘ LAWN MAKER. The all-in-one seeder/fertilizer/coreaerator

for riding operation. Welded construction/Weight, 625 lbs./Seeds,
fertilizes and aerates 4,000 sq. ft. in only 9 minutes/11 hp Briggs &
Stratton electric start motor/Easy to transport/Variety of attach-
ments/1-year warranty.

NEW! WALK BEHIND COREAERATOR.

Tough, powerful unit for the lawn care professional. Self
propelled/Full 34 in. width/6 Tines, over 2 in.. penetra-
tion/Weight, 300 Ibs./5 hp. Briggs & Stratton motor with 6 to
1 gear reduction/Rear wheel drive.

4 WALK/RIDE BEHIND. A new generation of compact
seeder and fertilizer. Welded construction/Weight, 300 Ibs./Seeds
and fertilizes 10,000 sq. ft. per hour/Easy reach controls/3 hp
Briggs & Stratton motor/Short turning radius/Rider Cart avail-
able/6-month warranty.

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.

SALSCO

Welding & Fabrication, Inc.

196 Clark Street, Milldale, CT 06467
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Visitors to the PLCAA convention and
trade show got a chance to not only
hear speakers like Ian Oppenheim of
Rational Approach to Pesticides, Inc.
(left photo above), but they also had a
chance to visit one of more than 150
exhibitor booths, like The Andersons
(right photo above). Oppenheim was
one of several speakers attacking the
problem of governmental regulations
and their effect on the lawn care
industry. The convention, which
moves to Tampa, Fla. this year after a
two-year stint in Indianapolis, was
the biggest ever: approximately 1,300
people were involved, including more
than 400 sales personnel on the trade
show floor.

and Ronnie Zwiebel—as the busi-
ness meeting drew to a close.

Official attendance was 839, up
148 from the 1982 mark. More than
400 exhibitors from 106 com-
panies also attended.

Next year's convention will be
held in Tampa, Fla. There will be
a tour of the Caribbean after the
convention, and anyone inter-
ested in the convention and/or
tour should contact the PLCAA
office in Marietta, Ga.

PLCAA

Policy to
be altered

A change in organizational policy
will eventually be implemented,
according to former Professional
Lawn Care Association of Amer-
ica president Marty Erbaugh.

The change deals with self-reg-
ulation.

“It’s the position of this board
that we should investigate and get
involved with self-regulation,”
Erbaugh said during the organiza-
tion’s annual business meeting in
Indianapolis recently.

“We have authorized an
expenditure of funds with legal
counsel.

“It’s do-able, but we’re a ways
from doing it. We're making an
orderly path toward an individual
method whereby we can solve
problems internally before they
become a public issue.”

In past years, the PLCAA had
adhered to a strict “hands-off”
policy regarding complaints by
one member against another.

An ounce of ECLIPSE

\

Specify Eclipse* bluegrass now, and cut disease treat-
ment costs later. In nationwide trials, Eclipse con-
sistently exhibits greater resistance to disease than
other major bluegrass varieties. Costly diseases like
Fusarium patch, dollar-spot, powdery mildew, leaf
spot, and stem rust. Eclipse. It's the medicine you

is worth a pound of cure.

Wil U ALY

I -
‘\:mrucn BLUEGRASS
A\

— =

need to cure your maintenance headaches.

|

u

Garfield Williamson, Inc., 1072 West Side Avenue, Jersey City, New Jersey 07306
George W. Hill & Co., 8010 Dixie Hwy., P.O. Box 787, Florence, Kentucky 41042 ¢ Jacklin Seed Co., W. 5300 Jacklin Ave.,
Post Falls, [daho 83854 ¢ Pioneer Hi-Bred, Turf Div., P.O. Box 346, Savage, Minnesota 55378

*P.V.P. No. 8000154
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Keep Fertilizer Dry and
Prevent Costly Spills with the

“SHOWER CAP” by Lawn Tech

M @ Durable, see-thru vinyl cover
fits most professional quality
spreaders

® Completely waterproof and
spillproof

= @ Easy to attach — just slip it

¥ A onto spreader

/ *54 @ Secure fit prevents spills —

S e avoids burnout and product

p R loss

® Simple, 1-piece construction

® Folds up for convenient
storage

@ Limited 1-year warranty

Call or write: (216) 9375517

l P.O. Box 206
mr Avon Lake, O,
44012
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MEASURING

Easy
Reset

eHeavy
Duty

sProtected
Counter

e\\Velded Steel

Construction
CALL COLLECT
(309) 454-2469

Professional Turf
Equipment
400 NORTHTOWN ROAD
NORMAL, IL 61761
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New PLCAA boss
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Jim Brooks

He reads gourmet and scientific
magazines between bursts of
poetry and fiction writing. His col-
lection of United Nations stamps
is almost complete, but the Amer-
ican section still needs work.

Though he was an academician
10 years ago, Jim Brooks is no
reclusive professor. But the
executive director of the Profes-
sional Lawn Care Association of
America does boast widely vary-
ing interests.

To unwind from the pressures
of running PLCAA’s day-to-day
operations, he indulges in stamp

collecting, tennis, and writing. His
favorite magazines, ‘‘after, of
course, LAWN CARE INDUS-
TRY,” are The Smithsonian and
Bon Apetit.

Representing PLCAA, Har-
court Brace Jovanovich and the
Golf Course Superintendent’s
Association of America during the
past 10 years has meant extensive
travel. Of all the greasy spoons
and elegant restaurants he’s
patronized on the road, Brooks
says his favorite eating spot is the
Chez Carey in Orange County,
Cal.

ADVERTISING IS EXPENSIVE, SO YOU
NEED ALL THE EYE APPEAL YOU CAN GELI.
HERE'S HOW TO DO JUST THA!

’

CALL

513-845-3897
or
write

PERFCO

85 Quick Rd.

New Carlisle
Ohio
45344

Finally .

IN

a full color brochure

[ No expensive color preparation

J No design or agency fees

[ Choice of seasonal brochure needs

v - = —

FOR OUR LAWN

++ The- Lawn You have- Always Wanted

Finally
predesigned
color brochures

to fit your
advertising
needs

2
1 . OVE WHAT THEY NAVE DONE Fl I I I

Color
Brochures
For Sale

REASE RESPONSE RATE

WITH COLOR BROCHURES

WHY PERFCO

[0 We can improve your professional
image and sell that image with

OPTIONS

[ Perfco has many brochures to choose
fromm and just. the right one for
your lawn company

[J Choice of season

[ Choice of application

[ Choice of prices

[ Weed, disease, and insect brochures

O Estimate covers

[0 Measure sheets

O Coordinating correspondence supplies

ONLY THE PRICES ARE UNBELIEVABLE

Price Price | ¢
Brochure Quantity (each)|Brochure Quantity (each) gflorng)?er %ggE (;J ree
8% x 11 10000 9¢ |5%x 8% 10000 7¢ ge.
4 Color both sides 25000 7.5¢ |4 Color both sides 25000 ¢6¢ | ® Orders over 100,000
1 Fold 50000 6¢ |Return mailercard 50,000 4.5¢ call for special prices

Return mailer card 100,000 5¢ 100,000 3¢ PRICES SUBJECT TO CHANGE

FULL COLOR BROCHURES GUARANTEES MORE BLACK ON YOUR BOTTOM LINE
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Meet Jim Brooks —if you haven’t yet

PLCAA’s new executive direc-
tor originally set out to conquer
the academic world. After gradu-
ating from the University of Kan-
sas in 1962, Brooks taught high
school and college courses until
1974.

He studied political science as
an undergraduate, and met the
future Mrs. Brooks in a political
geography course.

“QOur fraternity and sorority
happened to be on the same side of
campus, so that helped, too,”
Brooks recalls. He and Marilyn
celebrated their 20th anniversary,
and the couple has two sons, Brian
(10) and Steve (14).

Exposure

While teaching at the Univer-
sity of Kansas, Brooks also
coordinated student trips abroad.
He says his most embarrassing
moment occurred while exposing
his students to the wonders of the
world.

At the end of a student trip to
Greece, Brooks discovered that
his fly was broken as he boarded
the return flight. His baggage had
already been checked, “and I was
a long way from Kansas City,"”
Brooksrecalls. “Iread a lot of mag-
azines on my lap” during that long
flight home.

Should he someday reach the
pinnacle of fame and MGM
decides to film “The Jim Brooks
Story,” the executive director
says he would choose Burt
Reynolds for the title role. And,
although he says he likes being
himself, Brooks adds if he could
be anyone else, a famous writer
like James Michener would suit
him fine.

But he’s not all highbrow: Jim’s
favorite drink is a cold beer, with
drambuie on the rocks a distant
second choice.

Not enough time

What’s the best part of being in
charge of the day-to-day opera-
tions of the PLCAA? “Being at a
primary decision-making
level...havinga large involvement
in many areas of an industry that
I've become very fond of over the
past 10 years,” he says. His only
complaint sounds familiar to most
businessmen: ‘‘There’s not
enough time to do everything I
feel should be done.”

Seven months into his job,
Brooks believes his main accom-
plishment has been to increase
the PLCAA’s visibility both in the
industry and among allied profes-
sions.

He notes his involvement in
pro-pesticide coalitions and the
American Association of Pest
Control Officers. “We’'re working
to ensure that lawn care repre-
sentatives will serve on state
advisory boards” that review leg-
islation regarding chemical use in
the various states, the new direc-
tor concludes. lC

—Kevin Cooney
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Just as you'd expect, it's Dacthal® W-75 &
preemergence herbicide. And there's |
not another preemergence on the

market that'll give you better control

of your two most serious weed

problems.

The standard of excellence for
crabgrass.

It's been that way for more than 20
years with Dacthal. Which explains
why today’s lawn care professionals
depend on Dacthal for effective
and consistent crabgrass control.
Plus proven residual activity that
allows for fall overseeding.

And since Dacthal is not water soluble, it
won't leach or run off during wet weather as
some preemergent herbicides do.

The only way to control spurge.
Dacthal W-75 delivers more effective spurge
control than any other herbicide.

Here's why.

Spurge plants produce from 600-3500
seeds per plant. Once they've emerged,
they're almost impossible to control with a
postemergence.

Spurge has to be controlled before it emerges.

And the only preemergence labeled for the
job is Dacthal.
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| Dacthal does it all.

A Dacthal application in spring, before
annual weed and seed germination, provides
excellent control of crabgrass. Make a
second Dacthal application 60 days later for
full season spurge control.

And remember, Dacthal is also effective
against 21 other annual grasses and broadleaf
weeds including foxtail and purslane.
What's more, it can be applied to more than
120 ornamental flowers and shrubs with no
risk to ornamental root growth.

This season, stop both crabgrass and spurge
with the one preemergence herbicide you
know you can count on. Dacthal W-75.

It's back and ready to go to work.

Circle No. 134 on Reader Inquiry Card

Always follow label directions carefully
when using turf chemicals.

Agricultural Chemicals Business
SDS Biotech Corporation

7528 Auburn Road, P.O. Box 348
Painesville, Ohio 44077
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Fertilizers, Part II

Natural organics in N fertilization

By Dr. John Street,
Ohio State University

ED. NOTE: This is the second of
a two-part series on popular lawn
fertilizers. In the first part, Dr.
Street covered ureaform-type fer-
tilizers. He continues the discus-
sion this month by starting with
natural organics.

The nitrogen in natural organic
sources is contained in complex
organic (carbon) compounds that
are not readily soluble in water.
The materials are predominantly
by-products of the plant and ani-
mal processing, industry or waste
products. Dried manures, seed
meals, process tankage, bone meal
and cocoa shell meal are exam-
ples of natural organics, but these
materials have only received very
limited use for turf fertilization.

The natural organic source
used most readily for turf fertil-
ization today is activated sewage
sludge, sold under the trade name
of Milorganite.

It is made from sewage freed
from grit and coarse solids by
aerating in tanks with micro-
organisms. The resultant organic
matter is then filtered, dried,
ground and screened. The mate-
rial is stream sterilized to kill
weed seeds and harmful organ-
isms. In addition to nitrogen,
Milorganite also contains signifi-
cant amounts of phosphorus,
potassium and many micro-
nutrients. The commercially
available product has an approxi-
mate 6-2-0 analysis and a WIN
value of 5.5.

Nitrogen release from atural
organics is dependent on micro-
bial activity for breakdown of the
complex organic compounds. Ini-
tial plant response and residual
response is considered intermedi-
ate between quickly-available
nitrogen sources and Nitroform.

IBDU

IBDU (isobutyledene diurea) is
formed by reacting iso-
butyraldehyde and urea in acid
solution. The resultant product
contains 31% nitrogen and 90% is
water insoluble (WIN). The WIN
portion of IBDU has a uniform
composition, whereas UF-type
fertilizers consist of various chain
length methylene ureas and free
urea.

The finished reaction product
is screened into two sizes, 0.5-1.0
millimeter fine and 0.7-2.5 milli-
meter coarse.

IBDU has a low solubility in
water. The conversion of IBDU to
plant-available nitrogen is depen-
dent on dissolution of IBDU mole-
cules from the granule. This is
considered the rate-limiting step
in breakdown of IBDU.

Following dissolution from the
particle, the IBDU molecule is
hydrolyzed (split) to urea and
aldehyde. Urea is then converted

SALT INDEXES OF VARIOUS NITROGEN FERTILIZER SOURCES*

Fertilizer Salt Index Value
Urea 75
Ammonium Nitrate 105
Sodium Nitrate 100
Potassium Nitrate 74
Ammonium Sulfate 69
Nitroform 10
IBDU 5
Methylene Urea 4

*Concentration of ions in soil solution based on sodium nitrate at 100°

Foliar burn rating
for various nitrogen fertilizers
on Kentucky bluegrass

FERTILIZER BURN RATING'

Urea, liquid 5.5
Folian 5.4
UF & Urea 43
Formolene 1.5
UF 1.0
Fluf 1.0
Urea, granular 1.0

1. Burn ratings were made on a scale of
1 through 9 with one representing no
burn and nine representing severe
burn.

2. Fertilizer was applied at one pound of
actual nitrogen per 1,000 square feet
in July. The midday temperature was
approximately 88-90°F.

toammonium (NH,) by enzymatic
hydrolysis.

The nitrogen-release rate is
predominantly affected by soil
moisture and particle size. Higher
soil moisture and smaller particle
size result in a more rapid release
rate. Nitrogen release from IBDU
is somewhat depressed at alkaline
pH values, especially those near
pH 8.

Nitrgen release is independent
of microbial activity. Thus, IBDU
will release nitrogen much more
readily than Nitroform and natu-
ral organics during cool weather.
Nitrogen release is increased to
some degree by higher soil tem-
peratures.

Fall-applied IBDU provides an
excellent turf quality response
during the late fall and early
spring. It has proven to be an
excellent nitrogen source for use
in late-season fertilization pro-
grams. Initial turf response from
IBDU applications is usually slow
due to low solubility and too high
WIN content. Once a threshold
concentration of soil nitrogen is
reached, turf response is usually
excellent.

Commercial formulations are
available (e.g. Par Ex 24-4-12) that
provide a certain percentage of
free urea to enhance early turf
green-up. With liquid applica-
tions, initial turf response from
IBDU is more rapid due to partial
breakdown of granules during
agitation and pumping.

The addition of one-half pound
of nitrogen per 1,000 square feet as
IBDU was found to be a lower

limit for extending the residual
response of quickly-available
sources in liquid programs. Two
applications (spring and fall) of
granular IBDU have given good
results on both bentgrass and Ken-
tucky bluegrass duirng the grow-
ing season at nitrogen rates of two
to three pounds per 1,000 square
feet.

Sulfur-coated urea

Sulfur-coated urea (SCU)is for-
med in a continuous-flow process
by spraying preheated urea pel-
lets with molten sulfur. A sealant
coat of polyethylene oil or micro-
crystalline wax is then applied.
Finally, a conditioner, consisting
of diatomaceous earth or ver-
miculite, is added to reduce the
stickiness of the sealant. Pinholes
and cracks do develop in the sul-
fur coating of certain particles as
they cool.

The purpose of the sealant is to
plug these defects, strengthen the
sulfur shell and decrease the ini-
tial rate of urea release. Nitrogen
content of commercially-avail-
able products is in the range of 32
to 37%.

These products usually contain
a nitrogen-sulfur ratio of approx-
imately two to one. Release of
urea from SCU granules occurs
through defects in the coating
such as pinholes and cracks and
through openings as the sealant
and sulfur coat deteriorate. A cer-
tain percentage of granules con-
tain major defects (i.e. pinholes
and cracks) which are not covered
by sealant coating.

The granules empty rapidly
when placed in water. This nitro-
gen fraction acts as quickly-avail-
able or water-soluble nitrogen.
The seven-day dissolution rate in
water is commonly used to
characterize the initial release
rate (quickly-available fraction)
of different SCU formulations.
Under laboratory conditions, 50
grams of SCU is immersed in 250
milliliters of water at 38°C and the
amount of urea which enters the
solution after seven days is mea-
sured.

This amount, expressed as a
percentage of the total urea con-
tent, characterizes each SCU
product. For example, SCU-30is a
product from which 30% of the
urea is released under the seven-
day dissolution test.

A seven-day dissolution rate of

20-3-5 has proven to be acceptable
for initial turf response when
applied a rates of greater than one
pound of nitrogen per 1,000 square
feet.

Three general solubility classes
of SCU are described within a
product:

CLASSI; granules with holes or
cracks throrough the coating.

CLASS II: granules with holes
or cracks in the coating which are
plugged with sealant.

CLASSIIIL: granules which have
no holes through the sulfur coat-
ing.

Class I granules act like quickly
available nitrogen and release
urea as soon as they contact mois-
ture. Class II granules begin to
release nitrogen as soon as the
sealant is broken down or
removed. Class III granules being
to release nitrogen as soon as the
sulfur coating is penetrated.

Temperature, soil moisture,
and microbial activity are all con-
sidered toplay arole in the release
of nitrogen from Class II and III
granules.

The release of nitrogen from
individual granules of SCU is is
rapid once water gains access into
the sulfur shell. Thus, slow avail-
ability of nitrogen from SCU
results from many granules that
release nitrogen at different times.
Nitrogen is not released from all
granules uniformily.

“Controlled-release soluble
urea nitrogen’” (CRSUN)is a term
used on certain SCU fertilizer
labels. The CRSUN value simply
refers to the total percentage of
nitrogen as SCU in the product.

Another term, ““controlled-
release nitrogen’ (CRN) refers to
the amount of percentage of Class
I and Class III nitrogen in the
product. The CRN value excludes
the Class I or water-soluble
(seven-day dissolution) nitrogen
fraction.

Nitrogen fertilizers available
for turfgrass fertilization vary
considerably in their chemical
and physical properties.

Fertilizer use should be based
on the properties of the nitrogen
source and on factors that affect
release and availability of nitro-
gen from the source.

Quickly-available nitrogen
sources release nitrogen rapidly

to page 28

Dr. John Street is an extension agron-
omist at The Ohio State University,
Columbus, Ohio. The Pennsylvania
native received his bachelor’s degree
from California (Pa.) State College and
his master’s in agronomy from Ohio
State.
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The overwhelmmg choice among America’s blggest Betasan is safe and effective on established blue-
lawn care companies is Betasan® % r crabgrass control. grass, fescue, bentgrass, Bermuda grass, annual and
In fact, in a survey of 75 of the largest companies, perennial rye, Zoysia, bahia, centipede and St.
Betasan is used by four out of five. Augustine.
It's not hard to see why. Because year after year, o when the battle with crabgrass is your number
Betasan gives lawn care professionals better control one priority; use the number one crabgrass control.
of Smooth and Hairy Crabgrass, without a worry Betasan. The first choice on the home front.
about damaging existing turf One application usually Always follow label directions carefully:
stops crabgrass cold, all year long. Stauffer Chemical Company, Agricul-

Betasan is easy to apply and available BE[AS AN  tural Chemical Division, Westport,
in liquid and granular formulations. Connecticut 0688]1.
NO.1 AGAINST CRABGRASS.
l Stauff'er)’

Circle No. 136 on Reader Inquiry Card
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INSIDE THE INDUSTRY

Use kid gloves, but avoid a ‘snow job’

Allen Duey doesn’t have any
magic solutions to customer com-
plaints. But the president of Jay-
Lan, Inc., Sioux City, Iowa, does
have some suggestions on how to
pacify irate customers.

He sums up the situation
neatly: “Educate and persuade
customers to believe in you...(but)
if the customer owes you and
won't pay, sue!”

Above all, proprietors must be
sure of their facts when they sit
down with a dissatisfied con-
sumer.

“Don’t let the customer snow

you,” Duey advises. “Record the
history of the lawn and do it right
the first time.”

Carol Scott of the Barickman
Co. says a survey conducted by
her firm for the Monsanto Co.
reveals several basic, but impor-
tant, factors that owners should
keep in mind for ensuring cus-
tomer satisfaction: careful sched-
uling, prompt service, reliability,
courtesy and concern.

Suggestions

But Duey also has several sug-
gestions for those times when you

encounter the less-than-perfect
customer, or when one of your
employees turns out to be fallible.

First, since Monsanto’s con-
sumer research indicates that
women make slightly more than
half the decisions regarding lawn
care services, Duey advises his
colleagues to always keep the
feminine perspective in mind.

“I believe the housewife is the
key person, and we have to satisfy
her—even if it’s through the hus-
band,” he says.

Although most complainers
want to speak to the owner or

Field men
must stay
in touch

Your crews are making their
rounds, keeping close to schedule
on a typical workday. Suddenly,
Mr. Jones flags them down and
points out a problem with his
lawn—the one you've been treat-
ing for three seasons now.

How well does your staff han-
dle unexpected problems or ques-
tions? Do customers know your
employees personally? Do lawn
care businessmen encourage their
crews to discuss their work with
customers, or do you ask your cli-
ents to call the office?

In favor of contact

Judging by a LAWN CARE
INDUSTRY straw poll, most
owners favor some contact
between their technicians and
customers.

“Our field personnel do have
contact, but only when they are
personally approached by cus-
tomers,” says Joe Bagley, mainte-
nance supervisor for Rood
Landscape, Jupiter Fla. “Our
spray and pruning crews always
leave a hanger, but as far as per-
sonal contact, we don’t make it a
rule.”

Bagley says that many of his cli-
ents are wealthy industrialists
with winter homes in Jupiter who
don’t like to be bothered unless
necessary. “That's they way they
want it,” he notes.

“We don’t have any problems,

(with customer contact),’”’ says
Ron Kujawa of Kujawa Enter-
prises, Cudahy, Wisc. “We don’t
have any clones...we're profes-
sional enough to give customers
plenty of advance notice and han-
dle their concerns on the spot.”

Walter Chapman of Chapman
Excel-Lawn, Springfield, Ill.,
believes the situation is depen-
dent on the individual employee.

“We kind of play that by ear,”
Chapman says. “Some of them
have more of a knack (for dealing
with consumers) than others."”

Chapman notes that with the
prevalent pay scales in the indus-
try, college-educated people—
who could be expected to handle
customer relations well—don'’t
often end up running mowers or
sprayers. But he adds that educa-
tion alone doesn’t indicate good
sales ability.

“You just have to have that
sales personality,” Chapman con-
cludes. “We just judge it by indi-
viduals.”

Another approach is taken by
The Weed Man Ltd., Mississauga,
Ont., Canada.

‘Referrals’

“If they (customers) have a
question, we try to solve it on the
lawn,”’ says owner Des Rice.
Questions and concerns are
referred to The Weed Man's tech-
nical staff at the office only if the
technician can’t resolve the prob-

lem on the spot, he says.

Robert Parmley of Tempo 21,
Wheeling, Ill., encourages his
technicians to get to know the cli-
ents. “When you’re on alawn only
four or five times a year, it's
important to have contact,” Par-
mley believes.

After 9 a.m., Tempo 21 employ-
ees are required to ring doorbells
and leave door hangers if custom-
ers aren’t home.

David Biddle of Biddle Lawn
Care, Savoy, Ill., agrees with Par-
mley: after 8 a.m., his crews knock
on doors.

“We think it’s important—not
only may you surprise some-
body...but it’'s only courtesy, I
think,” Biddle says.

But there can be a drawback
with that policy, of which Par-
mley is well aware. Too much
knocking on doors—especially
when homeowners are good talk-
ers—tends to take its toll on the
technician's working day.

“Of course, talking with the
customer slows you down,” Par-
mley admits. “You have to know
when to talk about lawns and
when not to talk about the Chi-
cago Cubs.” \Cl

manager, it’s more effective to
have a male employee speak to a
female customer and a female
employee discuss problems with
male complainers, Duey notes.
When reviewing complaints
with consumers, keep a positive
attitude, but never make light of
customers’ problems, Duey says.
One key to preventing problems
with customers is making sure that
your workers are giving out the
proper information. “Overzealous
employees can cost you custom-
ers,” Duey warns. He advises
owners to have their staff members
repeat the information they are
given before starting their routes so
any misunderstandings can be cor-
rected before it reaches a client.

High costs

When it comes to satisfying dis-
gruntled clients, John Kenney,
president of Turf Doctor, Fra-
mingham, Mass., reminds his col-
leagues about how much it costs to
obtain new customers. “If we can
put some money into saving cus-
tomers, our limit of expenditures
for saving them should equal that
of getting a new customer,” he says.

Kenney's firm keeps a list of
reasons why his customers cancel
their contracts, and he says the
problems break down into more
than 80 specific categories. Those
specifics can be grouped into
seven general categories:

® problems with personnel,

® problems with results,

@® procedural matters,

® reduced level of service,

@® objections to materials and/
or equipment,

® financial matters, and

@ customer moving.

When tackling customer com-
plaints, Duey advises you to
remember how clients feel about
their homes: *“The homeowner is
as possesive with his lawn and
trees as he is with his kids.”

Communication

Communication is of utmost
importance in dealing with cus-
tomers.

First, the lawn care business-
man must make sure that the cus-
tomer’s expectations of the
services to be performed are real-
istic. Then, when a problem
arises, the real pro will treat the
customer in the proper manner.

“Communicate with the cus-
tomer,”” Duey advises. “Don’t
make light of any complaints, but
stay positive.”

So treating those lawns as if
they were your own will go a long
way toward ensuring happy, con-
tinuing customers.



Rules for
handling
the gripes

Here are the 15 rules for dealing
with customers, as presented by
Lawrence Kokkelenberg at the
1982 PLCAA conference:

1) The conversation's first
three minutes are critical, and
can make or break your meeting.
You must quickly establish that
you are going to be helpful.

2) Never point to a customer’s
errors. It tends to put them on
the defensive and will make it
difficult to establish rapport.

3) Try to avoid the word
“you,” which could put the cus-
tomer on the defensive.

4) Use the customer’s name in
conversation: first name for
informal effect, last name if you
don’t know them well.

5) Draw the customer out:
engage them in conversation to
find out the real problem. Many
times they will not level with
you if they are angry.

6) Use nurturing words like “I
can appreciate your concern.”

7) Always try to be calm. Don’t
let your anxiety show. (This is
difficult, but will come with
experience and confidence.)

8) Use gentle gestures. Never
point your finger (an agressive
gesture). Avoid the defensive
gesture of folding your arms.

9) Be reassuring. Let the cus-
tomer to know that you are going
to be helpful in trying to resolve
his problem.

10) Use a gentle tone of voice
for a calming effect on the cus-
tomer, even though he may be
upset. Remember how doctors
and ministers handle their “bed-
side manners.”

11) Give information only
when they are ready to handle it.
Settle the customer down first.

12) Use eye contact, but be
careful. If you are not totally
honest or unsure about what you
are telling the customer, this
technique can backfire.

13) Proper dress and
appearance are critical in
establishing your credentials
as an expert. We tend to get less
angry at well-dressed people,
while better-groomed repre-
sentatives tend to be more
believable.

Maintaining those ‘assets’

Is your building your top asset?
How about your equipment?

No, according to Marty
Erbaugh of Lawnmark Associates,
Peninsula, Ohio: your No.1 assets
are your customers.

“Unfortunately, these assets
are not on our balance sheets,”
Erbaugh has said. “But they need
maintenance like any other.”

Customer “maintenance’’ is
affected through competent prod-

uct delivery and follow-up ser-
vice delivery.

“Oftentimes, this is the area
where we either solidify our cus-
tomer base or subject it to ero-
sion,” Erbaugh has noted.

“Understanding what a pro-
spective new customer’s objec-
tives are, outlining for them what
they can reasonably expect—
given the existing condition of
their lawn—will help create the

proper relationship. Then to fol-
low up with technically compe-
tent product and service delivery
isreally the only manner in which
brand loyalty can occur.

“The way we sell, service and
follow up defines our livlihood.”

“The real importance...is con-
tinued dedication (or re-dedica-
tion) to the needs of our
customers, which—if met—
translate into growth.”

|

Suddenly, it seems everyone knows exactly what you need in
a commercial mower. Amazingly enough, they all look just
like a Bunton. Too bad they don't perform like one.

The Bunton commercial mower has proven itself with a thirty-
year track record. That's why it's been copied. Here's why it

hasn't been matched:

© Quality of cut. If you own a Bunton and
any other brand, you already know which
one produces the better cut, more consis-
tently and with less downtime. That's why
Bunton is preferred by lawn service profes-

sionals everywhere.

| 8

AYLSNANI 3AVI NMVT

P61 ANVNVI

_Sﬁ ===

OFTEN COPIED.
NEVER MATCHED.

hoping to break into the business. Bunton's designs were
proven years ago. The others may look the same on the
surface, but none have copied the quality that provides
the dependability and low maintenance of a Bunton.

® A past that assures a future. We sell more commercial
mowers in the 24 inch to 61 inch range than all our competi-
tors combined. We intend to keep it that way by making
sure our customers are as satisfied in the future as they
have been in the past. That assures you of a reliable
source for original equipment, parts and service, long after
the others are gone.

Overall, it costs less to own a Bunton than a

cheap imitation, because ..