MEETINGS

Growth regulators may
need more lawn testing

Growth regulators may need
more field-testing before they
can be [it into a standardized
lawn care program, according to
results from a Louisville,
Kentucky-based lawn care
business that sprayed 500 cus-
tomer lawns earlier this year
with a growth regulator.

Gary McCormick, agronomist
for Green-Lawn, Inc., told the
more than 200 persons at the re-
cent Kentucky Turfgrass Con-
ference of the problems his
company had when they added a
growth regulator in their May
application.

“We got hit with a drought,
and that, coupled with the use of
the growth regulator, allowed the
weeds to get a foothold in the
lawns,” he said. He said that the
customers were initially in-
formed of the growth regulator
application and were
enthusiastic. But after the
application was completed, only
about 10 percent of the
customers were satisfied.

Another problem was that
many of the lawns Green-Lawn
handles in the Louisville area
are a mix of bluegrass and
fescue, and that the growth
regulator did not retard growth

SUPPLIERS

Lakeshore opens sulfur-
coated fertilizer plant

The first commercial plant in
the world to produce slow-
release, sulfur-coated fertilizers
began operations under the
direction of Ag Industries Mfg,
Corp. (AIM) in Columbia, Ala.
last month.

The AIM plant is sulfur-coat-
ing urea, a water-soluble nitro-
gen fertilizer compound, along
with phosphorus and potash to
produce a complete fertilizer.

The AIM corporation is whol-
ly owned by Lakeshore Equip-
ment & Supply Co., Elyria, Ohio,
a supplier to the industry.

for both types of grasses at the
same rate.

McCormick said that perhaps
if the lawns had been watered
regularly, the growth regulator
might have had more success.

Also on the Kentucky pro-
gram was Dr. John Matteson, of
3M Co., St. Paul, Minn., manu-
facturers of Embark 25 growth
regulator. He said that the pro-
duct might have better results
were it applied earlier in the
season, when lawn conditions
are cool and moist.

Bud Shaber, Embark mar-
keting manager, told LAWN
CARE INDUSTRY that the pro-
duct’'s primary uses now are on
golf course roughs, cemeleries
and rights-of-ways. He said
further testing is necessary
before the product is available
on a large scale to the lawn care
industry.

MEETINGS

Rollins’ Franklin to headline
ALCA Symposium

Floyd Franklin, president of
Atlanta-based Rollins Lawn
Care, will be one of the main
speakers at the annual Mainte-
nance Symposium Nov. 29 to
Dec. 1 in San Jose, Calif., spon-
sored by the Associated Land-
scape Contractors of America.

Rollins will headline the
Thursday sessions of the event,
devoted to “Chemicals in Land-
scaping.” The morning sessions
on that day will deal with chemi-
cal application for the lawn care
industry, the afternoon program
will feature a “hands on" pro-
gram of demonstrations of
proper equipment procedures.
Franklin's dinner talk will carry

Serving lawn maintenance
and chemical lawn

care professionals.
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‘I'he company said the sulfur
coating slows the dissolution of
the fertilizer in the soil, making
the fertilizer last longer, reduc-
ing the number of applications
required and producing more
even plant growth. Many lawn
care businessmen across the
country use some sulfur-coated
urea fertilizers in their lawn care
programs, and others are con-
sidering the fertilizers.

The AIM corporation is
licensed by the Tennessee
Valley Authority (TVA) to use
methods developed by TVA at its
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the theme further into practical
corporale applications.
Registrations are still being
taken, and further information is
available from John Shaw,
ALCA, 1750 Old Meadow Road,
McLean, Va. 22102. Or call 703-
893-5440. The three-day event
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EDUCATION

ChemLawn, OSU to hold
turf disease symposium

Leading turfgrass disease spe-
cialists from the United States
and Canada have agreed to par-
ticipate in a special symposium
on turfgrass disease to be held
May 15-17 at the University Holi-
day Inn in Columbus, Ohio.

The symposium is sponsored
by Ohio State University, the
Ohio Agricultural Research and
Development Center and Chem-
Lawn Corp., Columbus.

The event is open to all lawn
care businessmen and other turf
managers from around the coun-
try.

For further information
write: “A Symposium of Turf-
grass Disease 1979,"” 2865 Eas!
Orange Road, Galena, Ohio
43021. Or call Dr. P.O. Larsen at
614-422-6987, or Dr. B.G. Joyner at
614-885-9588.

Average business spends $8,500
yearly on lawn care fertilizers

The average lawn care
businessman spends $8,500 year-
ly on fertilizer purchases, a re-
cent survey conducted by LAWN
CARE INDUSTRY shows.

The same survey pegs aver-
age yearly expenditures for her-
bicides at $2,330; for inseclicides
at $3,406; for fungicides at $2,680;
and for seed at $2,790.

Lawn care businessmen in
the survey were also asked in
which months they bought fertil-
izer, pesticides and equipment.
They were asked to rank the
first, second and third most im-
portant buying months.

As the accompanying graph
shows for fertilizer expendi-
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LAKESHORE from page 1

National Fertilizer Develop-
ment Center in Muscle Shoals,
Ala. to produce the sulfur-coated
fertilizers.

A similar facility in Willow-
dale, Ontario in Canada is
owned by Canadian Industries,
Ltd.,, and coats urea. It also
supplies the lawn care industry
and other turf managers in the
United States.

Ronald A. Smith is the chief
operating officer and project
manager for AIM.

Lakeshore spokesmen said
that agronomic testing by TVA
and numerous universities
across the nation has proven sul-
fur-coated urea to be an excel-
lent fertilizer for lawns and
other turfgrasses.

When compared with a single
application of soluble fertilizer,
sulfur-coated urea gave less
growth immediately following
fertilization, but better growth
throughout the lawn care season,
without excessive need for mow-
ing and with minimal fertilizer
burn. In three-year studies, it
produced more uniform seasonal
bermudagrass growth than a
single or split application of solu-
ble sources of nitrogen.

Lakeshore spokesmen also
said that sulfur-coated urea has
been shown to be an eco-
nomically priced slow-release
fertilizer compared with other
products on the market. They
note that some slow-release fer-
tilizers currently available to the
lawn care businessmen cost two
to three times as much as con-
ventional nitrogen fertilizer.

ALCA from page 1

will be held at the San Jose Hyatt
House.

Session topics and speakers
for the “Chemical Day” include:
“The Right Chemicals for the
Right Job,” Dave Hanson of the
University of California exten-

Franklin

sion department; “Problems To
Avoid When Applying Horti-
cultural Chemicals,”” Doug
Hamilton, also of the University
of California; ‘“Cutting Labor
Costs With Growth Retardants,”
Bruce Wilson, Green Valley
Landscaping; and ‘‘Chemicals
and Chemical Application,” a
series of short presentations by
representatives of leading manu-
facturers of landscape mainte-

nance materials. Herman
Carruth, AAA Lawn Industries,
Atlanta, will chair the day’s
sessions.

The first day of the event will
be devoted to first-hand explora-
tions of specific maintenance
projects. All of the projects to be
outlined were recipients of the
1978 ALCA Environmental Im-
provement Award.

The final day of the program

will be a full day of business
management sessions, tailored
specifically for the landscape
maintenance contractor. Topics
include: ““Trends in Market
Segmentation and Service Pro-
liferation,” “Managing Time and
Territory,” *Getting Customer
Communication,” “Planning the
Sales Call,” “Closing the Sale,”
“Selling With Visuals,” and
“Providing Customer Service.”
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MEMOS

Franchising vs. government: ‘“‘Franchising may well suffer
its demise through government intervention,” International
Franchise Association representatives told a U.S. House of
Representatives subcommittee at a hearing recently in Wash-
ington. Government interference is, according to testimony,
“the single largest threat facing businesses which franchise.
If franchising is to continue its recent growth rates, it can only
do so in an atmosphere conducive to responsible franchis-
ing.
g'I‘he spokesmen told the subcommittee that franchising is
becoming subject to more and more governmental inter-
vention on both the federal and state level. The Mikva Bill,
state disclosure and registration laws, the proposed Federal
Trade Commission Trade Regulation Rule on Franchising,
and action of three federal agencies: The Internal Revenue
Service, the Labor Department and the Equal Opportunity
Commission were cited as most immediate threats.

The number of franchise lawn care companies is growing
every day with new entries into the marketplace. Prominent
names include Lawn Doctor, Matawan, N.].; Lawn-A-Mat,
Mineola, N.Y.; Lawn King, Fairfield, N.].; Spray-A-Lawn,
Cincinnati, Ohip; A-Perm-o-Green Lawns, Inc., Austin,
Texas; Perf-A-Lawn Corp., New Carlisle, Ohio; and many
others. At present, Lawn King president Joe Sandler is facing
tow concurrent six-month jail terms in New Jersey for alleged
violations of anti-trust laws. The convictions are under ap-
peal.

Seed quality determined by fluorescence: The movement
toward the use of fine-leafed perennial ryegrass in turf has
been dramatic in the past five years. The turf-type rye-
grasses have proven to be more wear-tolerant in sports turf
and have spread to home lawns as dark green color is bred
into some of the new varieties.

According to spokesmen for Turf-Seed, Inc., Hubbard,
Ore., quality control has been a problem for growers and
marketers of turf-type ryegrasses. The only true test to deter-
mine whether ryegrass seed is annual or perennial is to ger-
minate the seeds and place the seedlings under black light.
The roots of the annual plant will fluoresce while the roots of
the perennial plant will not. This unique test makes it possi-
ble to establish quality control in the production of both
perennial and annual ryegrasses.

The Lawn Seed Commission of the American Seed Trade
Association has appointed a committee to study the possibil-
ity of broadening standards so that companies would have to
print the percentage of fluorescence on the purity tag for any
purchaser to see. Only a few companies are doing this now.

Bulk mail: Size restrictions have been lifted for third-class
bulk mail. It is no longer necessary to send identical pieces in
order to qualify for beneficial third-class bulk mail rates, the
American Association of Nurserymen reports.

Overtime objections: According to the Wall Street
Journal, a limited survey of major companies indicated that
many workers object when promotions to supervisory roles
mean loss of overtime. A third of Burlington Northern Inc.’s
supervisors return eventually to wage-earner status. A group
of New York City engineering supervisors recently sought

SUBSCRIPTIONS: to Lawn Care Industry are solicited only from owners,
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distributors and manufacturers of products associated with the lawn care and
maintenance business. Position an comﬁany connection must be indicated on
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quests. Single copy cost $1.00 for current issue. Afl back issues $1.25 each.
Foreign $1.25. Subscription rates: $10.00 one year, $18.00 two years, $23.00 three
years. Group and foreign air mail rates available on request.

“demotions” to lower job titles because of this.

The main reason for these and similar developments else-
where, officials say, is a desire to make more money through
overtime.

The same problem can crop up for large lawn care com-
panies when lawn technicians can pile up healthy overtime
during the busy summer months, and sometimes take home
more in their paycheck than their branch manager bosses. Ir-
vin Dickson, regional manager for the Commercial Division
of ChemLawn Corp., Atlanta, said earlier this year that most
ChemLawn branch managers are willing to forego short-term
wage losses because of long-range career goals with the
company. He was speaking on a lawn care panel at the an-
nual meeting of the Associated Landscape Contractors of
America in Orlando, Fla.

SUBSCRIBERS: Send change-of-address notices, correspondence regarding
subscription service to Fulfiﬁment Manager, Lawn Care Industry, 9800 Detroit
Ave., Cleveland, Ohio 44102. Change of Address notices should be sent pro-
mptly, provide old as well as new address, attach address label from recent
issue. Please allow one month for change of address to become effective.

POSTMASTER: Please send form 3579 to Fulfillment Manager, Lawn Care In-
dustry, 9800 Detroit Ave., Cleveland, Ohio 44102.

The Harvest Publishing Company, a subsidiary of Harcourt Brace Jovanovich,
Inc., publishers of WEEDS TREES & TURF, PEST CONTROL, NPCA Extra,
GOLF BUSINESS and the Scientific Guide to Pest Control Operations.
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No other herbicide works like If It dOesn t through the winter months
Provel® to control weeds, without loss of potency. Provel®

especially the hard to = e mixes quickly and easily
kill varieties like I“CI“de Provel in hard or soft water
Dandelion and Plantain. eee and can be applied
Provel® has ; ® with conventional
Dicamba f' spray equipment.
formulation ® Don't lose turf
combined with 2, with poor weed
4D for fast and effective control over . control. Get Provel® herbicide for
more than two dozen hard to kill = fast, economical weed control you
weeds. Provel® herbicide gives can really depend on. From Velsicol,
excellent control over weeds other the turf chemical specialists.
herbicides miss. The unique

translocation action penetrates the . :
entire weed, roots and all, thus 341 E. Ohio St., Chicago, IL 60611

attacking deep root and regrowth 312) 670-4592

(
problems that tough weeds pose. —
Provel® herbicide can be used in warm e SI : O
or cool, wet or dry weather and stores ®

Before using any pesticide, read the label, Circle 113 on free information card

Velsicol Chemical Corporation




Million-dollar companies: ChemLawn,

4 BUSINESS
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Z At least 22 chemical lawn
care companies grossed more
than $1 million dollars last year,
the majority of them chain oper-

. ations.

g Al least another 16 chemical

@ lawn care companies grossed

a just under $1 million dollars,

& many of which may go over the

= million dollar mark when 1978

S gross receipts are in.

Z The survey is based on

= questionnaires filled out by

many of the companies, es-
timates by lawn care business-
men across the country, and es-
timates by the editors and
marketing staff of LAWN CARE
INDUSTRY. The list is not
comprehensive, but does include
most of the major chemical lawn

Lawn Doctor, Ever-Green head list

care companies in the United
Slates.

ChemLawn Corp., Columbus,
Ohio heads the list. It grossed
$48.9 million last year, has aboul
90 branches in 28 states and
Canada and employs more than
1,500 persons.

Lawn Doctor, Matawan, N.].,
has about 200 franchise outlets
employing 1,200 persons. Gross
sales were estimated by the
company at more than $12
million on service to 90,000
customers.

Lawn Medic, Inc., Rochester,
N.Y. has 123 franchise outlets
employing 291 persons. Gross
sales were $6.14 million on ser-
vice to more than 40,000
customers.

Green-Lawn, Inc., Louisville,
Ky. has 13 branches and employs
147 persons. Gross sales were
more than $6 million on service
to 57,000 customers.

R.W. Collins, Inc., Indian
Harbour Beach, Fla. has 16
branches and employs 120 per-
sons. The company estimates
gross sales were $2.7 million on
service to more than 20,000
customers.

Hydro Lawn, Gaithersburg,
Md. has two branches and em-
ploys 34 persons. The company
estimates gross sales were $1.5
million on service to more than
20,000 customers.

Easy Lawn Co., Keltering,
Ohio has six branches and em-
ploys 30 persons. The company
estimates gross sales were $1.1
million on service to more than
13,000 customers.

In the following listings, (C)
represents a chain operation
with offices in more than one

THE LITTLE TRACTOR THAT
CUTSANY WAY YOU LIKEIT.

At John Deere,
we call the 850 and 950
our “little-big” tractors.

Because even
though they’re smaller
and less expensive to buy
and operate than many
other tractors being used
for parks, golf courses
and other large-acreage
mowing jobs, they’ve
proven that they’re more
than big enough for the
job. The 22-PTO-hp
850 and the 27-PTO-hp 950 have all the power you need to handle
just about any kind of attachment. And both have versatile 8-speed
transmissions that fit a wide range of jobs.

We offer 4 different mowing attachments alone:
rear-mounted rotary cutter, flail mower, sickle-bar
mower and center-mounted rotary mower.

So whether you're cutting fairways, roadsides,
parks, pastures, ditches or whatever, we can match
the attachment to the job.

We also offer a choice of tire sizes and styles.
And your John Deere dealer is a man you can count
on for parts, service and good advice.

See the John Deere 850 or 950 at your nearby
dealer soon. Or, for free literature, write:

John Deere, Dept. 63, Moline,Illinois 61265.

THE JOHN DEERE
“LITTLE-BIG” TRACTORS.

Nothing runs like a Deere!

Circle 106 on free information card

JOHN DEERE

city, (F) represents a franchise
operation, and (I) represents
independent companies
operating for all practical pur-
poses in one metropolitan area.
The companies are not listed in
ranking order. The companies
represented here will gross in
excess of an estimated $150
million this year.

Gross sales of $1 million or more

ChemLawn Corp.(C)
Columbus, Ohio

Lawn Doctor (F)

Matawan, New Jersey

Ever-Green Lawns Corp. (C) i
St. Louis, Missouri
Lawn-A-Mat (F)

Mineola, New York

Lawn Medic, Inc. (F)
Rochester, New York
Green-Lawn, Inc. (C)
Louisville, Kentucky

Liqui Green Lawn Care Corp. (C)
Peoria, Illinois

Perf-A-Lawn Corp. (CF)

New Carlisle, Ohio

Sears Lawn & Leaf (C)
Wheeling, Illinois

Davey Lawnscape Service (C)
Kent, Ohio

R.W. Collins, Inc. (C)

Indian Harbour Beach, Florida
Lawn King, Inc. (F)

Fairfield, New Jersey

Hydro Lawn (C)

Gaithersburg, Maryland

Easy Lawn Co. (C)

Kettering, Ohio

Rollins Lawn Care (C)
Atlanta, Georgia

Keystone Lawn Spray ()
Wayne, Pennsylvania

Leisure Lawn, Inc. (C)
Dayton, Ohio

Tru-Green Corp. (C)

East Lansing, Michigan
Lawnrite Corp. ()

Bohemia, New York
Chem-Trol, Inc. ()

Kansas City, Kansas
Cunningham 0il Co. (I)

Holly Hill, Florida

Walker Industuries, Inc. (1)
Houston, Texas

Gross sales of $500,000 to $1 million

Shur-Lawn Co. ()
Omaha, Nebraska
A-1 Spray Service (I)
Tacoma, Washington

Techniturf, Inc. (I)
South Berlin, Massachusetts

Lawnco, Inc. (I)
Brooklyn Heights, Ohio

Superlawns, Inc. (1)

Rockville, Maryland
Abate-A-Weed lg

Bakersfield, California
Wagenschutz Lawn Spraying (I)
Plymouth, Michigan

Excelawn Corp. of America (C)
Louisville, Kentucky

A-Perm-O-Green Lawns, Inc. (F)
Austin, Texas

Greenlon, Inc. (I)

Cincinnati, Ohio

Spring-Green Lawn Care Corp. (F)
Naperville, Illinois

Green Lawn Fertilizer Corp. (I)
Kansas City, Missouri

Keesen Enterprises, Inc. (I}
Englewood, Colorado

Atkins Grounds & Lawn Care (I)
Columbia, Missouri

Chemical Applicators (1)
Pearland, Texas

Tempo 21, Inc. (1)
Wheeling, Illinois



NEWSMAKERS

The fertilizer operation for
The Andersons, Toledo, Ohio has
been reorganized. The former
Plant Food Division has been
divided into two divisions — the
Agricultural Fertilizer Division
and the Lawn Fertilizer Division.
Ronald A. Meier will manage the
Lawn Fertilizer Division.

Dr. Roger Funk has been ap-
pointed director of research for
Davey Tree Expert Co. and
Davey Lawnscape, Kent, Ohio.
He will be responsible for all ac-

tivities at the Davey Horticul-
tural Institute.
William Lowry, formerly

New England district manager
for Gravely, Clemmons, N.C,
has been promoted to manager of
distribution development and
training, according to Rick
Murray, national sales manager.
Murray also announced the ap-
pointment of three new district
managers. Dale Mloch will
operate in the Michigan and
northern Ohio areas. Jack Talin
will handle the New England
states. Gene Cowan will handle
Kentucky, southern Ohio and
West Virginia.

Thomas
Gary Thomas has been ap-

Lowry

pointed vice president and
general manager of the B.
Hayman Co., according to a re-
cent announcement by company
president C. R. McMicken. Ac-
cording to McMicken, Thomas
will serve as principal executive
assistant in the management of
the company, which is one of the
oldest and largest distributors of
turf maintenance equipment in
the West.

Toro Co., Minneapolis, re-
cently announced a number of
appointments. James R. Bostic
has been named vice president
and general manager of the com-
pany’s Outdoor Appliance Divi-
sion. David L. Mona has been
named vice president of com-
munications. Receiving internal
promotions to vice president are
Richard ]. Hargarten, the com-
pany's director of physical dis-
tribution and administration for
the Outdoor Power Equipment
Group, and ]J. David Mclntosh,
director of human resource§.
Also, Gary R. Holland has been
given increased responsibilities
as vice president and general
manager of the International
Division.

Aquatrols Corp. of America
has appointed Loewy Stempel
Zabin, Inc. to handle all adver-
tising and sales promotion. An
aggressive multi-media print
campaign is planned, the com-
pany said.

Dr. William E. Knoop has
been named area turfgrass
specialist for the Texas
Agricultural Extension Service,
based in Dallas. He will be work-
ing with lawn care businessmen
in that state. He formerly held a
similar position at Iowa State

University, and .also previously
had been director of education of
the Golf Course Superin-
tendents Association of America.

Robert W. Reid, Jr. has
become manager, Lawn-Boy
Product Group, Galesburg, IlI.
formalizing the product line mar-
keting management reorganiza-
tion of the Outboard Marine
Corp., Waukegan, IlI.

Richard Hurley, research
director at Lofts Pedigreed Seed,
Inc., has been awarded his certi-
fication as professional agrono-
mist by the American Registry of
Certified Professionals. This
registry was organized by the
American Society of Agronomy
about a year ago. Certification
requirements are strict and
necessitate extensive educa-
tional and practical back-
grounds for those hoping to
become certified.

Jacobsen's Depew (left) and McPherson (right); B.
(center).

The Jacobsen Div. of Textron,
Inc., Racine, Wis. has presented
its 1977 turf equipment volume
award to B. Hayman Co.
Jacobsen president Frank
Depew and vice president and
general manager of turf products

Hayman’s McMicken

Howard McPherson presented
the annual award to B. Hayman
president Ray McMicken. The
company has four locations in
Santa Fe Springs, San Diego and
Palm" Springs,  Calif., ‘and
Honolulu

TANKS FOR THE MEMORY

For the first time in pesticide history, “The Silver Skunk”
gives you the convenience and precision required for urban
and industrial spray operations. It is a revolutionary new
portable high-pressure pesticide sprayer. Utilizing the exclu-
sive Micro-Injection System, “The Silver Skunk” accurately
meters small amounts of pesticide concentrate directly into
the high-pressure water flow. You may eliminate bulky mix-
ing tanks, for “The Silver Skunk” allows you to couple

See me at your nearest dealer!

L i

T e L
ofmamental spraying

Sharon Hill, PA 19079

Circle 148 on free information card

Phone: (215) 461-6331

directly to a garden hose for a water source. “The Silver
Skunk” features portability, simple calibration, allows the
operator to easily switch from one concentrate to another,
records total gallons used on each job and is designed for
extended service life. The unit comes complete with 100 feet
of high-pressure spray hose, a wand, three nozzles and
adapters. You're ready to go to work the moment “The Silver
Skunk” walks through the door.

Power Spray Téchnology, inc.

Suite 8, Township Square Building
Hook and Calcon Hook Roads

o
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MEETING DATES

Eighth National Institute on Park and
Grounds Management, Regency Inn,
Denver, Colo., Oct. 29-Nov. 2. Contact:
National Institute, Box 1936, Appleton,
Wis. 54911, 414-733-2301.

Atlantic Seedsmen’s Association and
meeting of the Lawn Seed Division of
American Seed Trade Association, The
Colonnade, Boston, Nov. 1-3. Contact:
Margaret Herbst, 101 Park Ave., New
York, N.Y. 10017, 212-685-5917.

Franchise Management Workshops,
Holiday Inn, Chicago City Center, Nov. 1-
2. Contact: International Franchise
Association, Suite 600W, 7315 Wisconsin
Ave., Washington, D.C. 20014, 301-652-
6270.

18th Annual Missouri Lawn and Turf
Conference, Hilton Inn, Columbia, Mo.,
Nov. 8-10. Contact: Dr. John H. Dunn, 1-43
Agriculture Building, University of Mis-
souri, Columbia, Mo. 65211, 314-882-7837.

Turfgrass Business Management Mini-
Course VI, Virginia Polytechnic Institute
and State University, Nov. 13-15.

Blacksburg, Va., Nov. 13-15. Contact: Dr.
ohn R. Hall, 421 Smyth Hall, VPI,
lacksburg, Va. 24061, 703-951-5797.

Clemson Turfgrass Conference, Clemson
House Hotel, Clemson, S.C., Nov. 14-15.
Contact: Dr. Landon Miller, Department
of Horticulture, Clemson University,
Clemson, S.C. 29631.

New York Turfgrass Conference and
Trade Show, The Turf Inn, Albany, N.Y.,
Nov. 14-16. Contact: Janet Neumann, New
York State Turfgrass Association, P.O.
Box 636, Lockport, N.Y. 14094, 716-434-
5338.

California Landscape Contractors
Association Annual Convention, Hyatt
Lake Tahoe Hotel, Lake Tahoe, Nev.,
Nov. 19-21. Contact: Mike Leeson, CLCA,
6252 E. Telegraph Rd., Los Angeles, Calif.
90040, 213-728-CLCA.

Turfgrass Ecology and Management
Short Course, Virginia Polytechnic In-
stitute and State University, Blacksburg,
Va., Nov. 27-Dec. 1. Contact: Dr. Lohn R.
Hall, 421 Smyth Hall, VPI, Blacksburg,
Va. 24061, 703-951-5797.

New Jersey Turfgrass Expo '78, Cherry
Hill Hyatt House, Nov. 28-Dec. 1. Contact:
Dr. Henry W. Indyk, Cook College,
Rutgers University, P.O. Box 231, New
Brunswick, N.J. 08903, 201-932-9453.

Associated Landscape Contractors of
America Maintenance Symposium, San
Jose Hyatt House, Nov. 29-Dec. 1,
“Chemical Day,” Nov. 30. Contact: Joe
Marsh, Environmental Industries, Inc.,
825 Mabury Rd., San Jose, Calif. 95156,
408-288-9770.

Turf Irrigation Short Course, San Fran-
cisco, Calif., Dec. 5-7. Contact: Irrigation
Association, 13975 Connecticut Ave.,
Silver Spring, Md. 20906, 301-871-8188.

Ohio Turfgrass Conference and Show,
Veterans Memorial Building, Columbus,
Ohio, Dec. 5-7. Contact: Dr. David P. Mar-
tin, 1827 Neil Ave., Columbus, Ohio
43210, 614-422-2592.

Texas Turfgrass Conference, Rudder
Conference Center, Texas A & M Univer-
sity, Dec. 11-13. Contact: Dr. James B.
Beard, Department of Crop and Soil
Sciences, Texas A & M University,
College Station, Texas 77843, 713-845-
1551.

Illinois Turfgrass Conference and Show,
Ramada Inn Convention Center, Cham-
paign, I11., Dec. 12-14. Contact: Dr. John R.
Street, 106D Horticulture Field Lab, Un-
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iversity of Illinois, Champaign, I11. 61801,
217-333-2123.

Turfgrass Small Engine Repair and Main-
tenance Mini-Course VII, Virginia Poly-
technic Institute and State University,
Blacksburg, Va., Dec. 13-15. Contact: Dr.
John R. Hall, 421 Smyth Hall, VPI,
Blacksburg, Va. 24061, 703-951-5797.

Nebraska Turfgrass Conference,
Nebraska Center, University of
Nebraska, Lincoln, Jan. 8-10. Contact: Dr.
Robert C. Shearman, 105 Plant Industry
Building, University of Nebraska, Lin-
coln, Neb. 68583.

ProTurf Seminar, Holiday Inn North,
Newark, N.J., Jan. 9. Contact: O.M. Scott
& Sons, Marysville, Ohio, 800-543-006.

ProTurf Seminar, Lantana, Randolph,
Mass., Jan. 10. Contact: O.M. Scott &
Sons, Marysville, Ohio, 800-543-006.

ProTurf Seminar, Holiday Inn, West-
bury, New York, Jan. 11. Contact: O.M.
Scott & Sons, 800-543-006.

ProTurf Seminar, Troy Hilton, Troy,
Mich., Jan. 23. Contact: O.M. Scott &
Sons, 800-543-006.

ProTurf Seminar, Holiday Inn,
Cleveland, Ohio, Jan. 24. Contact: O.M.
Scott & Sons, 800-543-006.

ProTurf Seminar, Sheraton Valley Forge,
King of Prussia, Pa., Jan. 25. Contact:
O.M. Scott & Sons, 800-543-006.

Pump and Pump Controls Short Course,
St. Louis, Mo., Jan. 23-25. Contact: Irriga-
tion Association, 13975 Connecticut Ave.,
Silver Spring, Md. 20906, 301-871-8188.

VPI & SU Annual Turfgrass Conference,
Colonial Williamsburg Conference Cen-
ter, Williamsburg, Va., Jan. 24-25. Con-
tact: Dr. John F. Shoulders, 419 Smyth
Hall, Virginia Polytechnic Institute and
State University, Blacksburg, Va. 24061,
703-951-5797.

15th Annual Northern California
Turfgrass and Environmental Landscape
Exposition, San Mateo County
Fairgrounds, Jan. 24-25. Contact: Marilyn
Heinrichs, NCTC, P.O. Box 268,
Lafayette, Calif. 94549.

50th International Turfgrass Conference
and Show, Georgia World Congress Cen-
ter, Atlanta, Ga., Feb. 4-9, 1979. Contact:
Conrad L. Scheetz, GCSAA, 1617 St. An-
drews Dr., Lawrence, Kan. 66044, 913-841-
2240.

ProTurf Seminar, Thunderbird Hotel,
Bloomington, Minn:, Feb. 6. Contact:
O.M. Scott & Sons, Marysville, Ohio, 800-
543-006.

ProTurf Seminar, Holiday Inn No. 4,
Milwaukee, Wis., Feb. 7. Contact: O.M.
Scott & Sons, Marysville, Ohio, 800-543-
006.

ProTurf Seminar, Hyatt Regency O'Hare,
Rosemont, Ill., Feb. 8. Contact: O.M. Scott
& Sons, Marysville, Ohio, 800-543-006.

Professional Turf and Landscape Con-
ference, Tappan Zee Inn, Nyack, N.Y.,
Feb. 7. Contact: Frank Claps, 136 Laurel
Ave., Larchmont, N.Y. 10538, 914-834-
6846.

Penn State 50th Anniversary Turfgrass
Conference, Sheraton Penn State Inn,
State College, Pa., Feb. 13-16. Contact: Dr.
Joseph M. Duich, 21 Tyson Building, Penn
State University, University Park, Pa.
16802.

American Sod Producers Association
Midwinter Conference, Contemporary
Hotel, Disney World, Orlando, Fla., Feb.
24-26. Contact: Bob Garey, ASPA,
Association Building, 9th and Minnesota,
Hastings, Neb. 68901, 402-463-5691.

30th Annual Canadian Turf Show,
Chateau Halifax, Halifax, Nova Scotia,
March 4-7. Contact: Canadian Golf
Course Superintendents Association, 698
Weston, Rd., Suite 32, Toronto, Ontario
MB6N 3Re, 416-767-2550.

Reinders Turf Conference, includes
irrigation seminars, equipment show and
service clinic, Elm Grove, Wis., March 6-
8. Contact: Ed Devinger, Reinders
Brothers, Inc., 13400 Watertown Plank
Rd., Elm Grove, Wis. 53122, 414-786-3300.







° FERTILIZER: AN LCI REPORT

In this series of articles, Dr. David
Martin of Ohio State University discusses
the basics, Dr. Al Turgeon of the
University of Illinois discusses the
relationship between thatch and fertiliza-
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tion, and Dr. John Hall of Virginia
Polytechnic Institute discusses slow-
release fertilizers and the concept of fall
fertilization. Comments from fertilizer
manufacturers begin on page 10.

OSU’s Martin: N, P and K ratios
most important in a good program

A fertilization program for
any single lawn or lawns in a
particular area with similar con-
ditions is based, simply, on the
proper ratio of the basic
nutrients nitrogen, phosphorus
and potassium.

Ohio State turf professor Dr.
David P. Martin says that the fer-
tilizer label must state the per-
centage by weight of nitrogen,
phosphorus and potassium in
that order. A 20-10-10 fertilizer
has the mineral elements in the
ratio of two parts nitrogen, one
part of phosphorus and one part
of potassium (2-1-1); so does a 10-
5-5.

The difference is that weight
for weight, the 10-5-5 contains
one-half as much fertilizer value
as the 20-10-10 and twice as much
fertilizer value as the 20-10-10,
and twice as much would have to
be used for the same results in
any lawn care fertilization
program.

For example, Dr. Martin said
that a 100-pound bag of 10-5-5 fer-
tilizer contains 10 pounds of ac-
tual nitrogen (100 pounds x 10
percent nitrogen = 10 pounds),
five pounds of actual phosphorus
(100 pounds x five percent
phosphorus = five pounds), and
five pounds of actual potassium
(100 pounds x five percent
potassium = five pounds). The
amount of nutrients in any other
fertilizer can be determined in
the same way.

Generally, a 3-1-2 or a 3-3-3
ratio is considered best for use
on Ohio and other Midwest
lawns, according to Dr. Martin.
The ratio need not be exactly a 3-
1-2 or 3-1-1. For example, a 20-8-8
analysis approaches a 3-1-1 ratio
and a 10-3-7 grade is close to a 3-
1-2 ratio. Substitutions of this
kind can be made without con-
cern.

Types of nitrogen. How do
vou choose between products
with the same nutrient content?
The big choice, according to Dr.
Martin, is between fast and slow
release of the nitrogen fraction.

The percentage of the total
nitrogen that is water-insoluble
and that which is water-soluble
usually is listed on the fertilizer
bag, or on the literature your
supplier provides.

In water-soluble form the
nitrogen is available quickly, and
in the water-insoluble form it is
available slowly.

He says that a good lawn fer-
tilizer contains some of each
kind of nitrogen. The slow-
release portion provides
nitrogen over a period of time,
but it is not available to the plant
during cool weather. The water-
soluble fraction — or fast-release
— will provide nitrogen almost
immediately after application
and during cool weather. He
suggests something approaching

50 percent water-soluble and 50
percent water-insoluble.

Fertilizer programs. For im-
proved bluegrass lawns, such as
Merion and Windsor, and bent-
grass lawns, he suggests applica+
tion of two pounds of actual
nitrogen per 1,000 square feet of
area be applied during the first
two weeks of September in Ohio
and similar areas. He suggests a
complete fertilizer of a 3-1-1 or 3-
1-2 ratio or equivalent.

Examples of fertilizer to
supply this amount are 20 pounds
of 10-5-5, 10-3-7 or 10-6-4; 10
pounds of 20-10-10 or 20-8-8 and
others. He suggests application
of one pound of the same fer-
tilizer in May, June and July.

For common Kentucky blue-
grass customer lawns, he
suggests the same program, with
elimination of the June applica-
tion. For red and tall fescue
lawns, he suggests that one
pound of actual nitrogen per 1,-
000 square feet in a complete fer-
tilizer of a 3-1-1 or 3-1-2 ratio or
equivalent be applied, with a
repetition of this application in
June.

Fertilizer burn. Any fertilizer

Hall

i
may burn the turf if improperly
applied. Fast-release nitrogen is
more likely to burn than slow-
release forms, he said. To avoid
burn:

® Do not apply more than two
pounds of actual nitrogen per 1,-
000 square feet at any one time.

® Spread uniformly.

® Do not overlap or spill fer-
tilizer.

® Apply fertilizer only when
foliage is dry.

® Advise your customer to
water after application is com-
pleted.

He also says that pulverized
materials are more likely to burn
than pelleted or granular
materials.

Martin

Turgeon
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VPI's Hall: Know factors that
influence nitrogen slow-release

To use slow-release fertil-
izers most efficiently, the lawn
care businessman must be aware
of the factors that influence the
rate of nitrogen release from
each source, according to Dr.
John R. Hall, extension turfgrass
specialist at Virginia Poly-
technic Institute and State
University, Blacksburg.

“The development of slow-
release nitrogen fertilizers began
in the late 1940's, and these mate-
rials are very popular today,” he
said.

According to Dr. Hall, the
most popular materials cur-
rently being utilized are iso-
butylidendiurea (IBDU), urea-
formaldehyde (UF) and sulfur-
coated urea (SCU).

He said that the rate of re-
lease of IBDU nitrogen is depen-

dent primarily upon fertilizer
particle size and soil moisture.
Soil temperature and soil pH
have a minor influence on the
rate of nitrogen release from this
material. However, the rate of
nitrogen release from IBDU can
be significantly decreased if the
soil pH is above 7.0.

The primary factor influ-
encing the rate of nitrogen
release from UF is microbial ac-
tivity. Temperature, moisture,
and soil pH, through their influ-
ence upon microbial popula-
tions, have a secondary effect
upon the rate of nitrogen release
from UF materials, he said.

Therefore, Dr. Hall said, in
comparing the release rates of
IBDU and UF it is important to
note that the UF release rate is
more determined by microbial

activity than any other factor.

The rate of nitrogen release
from SCU is primarily depen-
dent upon the thickness of the
sulfur particle coating. Soil mois-
ture, temperature and microbial
activity have a secondary influ-
ence upon the rate of nitrogen
release from SCU.

Dr. Hall said that studies con-
ducted in Maryland compared
UF and IBDU. Treatments had
equal nitrogen applications and
indicated that IBDU had a faster
initial rate of release than UF.
However, as soil temperatures
rose in the summer, the rate of
nitrogen release from UF ex-
ceeded that of IBDU. Spring
green-up occurred faster with
IBDU than with UF, he said.

Studies conducted at Penn
State University over a six-year
period compared IBDU and UF
at five pounds of nitrogen per 1,-
000 square feet per year rates.
These studies showed that over a
six-year period when 129 obser-
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U of I’s Turgeon:
Thatch can affect
lawn fertilization

by Dr. Al Turgeon

Thatch has long been recog-
nized as a potentially trouble-
some feature in turf. Yet, its in-
fluence on the response of turf-
grass communities to fertiliza-
tion has been largely ignored.

Recently completed research
at the University of Illinois has
shown that thatch can dramati-
cally affect the availability of
nitrogen to turfgrasses growing
within a thatch medium. Visual
examination of a thatchy turf
reveals that much of the root and
lateral shoot systems may be
growing in the thatch rather than
in the underlying soil (Figure 1).

Just as the physical and
chemical properties of a soil
have important effects on the
growth of plants, these same
properties of thatch can have
similarly important effects
where the thatch constitutes a
significant portion of the growth
medium.

Thatch characteristics. As
growth media, some thatches are
physically similar to sand in that
they have an abundance of large
pores which do not retain water?.
These pores occur between
fibers of undecomposed roots,
stem and leaf sheaths that com-
prise thatch.

Small pores located within
the organic fibers retain
moisture so tenaciously that
much of it is not available to
plants. Thus, percolation of
water through the large pores of
thatch may be so rapid that fer-
tilizer nutrients and other water-
soluble materials applied to the
turf are quickly leached to the
underlying soil.

The bulk density of relatively
“clean” thatch from a Kentucky
bluegrass turf is typically much
lower than that of an uncom-
pacted silt loam soil. When the
cation exchange capacities of the
two media were measured and
corrected for bulk density dif-
ferences, thatch was found to
provide relatively poor cation
exchange compared to the soil®

Therefore, based upon both
physical and chemical measure-
ments, nutrient retention by a
thatch medium would be ex-
pected to be very low.

Contrary to popular belief,
the pH of Kentucky bluegrass
thatch was found to be only
slightly acidic, and the same as
or higher than that of the under-
lying soil.

Nitrogen mobility in thatch.
Experiments to determine the
mobility of nitrogen from urea, a
water-soluble carrier, and IBDU,
a slowly soluble carrier were in-
itiated in 1976 (IBDU is manufac-
tured by Swift Agricultural
Chemical Co., Winter Haven,
Fla. — Editor).

The fertilizers were applied
to undisturbed cores extracted
from thatchy (two inches of
thatch) and thatch-free Kentucky
bluegrass turfs. The turf cores
were automatically irrigated for
three seconds each hour,

Suction was applied to the
bases of the cores to insure ade-
quate percolation of water
through each medium, and to

to page 15
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Roundup” belongs in your turf renovation program.
Renovation of a weedy fairway, sod farm or other
grassy area used to be a laborious and time-consuming

Maijor fertilizer manufacturers
realizing lawn care potential

The growing lawn care industry
is beginning to turn the heads of
the large fertilizer manufactur-
ers.

The National Fertilizer Solu-
tions Association has formed a
Lawn and Garden Task Force to
study increased possibilities of
its members supplying this
industry. Its first meeting is this
month in Chicago. F.]. Ranstead,
Hawkeye Chemical Co., Clinton,
Iowa, is heading the Task Force.

Charles Dinsmore, of Agway,
Inc., Syracuse, N.Y. and its Pro-
Lawn division, a supplier to the
lawn care industry, was recently
elected committee vice chair-
man of The Fertilizer Institute's
Turf and Garden Committee.

At that organization’s recent
Trade Fair in Cincinnati, TFI
staff members discussed their

activities to combat a negative
report to the Environmental
Protection Agency regarding
lawn fertilization on New York's
Long Island and ground water
nitrate levels.

Of the lawn care industry,
TFI's Donald Collins recently
told LAWN CARE INDUSTRY:
“Emphasis on service to the
public, efficacy of products used
and quality care of lawns must
continue as the hallmark of the
legitimate lawn care industry
businessman.

“As these businessmen have
shown, building a good repu-
tation involves more than caus-
ing a customer lawn to simply
turn green for just one season. In
this belief, the manufacturers of
turf fertilizers wholly agree. Use
of quality products, follow-up

service and customer satis-
faction provides a sound basis
for continued growth of the lawn
care industry.”

Taking note of the lawn care
industry's growth, The Ander-
sons, Maumee, Ohio, recently re-
organized its fertilizer oper-
ations. The former Plant Food
Division is now separated into
the Agricultural Fertilizer Divi-
sion and the Lawn Fertilizer
Division. Ronald A. Meier, Lawn
Fertilizer Division manager, told
LAWN CARE INDUSTRY:

“Herman 'Salty' Sanders has
been deeply involved as a sales-
man to the lawn care industry.
He recognized the growth poten-
tial of lawn care applicators
years ago and has been instru-
mental in developing products
for this segment of the indus-
try.”

The company has annual
sales of over $650 million, and
manufactures more than 300 fin-
ished products formulated for
sale in 35 states.

Roundup.

There’s no better

grooming aid forunrulymrf

chore, but not any more.

Not with Roundup® herbicide by Monsanto. Because
one application of Roundup will control many annual
and perennial weeds, yet allow you to proceed with
tillage and planting operations as soon as seven days later.
Roundup also makes sense wherever treatments for
rounds maintenance are called for. One man with
oundup in a backpack sprayer can replace many of the
herbicides and frequent repeat treatments that are

often necessary.

or rhizomes.

| “Translocation” is the key.

Roundup is applied to
the weed foliage, absorbed
through the leaf surface, and

“translocated” throughout

the entire plant. In this way,
¥ Roundup destroys the entire
\ \. weed, including the roots

Including many of your

grass, bindweed, johnsongrass,
fescue and vaseygrass.

ALWAYS READ AND CAREFULLY FOLLOW THE LABEL DIRECTIONS FOR ROUNDUP HERBICIDE.

Roundup® is a registered trademark of Monsanto Company, St. Louis, Mo.

€ Monsanto Company, 1978

W Roundup gets to the root of the problem.

toughest vegetation problems, like:
bluegrass, bermudagrass, quack-

# Can you afford to let another
season go by without Roundup in
your turf renovation and grounds
maintenance programs? Your local
chemical dealer is the one to see for
your supply of Roundup herbicide.

o3

Roundup has no
residual soil activity.
That's why you
can go in seven days
later and re-plant
Roundup won't wash,
leach or volatize
from the treated area
to injure desirable
vegetation. Naturally,
normal precautions
should be observed
to avoid spray drift.

There’s never
a herbicide
like this before.

_{ Monsanto

RI78-04

Ashland Chemical Co.,
Columbus, Ohio, recently bought
Slo-Release, Inc., of Kingston,
Ohio. They will be supplying the
lawn care industry soon, accord-
ing to Robert M. Cook of the
company.

Companies such as Hercules,
Inc., Wilmington, Del., have
known about the lawn care
industry all along, and supply
many of the major lawn care
companies across the country.

It's Nitroform organic nitro-
gen has found an important place
on the lawn care market, accord-
ing to the company’s Doris ].
Watson.

“It's slow-release action
keeps lawn greener longer and
means more repeat customers,”
she said. "“And since it is avail-
able in granular and powder
forms, it can be used whether the
equipment is designed for liquid
or dry fertilizer application.”

The company’s Powder Blue
38-0-0 is used in liquid systems,
she said. It is a powder form of
Nitroform and with proper agita-
tion, it suspends for even spray
application. Blue Chip is the
company's granular form. It can
be applied blended or with other
dry materials. Hercules has pub-
lished Lawns Stay Greener
Longer with Nitroform Nitro-
gen, which outlines rates for
typical lawn care programs in
different parts of the country. It
is available by writing the com-
pany at Agricultural Chemicals,
Hercules, Inc., Wilmington, Del.
19899.

Another major supplier to the
industry is O.M. Scott & Sons,
Marysville, Ohio. Ed Dotson is
manager of commercial sales for
the company's line of strictly
professional products, pro-
fessionally packaged in differ-
ent formulations from its con-
sumer lines.

Dotson said there are two
ways to improve profitability of
any lawn care fertilizer pro-
gram,

® Cut down on possibilities
of callbacks or necessity for re-
funds. He recommends using
quality, safe fertilizers which
give a safer performance, and
also getting the best applicator
and give him the best equipment
that can be found for the money
available.

® Reduce labor costs and
equipment wear and tear. This
can be done by combining as
many applications into a single
trip across the lawn as possible,
either by tank mixing for liquid
systems or mechanical mixing
for dry systems. Or by using a
combination-product approach
where a fertilizer is mixed with
pesticide in a single bag.

“We would like to encourage
the lawn care businessman to
also consider fertilizer costs not
just by cost per ton, but also what
it is going to cost him over a
whole season,”” Dotson told
LAWN CARE INDUSTRY. He
stressed that the total cost is
dependent upon efficient labor
use and how much coverage is
available per each bag of fertil-
izer. He said it is also necessary
to determine how much poor
results on a customer lawn are
going to cost over the course of a
year.

“What was quantitative can

become qualitative,” he said.
to page 16




MONEYWISE
How to select and use a good banker

In today's complicated business world, the lawn care
businessman can no longer expect to be an expert in all
phases of business management. He must rely on advisors for
help in making legal, financial, insurance and general busi-
ness decisions. All of which makes the lawn care business-
man often only as good as his advisors.

And of particular importance as an advisor — whether
your lawn care business is large or small — is your banker.
But how do you judge and select a good banker? Then how do
you make the best use of him?

Business consultant Leon A. Danco, Ph.D., president of
University Services Institute, Cleveland, and conductor of
seminars on using outside advisors, has some definite advice
on working with bankers.

He says you should judge your banker objectively and
carefully by using the following criteria:

® Competence. This is first and most important. Are you
convinced he knows all aspects of banking? Does he really
understand the financial needs of your type of business? You
have to explain it to him correctly, of course, but he must
have the tools to understand.

® Commitment. You need a friend at the bank — some-
one to prod other departments and be on your side in skepti-

“I used to think bankers were backward . . .
how come they had all the money, they
were so stupid and I was so bright?”

cal committees. Does your banker understand and share your
dream? Does he see your growth as the key to his?

® Contribution. You are most likely not an expert in capi-
tal management, so you need more than just a source of
finance. Does your banker suggest approaches, define possi-
bilities and lay out options? Does he increase your skill in
financial management?

® Courage. Business owners — particularly lawn care
business owners — are proud, tough and not used to being
questioned. A sound bank needs growing commercial ac-
counts, and often your pride will tempt that bank to play
down unpleasant advice to keep you happy. Is your banker

challenging? Is he absolutely frank? Does he analyze your
judgments?

“When I was younger,” Dr. Danco explains, “I used to
think that bankers were backward because they wouldn't
lend me money when I needed it. How come they had all the
money, they were so stupid and I was so bright?

“I've made it a rule that I won't buy my own ideas if I can’t
sell them to a banker. It is possible that any single banker
might not accept my idea because I didn't explain it to him
clearly. But if I can’t explain myself to two or three bankers
and have them accept my idea, then I will not buy it myself.”

Once you have found that good banker, and somewhere
down the line there comes a need for additional capital, what
steps can you take to assure getting the loan approved? Lynn
Jeffries, an officer of Cherry Creek National Bank of Denver,
offers the following guidelines for getting loans approved:

e Take along a balance sheet, an income statement, and
supporting data such a retained earnings, summaries of
changes in your financial position, and a certificate of exami-
nation of all of these from a competent accounting firm.

® Also have prepared at least three years of summaries
for short-term credit, and at least five years of summaries for
long-term loans. The bankers will probably want to see quar-
terly or monthly operating statements for the past fiscal year,
too, accompanied by your projected cash flow and disburse-
ments.

e On the expense side of your operating statement, in-
clude what your operating expenses are, including adminis-
trative, buying and receiving, rent and occupancy and selling
expense. Interest expense is another item bankers watch
carefully, wanting to know not only how much you pay, but to
whom you pay it, and why you borrowed money there in the
first place.

® On your balance sheet, which presents a record of
assets, liabilities and ownership at one instant in time, a
banker will look carefully at your liabilities, examining notes
payable (typically bank debts), current maturities of a long-
term debt, your accounts payable and long leases in lieu of
purchase of capital assets and equipment.

® On the assets side of your balance sheet, the banker
also wants to see how good those assets are. Tell him what
you really mean in ‘““cash” on the balance sheet — how much
is operating cash, how much in savings, certificates of
deposit, marketable securities and the like. And he wants to
know if any of that cash is pledged or restricted (as an amount
that might be required on deposit with another bank where
you have a loan).

CONFERENCES

Three lawn care sessions, 19
speakers highlight Ohio turf show

Three full sessions, featuring  Columbus.
19 speakers on lawn care topics,

highlight the Ohio Turfgrass

A panel on starting a new
business in the lawn care in-
Conference Dec. 5-7 in  dustry will feature: Richard

White, Village Green Lawn
Spraying, Glen Ellyn, Ill. speak-
ing on selection of a program and
scheduling; Ron Karoub, Cut-N-
Care, Ann Arbor, Mich., on
choosing proper equipment for
services offered; George DiS-
anto, DiSanto Companies,
Cleveland, on Advertising and

Promotion; and Ron Zweibel,
Chem Care Lawn Service of
Alabama, Birmingham, on hir-
ing, training and motivating ap-
plicators.

For further information, con-
tact: Dr. David Martin, OTF, 1827
Neil Ave., Columbus, Ohio 43210,
or call him at (614) 422-2592.

Custom
Designed

People want to buy the best..you want to
sell the best...BenSun [A-34] Lawngrass Seed
Mixture is the best*!

fOI" Let’s put it all together and watch your profits soar.

l\‘\?iéze‘}gi) Warnens

Ben

Lawn Care

Consolidated Services, makers of
quality lawn care equipment, offers
you two standard units or we will
custom-build to your specifications.
These features and more are
available. Contact us direct, today.

* Choice of tanks, sizes & material
* Low center of gravity & clearance
* Powered rewind reels

* One-piece welded construction

* Mechanical or sparge line agitation

PH: (613) 773-3109

Circle 108 on free information card
4 For ad on preceding page circle 115 on free information card

Sun:
[A-34)

KENTUCKY
BLUEGRASS

* Rated superior to 43 bluegrasses tested
for quality and density.

¢ Rated superior to 18 bluegrasses tested
for wear tolerance.

* Rated superior to all bluegrasses for
shade tolerance.

* Rated high in disease resistance.

* Requires less water and fertilizer.

e Grows vigorously in sun, all types of
soil and climatic conditions.

*With truth in advertising now the rule we could not say
this unless it were true. Write for publication #141, Turf-
grass Research and Development, and see for yourself.

For even more profits stock Warren’s Fertilizers. The same research that de-
veloped the best bluegrass also has defined the right ingredients to give lawns
the best fertility for vigorous growth.

Consolidated Services
401 South College St.
Piqua, Ohio 45356 anend

TURF NURSERY, INC.

8400 West 111th. Street * Palos Hills, IL 60465 » Phone: (312) 974-3000

Circle 102 on free information card
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Philadelphia

On special occasions — and
sometimes on occasions that are
not even that special — George
Miranda and the rest of the staff
of American Lawnservice enjoy
lunching at the Tale of the Whale
in Philadelphia’s suburban Glen-
side.

Perhaps it is because the
restaurant serves exotic drinks
with rum and fruit juices mixed
together. The costumes that the
waitresses wear could have
something to do with their
preference. Or maybe they like
the fact that they get to choose
the ingredients for their salad
from a checklist of about 30 items
that is given to them by the
waitresses when the first drinks
arrive at the table.

It gives them a chance to be
just as choosy as the home-
owners they face every day dur-
ing the lawn care season.

“A growing percentage of the
people are shopping around for
lawn care more and more,”
Miranda told LAWN CARE IN-
DUSTRY recently. Mike
Mathews, American Lawn-
service manager, adds: ‘“There
are five promotion pieces where
there used to be just one a few
years ago.” And Curt Bell, sales
manager, says: ‘‘We have to com-
pete now, people are waiting to
make their decisions until they
get estimates from other com-
panies.”

Lawn care competition is
picking up, largely because of

new company’s like Davey
Lawnscape Service, based in
Kent, Ohio. The company just
opened its doors this lawn care
season, and district manager Kim
Schaefer hasn’t even had a
chance to put up shelves to hold
his stereo system speakers that
ooze Linda Ronstadt tunes from a
local FM radio station. Davey is
operating two lawn spray trucks
now, with expansion planned for
next year.

There are now 14 Lawn Doc-
tor franchisees working the
Philadelphia metropolitan area,
with an estimated 6,000 cus-
tomers. Last year there were four
franchisees.

The two major companies in
Philadelphia are ChemLawn
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Aerial view of the skyline of central Philadelphia, looking down the Benjamin Franklin Parkway. The U-shaped
building in the center of the picture is the Philadelphia Museum of Art.

Corp., with two branches, and
Keystone Lawn Spray, based in
suburban Wayne. Competitors
say that ChemLawn has between
20 and 30 trucks on the road, and
that Keystone is not far behind.

George Miranda was the first
dealer for Lawn-A-Mat Chemical
and Equipment Corp., opening
the territory in 1967. There were
seven Lawn-A-Mat franchises at
one point in the early 70's, and
Miranda says: “We went from a
very small market to over a
million dollars in just a few
years.”” There are now three
Lawn-A-Mat dealers in the
Philadelphia area. Miranda’s
American Lawnservice was
incorporated earlier this year
when he decided to break from
the Lawn-A-Mat fold.

Lawn Doctor dealers Norm
Lynd and Rich Fishman have
more than doubled their
business in the last few years, in
spite of shrinking their terri-
tories. This may be due in part to
the Lawn Doctor cooperative
television advertising, which
places 42 one-minute spots a
week on UHF channels at peak
times of the season. They say that
there is room in Philadelphia for
almost 100 Lawn Doctor dealers.

They may be right.
Philadelphia is the fourth largest
metropolitan area in the coun-
try — right behind Chicago and
right ahead of Detroit — with a
population of 4,822,400 that is ex-
pected to grow 1.6 percent to 4,-
830,400 by 1982, according to
figures released by the national
Marketing Economics Institute.

And as ChemLawn branch
manager Bob Vanchure says:
“The Philadelphia area has
potential for seven to eight more
years of substantial lawn care
growth,” most of it in Bucks
County to the northeast.

“Newspaper advertising is a
shotgun — direct mail is a rifle
shot,” says George Miranda, 52,
of American Lawnservice in
North Hills outside of Phila-
delphia.

And when it comes to market-
ing lawn care in Philadelphia, he
and the rest of the company staff
have some definite ideas on per-
centage of lead responses they

_ hope to get on their mailers, the

closing ratio on a sale once they
get a lead, the use of contracts,
the difference between phone




by Bob Earley
Editor

solicitation and direct mail and
routing efficiency.

George Miranda was the first
Philadelphia dealer for Lawn-A-
Mat Chemical and Equipment
Corp., Mineola, N.Y. and the
area distributor. He signed up
seven dealers for the area at
Lawn-A-Mat's peak in Phila-
delphia, but decided to start his
own firm when the company
went into Chapter 11 (although
Lawn-A-Mat is still in bankrupt
status, the company has a great
number of successful
dealerships across the country,
strong dealer organizations and a
fully staffed home office which
is in direct contact with dealers
daily).

American Lawnservice was
incorporated in January with Bill
Miranda, 24, as president. Mike
Mathews, 24, a former Chem-
Lawn employe, is manager, and
Curt Bell, also 24, is sales man-
ager. At present, the company
has about 1,500 accounts, almost
800 of which they have put on
this season. With 10 employes,
the company will gross between
$350,000 and $400,000 this lawn
care season.

But back to marketing and
promotion. The company dis-
tributed more than 250,000 pro-
motion pieces this year.

“As an individual company,
we can't really blanket the whole
area, so we have to be selec-
tive,” George Miranda said. “We
are happy if we can get leads
from one-half of one percent of
the pieces we put out through
distribution and in the mail.”

When the leads come in, Bell

Bell

George Miranda

takes over. First he calls the
potential customer, to find out
exactly what they are interested
in, and then he sets up an ap-
pointment. He says that half of
the time he talks to men, but that
“more and more women are
making $350 decisions with us.”

Bell said that he closes sales-
on-the-spot about one-third of
the time and on good days 50 per-
cent of the time. He says his clos-
ing percentage is 70 percent of all
leads, and adds: “Now we are
competing with other companies
more and more, and we often
have to wait for people to get es-
timates from other lawn care
companies. A growing percent-
age of people are shopping
around.”

The company offers both li-
quid and dry applications and
also lawn rebuilding programs,
and Mathews says that “‘we com-
pete, we tell the people to deal
with us on the exact program that
they want because we can do
either. And we will split lawns
too, perhaps a full program on
their front lawn and a simple
maintenance program on the
back.”

The company believes
strongly in contracts, Mathews

said. “We feel it is important to
let the people know on paper
what they are getting, and we ex-
plain it on the spot,” he said.
“We don’t think it can be done
with a leave-behind estimate.
Many companies are averaging
20 calls a day, while we are
spending 20 minutes on the aver-
age in the home, not including
travel time."”

Bell adds: “Our leads are
frightfully expensive if we don't
convert them into a sale.” Which
is why the company does not use
phone solicitations.

“We don’t believe in using a
boiler room operation,” George
Miranda said. “We feel that your
prospect can come to resent a
company intruding on their pri-
vacy by calling them at home.
And a phone lead is not any-
where near a sure sale, it is an
inquiry that you have to go out
and really sell.”

The company feels that a
direct inquiry a person sends in
after seeing one of its promotion
pieces is a much more sure sale.
George Miranda pegs the ratio of
closes at about three or four to
one, direct inquiries over phone
leads.

But when it comes to that sub-
ject, George Miranda says: ‘I
will cover every lead. We are
still in the position of picking up
‘hangers’ unfortunately,” and
anybody who has ever shot a
game of billiards knows the dif-
ference between running a
series of closely bunched balls
and going out on a limb to pick up
the ‘“hangers.” The key, accord-
ing to Miranda, is getting the
routes big enough in one area to
break-even and then make a pro-
fit.

When they decided to start
American Lawnservice, they
were not sure which direction
would be best — liquid or granu-
lar application of fertilizer and
pesticides. So they decided ‘“to
hew a line down the middle,” as
George Miranda says. “We have
the best of both worlds,” Mat-
hews said, “lawns are divided
into two categories, good and
bad, and this gives us the
capability to go the rebuilding
route or the maintenance route.”

American Lawnservice has
two programs. The first is called
the ‘‘spray maintenance pro-
gram’’ and the more extensive is
called the “lawn rebuilding pro-
gram.”

The spray program has a min-
imum charge of $19.95 for 3,000
square feet, and costs go up from
there. Spring applications in
March, April and May include
fertilization, weed control and
preemergent crabgrass control.
Late spring applications in May,
June and July include fertiliza-
tion, weed and insect control.
Summer applications include
fertilization, weed control, “sur-
face” insect control and grub-
proofing. Fall applications in
September, October and Novem-
ber include fertilization, weed
control, a soil test and liming.

The rebuilding program has a
minimum charge of $45 for 4,000
square feet and costs go up from
there. Spring trips include power
aeration, rolling, seeding with

one pound per 1,000 square feet
with a premium bluegrass blend,
preemergent crabgrass control,
weed control and fertilization.

Late spring trips include fertil--

ization, weed and disease con-

trol, chinch bug and sod web--

worm control, nutsedge
“inhibitor,” and post-emergent
crabgrass control.

Summer trips include fer-
tilization, weed and disease con-
trol, post-emergent crabgrass
control, sod webworm control,
grub-proofing, chinch bug con-
trol and nutsedge ‘‘inhibitor.”
Fall applications trips include
the same as the spring trips
minus preemergent crabgrass
control and adding a soil test.

Bill Miranda says that about
half of the customers on the com-

Bill Miranda Math(;ws

pany books are on the spray pro-
gram and about half are on the
lawn rebuilding program. The
company’s average lawn is in the
vicinity of 7,500 to 8,000 square
feet and the-average charge per
customer is between $250 and
$260 a year. Lawn rebuilding
customers average payments of
about $350 a year and spray cus-
tomers average between $120
and $130 a year. He says this is
the “highest contract average in
the city.”

Norm Lynd, owner of Lawn
Doctor of North East Mont-
gomery, figures that for him to
write $100,000 worth of new
business in a year, it takes $25,-
000 worth of marketing, advertis-
ing and new labor and equip-
ment costs.

For the lawn care business-
man just starting out, he ups the
figure to 40 percent — or about
$40,000 — of the $100,000 dollar
amount of gross business exam-
ple. In other words, the “profit is
not there the first year.”

He began in the Philadelphia
market in the spring of 1972, six
years ago. He put on 200 cus-
tomers the first year. He has had
a steady growth since then,
doubling the number of accounts
on his books the last two years
when Lawn Doctor went to a
more streamlined program. He is
closing in on 2,000 customers this
year.

“Three years ago, I was a
holdout on the new program,’” he
said. “But then I realized that
there were so many lawns out
there that did not need to be
aerated and seeded every trip.
Lawns we were not seeding were
doing as well as lawns we were
seeding.”

His program now includes
five trips a year. In fall, the pro-
gram calls for a heavy rate of fer-
tilization, along with broadleaf
weed control. Late fall includes a
double rate of balanced fertil-
izer. The spring trip includes
fast-release fertilization to com-
plement the residual fertilizer
available from the late fall trip.

Late spring includes both quick-
and slow-release fertilization
along with broadleaf weed con-
trol.. Summer includes slow-
release fertilization, broadleaf
weed control, insecticide ap-
plication for control of chinch
bug, sod webworm and army-
worm, and crabgrass preventer.

Available options that his
program offers include seeding,
liming, milky spore applications,
soil additive applications, tree
and shrub spraying, disease con-
trol, a specific shade lawn pro-
gram, a new lawn program and
grub treatments. The typical
Lawn Doctor program offered
many of these treatments as part
of their main program until
about two years ago.

The basic costs for Lynd's
program are $100 for the first 5,-
000 square feet of lawn, and then
about $13 per 1,000 square feet
after that. The minimum charge
is $80 a year for 4,000 square feet.
He said that the average lawn he
services is between 8,000 and 9,-
000 square feet, although his
average income from each cus-
tomer is about $157, because of
extra charges for seeding and
other services that many of-his
customers desire on an add-on
basis.

Lynd says that 60 percent of
the lawns he services have dis-
ease problems on a fairly regular
basis. He charges between three
and four dollars per 1,000 square
feet for fungicide treatments
with Tersan 1991, marketed by
Du Pont Co., Wilmington, Del., or
Daconil, marketed by Diamond
Shamrock Corp., Cleveland.

He employs seven persons
full-time during the lawn care
season on an hourly basis but he
admits, ‘“this is not the way to
keep good labor.” Next year he
hopes to have three or four per-
sons working full-time year-
round.

He will be hiring people
earlier — probably in early
February rather than March 1.
This will give him more time to
train his workers.

“My men now know what
they are putting down and why it
works, but if there are any spe-
cial problems, they are not yet
prepared to handle them, and I
have to go out on all calls,” he
said. “The more customers we
gef, the less I am available to
handle all the calls. That is why I
have to take more time with
training.”

His first-year employes
receive an average of three dol-
lars an hour, and he will be rais-
ing salaries to four dollars an
hour on a year-round basis, if
everything goes according to
plan. He has also just hired a
full-time foreman.

Although Lynd’s basic phi-
losophy is to try to keep his
customers as concentrated as
possible in a certain area, he is
not afraid to break in a new area
that he feels has potential.

“We will take on customers
that are between a half-hour and
40-minute drive away,” he said.
“Then we put on a push and
strive to build up business in that
area. Once we get a few custom-
ers, we advertise heavily to get
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more as soon as possible.”

He estimates that he spends
about $15,000 a year on advertis-
ing and promotion, much of it go-
ing for 70,000 mailings in his
area. He does two mailings a
year to the same prospects in
spring and fall, then does a third
mailing of about 10,000 to areas
he feels will produce customers.
Other parts of his promotion
budget include his share of co-
operative television advertising
with other Philadelphia Lawn
Doctor dealers and ads in news-
paper ‘‘pennysavers’ or shop-
pers.

His sales are handled by a
full-time salesman that has been
with him four years and also a
part-time salesman. Their com-
missions range from five to 10
percent, based on volume of the
sale. The commission is paid up
front.

Although Lynd does not sell
directly any more, he still
remembers his largest sale to
date, which was also one of his
first — $3,140 annual charge, or
$785 a trip for the four services
they were doing at the time. “It
paid a lot of bills in our first few
years in business,” " he says.

As a district manager for one
of Davey Lawnscape’s newest
branch operations based in Con-
shohocken, to the west of Phila-
delphia, Kim Schaefer, 26, has to
deal in hard numbers.

He expects a 2'2 percent
response rate from direct mail
pieces the company mails out.
With these leads, he expects a 75
percent sales close ratio. And
after he has the customer on the
books, he expects a 90 percent
retention rate.

Schaefer started with the
Kent, Ohio-based company four
years ago in its Akron branch,
and moved into Pittsburgh. He
came to Philadelphia a year ago
to open the doors of the Phila-
delphia branch and get things
rolling for the first lawn care
season.

He also deals in other num-
bers. The average lawn Davey
handles at present is between
15,000 and 20,000 square feet,
with some almost an acre. The
company offers a four-applica-
tion program. Schaefer’s staff in-
cludes a sales and service repre-
sentative, a secretary, and two
lawn technicians at present driv-
ing spray trucks, one with an 800-
gallon tank, and one with a 1,200-
gallon tank, both manufactured
by Tuflex Mfg. Co., Fort Lauder-
dale, Fla. The Davey units also
utilize Myers pumps, and hose
manufactured by Samuel Moore
Co., Piqua, Ohio.

When Davey came to Phila-
delphia, Schaefer said the most
important thing he had to do was
to get name recognition in the
market. He said the fact that
Philadelphia is a large tree dis-
trict for the parent Davey Tree
Expert Co. helps, because “peo-
ple know there is a big company
behind you. It is definitely a sell-
ing point.”

He also says that the fact that
the billing is done through the
company’s main offices in Kent
“adds an extra touch of class.”

But the main thing, Schaefer
stresses, is to establish a name
through quality service, “if a
company is going to be success-

ful, this is the only way to do it.”

Davey's lawn technicians do
not handle sales and service,
they are strictly in charge of
spray production. And Schaefer
feels that use of the sales and
service representative exclu-
sively for those tasks is the best
way to go because it gives better
service to the customer, and also
frees up the lawn technicians to
devote their full efforts to spray-
ing lawns. He said that all tech-
nicians are groomed to become
sales and service representa-
tives.

One of the first things
Schaefer began to do when he
came to Philadelphia was set up
street lists and lists of commer-
cial prospects. He says the best
way to develop street lists in any
area is to simply ‘‘ride the
streets’” with a criss-cross direc-
tory and a local map book on the
front seat.

He then rates the areas A-1,
A-2, A-3, B-1, B-2 and B-3 accord-
ing to basic criteria. A-1 areas
might include homes in the $85,-
000 to $100,000 price range, with
lawns of 10,000 square feet or
more. A-2 homes might be in the
$60,000 to $80,000 price range
with lawns of 6,000 to 8,000

square feet.

Davey is more aggressive in
its commercial selling than it is
for residential selling. “We will
cold-call companies, but never
with a hard-sell approach,” he
said.

Most of the commercial
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selling is done during the winter
months, dealing with purchasing

agents and maintenance fore-
men and vice presidents. A lot
more time is involved, he said,
“because you sometimes have to
go through different layers of
people.” But he says the best
sales technique for developing
commercial business is through
doing a good job for one com-
pany, and having it to show to an-
other prospective commercial
client.

Davey’s marketing program to
residential home owners in-
cludes both mailers and news-
paper ads, with newspaper ads
as “‘back-up” to the mailers, he
said. They begin their program
about the last week of February
or the first week of March, but
sometimes it has to be flexible,
because ‘‘people are not that
interested in lawn care when
there is three feet of snow on the
ground.”

The basic Davey program is
spray applications. Spring:
Heavy, but balanced, fertil-
ization. Crabgrass pre-
emergence control. Dandelion
and broadleaf weed control. Late
spring: Slow-release fertilizers
with potassium to develop a
stronger root system. Surface in-
sect control for chinch bugs, sod
webworms, etc. Plus broadleaf
weed control, as required by
local climatic conditions.

Summer: Slow-release
fertilization with potassium to

hold the green color through hot
weather. Plus guaranteed sur-
face insect control. Fall: Quick-
release, balanced fertilizer for
color and growth and to prepare

the lawn for the dormant winter.,

Plus broadleaf weed control.
Also, in late spring, summer and
fall, minor elements of iron, sul-
fur, phosphorus, etc. are applied
as local climatic conditions indi-
cate. Fungicides are added on a
service-call basis.

Schaefer says that the lawn
care business can be tough on an
employe and his family because
“you have to fit a year’s worth of
work into about eight months.”
On a busy day, a lawn tech-
nician might be putting out $600
to $700 worth of spray produc-
tion, so he feels that hiring top
people and giving them exten-
sive training is important.

“I look for a person with a
business background that we can
teach the technical information
to,” Schaefer said. New em-
ployes begin training February 1
in the branch office and then are
turned over to Dr. Roger Funk,
director of the well-known
Davey Horticultural Institute in
Kent for the basics of lawn care.

The technical training is
taught at different levels each
year for every employe. When a
technician moves up to the
sales/service representative job,
he goes through a different type
of training. Each branch district
manager goes through this train-
ing every year also. Part of the
training includes what Schaefer
calls specific questions to a
sales/service representative.

“But the technician is the
key,” he said. “You have to instill
the idea of running a quality
business at the technician level,
because they are the Davey
showpiece, the ones the
customer sees most often. They
don’t just run up, spray a lawn
and leave. When they are done
spraying they hand the customer
‘tips’ booklet on mowing, water-
ing, insect control, mechanical
maintenance or seeding. And if a
home owner has any questions,
the technician does what he can
to answer it on the spot, or get the
answer later.”

Rich Fishman, 35, co-owner of
Lawn Doctor of Northampton in
Bucks County with his wife Gail,
34, was the first Lawn Doctor
dealer in the Philadelphia area
of Pennsylvania.

In 1971, his first year, he
wrote $16,000 worth of business
while still handling it on a part-
time basis. The second year, he
wrote $65,000 worth of busi-
ness, about $40,000 of that from
a series of ads in one “shopper”
weekly newspaper.

His third year in business, he
split his territory with another
Lawn Doctor dealer, and still
wrote $65,000 worth of business.
He grew steadily to a gross of
$130,000 in 1976, and last year
grossed $144,000. He now has 531
customers on the books and
hopes to have 1,000 next year.

In addition to more tradi-
tional newspaper advertising
and door-hanger distribution, he
has built his business through
phone solicitation and billboard
advertising.

He had a standard-size bill-
board on a major route going
through his sales territory at a

cost of about $85 a month until
three years ago, when a change
in his territory dictated that he
not advertise through billboards
anymore. He said the monthly
cost for the billboard would cost
about $200 now.

“The billboard was great be-
cause it was located in a 15
m.p.h. zone,” Fishman told
LAWN CARE INDUSTRY recen-
tly. “I think it works almost as
subliminal advertising. The per-
son sees it every day on the way
to work, and of course does not
call us up as soon as he or she
sees it. But when they are ready
to purchase a lawn care service,
we are the first company to pop

Fishman

Fishman

into their minds.”

For his phone solicitation
operation, he employs a number
of women in their 20’s, and pays
them by the hour and by the
lead. He pays minimum wage
hourly, and then pays 25 cents
per lead (not per sale). He says
his people average about 8-10
leads per night, sometimes as
high as 12.

His doorknob hangers, offer a
free lawn evaluation” and a free
2> pound bag of grass seed with
no obligation. He distributes
about 500 door-hangers a week
during peak times of his season.
About one-third of his total
advertising and promotion
budget goes for his share of Lawn
Doctor advertising on UHF sta-
tions in the Philadelphia area.
“Television ads give us credi-
bility,” he feels.

His program includes five
applications a year, and he calls
his late fall application “just
dynamite. Research has shown
this is much better than shock-
ing the grass plant with a heavy
fertilizer application in March or
May.”

His program includes about
12 pounds of nitrogen four times
a year, and about two pounds of
nitrogen in late fall. This totals
out to between six and eight
pounds of nitrogen per lawn care
season. His first application in
the spring is a slow-release fertil-
izer.

“Our service is our main sell-
ing point against the large spray
application companies,” he said.
“We offer 24-hour service, if we
get a call we are on the lawn
within 24 hours. The larger com-
panies are only able to say that
‘we will be over in your territory
within the next three weeks.” "

Gail Fishman usually does
quite a bit of work handling the
phones in the office, and says:
“We can satisfy most problems
over the phone. What I think our
customers appreciate most is that
we care about what happens to
their lawns.”

Just about the time these
words are being read, Dave
Dempsey and Bob Vanchure,
Philadelphia branch managers
for ChemLawn Corp., and their
employes will be involved in go-




ing from a four- to five-applica-
tion lawn care program in the
areas they serve. The reason is
simple, as Vanchure, 29, ex-
plains.

“We want to get a head start
on a good growing season for the
lawn next year by providing
fertilization for a deep root
system development now,” he
told LAWN CARE INDUSTRY
recently. “Applications in late
fall will give our lawns a jump
when they come out of dor-
mancy next spring — and that
means a greener lawn earlier.
The deeper root system will
make lawns much easier to man-
age and maintain next summer
and when heat and drought
stress hits.”

Dempsey, 28, said that tests
with both four and five applica-
tions in the Philadelphia area
and at ChemLawn home offices
in Columbus, Ohio have proven
that a fifth application is needed
in the Philadelphia area. “The
price is the same,” Dempsey
said, “we have just added an-
other application for our cus-
tomers.”

The ChemLawn program pro-
vides a customer lawn with five
specially formulated and timely

Dempsey

-

Vanchure

applications — early spring, late
spring, summer, fall and late fall.
In the complete annual cycle, the
lawn receives:

® Preemergent crabgrass
control and foxtail control in the
spring.

® Slow-release nitrogen
when the lawn most needs it.

® Four applications of a com-
pletely balanced fertilizer at the
proper intervals.

® Insecticides as the weather
conditions encourage insects to
feed upon Philadelphia-area
lawns.

® Broadleaf weed control
when the weather permits the
weeds to be killed without dam-

age to turfgrass.

; The ChemLawn program does
not include disease control. The
company will recommend fungi-
cides to the home owner, or will
apply them for an extra charge.
Fungicides are not guaranteed.

For the average 10,000-
square-foot lawn in the Phila-
delphia area, the cost per
application is $32, or $160 annu-
ally. Minimum charge is $75 for a
3,000-square-foot lawn, and
about $2.50 per thousand square
feet per application after that.

Dempsey manages the
ChemLawn branch in War-
minster, and Vanchure manages
the newer Malvern branch. They
both joined the company about
six years ago and have handled
assignments in various cities
around the country. ChemLawn
is in its fourth lawn care season
in Philadelphia, and Dempsey
was one of the first company em-
ployes to open the market.

“We came in here in the
spring of 1975 with seven guys
who were looking for a chal-

lenge,” Dempsey said. One of the
seven, was former branch man-
ager Jim Kelly, now manager of
one of ChemLawn’'s major
competitors, Keystone Lawn
Spray, based in Wayne to the
west of Philadelphia.

“It has been very rewarding
to have the number of customers
we have now compared with
what we started with,” Dempsey
continued. ‘“People here were
not aware of what a lawn spray
program was when we started,
and now with the customer satis-
faction we have, the lawns sell
for themselves.”

Vanchure adds to this: “We
are challenge-oriented people
working for a challenge-ori-
ented company. We believe in
what we are doing, and there is a
feeling around here that there is
nothing we can’t do to get the
customer a better lawn. The
research back-up that recom-
mended we go to a five-applica-
tion program is an example of
this.”

Dempsey said that the over-
all image he received from the
first week on the job six years
ago — which might be described
as the “ChemLawn attitude" — is
something that he feels he has to
portray to his new employes
now.

“We are a nation-wide com-
pany, but we are still one big
team,” Vanchure said. Dempsey
and Vanchure are now hiring in
fall for the employe force that
they need next spring. “‘Spring is
the wrong time to start at
ChemLawn because of the hec-
tic pace that picks up then,”
Vanchure said. “This gives us the
correct amount of time to train
our people.”

ChemLawn lawn specialists
are in charge of sales and ser-
vice for a six- or seven-square-mile
area in Philadelphia. Bills are left
behind by the specialist after the
application is completed. Dempsey
said that most of the customers pay
within a week, and perhaps 20 per-
cent pay before the next appli-
cation.

Spring and fall are the big
sign-up times for customers.
Dempsey said that almost all of

the phone inquiries come from

newspaper advertising, and that
mail inquiries come from direct
mail promotions the company
carries out. Vanchure said that
75 percent of all inquiries come
from people who have neigh-
bors receiving ChemLawn ser-
vices. The direct mail promotion
or newspaper ad serves as a cata-
lyst for the inquiry.

Once ChemLawn signs up a
customer, “Education is a major
part of our business,” Dempsey
said. The first trip out empha-
sizes explanation of the types of
grass in the customer's lawn,
explanation of proper mowing,
watering, fertilization and pesti-
cide application processes, and
explanation of what a lawn care
program can and cannot do. The
company also points out specific
weeds, insect, compaction,
thatch and drainage problems a
particular lawn might also have.

This explanation is done on-
the-spot by the lawn specialist or
perhaps by phone. Sometimes a
second trip back to visit with a
husband on the weekend is
necessary.

During the lawn care season,

COST CUTTINGS

Is radio advertising cost-efficient?

Is radio advertising a good medium for
lawn care advertising? Does a lawn care
businessman get his money’s worth for a 30-
second or minute spot on the radio?

Norm Lynd, owner of Lawn Doctor of
South East Montgomery outside of Phila-
delphia says no. He has much company, but
T there are also many lawn care businessmen

y that swear by it.

“Whether you go on one of the larger metropolitan radio
stations or buy time for less on a smaller station, costs don't
mean a thing, because you are just throwing your money
away,” he told LAWN CARE INDUSTRY recently. “The
visual is just not there with radio advertising. People have to
see something to remember it.”

Joe Sandler, president of Lawn King, Fairfield, N.]. agrees
with Lynd.

“We used radio advertising years ago when we first
started,” he said, “‘we were on 110 times a week. But we have
decided never to use it again.”

Sandler tells the story of a time he bought radio time for a
big sports event that was running Saturday afternoon in the
metropolitan New York area. He was standing by at the
phones to go out and make calls because he was sure the
advertising would net him a substantial amount of leads. He
went out on the first call to make an on-the-spot estimate,
went into the prospective customer’s living room, and heard
the ballgame on the radio.

“I asked him if all of the ads during commercial breaks
was the reason he called us out,” Sandler recalls, “and he
acted surprised, said he was not even aware of the adver-
tising. The reason he called us out was that he had seen one of
our trucks parked near his home with our men out working on
one of his neighbor’s lawns. Lawn care is a very visual thing,
and that is why radio advertising is just not worth the
money."”

Tom Gunn, owner of Lawn Doctor of Fort Worth, says that
it is hard to measure returns on radio advertising, and it is
hard to really hit the audience you are looking for as a lawn
care businessman. “It is just too hit-and-miss, and we have
decided not to do any radio advertising anymore, although we
used it a few years ago,” he said.

Other lawn care businessmen feel that radio advertising
can be very cost-efficient if the lawn care businessman takes
the time to be selective.

Joe Matulis and Nick Licursi of L & M Lawncare,
Cleveland, use an extensive radio advertising campaign.
“The main thing is picking the stations that have the listeners
that you want to reach,” he said. They stay away from some of
the larger stations, with high costs and diverse listeners,
utilizing smaller stations.

Others feel that radio advertising is a way to establish a
lawn care company's image, and still beat the high costs of
television advertising.

Dick Deering, president of Perf-A-Lawn Corp., New Carli-
sle, Ohio went to New York to get a catchy jingle produced
and plans on using it in the 10 cities his company has
branches in. The company also has gone into franchising, and
will provide the radio spots to franchisees.

Leo D’Arcy, station manager of WELW radio outside of
Cleveland, says that costs on smaller suburban stations
average about $10 a minute, with the highest rate about $12 a
minute. For major market stations, he says the average is
about $30 a minute, ranging from a low of $22 to a high of $50
for some of the larger FM stations. For half-minute spots, the
cost is about 50 percent of the minute cost for the suburban
stations, and about 80 percent of the minute costs for metro
stations.

the company sends out three or
four brochures on insect prob-
lems, disease problems and what
to do during drought or heat
stress. This is to keep the cus-
tomer advised on what might
happen to their lawn at certain
times of the lawn care season,
and how they can care for their
lawn until the next application.

Part of the ChemLawn educa-
tion program that is new this
year is availability of Chem-
Lawn grass seed for customer
lawns. The selling point of the
brochure is that “now we can of-
fer you grass seed that Chem-
Lawn research recommends for
the Philadelphia area.”

The ChemLawn brochure that
lawn specialists distribute to cus-
tomers says that the grass seed is
formulated for the Philadelphia
area as recommended by the
company’s regional agrono-
mists. There are also two mix-
tures, one for sun and one for
shade lawns. Also, the seed is
made up of several improved
grass varieties in a special mix-
ture that is normally not avail-
able in retail outlets, and the
price is cheaper than what it
would cost if it was available
retail. The customer fills out a
coupon and sends it away if he is
interested, and the seed is
mailed directly to him.
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Scott’'s manufactures six
fertilizers they feel are appli-
cable for the lawn care industry.
A straight Fairway Fertilizer,
with a 31-3-10 analysis, a mainte-
nance fertilizer which is safe to
apply any time, even in summer;
Fertilizer Plus Weedgrass Pre-
venter, a 26-0-12 analysis fertil-
izer including the preemergent
herbicide bensulide; Fertilizer
Plus Dicot Weed Control, which
has a 30-5-3 analysis and in-
cludes post-emergent weed con-
trol from 2,4-D and MCPP; FF II,
which is a 14-3-3 analysis plus
PCNB for disease control; Fertil-
izer Plus DSB Fungicide, which
is a 28-0-7 analysis fertilizer with
benomyl for disease control; and
Fertilizer Plus Insecticide III.

0.M. Scott & Sons will deliver
fertilizers all at once to a lawn
care businessman, or will work
out a scheduled delivery pro-
gram for lawn care businesses
without extensive warehouse
facilities.

Ohio Turfgrass Foundation president John Fitzgerald (r)
resented the 1978 research donation of $16,500
to Ohio State University associate dean Ken Reisch (c)
while Dr. Dave Martin, O.S.U. extension agronomist in
turf and OTF executive secretary, looks on. The $16,500
or turfgrass research in
agronomy, entomology, and plant pathology and brings
OTF research donations to more than $170,000 since 1968.

recently

donation will be used

Sierra Chemical Co., Mil-
pitas, Calif. manufactures a num-
ber of fertilizers for the lawn
care industry, including Agri-
form CRF (21-8-8) controlled re-
lease fertilizer, for three- to five-
month feeding of turfgrass. This
is a special high-nitrogen formu-
lation of large granules of resin-
coated and uncoated soluble
fertilizers, for efficient, long-
term feeding, according to direc-
tor of marketing Peter K. Horner.

The key to a successful turf
program is the correct use of
vital primary, secondary and
micronutrients, according to USS
Agrichemicals, Atlanta, Ga. Its
granular fertilizers come in a
number of formulations and in-
clude nitrogen, phosphorus and
potassium and also magnesium,
sulfur and iron. Magnesium is a
secondary nutrient that forms
chlorophyll and sugar, carries
phosphorus and corrects acidity.
Sulfur maintains a plant's dark
green color, encourages growth
and corrects soil alkalinity. Iron

is one of the most important
micronutrients and it promotes
chlorophyll production and is
provided in two forms: fritted,
glass-like materials giving slow
but continuous release; and
chelated, chemically activated to
prevent the iron from bonding
with phosphate. Fritted iron is
ideal for acid soil conditions,
while chelated iron is more suit-
able for alkaline soils.

Other fertilizer suppliers to
the lawn care industry include
Occidental Chemical Co.,
Houston; Lebanon Chemical Co.,
Lebanon, Pa.; Swift Agricultural
Chemical Corp., Winter Haven,
Fla., manufacturers of IBDU and
Par Ex fertilizers;: Canadian
Industries, Ltd., Willowdale, On-
tario, Canada, manufacturers of
sulfur-coated fertilizers; Lake-
shore Equipment & Supply Co.,
Elyria, Ohio, also suppliers of
sulfur-coated fertilizers; and
Amereq Industries, Roslyn, N.Y.,
manufacturers of Heritage
House fertilizers.

water
soluble

NITROGEN MOBILITY IN THATCH

NH, VOLATILIZATION

Fig. 1. Root and
lateral shoots
may be growing
in the thatch.

Fig. 2 Leaching
characteristics
of water-soluble

slowly nitrogen and
soluble slowly soluble
nitrogen.
Fig. 3. More
volatilization

loss of nitrogen
occurs from
thatch (right)
than from soil.
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AQUA-GRO

THE KEY
TO MORE SUCCESSFUL
GROUNDS MAINTENANCE

REDUCED WATERING * FASTER RESPONSE TO
FERTILIZATION AND PESTICIDE CONTROL

* REDUCED LABOR COSTS » ELIMINATE
PUDDLES AND DRY SPOTS « REDUCED
PROBLEMS WITH THATCH » HEALTHIER AND
HEARTIER TURF.

Shallow rooted turf, poor moisture
distribution from area not treated with
Aqua-Gro amended water.

Aqua-Gro is available in liquid
concentrate or spreadable granular.
For additional information write to:

AQUATROLS CORPORATION OF AMERICA
1432 Union Ave. Pennsauken, New Jersey 08110 (609) 665-1130

Deep rooted turf, good moisture
distribution from area treated with
Aqua-Gro amended water.
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prevent denitrification (conver-
sion of ammonia to N, gas under
waterlogged conditions) within
the media. Leachates were
collected daily for 15 days for
analysis. Then, the cores were
divided into upper and lower
halves and analyzed for total
nitrogen.

The entire apparatus was
constructed within a controlled
environment chamber. Results
showed that where urea nitrogen
was applied, the nitrogen
leached more readily from the
thatch than from the soil'.
However, where the slowly solu-
ble carrier was applied, almost
no leaching of nitrogen occurred
(Figure 2).

Analysis of the cores showed
that most of the slowly soluble
nitrogen was still within the up-
per half of the thatch cores while
the urea nitrogen has been es-
sentially depleted after 15 days.
Much of the urea nitrogen could
still be found in the soil cores
due to slower leaching and the
higher cation exchange capacity
of the soil.

Volatilization of nitrogen
from the two nitrogen carriers
applied to thatch and soil was
also studied. The fertilized cores
were placed in glass chambers
positioned within a controlled-
environment chamber. Air
entered each glass chamber
through small holes near the
base and exited through tubes at-
tached to the top.

Air flow then proceeded
through a trapping solution (to
pick up NH, gas) and finally to a
suction pump. Thus, any
volatilized nitrogen from the cor-
es would be measurable in the
trapping solutions. The cores
were irrigated following fer-
tilization then allowed to dry
throughout the eight-day experi-
ment. Results showed that urea
is considerably more volatile
than IBDU, and that more
volatilization loss of nitrogen oc-
curred from thatch than from soil
(Figure 3). 2

Conclusions. A turfgrass com-
munity is unique among plant
communities in that it is peren-
nial and continually changing, its
shoot density may be so high that
plants appear to be contiguous,
and it can generate sufficient
biomass to provide its own
growth medium above the soil
surface.

This final feature — surface
biomass — is commonly referred
to as thatch. Where the thatch
layer is stable and deep enough
to include most of the turfgrass
root system, it can dramatically
influence the response of a turf
to nitrogen fertilization.

Unless the thatch is removed,
or modified through the addition
of soil, it would be advisable to
use predominantly slowly solu-
ble carriers for supplying turf-
grass nitrogen requirements.
Otherwise, the combination of
leaching and volatilization may
substantially reduce the efficien-
cy with which a nitrogen fer-
tilizer is used by a turfgrass com-
munity.
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tures, the largest percentage of
businessmen (between 35 and 40
percent) listed March as their
main buying month, with May
and September as second and
third choices, respectively.

For pesticide expenditures,
lawn care businessmen also
listed March as their main buy-
ing month, with May and August
second and third, respectively.

For lawn care equipment, the
respondents in the survey listed
January and February as their
first two choices, and March as
their third choice. The accom-
panying graphs show the spread
of answers.

When asked their main
source of fertilizer purchases, 42
percent of the respondents listed
manufacturers, and 58 percent
listed local dealers or distribu-
tors.

When asked their main
source of pesticide purchases, 22
percent listed manufacturers
and 78 percent listed local deal-
ers or distributors.

A total of 952 questionnaires
were mailed on July 24 to read-
ers of LAWN CARE INDUSTRY.
On August 9, returns were closed
with 232 usable responses. This
number represents 24.4 percent
of the mailing. Tabulations for
the survey were made by com-
puter.

MARKETING

Franchisors guide to
PR is now available

The first public relations
handbook written especially for
franchisors — The Franchisor's
Guide to Public Relations — has
been published by the Inter-
national Franchise Association
(IFA).

Some of the topics covered in
the guide include cultivating
franchisee goodwill, working
with the media, recognizing and
seizing targets of opportunity, in-
house newsletters, news
releases, photography and how
to conduct a press conference.

Copies of the guide are avail-
able from the IFA office at 7315
Wisconsin Ave., Suite 600W,
Washington, D.C. 20014.

MONTHS FOR BUYING EQUIPMENT
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Beginning at 10:00 a.m.
Sunday, January 14, 1979, the
O’Hare Exposition Center will

become the

population center

for the horticultural industry’s
most active buyers.

By Noon, Wednesaay, January 17,
they will have purchased

$2 000,000 worth of products and
services from Mid-Am/79
exhibitors.

Shouldn’t you get some of that

business?

B The Mid-America Trade Show, despite the regional origins of

its name, is a major national exposition for the entire
horticultural industry. It guarantees a qualified buying
audience. .. last year, 69% of those attending made
purchases at the show - - - for more than $1.5 million.

And, 63% of the attendees make the final buying decision
for their firms!

Expanded again for 1979, the show is already 80% “sold-out”
just with repeat business from last year's exhibitors.

Excellent space is still available, however, for those

1 aggressive firms which want to reach the buyers at

America’s Premier Horticultural Trade Show.
Jan. 14-17, 1979

Rosemont (Chicago), lllinois

Mid-America Trade Show
4300-L Lincoln Avenue
Rolling Meadows, |IL 60008
312/359-8160

Call or write now to reserve space or for
information.

The Business Of Growing...

Is A Growing Business.”

Circle 104 on free information card
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TOOLS, TIPS
& TECHNIQUES

Meeting the lawn care challenge of hills

Prospective home buyers in Pittsburgh joke about having
to choose between yards that slant up or slope down, but
lawn care businessmen in the area are not laughing.

Gordon Ober, district manager of Davey Lawnscape Ser-
vice in that city, suggests that problems posed by hilly terrain
may be one reason the lawn care industry has not developed
as rapidly in the Pittsburgh area as it has in less hilly regions.
For example, there are about eight lawn care companies
operating in Pittsburgh, as compared to about 40 in the
Detroit metropolitan area.

Although Greater Pittsburgh offers an inviting area with a
population of nearly 2%z million, it presents a unique set of
obstacles to the lawn care businessman. Problems caused
directly or indirectly by the hills are twofold, according to
Ober: transportation difficulties, which add to the road time
and expense of serving customers; and application problems
on lawns, of which 75 percent have at least some degree of
slope.

When Ober came from Ohio two years ago to open the
Pittsburgh operation of the Davey Lawnscape, he had been
forewarned about the situation. The oldest division of the
parent firm, the Davey Tree Expert Company, had been

o
e

Pittsburgh district manager for Davey
Lawnscape Gordon Ober and the type of
lawn he and his technicians face ever
day. An estimated 75 percent o Piusburg%
lawns have some degree of slope.

operating in the area for 20 years, pruning, feeding and spray-
ing trees.

Acting on the experience and advice of men from the
older firm, Ober ordered trucks with special features not re-
quired on Davey Lawnscape trucks used in other cities. His
Pittsburgh trucks have larger engines, stronger brakes, and
two-speed transmissions with a high and low range of gear
ratios. In addition, the trucks need tougher tires.

If the added expense of special-order trucks seems an ex-
cessive precaution, consider the roads these trucks must
travel. Since the city “just grew’ from early colonial times, it
lacks an orderly grid plan. Many streets in the city proper are
narrow, congested and steep. There are no beltways and only
one principal freeway through the city — the East-West
Parkway — with little relief from stop and go traffic and rush-
hour tieups.

Known as the “‘city of bridges’ (there are 358), and com-
pounding the problem with an array of tunnels, the area has a
number of limited access arteries, resulting in detours for
truck drivers.

Narrow streets and heavy traffic cause a higher rate of
fender-bender accidents. Ober says his trucks sustain more
damage of a minor nature than do Davey trucks in other
cities.

However, outfitting his trucks to suit the terrain does little,
Ober says, to relieve his biggest hassle: excessive road time.
From the Davey plant in Coraopolis, a short distance from the
Greater Pittsburgh Airport, it takes an hour’s drive to reach
clients in any direction within the entire area. “There is no
way our men can zip through the traffic in a hurry, and no
way to avoid congested arteries for at least a major portion of
the route,” Ober says. This is a problem many lawn care
businessmen face.

When choosing his site two years ago, he tried to find a
central location, but, as in most cities, large commercial
properties are not available in convenient locations. He
needed a facility of 5,000 to 6,000 square feet for offices and
warehouse, plus ample parking space.

The location he settled for is just off Parkway West, giving
access to the West End, East End and South Hills. The site is
four or five miles from I-79, the North-South interstate artery,
with access to northern and southern suburban areas. Not a
bad choice; still, the round trip to reach clients’ lawns in any
direction drains two hours from each technician’s workday.

Does excessive road-time mean the firm can serve fewer

customers? It could, but Ober has found a way to overcome
this problem. “Density is the answer,” he says. ““The more
customers we have on one street, the more we can cut travel
time.” Promotions, then, are particularly important for his
firm. ;

Like all lawn care companies, Davey Lawnscape sends out
bulk mailings in the spring and fall. In an effort to stand out
from the flood of green industry brochures with color photos
of well-kept lawns and spray technicians at work, Davey
firms send mailers featuring the lawn in the form of an amus-
ing green cartoon character.

Ober concentrates a major portion of his $25,000 adver-
tising budget on bulk mailings, with an average three to four
percent return on each mailing. “We're proud of our closing
ratio on inquiries — two out of three,” Ober says. “We figure
the Davey name helps us.”

A unique feature of Davey personnel set-up helps to make
technicians’ working hours more productive and compen-
sates for road time. All Davey Lawnscape firms employ full-
time service representatives. Ober has two representatives,
Mark Morgan and Ed Gruber, who deal with clients, answer-
ing questions and adjusting complaints. This work, important
and time-consuming, frees technicians to spend full time on
lawn care.

Each of Ober’s six technicians must complete 15 to 20 jobs
a day. The schedule is needed so that the firm can hire per-
manent rather than seasonal employees by earning enough
during the eight-month lawn working season to pay salaries
and expenses for 12 months.

A Davey lawnscape technician must take a 40-hour course
on the principles of lawn care, and must repeat the course un-
til he gets a perfect score. Every member of the lawn care
staff starts as a technician, so that he understands the
problems of actually working on lawns. Ober, who has an
M.B.A. from Kent State University, started on the trucks and
worked his way up through the ranks.

This background of training and experience is helpful in
dealing with hilly lawns. Three-quarters of Pittsburgh’s sub-
urban lawns fit that category, having some degree of slope
ranging from gentle to drop-offs so steep they must be planted
with a rock garden or ground cover. Ober says that in dealing
with steep banks spray companies have the advantage over
firms that use granular applications. A granular operation
may have to turn down a client who has a bank too steep to
service with a tractor or spreader,” he says. “Spray firms
don’t have that problem.”

Davey Lawnscape firms, unlike other spray application
operators, use an extended nozzle. The advantage of this noz-
zle, they feel, is that it gives the technician better control and
prevents herbicide spray from harming valuable ornamental
plantings. With this type of nozzle, control of spray drift is
possible even on a hillside.

All lawn care firms, whether spray or granular, must deal
with the biggest difficulty a hilly lawn presents: its respon-
sive nature. A lawn in excellent condition will respond well
in spite of the slope. But if the soil is baked tight or if there is
a dense layer of thatch, the water rolls off without being ab-
sorbed. The Pittsburgh area, Ober observes, lacks gentle
soaking rains in the summer season. Rather, there is a strong
tendency toward the heavy downpour of late afternoon or
evening thundershowers. Runoff causes localized drought
spots on steep banks even when there is ample rainfall.

Proper fertilization will help the condition, but will not
solve the problem. Here is where the client’s cooperation is
vitally important. Ober says his service reps analyze the soil,
and advise homeowners in methods of dethatching, deep-
soaking, reseeding, proper mowing, and removal of clippings
and autumn leaves. It takes time and patient effort, along
with a precisely formulated program of spray applications at
proper intervals, but it is possible to achieve an attractive
healthy lawn coverage even on what appears an ‘“impos-
sible” bank.

In addition to their slope problems, Pittsburgh lawns tend
to be small, with an average size of 5,000 square feet in subur-
ban areas. Suburbs offer the best market, with a mean in-
come of $15,000, as compared to a mean income of $10,000 in
the city. Even among prosperous outlying communities, there
are few plans where lawns average 20,000 square feet.

Commercial properties also have small lawns. One of
Ober’s largest commercial clients is sizable Monroeville
Mall. “Most commercial clients don’'t have enough area to
have a big lawn,” Ober says, pointing out that, whereas a
Pittsburgh apartment complex might have a lawn of 5,000 to
10,000 square feet, a comparable apartment in Detroit might
have 30 to 40 acres. Commercial properties account for only
10 percent of Ober’s business.

With all its problems, Pittsburgh is not holding the Davey
Lawnscape Service down. During two years' operation, Ober
and his staff have met the city’s challenges successfully, with
an operation of a little under $200,000 the first year, a 100 per-
cent increase the second year, and a projected 50 percent in-
crease for the third year to a low or mid-$600,000 figure. Ober
plans to increase his fleet of six trucks by three more next
year, and the firm is already outgrowing its present facility.
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vations of color were made,
IBDU had unacceptable color
ratings 29 times and UF had un-
acceptable color ratings 36 times.

“It is interesting to note, how-
ever, that during the first two
years of the six-year study when
46 color ratings were made,” Dr.
Hall said, “IBDU had 14 un-
acceptable ratings and UF had
30. During the last four years of
the study when 83 color ratings
were made, UF had only six un-
acceptable color ratings while
IBDU had 15.”

He said that this data sub-
stantiates the field observation
that continued use of constant
rates of UF over extended
periods of time can lead to an-
nual release of higher rates of
nitrogen. He said this build-up
does not appear to be as great
with IBDU.

Chelated iron. More recent
work with chelated iron in Vir-
ginia by Dr. Richard E. Schmidt
has shown that there can be sev-
eral favorable affects associated
with the application of iron to
turfgrass.

Iron deficiency can be in-
itiated by several factors such as
over-irrigation, poor aeration,
high phosphorus levels, high con-
centrations of heavy metal in the
soil, extremely low or high
temperatures, high light inten-
sity and high nitrogen concen-
trations in the soil, Dr. Hall said.

“With all of these conditions
possibly creating iron defi-
ciency,” he said, "it seems quite
likely that iron applications
might provide benefits to turf-
grass.”

Benefits of iron fertilization
which have been noted through
research and practical observa-
tion are improved green color,
increased top growth, increased
root growth, increased carbo-
hydrate levels, decreased
respiration and decreased
winter dessication.

“The work at VPI has ex-
panded our understanding of the
different effects provided by
iron chelate and iron sulfate,” he
said. “It is now known that iron
chelate has more plant mobility,
does provide better results dur-

ing stress periods and can cause
growth inhibition in early
spring.”

He said the iron sulfate form
of iron is cheaper and is ab-
sorbed more rapidly into the
plant. The iron sulfate has con-
sistently performed better than
iron chelate when applied with
spring nitrogen programs, he
said.

Fall fertilization. One of the
most important discoveries in re-
cent years has been the finding
that late fall fertilization pro-
vides several benefits to cool-
season turfgrasses in many areas
of the country.

Advantages noted in re-
search and practical observa-
tion from late fall fertilization
are increased shoot density, in-
creased root growth, decreased
need for spring mowing, im-
proved fall to spring color,
decreased weed problems, in-
creased drought tolerance and
decreased summer disease.

NOW PROVIDING OUTSTANDING

EQUIPMENT FOR THE LAWN

CARE INDUSTRY.

® LAWN CARE UNITS

® SPRAYERS
® PUMPS
® TANKS

WESTHEFFER
TURF DIVISION

LAWRENCE, KS. 66044
Tele 913-843-1633

Box 363

“The theory of late fall fer-
tilization is primarily dependent
upon differences which exist in
the metabolic processes of photo-
synthesis and respiration,” he
said. The process of photosyn-
thesis utilizes carbon dioxide in
the presence of sunlight, chloro-
phyll and water to produce car-
bohydrate. This carbohydrate
serves as an energy or food stor-
age reservoir.

The process of photosyn-
thesis is relatively temperature-
insensitive. It occurs almost as
rapidly at 40°F. as it does at 70°F.

The process of respiration,
which involves the utilization of
photosynthetically produced
food, is very temperature-sensi-
tive. The warmer the tempera-
ture, the higher the rate of food
reserve use. This means that in
most areas where summer air
temperatures exceed 80°F., Ken-
tucky bluegrasses are in a state
of deficit spending’” with regard
to food in reserves.

In other words, they are burn-
ing up more carbohydrates in
respiratory processes when
temperatures are warm than
they are making in their photo-
synthetic processes. Therefore,
during these periods it is not
wise to be forcing bluegrass into
more rapid respiratory rates
with fertilization. Summer fer-
tilization of Kentucky bluegrass
in warmer regions of the coun-
try results in excessive loss of
stored food reserves.

In many regions of the coun-
try, fertilization of Kentucky
bluegrass during periods when
photosynthesis is maximum and
respiration rates are minimum
(late fall) can lead to maximum
storage of food reserves, he said.
These food reserves are then
utilized during the winter grow-
ing season for the production of
roots. These same food reserves
can be utilized to provide
recuperative potential in July
and August.

—
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The basic unit includes
(as pictured)

YOU CAN EXPAND

INTO

THE SPRAY BUSINESS —
INEXPENSIVELY and
PROFESSIONALLY

AGRO CHEM'S

Professional spray unit

for the small, new applicator,
and — it is expandable

For the larger

established applicator.

hose

Pump
nozzels
pass unit

hose
1—Root feeder

1—Rectangular 300 gallon
holding tank — 110 Ibs.
w/4" fill cap & man way
1—250’ light weight pressure
1—~Gas engine & special
I—Lawn gun with assorted

1—Pressure regulator and bi-

1 each—Suction & Bi-pass

Circle 119 on free information card

FINALLY!

Marketing and financial consultants from the chemical lawn care
industry for the chemical lawn care industry

— To help your business grow . . . WISELY

— To help you start your business . .

. WISELY

— To help you assess whether this business is for you

IF YOU NEED HELP IN:
1) Analyzing your markets, your competitive position, your pricing
2) Setting realistic financial objectives and/or developing cost ef-
ficient sales programs to reach them
3) Deciding whether to expand and, if so, how and where
4) Planning your start-up

or

5) If you are starting to get a little concerned about the prospects of
increased competition then

TURN TO US ! ' OUR RECORD TELLS OUR STORY ! !

ERBAUGH &
—ASSOC.

Consultants to the horticultural service industry

FOR INFORMATION:
Write: Erbaugh & Assoc.

P.O. Box 634
Hudson, OH 44236
Or call: (216) 673-5671

J]. Martin Erbaugh,
managing partner,
lawyer, lawn care busi-
nessman, developer of
the “first user”
for lawn care market
analysis.

This basic 300 gallon unit can be expanded to whatever size spray rig
desired by simply adding more tanks — eliminates purchasing new
equipment as business expands.

This basic spray rig is designed
to fit in a pick-up truck, the
tank situated between the rear
wheel well and cab of truck.
The motor, pump and hose
. reel on the right side leaving
the remainder of the truck bed
for other equipment and
supplies.

CRLLN MAGIC
T

"« Van pictured shows the basic
- spray unit in the van, leaving
the entire rear area for
. storage of products.

As you will see, these sprayer units have been designed with a great
deal of thought, research, and years of experience. They are designed
and built by professionals, for professionals. For more details, either call
or write Mr. Pierce.

Pictured:
16’ Flat bed truck carrying 5 — 300 gal. tanks
+ 1500 gals.

2 — 500’ hose reels & ability to apply as

many as 5 different products or any combina-
tion required.

AGRO:CHEM, INC.
@ Famotsese™ 44150 Addison
Franklin Park, Ill. 60131

Circle 123 on free information card

Circle 116 on free information card



NOV 1978 ' g

LAWN CARE INDUSTRY

MARKETING IDEA FILE

Special services generate more business

Can you handle disease problems on your customer’s
lawns? If not, you're probably missing opportunities to sell
special treatments, and you may even be losing customers.

“Once a homeowner discovers he has a problem and you
can't solve it, he'll find someone who can,” says Steve
Derrick of Lawn Groomer, Bloomington, Ill.

“The challenge,” adds partner John Latting, “is to solve
the problem on the spot, with no additional service cost.”

Many lawn care companies will let a customer go before
they try to solve his problem, or recommend that the
customer do it himself. This is because most companies
operate on a volume basis where every lawn gets the same
treatment. Few companies are set up to handle special
problems, and few feel they can afford the expense of ad-
ditional service calls.

Lawn Groomer was no exception to this, until Derrick and
Latting recognized they were missing business opportunities
when disease problems started showing up regularly in their
customer’s lawns.

“All lawns have disease in some degrees,”” says Latting.
“We just didn't realize the magnitude of the problem when
we got started,” adds Derrick, “and we didn’t realize that
home owners will readily pay for special services beyond the
basic program.”

backbone of their disease control work is Tersan 1991, a
systemic fungicide which controls a variety of diseases in-
cluding dollar spot, large brown patch, Fusarium patch and
blight and striped smut.

Tersan LSR is a contact fungicide that controls leaf spot,
rust and Rhizoctonia, and the combination of 1991 and LSR
controls most early-season lawn problems. For late-season
disease problems, the combination of 1991 and Tersan SP will
also control Pythium and snow mold. One or the other of
these combinations can usually take care of most lawn
problems, Derrick and Latting feel.

The system has two tanks and a hose for each one

The two-stage centrifugal pump is easily

serviceable and the only moving part on the truc
aside from the hose reels. This system can transfer
materials between tanks in addition to pumping out
(middle). For easy mixing the materials can be ad-
ded through the ventur! without opening the top
hatches while the tachometer assures accurate
metering (right).

Tersan is marketed by Du Pont Co., Wilmington, Del.
Other fungicide manufacturers with products available to the

lawn care businessman include: TUCO, Div. of Upjohn Co.,
Kalamazoo, Mich.; Diamond Shamrock Corp., Cleveland;

“We recognized that what we needed was a vehicle that Mallinckrodt, Inc., St. Louis; W. A. Cleary Corp., Somerset,
allowed us to cater to special needs, but without sacrificing - N.J.: Rhodia, Inc., Monmouth Junction, N.].; Rohm & Haas
Co., Philadelphia; Chemagro Agricultural Div., Kansas City,
Mo.; Stauffer Chemical Co., Westport, Conn.

Latting says that the new spray system allows the
applicator to meter the correct amount of material from the
larger bulk tank into the smaller tank to treat a lawn with a
“standard” application, but it only takes an extra five
minutes to custom-mix a fungicide or insecticide into the tank
to handle special problems.

“That means we can sell a special treatment at no added
service cost,”” Derrick said.

“And that means we can offer prescription lawn care,”
Latting adds. “The system is flexible, but doesn’t sacrifice
volume business.”

Lawn Groomer services an area within a 50-mile radius of
Bloomington and has found that the increased business from
fungicide applications generates enough profit to offset all of
their fixed operating costs for the entire service.

Latting says that as competition for customers gets tougher
between lawn service companies, he expects the emphasis to
After tinkering with several new designs, they recently shift from getting new business to maintaining the customers
developed a compartmentalized tank which looks somethmg he already has, and that means catering to their special
like a small tank inside a larger tank with some fancy piping. needs.

The system is designed to allow the applicator to custom- “Until now,” he says
blend materials in the small tank as needed.

Lawn Groomer can offer prescrip-
tion lawn care thanks to a new spray
system nhnh allows the applicator
to custom-blend insecticides in small
quantities m handle special lawn
problems.

Derrick Latting

volume,” Latting said. Fortunately, the two of them were no
strangers to spray equipment. In addition to their lawn care
service they also teamed up several years ago to begin Pro-
fessional Turf Specialties, which builds spray systems and
custom trucks for lawn care companies as far away as Texas.

“the lawn care industry has been

Fortunately, Derrick and Latting were no strangers to
fungicides either. They knew it wasn't necessary to haul
around a lot of materials around on the off-chance a Lawn
Groomer crew would run across a disease problem. The

operating under the concept that we can go out and treat
every lawn the same. But all lawns aren’t the same. What we
have done is design equipment that allows us to provide a
special service that people are willing to pay for, and make a
better profit at the same time."” 4

SPRAYING SYSTEMS CO.

leefet.

SPRAY NOZZLES
AND ACCESSORIES

SPRAY BOOM : LINE and
CONTROL VALVES@:'" SUCTION STRAINERS

Vari-Spacing, Split-
Eyelet and Hose
Shlnk BODlES and N

=
%

PRESSURE "‘
RELIEF VALVES

- SPRAY GUNS
; l-sﬁﬁﬁ%
INTERCHANGEABLE SPRAY TIP TYPES AND CAPACITIES...

Over 800
tapered edge, even and wide angle flat spray ... hollow
and full cone...disc type hollow and full cone...and
flow regulators. The most complete line for spraying
herbicides, insecticides, fungicides, liquid fertilizers and
foam solutions. All materials. For complete information
write for Catalog 36 . . . and for foam spraying

S ask for Data Sheets 13602 and 13626.

P

RAYING SYSTEMS CO.

North Ave. at Schmale Rd., Wheaton, IIl. 60187

Telephone: 312 665-5000 / Telex No. 72-8409

PROMPT SHIPMENT FROM STOCK
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PERF-2-LAWA |

ACT NOW!

EXCELLENT INCOME
PROTECTED TERRITORY
PROVEN TRACK RECORD

YOUR OWN BUSINESS

Secure your future with one of the nation's fastest growing
industries.

Perf-A-Lawn Corporation is now offering Franchises in your
area.

WE OFFER: Computerized routing — Volume buying (no
mark-up) — Continual technology back-up — Paid training
For complete information, call: RON WILSON
Perf-A-Lawn Corporation

127 Quick Road,New Carlisle, Ohio 45344
Phone: 513-845-3558

1
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PERF-A-LAWN
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Heavy Duty
Measuring Wheel
Used by
Welded one of
Construction the Largest
Lawn Care
13," Companies
Wide Wheel-1% sy il
Cushioned
Great for
Handle Grip Measuring Roads,
Metal Parking Lots, and

Driveways . . .

Housed

Veeder-Root § custom Colors

Counter Available on
Request (Lots of 25

Easy or more Only)

Reset Shipping F.0.B.

Counter Columbus

Guard

Quanity Discounts
Available

For More Information Call
or Write:

Imler Industries, Inc.
1117 Broadview Ave.
Columbus, Ohio 43212
614/ 486-9068

Circle 114 on free information card
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Custom fertilizer mixes
possible with system

Lawn fertilizer mixes,
customized to meet local market
soil and climatic conditions, are
possible with the LiqualizeR, a
cold-mix, liquid-blend system,
manufactured by Barbard & Leas
Mfg. Co., Inc. The B & L Lig-

ualizeR combines a liquid fertil-
izer base solution with water,
nitrogen solutions and dry solids
to produce a complete analysis
liquid fertilizer for the local
market. The unit features the
patented B & L MutilatoR, and
agitator-mixing system that in-
sures complete and thorough
blending and an automatic con-
trol system that prevents formula
errors. Installation is easy too,
requiring only the obvious supp-
ly and discharge connections,
plus final power source hook-up.

Circle 202 on free information card

59 pounds, 24 aerator
holes per square foot

The Derby Morgan pro-
fessional lawn aerator was de-
signed by the Derby Tiller Co. to
give the lawn care businessman
an efficient, low-cost means of
aerating and thatching. Pro-
fessional lawn care business-
men were involved in the design
of the product. It can also be
used as an edger and as a tiller
for reseeding browned-out areas
of lawn. The unit weighs just 59
pounds. It can be loaded, un-
loaded and operated by just one
person. The unit works 24 inches

wide and will do the average
residential lawn as fast or faster
than large, trailer-drawn ma-
chines which take 15 minutes to
load and unload, the company
said. Free, detailed literature is
available on the unit.

Circle 208 on free information card

Lawn edging resistant
to frost-heave, settling

The *“Black Diamond” bed
divider/lawn edging manufac-
tured by Valley View Speciali-
ties Co. is constructed of pure
virgin polyethylene with
weather inhibitors added. It is
resistant to frost-heave and
ground settling, the company
said. The edging will not rot, rust,
deteriorate, or lose its shape
when properly installed, the
company said.

Circle 204 on free information card

Addressing package
for up to 800 names

Speedaddress, Inc. an-
nounces the introduction of the
new Speedaddress Data File, a
complete addressing package for
mailing lists of up to 800 names.

The data file is ideal for direct
mail, sales leads, follow-ups and
statements. Each address card
includes ample record record-
ing area in addition to being a
clean, ink-free address master.
The file assures complete
organization of mailing lists, with
four dividers, colored signals for
coding, plus ample supply stor-
age space. It comes complete
with addressing cards, addresser
roller and duplicating fluid in a
compact covered file box.

Circle 207 on free information card

Easy-to-read pH tester

A new pH tester is available
from ] & M Instruments Corp.

The model PH3 is a complete,
self-contained, easy-to-read unit
that features a high-impact,
molded case and is only four
ounces in weight. No batteries
are required.

Circle 206 on free information card

New pop-up sprinkler
for residential work

Rain Bird Sprinkler Mfg. Co.,
Inc. recently introduced a new
pop-up sprinkler for residential

installation that features an ex-
clusive “PJ"”" arm to eliminate an-
noying side splash. The model
15105C ‘“‘Pop-A-Way" sprinkler
also offers an effective arm hood
to prevent debris from entering
the arm bearing and new trip
mechanism splines to prevent
foreign material from inter-
fering with effective operation.
The sprinklers are capable of
full- or part-circle operation and

are field-adjustable for cover-
age of from 20 to 340 degrees.
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Testing equipment for
small gas engines

Sometimes engines on small
tractors, lawn mowers, chain
saws and other equipment are
hard to start, and the cause of
starting difficulties is not always
easy to find. Flywheel magneto
testers, compression gauges and
condenser and coil testers, avail-
able from Perry Davis Equip-
ment, will tell you at once where
to look for the problem. They
will instantly test ignition,
revealing defective coils and
condensers and bad points.

Further information is avail-
able.

Circle 210 on free information card

Put the GREEN back
in your Customers lawn
and the GREENBACK
in your pocket!
And keep it there

with:

The &2

Andersons

DRY LAWN CARE PRODUCTS
MAUMEE, OHIO

Nothing Fancy

Just Good Service & Fair Prices

Call Salty or Roger
Lawn Fertilizer Div.

Toll Free:

In Ohio 800-472-3220/Outside 800-537-3370

The LAWN PRIDE 500

... regulate flow with
finger tip control

® sprays low and wide for drift control

® cover wide turf areas AND go low under shrubs

® Viton-O-Rings — lasting performance

® corrosion resistant — easy maintenance

® course spray pattern for low volitivity

® manufacture
for longer life

PRICE: $47.95
includes gun, extension & exclusive nozzle

For further information contact:
Lawn Pride

223 Big Run Road

Lexington, Kentucky 40503
Phone (606) 277-1112

of corrosion resistant materials
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WHEN
THERE'S NO
SUBSTITUTE

FOR THE BEST!

Model #PC 1200 fiberglasstank equipped
with fiberglass pump cover, Model #D 200 gal-
lon mixing tank shown mounted on a custom
truck body by Strong Enterprises.

- ‘.'

"4[‘./
Bottom view of the Model #PC 1200 tank
showing to best advantage the integral molded
mounting base and steel hold-down lugs
designed for ease in mounting on your truck

and eliminating costly installation.

THE Tuflex Manufacturing
process allows a five year
warranty on all tanks.

7W; is the only manufacturer to

specializeinseam/ess fiberglass spray
tanks specifically for the pest control and
lawn care industry. Remember when crafts-
manship was an art...at Tuflex it still is!
The exclusive Tuflex process carries a full
five year warranty on all handcrafted seam-
less fiberglass tanks.

For economy prices and more
information on our complete
line of tanks, write or call now:

Tuflex Manufacturing Company
Post Office Box 13143

Port Everglades, Florida 33316
(305) 525-8815

Circle 105 on free information card
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BEHIND THIS ISSUE

It got started out as the “Lawn Care Top 10" then a few weeks
later we decided to make it the “Lawn Care Top 50." We sent oul
questionnaires, huddled in meetings with our editors and mar-
keting staff, and contacted major lawn care suppliers across the
country.

Our results — 38 chemical lawn care companies grossing just
under or more than a million (many well over a million) dollars a
year — are on page 4.

The idea is not to publish private financial data, but rather to
get a handle on the amount of business being done in our industry.
Obviously, the large manufacturers are beginning to take note, if
the fertilizer manufacturers quoted in the story beginning on page
10 are any gauge.

Anyway, it is a start on defining this industry in which we all
spend 100 percent of our working day.

B L4,

Professional
SPRAY EQUIPMENT

AT AN ECONOMICAL COosT!!

DEPENDABLE
ACCURATE - ECONOMICAL

& Blectric hose reel provides guick
rewinding aad proves service

Your sproy company Is different than others so you need a sprayer tailored o your needs. That's why the
Protessional Turf Speciolties system is used by lown sproy companies from Chicogo to Texas. No other
system can suspend lorge particles such as 1BDU ond nitroform and offer a separate tank thet allows you
to mix one product, one lown of o time, through on inductor as well os these features:

1) A pumping system that can lood or unlood itself ond other trucks.

2) Remote throttle tochometer and pressure gouge for finite occuracy.

3) Ability to suspend slow release nitrogen such as 1BDU® or nitroform.

4} Con be mounted on your presen! equipmen! or on ony new fruck.

5) Optiona! compartmentalized tank, allowing you to fill one section from the other and custom mix

themicols on the job through on inductor

I8 Professional Turf Specialties

CALL COLLECT (309) 454-2467

SUPPLIERS OF EQUIPMENT AND CHEMICALS FOR TURF MAINTAINENCE
1801 INDUSTRAL PARK RD. e NORMAL, ILLINOIS 61761
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System eliminates
catch-up bookkeeping

A new accounts receivable
system from NBS Systems, Inc.
eliminates catch-up bookkeep-
ing and helps find information
fast. A unique audit trail feature
eliminates time-consuming steps
in finding needed information. It
features categorized distribu-
tion with ample columns to pro-
vide desired analysis. The com-
pany said il is an exceptional
cash flow control tool to provide
monthly analysis through a sub-
system designed for effective
collection follow-up.
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4,000- to 21,000-gallon
chemical storage tanks

A new, four-page brochure
from Raven Industries describes
its line of 4,000 to 21,000-gallon
chemical storage tanks. Fiber-
glass-constructed for maximum
protection against chemical and
corrosion attack, Raven's new
maintenance-free storage tanks
are available in 10-foot and 12-
foot diameters. The tanks are
offered with either standard or
optional accessories.
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Lawn irrigation controls
with 40-station capacity

Literature is available from
Lumenite Electronic Co. on its
line of five- and 11-station sprin-
kler controllers and also on its
40-station capacity controllers.
There are no relays, coils,
capacitors, diodes or any other
unneeded parts, which eventu-
ally fail, leading to call-backs,
the company said. Manual index-
ing is accomplished by merely
rotating the index knob to the
desired station.
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CLASSIFIED

When answerinf ads where box number
only is given, please address as follows:
Box number, ¢/o LAWN CARE IN-
DUSTRY, Dorothy Lowe, Box 6957
Cleveland, Ohio 44101.

Rates: 35¢ a word for line ads, 85¢ a word
for display ads. Box numbers add $1 for
mailing. All classified ads must be
received by the publisher before the 10th
of the month preceding publication and
be accompanied by cash or money order
covering full payment.

Mail ad copy to Dorothy Lowe, LAWN
CARE INDUSTRY, Box 6951, Cleveland,
Ohio 44101

HELP WANTED

AGRICULTURALIST, HORTICUL-
TURALIST, AGRONOMIST.
Excellent opportunity to assume
broad scope responsibilities for a
major chemical lawn care company.
Primary responsibility will involve
research, training, and providing
technical support to branch manage-
ment personnel. Successful candi-
date should have a PhD. in agricul-
ture with specialization in agronomy
and horticulture. Some experience
in turf management or related fields.
Salary commensurate with experi-
ence and job responsibilities. For
confidential consideration, send
resume and salary history to: Box 10,
Lawn Care Industry, Box 6951,
Cleveland, Ohio 44101.

COLORADO OPPORTUNITY. Es-
tablished lawn chemical service
offers position with ownership par-
ticipation to individual with Hiquid
application and formulation experi-

Attention: Midwestern
Lawn Care Businessmen!

OHIO TURFGRASS
CONFERENCE & SHOW

December 5-7 in Columbus
Exhibit Hall — Veterans
Memorial Building
Headquarters Hotel:
Sheraton Columbus

Educational & Practical Seminars
Exhibits of Turf
Equipment & Supplies
Ohio Turfgrass Foundation
Annual Meeting & Banquet

Contact: David P. Martin, OTF
1827 Neil Ave., Columbus,
Ohio 43210
phone 614/422-2591
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ence. Replies will be held in strict
confidence. We are not looking for
an investor but an experienced,
honest, hard worker. Reply Box
26527, Lakewood, Colorado 80226.

FOR SALE

3 LAWN SPRAY TANKERS, 1300
gallon fiberglass, automatic, power
reels, agitation, complete. GMC 1974,
$9500, 1975 $10,500, 1976 $11,500. 216
255-3131.

DEALERS WANTED

MOW LARGE LAWNS FAST. New
flexible hitch connects second
mower to tractor mower, Free
information. Carson's Inc., Faxon,
Oklahoma 73540.

USED EQUIPMENT

UPDATING FLEET AND EQUIP-
MENT: 3—1975 Chevy's and
14—1976 Chevy 1-ton spray trucks.
All have 750 gal. steel tanks, pumps,
hose and reels. Ready to spray. Good
condition. Also, 3—1976 Chevy % ton
pickups. 12—750 gal. tanks, 2—1,200
gal. tanks. Several Beam and R&M
pumps, hose reels and other misc.
spray equipment. Call: 1513 845-0517
or 0717. Ask for Charlie Pratt.

WANTED TO BUY

SOIL SHREDDERS WANTED. Large
tractor loader fed type Lindig and
Royer Soil Shredders wanted. Turn
vour surplus shredders into cash.
Contact by telephone or write with
full details about your shredder. R.
N. Duke, 1184 Plains Road East,
Burlington, Ontario L7S 1W6. 413
637-5216.




WE RECOMMEND LESCOSAN

In two seasons, we reduced the crabgrass population from 90%-plus to less than
10%. And this is on big lawns of almost an acre. Lescosan is the mainstay of our
crabgrass control program.

As John R. Linkhart knows,
Lescosan is the answer to
pre-emergence crabgrass
control. The undeniable proof
exists in every application.

“Nashville is the premier
area for crabgrass. And
Lescosan is the main-stay of
our crabgrass control pro-
gram. It works better on
crabgrass and foxtail than
any other product.”

The Perf-A-Lawn profes-
sional chemical lawn main-
tenance company specializes
in liquid spray applications
and they’re building more
than turf. They're building a
reputation.

“Since we are constantly
expanding our franchise

—JOHN R. LINKHART

Perf-A-Lawn Vice-President (Sales)

market, we must be sure a
product works. So we recom-
mend Lescosan to our
franchisees.”

Lescosan (Betasan*),
available in 4E emulsion or
12.5 granules, provides full-
season effectiveness on all
grasses, as well as on a
number of ornamentals and
ground covers. When Perf-
A-Lawn buys Lescosan from
Lakeshore, they buy from
the formulator. And for Perf-
A-Lawn, that means quality
and savings!

If quality, savings and
performance are selling
Lescosan to you, take advan-
tage of our toll-free informa-
tion service and call Barb

*(Betasan—Registered TM of Stauffer Chemical Company.)

LESC® probucts

Division of Lakeshore Equipment & Supply Co.
300 S. ABBE ROAD, ELYRIA, OHIO 44035

today. Those east of the
Mississippi can reach her by
dialing 1-800-321-5951. (In
Ohio, dial 1-800-362-7413.)

If you're west of the Missis-
sippi, call Barb collect at
216-323-7544.

She’ll have our represen-
tative contact you so you'll
know why Perf-A-Lawn rec-
ommends Lescosan and how
our other fine LESCO Prod-
ucts (including LESCO 36
Sulfur Coated Urea) are
selling themselves every
day!

Our LESCO Quality Prod-
ucts and Friendly Service
are always as close as your
phone.

A FAMILY OF FINE PRODUCTS—Lescosan 12.5G—Lescorene—Lesco 4—Lescobor—Lescopar—Lescopex—Lesco Non-Selective Herbicide
Lesco MSMA—Lesco Thiram 75W—Lescozyme—Lakeshore Chinch Bug & Sod Webworm Control

Circle 120 on free information card
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“baron

KENTUCKY BLUEGRASS

TR 110 111° 13
‘customer-proof’

?canbu ;

Lawn-A-Mat dealer, Garden City Park, Long Island, New York. . .
one of the largest independent lawn care dealers, servicing over 2000 lawns.

“| make sure Baron is in every pound of grass seed use their lawn for a baseball field. With all that
we use. Last year it amounted to 80,000 pounds of abuse, they still expect a good lawn.
Lofts special lawn seed mixtures. |f all goes well,

s : “| need a ‘customer-proof’ grass seed mixture. So |
I’ll order even more this year.

specify Baron, Yorktown and other top quality

“Why do | insist on Baron? Because my customers Lofts grasses in my special mixture. | get a lush,
expect me to compensate for everything, from the green color, an excellent root system and the best
weather to their own mistakes. Some homeowners resistance to leaf spot |’ve ever seen. Guess that's
may let their lawn grow to six or eight inches, why | get better than 85% renewals every year.
then cut it to three-quarters of an inch! Or they’ll

: ) “One last thing, | really depend on my suppliers for
forget to water their grass during a drought, or delivery and service. |’ve dealt with the Lofts

people for 15 years and they haven’t failed me yet.
N-A -

That's very important to me.”
| T SC\E'NT\F\C
V HYDE PARK

Seed, Inc.
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