Liquid vs granular, an agronomic viewpoint

BY JOHN R. STReeT, PH.D.,

ome fallacies about nit-

rogen fertilizers just
won’t go away.

Highly reputable and pro-

fessional lawn care companies
and fertilizer manufacturers

sometimes tout incorrect and/
or misleading information
about fertilizers and fertilizer
technology, apparently dis-
regarding the laws of plant sci-
ence as we've come to know it.

This confuses profession-
als, so imagine what it’s doing

to the homeowner. It’s also
caused many LCOs to change
their fertilizer delivery sys-
tems in an attempt to deal
with the misconceptions of
their customers.

Fertilizer delivery systems
are primarily either dry/gran-

ular or liquid. Both have ad-
vantages and disadvantages.
The agronomic differences
among similar fertilizers, ap-
plied liquid versus granular,
are usually small. Operational
considerations are usually
more important in selecting

one or the other.

oday, public prefer-
ence—although not
based on sound scien-
tific information—is probably
playing a bigger role in many

See DRY on page 34
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McClure:
PLCAA will
serve LCOs

ATLANTA, GA—Anne Mec-
Clure leads the Professional
Lawn Care Association into
the 1990s.

She’s only the second exec-
utive vice president PLCAA
has ever had. She succeeds
James A. Brooks who helped
direct PLCAA for over seven
years. This past summer
Brooks announced he was
concentrating on the Green
Industry Expo and asked to be
relieved of many of the admin-
istrative tasks of PLCAA. In
August, Brooks said he was
leaving PLCAA. He tells
Lawn Care Industry magazine
he’s investigating several busi-
ness opportunities.

On October 1, McClure, a
tall graceful woman with an
easy smile and warm blue eyes,
exchanged an office in
Arlington, VA, overlooking
the Potomac River and Wash-
ington D.C. for one at PLCAA
headquarters in Marietta, GA,
an upscale and growing com-
munity about 30 minutes
north of Atlanta. She came to
PLCAA from the Irrigation
Association (IA) where she
was the second ranking mana-
ger. She was with IA for four
years.

“As I looked at the two or-
ganizations (PLCAA and 1A),
I was surprised about how
much they had in common,”
she told Lawn Care Industry
in an exclusive interview just
days after officially joining
PLCAA. “Both associations
have about the same size staff
and a similar budget. Maybe
the Irrigation Association has
a little bit larger membership

right now.’

McClure’s experience in as-
sociation management began
as the director of meetings and
membership for the Associ-
ated Landscape Contractors
of America (ALCA). She
broadened her experience in
the IA and also with a 40-week
Association Manage-

See LCOS on page 28
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Anne McCIure became PLCAA’s executive vp on Oct. 1

Welcome!

PLCAA, Nashville receive lawn pros
NASHVILLE, TN— Lawn Care Industry magazine and its sister
publication, Landscape Management, are sponsoring a recep-

tion
You're invited.

The magazines, in behalf of their November advertisers, are

sponsoring the Green Industry Expo (GIE) Reception at the
Nashville Convention Center at 6:30 p.m. on Monday, Nov. 12.
The hour-long affair gives GIE attendees an opportunity to
meet with industry leaders and suppliers. There is no charge.
This is one of many highlights for this first-ever joint effort
involving the Professional Lawn Care Association (PLCAA),
the Professional Grounds Maintenance Society (PGMS) and
the Association of Landscape Contractors of America (ALCA).
They joined their annual shows for the largest trade show of its
kind. Actually, says GIE coordinator James A. Brooks, the show
should break two records—just over 53,000 square feet of floor
space and as many as 2,500 qualified buyers. There could be as

many as 250 exhibitors.

“I think we’ll open on November 13 with a fullhouse and
probably a waiting list,” Brooks tells LCI.

A nine-person steering committee, representing industry and
the three organizations, is overseeing the GIE in cooperation

See GIE on page 17

There’s trouble in lowa City

IOWA CITY, IOWA—Steve
Moline, of the Iowa Attorney
General’s office, says it may
take weeks to investigate a
complaint of misleading ad-
vertising by several lawn care
companies.

The Urban Pesticide Com-
mittee of Environmental Ad-
vocates, Inc., filed the com-

plaint and held a press
conference at Market Square
Park here in September where
it targeted ChemLawn Ser-
vices Corp., Spring Green
Lawncare and All American
Turf Beauty. The admittedly
anti-pesticide group said these
companies (and others which

See IOWA on page 17

PLCAA prez a workmgman
from a workingman’s town

BY Ron HaLL
editor

since Neal DeAngelo

cleaned the black dirt of
Hazleton from under his fin-
gernails each evening.

He's got some of the grit of
this eastern Pennsylvania
town in his soul—if not on his
hands. Hazleton used to be a

I t hasn’t been many years

coal-mining town. There’s
still coal here but industry is
more diversified now. Even so,
residents here like Neal’s
workingman style.

This month in Nashville,
DeAngelo, 29, becomes the
youngest ever president of the
Professional Lawn Care Asso-
ciation of America (PLCAA).

“I didn’t want to become

See PREZ on page 32
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DeAngelo to lead PLCAA



- Cushman Front Lin%Mower with Grass Caddy®,
and Ryan Lawnaire™ 28 Aerator.




We'll help expand
your business.

No other manufacturer has the products. No

other dealer network has the know-how. No

one can help you increase your income from
existing customers

a better position to
compete for comm-
ercial clients tomor-
row, as efficiently
and expertly as
Cushman-Ryan.

Start with your
basic service. Add
aeration. Add over-

Ryan Jr. Sod Cutter. seeding. Move up

to bigger mowing jobs. You'll not only get the
best piece of lawn maintenance equipment for
each task, you'll also get a dealer who's more
like a business partner with proven ideas on
how to sell and price your new services.

Ryan Mataway® Overseeder.

MEMBER OF PLCAA
PLEASE SEE US IN BOOTH #801

today, and put you in

. R
Ryan Lawnaire® IV Aerator.

We'll increase
your productivity.

Nobody's been in the business as long as
Cushman-Ryan. Our products are proven
performers that simply do each job better and
stay up and running longer than anything else
on the market. Period.

You'll increase productivity by reducing down-
time and increasing the ease and speed of
operation. You'll reduce operating expenses
from fewer repairs and lower main-
tenance costs. Cushman-Ryan
equipment doesn't come back to the
shop until the job's done, ensuring
you get a full day's work for a full
day's profit.

Contact your Cushman-Ryan
dealer for a demonstration, and
ask about our special lease on as
little as $1,000 worth of equip-
ment. Or call toll-free 1-800-228-
4444 for more information today.

9085 Cushman, P.O. Box 82409, Lincoln, NE 68501 © Cushman Inc. 1990. A Ransomes Company. All rights reserved.
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The FertilizersWe Make
Are Better For This System..

People will always want lush, green, healthy-
looking lawns. But these days, what they don’t want are
the unhealthy environmental risks that can go along
with achieving that lush, green look.

At Harmony Products, we offer a viable alter-
native. We've developed a revolutionary new process
that finally combines the environmental safety of

organic fertilizers with the high performance traditionally
found in synthetic products.

That’s why Harmony fertilizers give you the
dual advantage of rich green-up with a natural, long-
term release of nutrients. This long-term release not
only feeds the turf better, it even makes the soil root
zone healthier — virtually eliminating the dangers of
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Atlanta’s role in turfgrass industry growing

ith apologies to

Nashville, host of the
Green Industry Expo and a
marvelous city in its own
right, Atlanta is where it’s at
in the South, particularly in
the turfgrass world.

This will become
increasingly evident as 1996
rears. That summer Atlanta
hosts the Olympic Games.
The selection was somewhat

surprising. The odds-on
favorite was Athens, Greece,
site of the first modern
Olympic Games almost 100
years ago.

Atlantans were
understandibly elated with
the September
announcement, though you’d
search long and hard to find a
native Atlantan. Businesses
from across the United States

and, increasingly, the world
see Atlanta as the key to
Southern markets and

RON HALL

EDITOR

established offices there.
Nevertheless the people of
this metro area, whose
suburbs and freeways already
spread into 18 surrounding
counties, displayed
remarkable determination in
convincing the International
Olympic Committee to allow
the games to return to the
United States. This
determination will accelerate

d Even This System.

leeching and groundwater contamination.

And because our organic fertilizers spread on

evenly with no dust and no odor, they're as easy on you
and your customers as they are on our ecosystem.

To find out more about Harmony fertilizers, and
how to order them, talk to one of our representatives at
804-523-2849. Or see us at the 1990 Green Industry Expo

in Nashville, November 12-15, at booth #1524.

Harmony. With over 160 years of experience in

the fertilizer industry, we're the source for products in
tune with you. Your customers. And nature.

HARMIONY
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as Atlantans begin preparing
the city for the thousands of
athletes in 1996.

t’s especially exciting for

the turfgrass industry here.
We'll certainly be asked to
help because world-class
athletes demand world-class
facilities (although you can
certainly argue that any
athlete, young or old,
deserves as safe and pleasant
a playing area as possible).
Also, television coverage will
be worldwide.

Georgia turf experts, I'm

convinced, will help Atlanta
put on a remarkable show.

n an unrelated matter, the

University of Georgia
recently published the results
of a survey of the lawn care
industry in metropolitan
Atlanta. Though data from
the survey represents the
1987 calendar year, it shows a
vibrant and growing lawn
care market. Of the 271
known lawn care firms in
that area, 68 responded.

Some of the findings
reported by Tim R. Murphy
in the Georgia Turfgrass
Association News:

® lawn professionals took
care of almost 27,000 acres in
residential properties and
another 27,000 in
commercial;

® the top five turfgrass-
related problems were weeds
(82%), water restrictions
(70%), labor (52%), soil
problems (39%), disease and
operating budgets (tied for
fifth at 36%);

® tall fescue (52%), hybrid
Bermudagrass , and common
Bermudgrass (20%) were the
top three turfgrasses
maintained by lawn pros;

® services offered by lawn
pros include fertilizing (96%),
renovation/reseeding (93%),
pre-emergence weed control
(91%), post-emergence weed
control (90%) and core
aeration (85%)

The survey estimated
gross revenues of the Atlanta-
area LCOs at $116 million.
Lawn care counted 4,000
fulltime and 2,000 part-time
employees here with a payroll
of $53 million,

It’s likely these figures
were even greater for this
past application season.
Atlanta’s growth has
continued at a faster clip
than cities in the Northeast
or Midwest. LCI

,(2°~{1".—Q.a\
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Here 5 how endophytes
will help lawn care pros

BY STeVE PoOITRAS

More and more people see
lawn chemicals as health or
environmental dangers. Yet,
many of these same people
don’t make the connection be-
tween turfgrass and a healthy,
relaxing living environment.
Do they realize how much dif-
ferent their lives would be
without lawns or parks?

Even so, as concerns grow
about the effects of chemicals

on our lives and our environ-
ment, it becomes harder to ar-
gue against the need to reduce
the amount of chemicals we're
using on lawngrass. This
places the lawn care expertina
dilemma. The public wants
pest-free, disease-free quality
turf, yet the lawn pro is being
forced to reduce the use of the
very chemical tools that can
deliver this result.

Help on way

But the picture isn’t as
bleak as it might seem. Other
products and approaches are
gaining in importance and
helping the lawn professional
serve customers, examples
such as slow-release nitrogen
that reduces the potential of
nitrate leaching into the
groundwater; biostimulants
that help grass plants remain
healthy at lower fertility rates;
and turfgrasses with high en-
dophyte levels.

Many lawn pros don’t un-
derstand what endophytes are
or what they do. But they
should. Endophytes will help
them grow and maintain
healthier turf and use less
chemicals too!

Helpful fungus

Endophytes are a type of
fungus symbiotic with certain
species of grass, and specific
varieties within species. The
endophytes get their food and
protection by living inside the
grass plant, but don’t harm the
plant. In fact, endophytes pro-
duce and release substances
into the leaves of grass plants
that make them resistant to
insect pests such as billbugs,

Wheen You Trear

Your Customer's Lawn

Getting a new customer can
be a whole lot harder—and a
lot more costly—than doing the
kind of good job that keeps an

IKE Your Own ...

Yourvi Gor A CusTOMERF

up and results-getting perfor-
mance that has helped hun-
dreds of lawn care operators
grow their businesses in

We'd like the chance to prove
ourselves to you. We think
you'll find we're good people
to do business with.

existing customer. And keeping
a single customer can mean
thousands of dollars over the
life of your business.

We’re in it for the long
haul, too.

For over 25 years, The
Andersons has provided the
kind of proven product line-

healthy ways.

Our broad range of fertilizers,

herbicides, insecticides and
combination products have
helped us win over many a
customer. And our product
quality, consistency, excep-
tional service and reliability
have helped us keep them.

the professional’s
partner’
The

= 4 @"Iﬂ
‘%\“t‘

Andersons

Call us toll free, 1-800-225-
ANDY for a comprehensive
full-line Selection Guide or
for the name of

your nearest
distributor.

Personal service. Consistently high product quality. Technical service. Proven performance. All backed
by a genuine integrity that is all too uncommon in today’s business world. That’s The Andersons.

© 1989 The Andersons
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chinch bugs, armyworms and
sod webworms. To date, only
certain varieties of tall fescue,
perennial ryegrass and fine-
leaf fescues contain endo-
phytes.

The endophyte was dis-
covered in the late 1800s, but
little significance was at-
tached to it until it became
known that livestock grazing
on pasture grasses containing
high levels of the fungus
weren't as robust or healthy as
animals feeding on endo-
phyte-free grasses. It wasn’t
until 1982 that their potential
importance to turfgrass cul-
ture became evident.

The good guys

The main endophytic
fungus that protects
turfgrasses from insects are
from the genera Acremonium
with different endophyte spe-
cies for different grasses. For
example, Acremonium loliae
infect perennial ryegrasses
and Acremonium co-
enphialum tall fescues. The
by-products produced by the
endophyte include a wide
range of chemicals including
various alkaloids. These
chemicals provide a natural
insecticide in the plant.

Researchers are document-
ing the effectiveness of these
endophytes. For example,
Johnson, Cicalese and White,
in a study earlier this year,
found an 80 percent mortality
rate of billbugs on infected tall
fescue plants and only 42 per-
cent on endophyte-free plants.
When comparing chinch bug
populations on endophytic
and endophytic-free fine fes-
cues it was found that varieties
high in viable endophyte, SR
3000 hard fescue and Long-
fellow chewings fescue, had
only 42.4 and 55.7 chinch bugs
respectively per square meter.
Varieties of fine fescue low in
endophytes had 185.7 and
132.6 chinch bugs per square
meter. There are similar stud-
ies dealing with sod webworm,
armyworm, Argentine stem
weevil and other turfgrass
pests.

In the leaf

Distribution of the endo-
phyte within the plant varies.
The highest concentration oc-
curs in the leaf sheath and
seed, followed by the stem and
crown regions of the plant. Re-
cent studies indicate that the
roots have the lowest concen-
tration, probably explaining
why endophyte-enhanced
grasses are more resistant to
surface feeding insects than
subsurface feeders. There also
appears to be seasonal varia-
tion of endophyte concentra-
tion within the plant. The
highest concentration of in-
fection occurs in the leaf tissue
during the summer and fall.

Once turfgrass scientists
and managers started to key in
on endophytes they dis-
covered other benefits. Evi-
dence suggests that endo-
phyte-infected plants are

more vigorous, particularly



LAWN CARE INDUSTRY NOVEMBER 1990

B g v .‘- < - ¥y \'.' - “ " ;“ "y
The prosonco of endophytes can be dramatlc The plants in the lower left and upper right have them.

FuIIer Packer offermg
buyers co-op for LCOs

LOUISVILLE, KY—Green Industry Cooperative (GIC) is a new
buyers co-op for the green industry, say originators Dave Fuller
and Mike Packer. Fuller is former owner of FullCare Inc., and a
director for the Professional Lawn Care Association of America
(PLCAA), and Packer is a former vice president of sales of the
Bunton Company.

GIC’s target is the medium to small lawn care or landscape
company that traditionally doesn’t benefit from volume dis-
counts from manufacturers, says Fuller.

GIC members will purchase products locally at market prices,
using their present dealers and distributors, then inform GIC of
their selections for cash rebates from participating manufactur-
ers.

“At this point the response from most manufacturers has
been very positive,” Packer tells Lawn Care Industry magazine.
GIC, PO Box 6954, Louisville, KY 40206. 502/895-0222. LCI

during periods of stress. In a
fine-leaf fescue trial, scientists
reported no significant dif-
ference in turf quality when
the plots were maintained at
high maintenance levels but,
when irrigation and fertility
were reduced, the fescues with
endophytes had a significantly
better quality than did non-
infected varieties.

Also field experiments have
documented better summer
survival for plants containing
high levels of endophytes, bet-
ter fall recovery and reduced
weed invasion.

Plants healthier

Heartening also, it appears
that the percentage of plants
containing endophytes in-
creases while the endophyte-
free plants die off. This phe-
nomenon ensures that once
you plant endophyte-infected
turf it will remain infected and
the benefits will be long last-
ing.

There is only one way to get
the endophyte into your turf,
you must start with seed that
is already infected. Endo-
phytes can not be “applied” to
turf in any way. Be advised,
also, that only certain vari-
eties of tall fescue, perennial
ryegrass and fine-leaf fescues
contain high levels of viable
endophyte.

This word viable is impor-
tant. The amount of live endo-
phyte in the seed will decline
over time. This is especially
true if the seed is not stored in
cool dry conditions. Your only
guarantee that the endophyte
in your seed is still viable is to
buy fresh seed. Seed that is
over two years old will more
than likely have less viable en-
dophyte. Buy the freshest seed
available.

The endophyte is not the
total answer to the environ-
mental issues facing LCOs,
but it's likely their presence in
the new species and varieties
of turfseed coming on the mar-
ket will significantly reduce
the amount of pesticides
needed to control insect pests
while also providing the turf
with more vigor. LCI

About the Author
Steve Poitras is marketing
manager of Seed Research of
Oregon, Inc., P.O. Box 14186,
Corvallis, OR 97339.

Professional

turf performers.

F‘xrst rate disease and weed control demands
a professional’s touch. And here are the Turf
Care products that have what it takes.

Dncoml 2787® The cornerstone of a professional spray
program. Daconil 2787 is economical to use and the most
effective, broadest-spectrum turf fungicide on the market.
Controls 12 major turfgrass diseases. Available as a
flowable or wettable powder formulation.

Daconil 2787® WDG. A new water-dispersible granular
formulation that is virtually dust-free. Pouring and mixing
are fast and easy. The 5-1b. reclosable container means
better handling, storage and disposal.

Dacthal® The preemergence herbicide that consistently
delivers superior broad-spectrum control of crabgrass,
spurge and 22 other tough annual grasses and broadleaf
weeds. Available as a flowable or wettable powder
formulation.

Daconate® 6. The proven postemergent herbicide.
Highly effective against pesky weeds such as crabgrass.
(Sold as Bueno® 6 in western states only.)

2 Plus 2 (MCPP + 2,4-D Amine). As effective as it is
economical against more than 20 hard-to-kill broadleaf
weeds such as clover and dandelions. Contains no dicamba.

Frigate® adjuvant. The only product specifically
formulated to enhance the performance of Roundup® for
control of perennial and annual weeds. For turf renovations
and non-cropland use, too.

When it comes to turf care, you'll see the difference in
the professional’s touch.

Fermenta ASC Corporation,

5966 Heisley Road, P.O. Box 8000,
Mentor, OH 44061-8000.

TheTurt Care pros.

*Roundup Is a registered trademark of Monsanto Company. Always foliow label directions carefully when using turf chemicals.
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Pennsylvama LCOs get
LCAP off to strong start

b

First general membership meeting of LCAP. (I. to r.) Christine King, Patricia Raffaele, Bill DeHaven,

Mark Phipps, Jim Walters, Michael Kravitsky, Jamie Brueninger, Neal DeAngelo, and John Carson.

STATE COLLEGE, PA—The
Lawn Care Association of
Pennsylvania (LCAP) got off
to a strong start at its first gen-
eral membership meeting here
August 30.

® Bill DeHaven, Govern-
ment Affairs Committee, re-
ported on LCAP’s actions
concerning the communities
of Plum Creek Borough
(Bucks County) and the city of
Bethlehem where anti-
pesticide regulations are being
considered.

® Jamie Breuniniger,

GCOVER MORE GROUND WITH

HANNAY REELS.

Increase the range and profit-
ability of your lawn and garden
care operations with Hannay
Reels. Hannay hose reels enhance
your spray equipment’s mobility,
while increasing the life of

Hannay makes over 2700
different reels, and if we don’t
already have one that’s perfect
for your needs, we can custom-
design one that is. So ask us for
our free spray hose catalog, or
get more information on our

Model CR 16-14-16 cable
reel. And see how much
farther you can go with
Hannay Reels.

the hoses. And with our
CR 16-14-16 portable
cable reel, you can take
the cable for power
equipment with you
easily and efficiently.

Circle No. 107 on Reader Inquiry Card
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Hannay Reels

600 East Main Street

Westerlo, New York 12193-0076
Telephone 518-797-3791

For the name of your nearest
Hannay Reels dealer, call
toll-free 1-800-982-0030.

Hannay
Reels

Made with reel pride in the USA.

Training and Education Com-
mittee, said the first draft of a
technician training manual
has been completed. Penn
State University personnel
helped.

® Neal DeAngelo, LCAP
president, reported on the de-
velopment of LCAP position
statements on such issues as
prenotification and posting,
integrated pest management,
use of written contracts in
lawn care, etc. Draft position
statements are to be circulated
to LCAP members for com-
ment.

® Mike Kravitsky, Ethics
and Standards Committee,
said a code of ethics has been
adopted by the Board of Direc-
tors and will be distributed to
members.

Of the 80 member lawn care
companies in LCAP, 45 were
represented at the meeting,
held in conjunction, with the
1990 Pennsylvania Turfgrass
Field Days, reports John A.
Carson, of J.C. Ehrlich and an
officer in LCAP. LCI

Siegfried started Oct. 1

Siegfried is new
ChemLawn pres.

ST. PAUL, MN—David Sieg-
fried became president of
ChemLawn Services Corpora-
tion, a subsidiary of Ecolab
Inc.on Oct. 1. He had served as
executive vice president, stra-
tegic development with Chem-
Lawn.

Siegfried will be reporting
to Michael E. Shannon, Eco-
lab executive vice president
and chief financial officer, who
has overall responsibility for
the company’s residential ser-
vices.

Siegfried joined Chem-
Lawn in March 1990. Prior to
that he was president of Bur-
lington Airline Express, Ir-
vine, CA. He received his B.S.
in political science from
Brown University, Provi-

dence, RI. LCI



When Tim Doppel moved up
to TURFLON, his bottom line
followed.

“The first year we used
TURFLON, we realized
a $1,200 savings on
service call costs!—

Tim Doppel, president
Atwood Lawncare, Inc.
Sterling Heights, Ml

Keeping a lid on expenses be-
comes more and more important
as your business continues to
grow. Do things right, and pro-
fits will rise while the cost of
servicing each new customer
falls, If that's the kind of lawn
care firm you want to run,
maybe it’s time you moved

up to TURFLON* herbicide.
When more is less.

“Even though the product costs
more, I still end up saving money
by using TURFLON,' explains
Tim Doppel. And he has three
years' worth of documented
results to prove it pays to
broadcast spray TURFLON

at about $9.50 per acre. “The
first and foremost advantage
of using TURFLON s its effec-
tiveness. It works”’

Reducing callbacks and
cancellations is the key.

“The first year we used TURFLON,
we had a 20 percent reduction
in callbacks and that has held
steady over the years,' Tim
says. “We've also seen an in-
crease in customer retention in
the three years we've been using
TURFLON"

And using TURFLON has one
more advantage, Tim adds. It's
the reason he’s been able to
reduce callbacks and cancel-
lations: “My customers are
happier”’

Isn't it time you moved up to a
better herbicide for better weed
control? Call us to find out more.

1-800-352-6776.

Move up to TURFLON

*Trademark of The Dow Chemical Company

Circle No. 116 on Reader Inquiry Card
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Reynolds LG: a tight, hrlyht aperatmn

Owner feels LCOs
must stress
factors other than
green and lush

B8Y Ron HaLL
editor

rank Reynolds, slender
Fand well-spoken, runs

one of the brightest,
tightest lawn care companies
in New England.

Reynolds Lawn Care Inc.
is, in some respects, a model
chemical application com-
pany—from its neat, comfort-
able offices to its polished tank
trucks (even the seven- and
eight-year-old trucks look
new) to its advanced pesticide
storage/mixing/containment
system.

“It’s kind of like the saying,
take care of the pennies, and
the dollars take care of them-
selves,” says Reynolds of his
business philosophy. His com-
ment takes on obvious mean-
ing in the well-scrubbed
appearance of his company,
located in a small commercial
complex of low-slung, modern
metal buildings about a 20-
minute drive out of New
Haven, CT. It's a pleasant,
rural area.

Reynolds began his profes-
sional lawn care career 20
years ago as one of the first
franchisees for Lawn Medic.
About eight years later he
struck out on his own and tar-
geted the growing number of
business and affluent residen-
tial properties emerging along
the 1-95 corridor. His market
area is concentrated in a ra-
dius of about 35 miles from his
offices. But some of the eco-
nomic bloom has faded from
the area as it has in many parts
of New England. Some of Re-
ynolds’ most steady custom-
ers, the high-income-earning
business commutors, are look-
ing to cut corners.

“My white collar routes are

Doug Jensen, manager with
excellent diagnostic ability

Frank Reynolds, in the lawn care business 20 years, says it's time industry and activists opened a dialogue

soft,” says Reynolds, “typ-
ically the $500,000 to $600,000
properties with the $2500-a-
month mortgage payment.
This person is looking for
ways to reduce expenses.”

his change is driven by

economics, says Frank,

but the public’s percep-
tion of LCOs—and the chemi-
cal products they use—is
causing a more profound
change in his business. This
shift has caused Reynolds to
focus more on the benefits of
maintaining healthy turf and
stressing such factors as
safety, erosion control, dust
reduction, ete., and not ex-
clusively on the “lush, look
good” approach.

“Don’t show me a market-
ing piece that says that you
should hire Reynolds Lawn
Care because it's going to give
you a greener, thicker lawn,”
says Frank. “Show me how I
can provide a family with
something it really needs like a
safe place for its children to
play.”

And this safety issue, by
definition almost, revolves
around the pesticide issue,

particularly in New England.
But, unlike some of its neigh-
bor states, the ‘“‘environ-
mental’’ community and
pesticide-using industries in
Connecticut have been able to
compromise.

Reynolds has been a part of
these compromises. He was
one of three industry people
who, representing 18 user
groups in the Professional
Pesticide Users of Connecti-
cut (PPUC), met with three
activists to hammer out the
language of a state law outlin-
ing posting and pre-notifica-
tion requirements for profes-
sional pesticide users (exclud-
ing agriculture). But industry
and activists also agreed that
homeowners should be re-
quired to post and notify abut-
ting neighbors when they use
pesticides. This is significant.
It hasn’t happened in any
other state. (The Connecticut
law passed Oct. 1, 1988, is ex-
pected by go into effect later
this year.)

“We believe that pesticides
can be applied safely by
trained commercial ap-
plicators and, potentially,
abused by the untrained user;

and we as a group insisted that
if we were going to post then,
by gosh, the homeowner was
going to post too,” says Rey-
nolds.

In fact, training is probably
at the heart of the pesticide
issue, Reynolds feels, which
includes both agronomic and
public relations training. He
says his supervisors are ex-

tremely capable in both diag-
nosing turf problems and
dealing with property owners.
“We're a quality-driven com-
pany. We want to prove that
we can grow and manage qual-
ity turf. And if a client has
questions, we're more than
willing to sit down with them
and discuss their property,”
says Reynolds. LCl

Connecticut firm has spotless product loading/mixing area.

NLA says 1989 was up and down

WASHINGTON, D.C.—Suc-
cesses and slumps.

That’s what the National
Landscape Association
(NLA) described the 1989
business year in its 14th an-
nual Economic Survey of
member firms.

The NLA also kept a close
eye on The National Associa-
tion of Home Builders which
reported stagnant or falling
prices in some former real es-
tate hot spots on the east and

west coasts. Members of that
group were somewhat pessi-
mistic about future homes
sales, but this didn’t totally
dampen the NLA’s outlook. It
reasoned that if people stay in
the same house longer, they’ll
be more apt to upgrade their
landscaping.

The NLA survey according
to region:

® Northeast. An economic
slowdown. Total landscape
sales for 1989, “by far” the

worst reported with an aver-
age 6 percent growth. Overall,
sales, including maintenance,
were up only 2.3 percent. New
residential landscaping was
down 0.3 percent, while new
commercial projects were
down 1.8 percent. Renovation
barely fared better with resi-
dential work up just 5.5 per-
cent.

The NLA pointed to sev-
eral factors for the slowdown:
Wall Street fluctuations that

caused many layoffs, contin-
ued high unemployment in
some areas, early winter 1989

freezes.
® Southeast. Slowing
growth everywhere but Flor-
ida. NLA's survey reports an
overall growth of 29.1 percent
in total landscape sales for
1989. Overall, sales, including
maintenance, were up 16.3
percent. New residential and
commercial projects were the
See NLA on page 25




When Rick Steinau moved up s
to the performance of gee‘é‘;wigﬂf;r’gﬁ%gd
TURF N hlS Cuswmers give control in the

80-85% range.’—

gave hlm ma blg thumbs-up. [

Greenlon Lawn Care Services
Cincinnati, OH

In the lawn care business, you
know that exceptional perfor-
mance reduces callbacks and
cancellations—and costs less
in the long run.

Less callbacks.

“We started using TURFLON
three years ago,’ explains Rick
Steinau. “TURFLON simply does
a better job on the hard-to-
control weeds like spurge, oxalis,
ground ivy and wild violets.
These are the problem weeds
that customers usually complain
about most. With TURFLON,
we've seen a 25% reduction in
weed-related callbacks and a
15% drop in cancellations’’

More savings.
“We are definitely saving money
| by using a premium herbicide;’
continues Rick. “We know that
a treatment with TURFLON costs
about 50¢ more per lawn than
a standard three-way herbicide,
_ i but we actually realize a 30%
% ‘ savings in our herbicide program”
| Rick Steinau knows that the
performance of TURFLON herbi-
cide has made a big, big dif-
ference in his business. Just
think what it can do for yours.
Call us to find out more.

Move up to TURFLON
T

*Trademark of The Dow Chemical Company
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Prepare a b

usiness plan

before implementing IPM

BY Dwayne MoLL

Starting an integrated pest
management (IPM) program
may seem like quite an under-
taking but it can be done if you
do it a step at a time, Actually
the agronomic techniques are
fairly simple and easily under-
stood, given that you have a
working knowledge of hor-
ticulture. But, you must also
have a business plan.
Elements of a business plan

should contain:

® Proposed products
and services—Determine
the precise services you will
provide. Pruning? Aeration?
Thatch reduction? You must
also decide how these tech-
nical services will be delivered,
and what control products
you’ll be using.

® Program goals—Don't
make profits the only goal of
your operation. Is your goal to
keep up with the competition?

Do you want to simply add on
another service upgrade
(why)? Do you have some key
employees that you would like
to see develop professionally
so they can become star assets
for your business?

@ Opportunities—What
are the benefits of the pro-
gram? Will it give you poten-
tial for growth? Although
you're reading a lot about the
nation’s environmental con-
cern, that doesn’t mean your

region will automatically be a
good market for IPM. Or
maybe it is. Good market re-
search may be necessary.

® Competitive edge—Is
your operation more tech-
nically proficient than others
in your market area? Maybe
your customer servicing rec-
ord outshines the competi-
tion. Identify your strengths.
Capitalize on them.

@ Financial status/posi-
tion—Will your balance sheet
and relationship with the
bank allow the startup and fi-
nancing needed to implement
this new service?

® Financial projec-
tions—Determine your bud-
get and pricing structure.

STEP
INTO

THE
As a lawn and turf care
OF F lC businessman, you need an

efficient, comfortable work environment. You
need Snapper/Kees Pro Series mowers — the most
user- friendly commercial walk-behind you can
buy. We build these tough, gear-driven mowers to
please tough customers. We know the demands
turf care pros place on their equipment.

The ProSeries unique handle design adjusts easily
to operator height, and allows true fingerip control,
regardless of operator hand size. And, Pro Series offers
a choice of power unit options (14 hp and 18 hp Kohler
engines)and mower deck sizes (36",48",52" and 61") to
custom fit a Pro Series mower to match your needs.

Key features include:
« Shift-on-the-go capability with a special
Peerless transmission that's exclusively
designed for Snapper/Kees.

SEE US AT
GREEN INDUSTRY EXPO
BOOTH #1243

* Five forward speeds from 1.5 to 5.9 mph, plus
positive reverse drive.

* Five-gallon capacity polyethylene fuel tank.

* On-the-go brake adjustment.

¢ Handle-mounted headlights.
Snapper/Kees dependable

equipment, easy lease plans

and commercial user

Snap-Credit make your

business look good,

on the job and

on the bottom

line.

For the name

of the Snapper/Kees
dealer nearest you,
call or write:

PRO DIVISION

700-800 Park Avenue * Beatrice, Nebraska 68310 U.S.A. « Phone: 402-223-2391 « FAX: 402-228-2258

FD. KEES MANUFACTURING COMPANY
SINCE 1674

A SNAPPER EQUIPMENT COMPANY _

Circle No. 120 on Reader Inquiry Card
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Pinpoint those areas of addi-
tional costs both for startup
and for continued operation.
Don’t let your budget become
your business plan.

® Marketing plan—
Know where you're going and
how you’ll get there. Identify
your target market. Package
your message. Get the word
out. Close the sale.

® Management and
staff—Research what posi-
tions and systems will be
needed to service the customer
and provide support for the
field personnel.

® Equipment and sup-
port systems—Will a com-
puter be necessary? What will
your IPM specialists be taking
into the field with them?

® Implementation
schedule—Determine which
phases will be finalized when.
You obviously don’t want to be
putting together your market-
ing plan in March, when the
selling season is already slip-
ping away.

® Research and develop-
ment—Be able to evaluate
new materials and techniques.
This will help you improve
your service and keep the com-
petitive edge. This may also
allow you to continue offering
certain services if other mate-
rials are removed from the
market.

® Future plans—What
will you operation be like in
five years and how can you
prepare for it? Maybe you
don’t have a computer but are
planning to purchase one in
two years. It would be prudent
to structure your IPM service
s0 it can easily fold into a com-
puter down the road.

@ Pitfalls—We all like to
brag a little from time to time
about our strengths but we
need to take an honest look at
our operation to discover our
weaknesses so that they can be
minimized. Also, will the mar-
ket change? How about em-
ployee turnover? Equipment
longevity?

The business plan outlines
the service, the marketing ap-
proach, how the servicing will
be done and who will be in-
volved in the company. This
may sound like nothing more
than Business 101. That's be-
cause it is. These are sound
principles. Given that, it
makes sense that the neces-
sary time be spent fleshing out
the business plan.

Plant your top-flight IPM
program on a sound business
footing, and chances for suc-
cess increase, LCI

About the Author
Duane Moll is president of
Horticulture Concepts, Aurora,
CO, a landscape management
consulting
firm
specializing in
IPM, chemical
use and
evaluation and
training for
turf and
ornamental
management.




Bob Kapp

For the costof a candy bar,

made the

sweet move up to TURFLON.

“Our customers expect
and demand quality
—and we deliver.

If it costs an extra
50¢ a lawn to keeF
customers, it's well
worth it)—

Bob Kapp, President and CEO

Kapp’s Green Lawn
Munster, IN

How much is customer satis-
faction worth? For Bob Kapp
of Kapp's Green Lawn, it's worth
the performance difference that
TURFLON" herbicide can provide.
What price customer
satisfaction?

“We switched to TURFLON two
years ago because we weren't
pleased with our previous her-
bicide;" says Bob Kapp. “Cost
has never been a deciding factor
in the products we use. The extra
50¢ per lawn for a treatment
with TURFLON herbicide doesn't
make a bit of difference. In this
day and age, you simply have
to retain customers—Iit costs
too much money and time to
replace them”

Its rewards.

“TURFLON did a much better
job, particularly on our problem
weeds like wild violets, ground
ivy and spurge;’ Bob continues.
“Since switching to TURFLON,
we've reduced our weed related
callbacks and service cancella-
tions by 50% from a year ago’’
With performance like that,
you'll be able to add some sweet-
ness to your bottom line. Call
us to find out more.

YAA REN AT
1-800-352-6776

Move up to TURFLON

Circle No. 114 on Reader Inquiry Card
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Des Rice thinks the world is ready for lawn care
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“Weed Man’’: LCOs will defeat slowdown

ake heart LCOs. Even if

I the economy worsens,

the public will buy pro-
fessional lawn care.

So says Des Rice and maybe
he should know. He’s been in
the business 20 years and built
and operates the highly suc-
cessful Weed Man network in
Canada (soon to be interna-
tional, but more on that later
in the story).

Rice says he won’t describe
the lawn care business as re-
cession-proof, but his com-
pany has grown each time the
economy sagged. “I hope it
stays that way,” he says.

“We’re up about 20 percent
this year,” says the 42-year-
old Rice, who founded Weed
Man in 1970, and began selling
franchises—he prefers calling
them dealerships—in 1976.
“That’s not quite the sales in-
crease we had forecast for this
year, and it’s a little below our
average growth over the last
few years, about 25 percent,
but we’re very pleased with our
growth this year. It’s a respec-
table increase, particularly un-
der the current economic
conditions.”

Unlike many businesses,
Rice says the lawn care busi-
ness “has a definite tendency
to improve when the economy
gets a little tougher. Under the
kind of economic conditions
we’re currently experiencing,
people seem to travel less,
which means that they spend
more time at home. They want
their homes to look better, and
a good-looking lawn contrib-
utes a great deal to the overall
appearance of a home.

“There’s another reason for
our current growth: most peo-
ple don’t like to do what we do.
They also realize that we can
do their lawn care work for
what it costs them to do it
themselves, and we’ll probably
do a much better job,” says
Rice, adding that the average

The lawn care
business tends to
improve when the
economy slows—
Des Rice, founder
of Weed Man.

cost of the Weed Man’s service
is $160-$175 a year for five
treatments.

e says Weed Man is

forecasting another

year of growth and ex-
pansion in 1991 despite con-
cerns about the Canadian
economy. “We’re projecting a
20 percent increase in our
dealer group, with another 20
joining us during 1991. There
will be some new dealerships
opened; in other cases, the big-
ger dealers will be splitting
their territories into more
manageable areas. We help
them to do this,” he explains,
“because of our expertise in
this businesses. We have sev-
eral large dealers who have
achieved their personal goals,
and don’t want to continue
working as hard as they have,
so a sub-dividing of their ter-
ritories is the ideal solution to
their situation.”

Rice says his company’s
sales have continued to grow
for several other reasons. “We
provide Weed Man dealers
with a great deal of training,
both in technical areas and in
management skills. We bring
them (the dealers) together
twice each year, and we work
very hard at giving them the
best training available. We
bring in top speakers, like
Stan Brown, who has written
a great book on service excel-
lence. When Stan spoke at our
dealer seminar, we spent an
additional $2,000 to give ev-
eryone in attendance a copy of
his book. We don’t cut corners
on dealer training, and the
dealers seem to appreciate
these seminars. We have a 75
percent attendance rate,
which is one of the highest in
the industry.”

Rice says there’s another
important reason for the com-
pany’s continued growth: the
availability of new products
for the dealer network. “Take
our latest product. It’s called
Wizz-Away, and is a chemical
product that was developed in
the United States to heal lawn
damaged caused by dogs and
salt. We have the Canadian
rights for this new product,
which is comprised of non-
toxic, natural organic ingre-
dients that speed up the heal-
ing of grass damaged by dog
urine and other salt sub-
stances. This product is avail-
able through our dealers, and
is selling very well for its first
year in the Canadian mar-
ketplace.”

e says his goal is a
H “world-wide lawn care

organization.” Weed
Man has already opened its
first dealership in the United
States. “We’d have more but
the state laws on franchising
and chemicals vary so much
that we have to move slowly.”

Des Rice says “the world”’ wants professional lawn care. He's hoping his familiar green and yellow
trucks are there to provide it, particularly Europe and the Far East.

Rice also plans to expand into
the United Kingdom, Europe
and Australia over the next
three or four years.

Recently he headed a Cana-
dian trade mission organized
by the Canadian Franchising
Association, with support
from the Canadian govern-
ment. Rice and the other
seven Canadian franchisers
took part in a major franchise
show in Melbourne, Australia
under the auspices of the Aus-
tralian Franchising Associa-
tion. He wants to develop a
master plan for Australia and

New Zealand.

Some of the European
countries are also potential
markets.”There’s a little dif-
ferent mind-set in every coun-
try, and in every region, it
takes time and experience to
develop that local knowledge
that you need to be successful
in that marketplace.” says
Rice.

Rice admits that the suc-
cess of Weed Man—which he
started with a $500 truck, a
used pump, and a couple of oil
drums to hold chemicals—has
“exceeded even my most op-

timistic expectations.” But he
says he still has one complaint
about the business: “Why is it
that every successful franchise
becomes known as something
else—like an automobile
dealer, or an associate store.
You don’t hear a McDonald’s
outlet called a franchise, but
that’s really what it is. It seems
that franchise is more of a
catch-word than anything
else. Personally, I much prefer
the word dealer. It’s like I tell
people: We're in the franchise
business, but we sell deal-
erships.” LCI

CPDA behind
recycle push

WASHINGTON, D.Cc.—The
Chemical Producers and Dis-
tributors Association says it’s
time to recycle all agricultural
plastic pesticide containers.
(Can a similar push for related
industries be far behind?)
Warren Stickle, president
of the CPDA, called for the
creation of a national collec-
tion program for plastic con-

tainers (especially 1-, 2'2- and
5-gallon containers) sup-
ported by an industry-funded
program similar to Superfund.
“Containers could be pro-
cessed for recycling at a county
or multi-county site, under
state supervision and regula-
tion, with equipment pur-
chased through a federal grant
system,” he said. “The entire
process could be supported by
fees paid by pesticide regis-
trants.”

He proposed that those re-

turning the pesticide plastic
containers be paid a fee for
each returned. Stickle said the
program would:

® establish a workable na-
tional plastic recycling pro-
gram.

® help recycle as much as 40
million pounds of plastic per
year.

® reduce the waste pres-
ently heading toward landfills.

® assist farmers and other
users in finding safe and work-
able solutions to disposal. LCI

PGMS edition
being offered

COCKEYSVILLE, MD—The
Professional Grounds Mainte-
nance Society’s 6th edition of
the Grounds Maintenance Es-
timating Guidelines is avail-
able. It includes charts to help

cost a job, including the “hid-
den costs” in projects.

Also available are the
Grounds Maintenance Man-
agement Guidelines and the
Grounds Management Forms
and Job Descriptions Guide.
Each manual costs $12 if check
is sent with order and $15 if
billed. They’re free for PGMS

members.

The 1990 PGMS Mem-
bership Director is also avail-
able and can be obtained by
non-members for $30 (free to
members).

PGMS, 10402 Ridgland
Road, Suite 4, Cockeysville,
Maryland 21030. Telephone:
301/667-1833. LCI

Lesco reports
top 3rd quarter

ROCKY RIVER, OHIO—A sales
increase of 18 percent over
1989 boosted Lesco, Inc., to its
best third quarter ever.

James I. FitzGibbon, chair-
man and chief executive offi-
cer, reported Lesco’s sales at
$32,765,100 in the third
quarter ending August 31. He
put the company’s net income
at $1,162,200.

“Our second quarter this

year also established record
sales and earnings,” said
FitzGibbon. “Taken together,
the two periods reflect the
benefits of capital investments
which have broadened our
product line and increased the
capacity, productivity and

efficiency of our nationwide
marketing and manufacturing
activities.”

FitzGibbon said Lesco is eye-
ing new service centers, in part
because of the opening of a new
fertilizer production plant in
Martins Ferry, Ohio. LCI

Green industry video now ready

SUTTON, MA—The Green In-
dustry Council says its video
“Growing Futures” examines

careers in the green industry. | Sutton, MA 01590.

$49.95 per video, color poster
and booklet. Contact: Green In-
dustry Council, PO Box 171,
LCI
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it didn’t name) had mislead
the public by claiming lawn
pesticides are safe.

Contacted by Lawn Care
Industry magazine in mid Oc-
tober, Moline said he had just
begun gathering information
from the three lawn care com-
panies. “It will preceed from
here like any other civil com-
plaint,” he said. “We will eval-
uate the complaint and break
it down into its important
points. Then it’s likely we’ll
present what we've found to
an expert.

“I think it’s safe to say that
adecision one way or the other
isn't imminent.”

The complaint itself repor-
tedly runs about 500 pages,
many of which are not central
to the misrepresentation is-
sue, added Moline.

Daryle Johnson of All-
American told Landscape
Management magazine that
his company was apparently
singled out because its liter-
ature says that, “These prod-
ucts selectively control weeds
and insects. Once properly di-
luted and applied according to
label directions, they pose no
unreasonable health or safety
risk to people, pets or the envi-
ronment.”

The complaint prompted
news stories in the Cedar
Rapids Gazette, The Daily
lowan, the Iowa City Press-
Citizen and other local and
state newspapers.

In one of the news stories,
John Chaney, owner of the
Corralville Spring Green fran-
chise said he would supply the
attorney general’s office with
every piece of advertising he
has ever used.

Indeed, Moline said all the
lawn care operators said they
would cooperate.

“The lawn care industry
has an unparalleled record of
safety,”” All-American’s
Johnson was quoted in the

Cedar Rapids Gazette.  LCI
from page 1

with PLCAA, the designated
show management organiza-
tion.

Show schedule:

® Monday, Nov. 12, 6:30-8
p-m., Convention Center.

® Tuesday, Nov. 13, 10:30
a.m.-3:30 p.m., Convention
Center.

® Wednesday, Nov. 14,
10-30 a.m.-3:30 p.m., Conven-
tion Center.

On Thursday, Nov. 15,
there will be an Outdoor
Equipment Demonstration at
Centennial Park. LCI
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Contamination

risk small with intelligent applications

17

PLCAA guidelines to avoid runoff

MARIETTA, GA—The Pro-
fessional Lawn Care Associa-
tion of America says the risk of
pesticide contamination in
wells, streams and ponds is
minimal when moderate
amounts of fertilizer are ap-
plied to actively growing turf.

Pesticides should be spar-
ingly and according to label in-
structions.

The PLCAA guidelines:

® Avoid heavy applications
of nitrogen fertilizer, espe-
cially during seasons when
turf is not actively growing.

® Use slow-release nitrogen
sources as much as possible on
and may not be capable of lim-
iting runoff. For example,
grass cultivated around new
construction should not be
heavily fertilized.

® Never apply lawn care
materials within ten feet of a
stream, brook or pond. Wider
setbacks should be used if re-
quested by the customer or re-
quired by state or local law.

® Always follow the rate di-
rections listed on pesticide la-
bels, and calibrate equipment

often.

® Avoid applications
around wells with cracked cas-
ings and over shallow, gravel-
packed wells.

Robert E. Bushouse, owner
of Green King of Kalamazoo,
Mich., says a few years ago he
began offering phosphorus-
free lawn fertilization to cus-
tomers who lived near lakes.

“Because we mix our own
fertilizers, we can avoid using
phosphorus, which is not good
for lakes,” says Bushouse, who
eventually stopped using

phosphorus altogether. To
promote root growth, he mixes
potash into his formulas in-
stead. LCI

RM Turf Show

DENVER, co—Rocky Moun-
tain Turf Conference, Dec.
3-5, Holiday Inn at 1-70. LCI

PRESERVATION...PLAN ON IT

National Trust for Historic Preservation
Dept. PA, 1785 Massachusetts Ave,, N.W.
Washington, D.C. 20036

Circle No. 139 on Reader Inquiry Card
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Is attending the
PLCAA confab

tax deductible?

Although the rules covering deductions
have been changed by recent tax laws
you can still write off a lot of costs.

BY Bess RITTER MAY

You may be wondering whether
you can afford to go to the Pro-
fessional Lawn Care Associa-
tion Conference. You can
probably afford the trip and I'll
tell you why—many of your ex-
penses will be tax deductible.

That is, if you keep careful
records to prove your deduc-
tions. And it’s an important
o | it

The IRS uses what it calls a
primary purpose test to decide
whether expenses for attend-
ing a convention are deduct-
ible. This test simply means
that the primary purpose of
the business trip must be busi-
ness related. A good example is
the cost of traveling to and
from a convention site—
plane, train, bus, auto or by
any other suitable means.
They’re only deductible if the
primary purpose of your trip is
business. You can’t write off
the travel if it’s to visit Uncle
Joe and Aunt Minnie who live
near the convention site.

Deductible expenses

Other expenses you can de-
duct if your trip is primarily
for business purposes:

® taxi and bus fares for
traveling between terminals
and your hotel transportation
from the hotel to the conven-

tion center;

® reasonable amounts for
handling baggage, samples
and display materials, other
display expenses as the cost of
sample rooms and convention
hospitality suites;

® non-extravagant lodging;

® parking and registration
fees;

@ a portion of food and bev-
erage costs;

® tips and telephone ex-
penses incurred in connection
with the business meeting or
convention.

Some business entertain-
ment expenses are also de-
ductible. The IRS even
considers evenings spent at
the movies, sporting events
and nights out on the town as
associated entertainment
costs, plus meetings with cli-
ents, customers and business
associates if you have a general
business reason for getting to-
gether. The rule also applies if
you are a rep for regional prod-
uct lines, own or represent a
wholesale business or are a dis-
tributor.

Discuss business

Get togethers may be held
between convention events or
in the evening at their con-
clusion. But none are allowa-
ble unless only business
matters are actually discussed.

How about a short vacation
to a nearby resort after attend-
ing the PLCAA show? Is that
income tax deductible? Not if
the main purpose of the trip is
personal. The IRS determines
whether any given trip is pri-
marily for business or personal
reasons by determining how
much time is spent on per-
sonal activities compared to
that directly relating to the
convention, trade show, or
business meeting. If you spend
one week attending the
PLCAA convention in an out-
of-state location and the fol-
lowing five visiting a relative

LAWN CARE INDUSTRY NOVEMBER 1990
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who lives nearby, expect the
IRS to view your trip as pri-
marily personal.’

But regardless of it’s pri-
mary purpose you may deduct
any business expenses you in-
cur while you’re in the area.
Example: Your business is in
Philadelphia and you attend
the Nashville convention. You
stay there for six days and
your total expense, including
round-trip transportation,
meals and lodging, is $1,000.
This may be deducted. If, on
your way home, you spend
three days in th Virginia to
visit relatives and spend $100

Use Par EX" Turf  # * *., Exclusive IBDU® slow
Fertilizers contain- §:: - 5 - release nitrogen is
ing IBDU" slow " not dependent on
release nitrogen for ;«"“ ~ microbial activity
superior quality turf . \&¢”<®Pand it is formulated
this fall and earlier 7" "'to meet your regional
greening next spring. nutritional requirements.

)l CX

THE EX STANDS FOR EXCELLENCE

For more information contact: Vigoro Industries, Inc. + PO. Box 512 - Winter Haven, FL 33882

(813) 294-2567

Par Ex" and IBDU" are registered trademarks of Vigoro Industries, Inc.
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per day in travel and related
costs your deduction is still
limited to only the $1,000 you
spent getting to and from (and
in) Nashville.

Be careful when claiming
deductions if the convention is
in a resort area because most
attendees usually combine
business with pleasure when
listing deductions. The IRA is
very well aware of this its
agents really scrutinize claims
concerning conventions in
such sites, especially when the
attendee is accompanied by a
spouse and children.

Wife and kids?

Concerning the wife and
kids. Generally, their expenses
aren’t tax deductible. The ex-
ception, however, is when the
wife is present for business
reasons. But this is even
‘(iﬁ‘y”.

Nevertheless, you can cut
family-attending convention
costs. When your spouse and
other members of your family
accompany you your bills will
show costs for all, especially
accommodations and trans-
portation. These usually are
less than twice the cost for a
single person. So to determine
what you may deduct don’t di-
vide the bill in half. Figure
what it would have cost you to
have gone alone since only the
excess over your costs isn’t de-
ductible. You and your wife
travel by car to a convention
and her presence is social. You
pay $110 a day for a double
room but a single room would
cost you $100. You may deduct
$100 a day for your room, but
insist that the hotel note the
single rate on your bill when
you check out.

Deducting the total cost of
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operating your car to and from
the convention is also allowa-
ble since it would be the same
if you traveled alone. If you
travel by plane or train or
other means you may deduct
only your own fare. Amounts
for taxis, rental cars, bus fares,
luggage handling and the like
are fully deductible when your
spouse and other members of
your family travel with you if
their presence doesn’t signifi-
cantly add to the total costs.
Expenses concerning mak-
ing a stopover to a vacation
site with the family aren’t de-
ductible but can be minimal if
you drive since all auto ex-
penses for everyone in the car
(as above) are allowable. You
might also schedule a business
call or meeting in the area (in
addition to the convention) to
coincide with your sidetrip.
Now, part of this pleasurable
excursion will be deductible.

You must attend

Be aware of the term
“closed video loophole”. It
means that convention ex-
penses will not be tax deduct-
ible if incurred at educational
events if you don’t actually
participate in seminars, dis-
cussions and workshops, but
are simply given (or sold)
video tapes of lectures on top-
ics related to your business
which can be viewed at your
convenience. Now the trip is
considered to be a vacation.
But the expense is allowable if
you personally attend a con-
vention session in order to
view such videos, and do so
before they are presented to
you.

How about employees?

What is tax deductible con-
cerning my employees who
attend conventions and trade
shows for my lawn care busi-
ness? The show or convention
(as above) must be primarily
for business purposes. Rele-
vant factors for determining
this include the amount of
time devoted to business at the
show, as compared with the
time devoted to recreational
and social activities, the loca-
tion of the convention (i.e.,
whether it will be held at a re-
sort hotel), whether the trip
has been given to the employee
as a bonus or award, and
whether the trip is for training
purposes.

If you are an employee or
sales rep of a company, you
cannot take tax deductions for
travel expenses to attend a
convention if the company re-
imburses you for such costs.
When this is the case you must
keep a diary to submit to your
boss plus supporting paid
vouchers and bills. Your com-
pany, in turn, should have
them verified.

If your firm doesn’t provide
such a check, keep your rec-
ords available for a possible
IRS audit. If you won’t be re-
imbursed for convention-at-
tending expenses you can
deduct everything allowable
on your return as long as you

can prove what you spent,
were not reimbursed for them
by your boss and can prove you
were away from home on busi-
ness.

Obviously, the best way to
claim all of the deductions
you’re .entitled to is to keep
careful records. You'll be very
glad you did if your return is
ever examined. At that time
your deductions will depend
on whether you can prove to
an examining IRS agent that
your trip, despite any vaca-
tioning, was made primarily
for transacting lawn care busi-
ness.

Keep a diary
One strategy is to keep a

small pocket diary to record all
costs, ideally as soon as they’re
incurred. Set aside the same
time every day to update your
records because it’s easier to
make daily notes than to try to
figure out what you did later.
Paste an envelope inside the
back cover for storing all re-
ceipts. Note when you arrive

‘at the convention and when

you leave.

Include all expenses con-
cerning where you went, who
you talked with, what you
talked about and the date as
well as the amounts you spent.
Include the name, title and
name of the company con-
cerning people you discussed
business matters with during

the convention. In other
words, always record the five
W’s: who you were with, what
you discussed, when the event
took place, where, and why for
each item you claim.

Carefully segregate ex-
penses directly connected
with your business dealings at
the convention from those
which relate to personal activ-
ity as sightseeing, social visit-
ing and entertaining, because
recreation costs are not de-
ductible even though they’re a
part of your overall conven-
tion costs.

Example: You attend a
business convention in a cos-
tal resort city primarily for
business reasons. During the

convention period you do
some local sightseeing, social
entertaining and visiting all
unrelated to your business.
You may deduct your travel
expenses to and from the re-
sort, your living expenses at
the resort and other expenses
as business entertaining. But
don’t deduct the cost of sight-
seeing, personal entertaining
and social visiting.

Get a receipt for every bill
you pay. Include tips. When
discussing business matters
with customers and friends at
the covention keep good notes
by writing down everything
you discussed, or use a small
tape recorder. Keep the stubs

See TAX on page 22
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Fon the Entire Induitry

Outstanding Solo Performances

LANDSCAPE MANAGEMENT is written for golf course and landscape professionals,
while LAWN CARE INDUSTRY satisfies the information needs of chemical lawn
care professionals. Together, they provide total show and industry news coverage.

You could call their editorial and marketing teams *‘roadies,”’ because they spend
50% of their time traveling to shows, tracking stories and getting candid perspectives
from suppliers. Listed here is just a portion of the shows they'll be attending this
year. Frankly, it's the only way to stay on top of late-breaking news and keep both
books fresh and on the cutting edge of their market segments. This dedication makes
them the authoritative voices on industry problems and opportunities readers need
to be aware of...and explains why their competitors look like warm-up acts.

Play to a Sellout Crowd

When your product message appears in either LANDSCAPE MANAGEMENT or
LAWN CARE INDUSTRY, your ad plays exclusively to loyal fans and earns rave
reviews that will improve your bottom line. Call your LANDSCAPE MANAGEMENT
or LAWN CARE INDUSTRY representative today to reserve space in the superstars

of the industry.

7500 Oid Oak Boulevard, Cleveland, OH 44130 (216) 243-8100
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Irrigation Show
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There is some turf even

DURSBAN cant protect.

Granted, DURSBAN* Turf Insec-
ticide won't do you much good
in a dark alley. But when it's
time to get tough on surface-

feeding insects, it doesn’t make
any sense to take chances.
What makes sense is using the

industry standard—DURSBAN
insecticide.

More muscle for your
money. Nothing’s meaner on
Chinch Bugs, Billbugs, Sod
Webworms and other surface-
feeding thugs. Nothing. And

there’s simply no better value
for liquid lawn care applications.
One tough insecticide.
What's more, DURSBAN Turf
Insecticide offers excellent resi-
dual, low odor and superb broad
spectrum control. The kind of




control you've come to expect— keep surface feeders off your

and customers demand. turf. Wearing a black leather
So arm yourself with jacket during application is, of

DURSBAN Turf Insecticide. And  course, not recommended.

DURSBAN Turf Insecticide. The Professional Choice.
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*“Trademark of
The Dow Chemical
Company




“Orgamc” lawn care’s goal to
enhance soil biological action

By DR. EvLioT C. ROBERTS

The value of organic processes
is well understood in main-
taining soil productivity.
These processes are beneficial
on grassland agriculture, that
segment which includes
turfgrass management. It’s
natural that we should use
slow-release “organic” fertil-
izers so as to take greatest pos-
sible advantage of the
biological system already
functioning within the root

zone.

And what a system it is!
There are some 900 billion
bacteria, fungi, actinomyces
and protozoa in each pound of
soil. (There are close to 2 mil-
lion pounds of soil in the root
zone for each acre of turf.)
This amounts to about 70
pounds of micro-organisms
per 1000 square feet of turf
grown on soil that would weigh
close to 50,000 pounds.

That’s not all. Large num-
bers of small animals enrich

the soil by decomposing
organic matter. For example,
earthworms increase fertility
of the soil by producing casts
often containing 40 percent
more calcium, 200 percent
more magnesium, 350 percent
more nitrate, 650 percent
more phosphorus and 1000
percent more potassium than
surrounding soil.

Recognizing these realities,
the new definition of
“organic” turf management
should meet the following

three criteria:

® “Organic” turf manage-
ment is a complete mainte-
nance program featuring the
application of organic (con-
taining carbon) products ei-
ther natural or synthetic with
slow-release and/or decom-
position properties that pro-
mote lawngrass growth and
also enhance natural soil
macro- and micro-biological
processes.

® “Organic” lawn care uses
natural or synthetic inorganic
products that break down
slowly and have slow-release
properties as long as natural
soil macro- and micro-biolog-
ical populations are enhanced.

@® “Organic” lawn care may
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YOUR SCU FERTILIZATION
PROGRAM SHOULD
LOOK LIKE THIS

Keep all your turf problems in line with one of the

most diverse SCU fertilizer lines available—Lebanon Pro.

From straight granular fertilizers to combination
products that contain today's leading control chemicals,
Lebanon'’s high quality blends deliver the performance
you need—predictable growth, even green-up and

consistent color.

Our SCU products are carefully selected to be
uniform in size, to flow freely and evenly, and provide
the best possible nutrient distribution. Plus they're

professional

> TURE
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supported by a full line of granular control products for

straight application.

Every standard formulation in the Lebanon Pro
SCU line is stocked and ready, assuring you of product
availability—whatever the season. And with our nation-
wide distribution network you can get the products you

need, when you need them most.

For more information on Lebanon Pro SCU fertil-
izers, contact your local Lebanon sales representative,
Lebanon distributor or call 1-800-233-0628.

Lebanon Pro

The Season-To-Season SCU

TURFE PRODUCTS

© 1990 Lebanon Turf Products
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require applications of in-
organic plant nutrients in very
small quantities necessary to
sustain natural soil macro-
and micro-organisms, and de-
velop vigorous healthy
turfgrass.

“Organic” is not new. Actu-
ally the advent of chemical ag-
riculture is relatively new.
Research 50 to 100 years ago
had mostly to do with organic
matter as of critical impor-
tance in soil fertility. LCI

About the Author

Dr. Eliot C. Roberts is executive
director of The Lawn Institute,
Pleasant Hill, TN.

TAX

from page 19

of all tickets purchased for so-
cial-business convention
events to show where you went
and what it cost.

If you drive, write down
your beginning and ending
odometer readings. Collet and
keep credit card receipts for
gas, oil and other automotive
costs. Collect and keep all
credit card receipts con-
cerning all other convention-
related purchases paid by
credit card. Keep copies of all
show and convention liter-
ature.

Keep a record of all busi-
ness sessions attended. If the
convention provides a sign-in
book, be sure to sign it. Bear in
mind that every receipted bill
or voucher must show the
amount of the expense, the
date it was incurred, where it
was incurred and its purpose.

A hotel bill must show the
name, location, date and sepa-
rate amounts for charges such
as lodgings, meals and tele-
phone calls. A restaurant bill
must show the name and loca-
tion of the restaurant, the date
and amount of the expense
and whether a charge was
made for items other than
meals or beverages, and, if so,
details concerning it. Your
records must also show the
names of those you enter-
tained, the business purpose
served by the entertainment,
the business relationship be-
tween you and your guests and
the place of entertainment.

Keep your diary and sup-
porting records of business re-
lated expenses for at least
three years after the date for
the return. For more informa-
tion contact your local IRS of-
fice or your personal tax ad-
visor. This article, because it
must be general, can only
touch on general points relat-
ing to tax deductible conven-
tion expenses. It does not
substitute for the help of a pro-
fessional tax advisor. LCI

About the Author
Bess Ritter May is a freelance
writer living in Philadelphia. She
specializes in business topics.

Have a SPILL?
Call Chemtrec
1-800-424-9300
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Better packaging sought by manufacturers

BY Lisa GiTuiN

esearch and develop-

ment experts are ag-

gressively examining
new ways of packaging and de-
livering herbicides and
pesticides to lawn care profes-
sionals.

“It’s a given that these
chemicals are only so safe,”
says Greg Gergen, Turf and
Ornamental Product Manager

|
|

at ICI Americas, Wilmington, |

DE. “That’s the way nature
made them. Any technology to
render them safer can involve
changes in three areas: the
product itself, the formula-
tion, and the packaging. Pack-
aging is what the industry is
concentrating on right now.”
The market has made sub-
stantial progress in respond-
ing to LCO concerns about
lawn chemical exposure. Al-
though most chemicals are
still delivered in plastic or
metal drums that must be tri-
ple-rinsed and permit expo-
sure through mixing, suppliers
are rapidly taking measures to
eliminate these problems.

ecently, Ciba-Geigy's
Turf and Ornamental
Department in Green-
shoro, NC, reported on a 1988
survey by the Golf Course Su-
perintendents Association of
America on packaging,
formulation and delivery of
turfgrass pesticides. Although
only 10 out of 17 companies
answered the survey, all re-
spondents reported new prod-
uct developments. The most
frequently reported improve-
ments included water-soluble
packaging, easy-opening con-
tainers and closed mixing sys-
tems.
Researchers continue to
pursue better ways to market
herbicides and pesticides.

Monsanto’s Expedite delivery
system minimizes applicator
exposure.

“We're devoting four to five
times as much research to
packaging as we did two years
ago,”” Gergen continues.
“There are so many factors to
consider. For instance, we
tested a water-soluble bag
made from a material that ac-
tually rendered the pesticide
less effective.”

Although most suppliers
now offer certain lawn chemi-
cals in water-soluble, dose-

sized packages, LCOs still face
the old problems with many
products.

“We're still looking for
ways to minimize worker ex-
posure and disposal prob-
lems,” says Deb Strohmaier,
public relations manager at
ChemLawn, Columbus, Ohio.
“You know those tiny, vac-
uum-sealed plastic containers
used mostly for tree-injection?
That state says they have to be

triple-rinsed just like any ‘
other container.”

Richard Deering, owner |
and president of Soft ‘N
Green, with offices in Colum-
bus and Cleveland, praised the
dose-sized, water-soluble
packages of the insecticide
Dursban that his company re-
ceives from Dow. “You can't
get any better than that. If you
need 10 pounds you just put |
four packages in and they dis-

solve. You don’t have to worry
about disposal or breathing
the stuff in. Of course we'd like
to see more of that kind of
packaging.”

uppliers are examining
ways to refine the whole
system of product ap-
plication. Monsanto, St.
Louis, for example markets

two of its products, a grass/
weed herbicide and a broadleaf

Used By

resistance.
Features include:

entry and removal

® Removable cushion insole allows
hygienic cleaning of boot interior
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Lawn Care Professionals

BATA POLYBLEND BOOT®

Two-stage injection moulded. one-
piece construction for complete
waterproof protection Constructed for
environments where severe conditions
require a high degree of chemical

16" Knee Boot - Full sizes 4-13

6" Work Boot - Full sizes 6-13
Black/Grey, Cleated Sole, Full Steel
Shank Standard

14" Knee Boot - Full sizes 4-11. Black’
Grey, Cleated Sole, Without Steel Shank

© Non-slip. self-cleaning soles for safety
e Pull-up and kick-of lugs for ease in

The jacket in the above photograph is
the BATA TUFTEX 30 SERIES made of
PVC/nylon/PVC material. It is
lightweight and extremely tear and

® footbed® insole available for

added comfort and support wo?hm mﬂmﬁ:’:’
® Steel safety toe in selected styles ' iy E°°d'| ragian sleeves
All stesl foe ffems meet or exceed ANSI STANDARD Permeation test results are available
241 Class 75 for impact and compression. upon request.
BATA POLYBLEND® Boots are specially FOR MORE INFORMATION CALL:

formulated for a wide variety of

applications.

1-800-365-2282

BATA SHOE COMPANY, INC., INDUSTRIALS DIVISION ¢ BELCAMP, MD 21017
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herbicide, with a special, low-
volume spray system. Pre-
packaged, five-liter herbicide
boxes fit into a foil-lined
pouch equipped with speed
and spray pattern controls.
The boxes are connected to
the pouch’s lance hose.

“It’s all concentrated so
there’s no mixing,”’ says
Maureen O’Sullivan, market-
ing and communications man-
ager. ‘“You don’t have to
handle the product at all—
that’s the beauty of it. It even
comes with a special cleaner
that you can run through the
system when you’re done.”

Many suppliers are in-

“Water
dissolvable
packets in pre-
measured doses
almost eliminate
worker
exposure,’”’ Andy
Seckinger, Rhone-
Poulenc.

vestigating new formulations
and delivery methods. Andy
Seckinger, product manager at
Rhone-Poulenc Ag Company,
Research Triangle, NC, re-
ports that in many cases
powdered chemicals are being
converted to water-soluble
granules. “It dissolves in water
similar to powder but it’s much
easier to handle,” he says.
“Powder generates dust.”

Seckinger adds, however,
that the most far-sighted solu-
tions are emerging from pack-
aging rather than formulation
research. “Water dissolvable
packets in pre-measured doses
almost eliminate worker expo-
sure,” he says.

uppliers report that the
agricultural market is
forging the way for
changes in product delivery

T 7
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systems. ‘“We’re sort of at the
beginning of delivery research
for the (lawn care) market,”
Seckinger says. “T'o use the re-
cyclable mini-bulk containers,
you'’re going to require a lot of
volume.”

Recently DowElanco began
experimentally distributing
Turflon II Amine herbicide to
LCOs in Ohio and Michigan in
200-gallon, mini-bulk portable
tanks. The mini-bulk tank is
placed on pallets 18 inches off
the ground, allowing the her-
bicide to be discharged out of
the bottom. After use, the con-
tainers are picked up by an au-
thorized distributor. (See
August issue of LCI.) LCOs re-
port substantial satisfaction
with the recycling system.

But until all lawn chemicals
are distributed either in pre-
mixed, dissolvable packets or
closed delivery systems, LCOs
will have to triple rinse con-
tainers. Jim Altemus, public
relations manager at Mon-
santo’s Industrial Greens de-
partment, says “it’s only a
matter of time” before Mon-
santo’s triple-rinse siphoning
system moves from the agri-
culture to the greens market.
“It’s very easy to operate,” he
says. “You don’t even have to
tip the container.”

Other market develop-
ments include product color
coding to eliminate applica-
tion errors, self-contained
measuring, closed mixing sys-
tems, and turf diagnostic kits.

“We’re looking at inte-
grated pest management,”
says Jose Milan, marketing
support manager for the Turf
and Ornamental Department
at Ciba-Geigy. “We not only
sell chemicals, but we want to
give users a chance to ac-
curately diagnose their
needs.”

o assist the process,
Ciba-Geigy furnishes a
diagnostic kit con-
taining such products as a

“macroscope” which allows
detection of turf diseases and

Moisture sensors should help
ease effects of water restrictions

Water restrictions are becoming more common in many com-
munities, most notably in Southern California and South
Florida. They could become an issue elsewhere.

Often among the first target of these restrictions is the water-
ing of turf and landscaping. One answer may be an automatic
irrigation system equipped with a soil moisture device or rain

sensor.

“Many South Florida commercial and residential property
owners are already aware of the benefits of sprinkler systems.
Because of the quantities of water used, a sprinkler system
represents an effective way to conserve water and dollars,” says
Paul Klinefelter, president of Glen-Hilton Products, a Virginia
manufacturer of rain sensors and other controls for sprinkler

systems.

Soil moisture systems and rain sensors permit automatic
irrigation as required to maintain proper moisture levels. They
can be a valuable addition to new or existing irrigations systems,
particularly in areas with sporadic, intense rainfalls. These irri-
gation aids can be added to an irrigation system to shut it off
when it rains and keep them off until the ground has dried out

and needs water again.

It’s wasteful for a sprinkler system, because it’s set to come on
automatically, to operate during a morning downpour or an

See EASE on page 49

“You don’t have to worry about
disposal or breathing the stuffin,”’
Richard Deering, president, Soft ‘N
Green, Cleveland

insects. Milan points out that
proper product application re-
duces the risk of both turf
damage and product over ex-
posure.

“The time isn’t too far away
when nobody will have to
touch pesticides,” Gergen
says. “The trends are going
even beyond granular prod-

ucts to those that are more
ready to use. Lesco (Rocky
River, Ohio) now offers a
product in capsulated form.”
LCI

About the Author
Lisa Gitlin is a freelance writer
living in Cleveland Heights,
Ohio.

LAWN CARE INDUSTRY NOVEMBER 1990

4

Isn’t it time to deal with
delinquent accounts?

BY THomAs A. COOPER

ow much economic

change lies ahead?

That’s a key question
for small business owners
since they’re neither as diver-
sified nor as deep-pocketed as
larger companies. Unexpected
drops in revenue-producing
sources can leave them
trapped with few pleasant op-
tions to consider.

While the onset of an eco-
nomic slowdown can’t be con-
trolled, its effect on individual
businesses can be managed. A
good place to begin is by ag-
gressively pursuing delinquent
accounts receivable.

In times of sustained
growth, companies often fall
into bad collection habits. For
example, business owners are
more prone to let collect time-
tables slide when profits are
high. But when times get
tough, those uncollected bills
squeeze profit margins and the
cost of doing business. With-
out well-designed credit and
collection safeguards, it’s al-
most impossible to plug bad
debt leaks under the added
pressure of a recession.

ou can take command
of your accounts re-
ceivable situation .
Start by analyzing the finan-
cial strengths and weaknesses
of your existing customers.
Then follow up by organizing
and implementing a com-
prehensive credit and collec-
tion plan for all new business.
® Analyze and identify ma-
jor customers. According to
collection industry estimates,
80 percent of receivables are
usually generated by 20 per-
cent of customers. Business
owners can use this “80-20”
rule to identify major custom-
ers and separate them into a
top priority category.
® Know their business.
What do you really know
about your major customers’
billing cycles? What about
their invoice cutoff dates? By
keeping communications lines

open and asking appropriate
business questions, you can
often solve a collection prob-
lem quickly and amicably. It
also makes sense to keep up to
date on a customer’s financial
condition to anticipate cash
flow problems and plan solu-
tions before problems occur.

® Watch unsecured debts.
In a sluggish economy, some
businesses and individuals
may be forced to seek bank-
ruptcy protection. That’s why
it’s a good idea to secure as
many major debts as possible.
Remember that a secured
debtor is the first paid when a
debtor enters bankruptcy pro-
tection.

® For all new business, or-
ganize a written credit policy.
This is not as difficult as it
may seem. In fact, the best
credit policies are easily un-
derstood guides outlining re-
quirements for extending
credit, stating credit limits in
time and dollars, and identify-
ing the person in the business
responsible for enforcing the
policy.

A written credit policy clar-
ifies when accounts are con-
sidered overdue. It also spells
out how debtors will be con-
tacted (by letter, phone or per-
sonally), at what point an
account will be turned over for

third-party collection, and at
what point and what size debt
your company will consider
litigation.

o go along with the pol-
icy, it’s a good idea to
creat a standard credit
application form, which would
be completed by all new credit
customers. There are legal re-
quirements for this document,
which should be read and ap-
proved by your company’s at-
torney before implementa-
tion.
® Implement a collection
calendar. When the credit pol-
icy identifies a customer’s ac-
count as past due, a collection
calendar becomes a useful tool
for systematically pursuing
deliquencies. A basic five-step
approach for this device in-
cludes:
1Firstbillingat the time of
service, or mailing to cus-
tomers immediately there-
after. Process billings more
than once a month, since col-
lection industry surveys in-
dicate that most people pay
after receiving the first
notice.
2A second billing sent no
more than 30 days later. This
approach makes it easier for
business and individual
See AC on page 49
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Gibeault says soil temperature

triggers Bermuda dormancy

RIVERSIDE, CA—What one
environmental factor is most
responsible for Bermudagrass
going into dormancy? Soil
temperature, says Dr. Victor
A. Gibeault, University of Cal-
ifornia Cooperative Extension

NLA

from page 12

big winners with 21.9 and 19.1
percent growths repectively.

Renovation projects, how-
ever, fell 2.7 percent and com-
mercial installations fell 0.8
percent.

Outlook: Hurricane Hugo
devastated the Charleston,
SC, area. Demand for land-
scaping there should be high
but it will takes years for the
area to recover.

® Midwest (Great
Lakes). A resurgence. Facto-
ries are making a comeback.
The farmbelt got an economic
boost with worldwide demand
for U.S. grain up more than 35
percent last year. Total land-
scape sales reflect the bright-
ening economic picture in this
area—up 20.3 percent overall.
Commercial growth of 14.6
percent was particularly en-
couraging.

® Great Plains. Total
landscape sales up 18.6 percent
with 11.7 percent overall
growth (including mainte-
nance). New projects didn’t
exactly catch fire last year
though with just a 5 percent
increase in commercial ac-
counts and new housing pro-
jects rising just 3.5 percent.
Residential renovation was
the big winner, up 20 percent.

The NLA reports that not
enough responses were re-
ceived from the West and
Southwest to provide accurate
survey information, although
scattered reports indicate that
the California market is still
strong in spite of a softening
housing market. Some of the
California sales are apparently
heading north to the North-
west where housing prices are
escalating rapidly.

1990 sales? The Northeast,
on average, predicted growth
of 9.7 percent, the Southeast
15 percent. LCI

EPA needs cash;
will fees rise?

WASHINGTON, D.C.—The
U.S. Environmental Protec-
tion Agency is $160 million off
its initial estimates for the
costs of implmenting FIFRA
‘88. EPA has asked Congress
for authority to increase regis-
tration fees and remove the
statutory cap on maintenance
fees, reports Executive News-
watch of the Chemical Spe-
cialties Manufacturers Asso-
ciation. LCI

Service.

“We found that soil tem-
perature was the factor most
closely associated with dor-
mancy and solar radiation to
be the least closely associated
one,” Gibeault reports. “Once
soil temperatures dropped be-
low 50 F for one to two weeks,
all Bermudagrasses lost all of
their color.”

That was just one of the
findings Gibeault and staff re-
search associate Richard Au-
tio uncovered in a three-year

field study of 32 commercially
available and experimental
Bermudagrasses for winter
color. Bermudagrasses are
popular in California and
widely used in home lawns
here because they're water
efficient and can take heavy
traffic during warm months.
Their big drawback: they go
into dormancy during winter.

Gibeault and Autio say the
hybrid Bermudagrasses Santa
Ana, Tifway Il and Tifway
had the least dormancy. LCI
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Calif. geneticist is high
on kikuyugrass for turf

RIVERSIDE, CA—"We believe that the outlook for improved
varieties of kikuyugrass is quite promising,” says geneticist
Ruth G. Shaw.

She and Matthew K. Leonard, both of the University of
California Riverside, are attempting to improve the species
genetically for turf use. Kikuyugrass is considered a weed by
many California turf professionals, but the species does have
good drought tolerance and good color retention during
winter months, prompting Shaw and Leonard’s work.

“QOur primary goal,” said Shaw, “is to improve the texture
of kikuyugrass by reducing the width of its leaf blade and the
thickness of its stolons and by increasing its shoot density."”

Kikuyugrass is a serious weed problem in turf along the
coastal and intermountain valleys of California from San Fran-
cisco to San Diego. It invades both cool- and warm-season
turfgrasses. The invasion is usually rapid and complete. LCI

Quality Turf-Seed
varieties developed
and produced for
turf professionals.

Species Variety
Improved Challenger
turf-type Columbia
Kentucky Midnight
Bluegrass Galaxy blend
Imp. Common Ky. Voyager
Improved Birdie II
turf-type Charger
perennial Citation II
ryegrass Manhattan II
Omega II
Remington
Saturn
Alliance blend
CBS Il blend
Improved Aurora
hard fescue
Improved Shadow
Chewings fescue
Improved Bighomn
Sheeps fescue
Improved Flyer
creeping fescue Fortress
Shademaster
Improved Apache
tall fescue Bonanza
Eldorado
Monarch
Murietta
Olympic
Silverado
Triathalawn blend
Improved Penncross
creeping Penneagle
bentgrass PennLinks
Creeping Pennway
bentgrass blend
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503/981-9571

TURFSEED
PO Box 250, Hubbard, OR 97032
FAX 503/981-5626

1-800-241-6910
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Company emphasizes safety, not punishment

Davey Tree feels its drug
effort reducing mishaps

KENT, OH1I0—'T'wo years ago
the Davey Tree Expert Com-
pany started a drug testing
program to combat a rising
employee accident rate. Com-
pany management didn’t
know how many accidents
were caused by drug and alco-
hol use, but it was determined
to reverse the trend.

“As a company, we can no
longer bury our heads in the
sand and hope that the prob-
lem will go away—it won't,"”
R. Douglas Cowan, president
and CEQ, wrote in a letter to
employees. “We care about
our employees and our cus-
tomers and it's time that we
face the problem head-on and
implement measures that will
significantly reduce drug and
alcohol abuse in the Davey
Company.”

Davey’s program has three
phases. The first involves em-
ployee education. “When it
comes to drugs, our employees
just don’t know what they’re
dealing with,” says Ron Cole,
corporate risk manager. “Edu-
cation is important.”

Phase two, the company
tests all prospective hires and

Cole stresses that the tests |

are designed to help employ-

ees. Anyone who tests positive
is given a chance to receive
treatment and go back to
work. If employees recognize
that they have a drug or alco-
hol problem before they take a
drug test, they can come for-

ward for help without worry-
ing about losing their job.

“It is not the purpose of
Davey to conduct a ‘witch
hunt’ on this problem,” says
Cole. “We have a genuine con-
cern for our employees and we

wish to educate and assist any |

employee who has a problem
in this area. Safety is our No. 1
concern.

“The whole purpose of the
program is a safety issue.” LCI

“We can no longer bury our heads in
the sand,”’” R. Douglas Cowan, CEO
and president of Davey Tree.

LAWN CARE INDUSTRY NOVEMBER 1990

anyone involved in a serious, |

preventable accident. Any job
applicant who tests positive is
not hired.

Phase three is the testing of
employees “for cause,” where
there is a strong belief that
drug or alcohol abuse is affect-
ing safety and performance.
Any employee who tests posi-

tive is removed from the job, |

placed on a medical leave of
absence without pay and re-

quired to seek tréatment for |

drug and alcohol abuse. A
Davey employee assistance of-
ficer helps the worker find
counseling. If the employee
tests positive for drugs after
four weeks, he or she is subject
to discharge unless enrolled in
a certified rehabilitation pro-
gram. If the test is negative, he
or she can return to work if fit
for duty. If a subsequent test is
positive, however, the em-
ployee is discharged.

Davey’s drug policy has
made hiring people more diffi-

cult because many applicants |
leave as soon as they find out |

about the pre-employment
drug screen. Others partici-
pate in the drug screen but test
positive. Ron Cole says the
program is worth it, however.

“We’re hiring a better
group of people, with fewer ac-
cidents, and another impor-
tant result of the program has
been employees’ positive re-
sponse,” says Cole. “The si-
lent majority’s fears have been
quelled. I used to get calls
where someone would say, ‘I'm
afraid. My foreman uses drugs,
and I'm afraid he's going to
hurt someone.’

1990 CIBA-GEIGY Corporation, Turf and Ornamental Products. Box 18300. Greensboro. NC 27419 Always read and lollow label directions

For retail sale to and use only by certified applicators or persons under their direct supervision, and only for those uses covered by the applicator certification
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Here are some tips on how to make every call have value

BY NANCY J. FRIEDMAN

A person calling your office

how méy
| help?

forms an opinion about your
company in the first four to six
seconds. The person who

picks up the phone represents
the company to the caller.
Anyone who has a phone on

their desk can maximize the
telephone’s powerful poten-
tial. The following tips can
help:

1 When making a call, be
prepared for the called party
not to be there. Have a con-
cise message ready. The Wall
Street Journal reports only 30
percent of all business calls
get completed on the first try.
Learn to get value out of
every call.

2 Avoid “emotional leak-
age”. That's getting mad at
Peter and taking it out on
Paul. Don’t leak negative
emotions from one situation

Circle No. 108 on Reader Inquiry Card

IF TRIUMPH

CAN STOP ONE
OF THESE IN
ITS TRACKS,
IMAGINE
WHAT ITCAN
DO TO SOME
LITTLE INSECT.

Compared to other in-
secticides, Triumph" can
put the brakes to a good
fifty percent or more of
your callbacks.

And with the cost per
trip averaging around $75,
that's no small savings we
are talking about.

It's also no great mys-
tery how Triumph makes
this possible.

It simply controls turf
insects (even not so little
ones) better than anything

else on the market.

into another. The caller
wasn't involved with your
last conversation. If you’re in
a bad mood, take a deep
breath and regain your pro-
fessional composure before
you pick up the phone.

3 Answer the phone with
your name. Everyone likes
to know who they're talking
with. This holds true for in-
ternal as well as external
calls. Use a a friendly greet-
ing before you say your
name; itindicates a warm re-
ception. (““Good morning,
this is Bill Jones.” Or, “Hi,
this is Bill Jones.")

4 Don't be too busy to be
nice. Being busy does not
mean you can be rude. (The
caller doesn’t know you're
on a tight deadline.) If it’s an
inopportune time, tell the
caller just that and suggest a
call back time (from you or
caller) that’s more conven-
ient.

5 Return all phone calls or
have them returned in your
behalf. Not returninga call is
rude. Someone can make
that call for you and get the
ball rolling.

6 Tell vendors you don’t
want to hear from again the
truth. Sales people need di-
rection, and a weak, “he's
not interested now” from a
secretary won't deter a good
salesperson. They need to
hear it from you. If delivered
properly and in the right
tone, it will only take about
30 seconds of your time and,
in most cases, will take care
of the situation once and for
all,

7 We are customers to
each other. Treat internal
calls as well as you do exter-
nal calls.

8 If your party isn’t avail-
able, try stating the nature of
your call. Three out of four
people can normally assist
you in most cases. They just
need a chance. Again, get
value out of every call.

9 Don’t miss the message
at your office when receiving
calls. If your people are
using, “Can I take a mes-
sage,” when you're not in,
you're probably missing po-
tential business oppor-
tunities. It's too easy to say
no. Try this instead: “Mr. or
Mrs. Jones is out of the build-
ing right now. Let me have
your name and number and
I'll see that they get your
message."”” Remember, the
job is to get the message, not
swear in court they'll return
the call. That's the called
party’s responsibility.

10 Smile. This applies to
everyone from CEO to ap-
plicator. It can be heard.
Smile before you answer the
phone. LCI

About the Author
Nancy J. Friedman created the
audio series on telephone skills
and customer service, ''How to
Manage Your Telephone for
Bigger Profits". For information,
write to P.O. Box 777, St. Louis,
MO 63044.



Anne McClure describes herself as a "'generalist’’. She foresees
more cooperation between green industry associations.

COVER STORY

LCOS
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ment course which entitles her
to use the designation
C.A.E.—Certified Association
Executive.

“There’s an awful lot I can
bring from my experiences in
the other green industry asso-
ciations to PLCAA. I realize
we all have our unique con-
cerns but we also share many
concerns,’”’ says McClure.
“Cooperation, I think, will
grow among these associa-
tions. I think the three associ-
ations involved with the
Green Industry Expo
(PLCAA, ALCA, and the Pro-

fessional Grounds Manage-
ment Society) are taking the
lead in this effort.”

McClure describes herself
as a “generalist”. As a student
at Washington State Univer-
sity, Pullman, WA (she gradu-
ated from high school in Paris,
France), she concentrated on
social studies and journalism.
She’s worked as both a news
editor and in radio.

She says her first task with
PLCAA will be to learn as
much as possible about
PLCAA, its staff, and mem-
bership. “You need informa-
tion gathering first,” she says.
“I’'m trying to absorb as much
as I can so that I can learn

LAWN CARE INDUSTRY NOVEMBER 1990

what the staff anticipates,
what the industry leaders are
committed to, what our mem-
bers need and want.

“Any association should be
member driven and it must de-
termine what it has to do to
fulfill the needs of its members
and the people in the industry
also. If the industry changes,
the association must perceive
that. Industries aren’t static
and associations can’t be
static either.”

McClure says she and her
husband will live in the Atlanta
area. They have two grown
sons, one living in Virginia, the
other in Texas. The family, she
says, enjoys tennis. LCI

Great speakers, timely topics
ready at PLCAA Nashville fete

NASHVILLE, TN—When
you're described as the “most
savvy salesman in America”
you better be convincing.
Green Industry Expo (GIE)
attendees will find out Mon-
day, Nov. 12, at 1:30 p.m. when
super salesman Michael
LeBoeuf takes the stage at the
Nashville Convention Center.

ror Functional

Have them bath! Rich, gréen Tutl Type Tall Fescue gives you the

beauty you wamt with a minimunt of care.

Excellent for lawn's, play areas, parks, airfields, roadways. golf

courses and indastrial sites.

Proven disease, resistant, Oregon Grown Tall Fescue seed
produces an ‘adaptable, weed free turf that pot only, persists
through summers and winters. but maintains its beauty.

Insist on Turf Tybe Tall Fescue seed grown in Oregon’

For mare inlarmation contact your seed dealgr, or write Ja!

OREGON TALL FESCUE COMMISSION

866 Lanoaster De. SE, Salem, Dregon 87301

Phode: (503) 585-1157
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LeBoeuf, author of How to
Win Customers and Keep
Them for Life and Working
Smart, keynotes the Profes-
sional Lawn Care Associa-
tion's (PLCAA) 1990 Con-
ference.

(Although the GIE is a joint
affair with the Professional
Grounds Maintenance Soci-
ety and the Associated Land-
scape Contractors of America,
each group will have its sepa-
rate educational seminars.)

PLCAA’s ‘90 Conference,
entitled “Practical Business
Solutions for the ‘90s,” runs
Monday-Thursday, Nov.
12-15. Sessions will include
hands-on workshops, training
sessions and roundtable dis-
cussions.

Sessions begin 8:30 a.m.
Monday with three sets of
“Early Bird Workshops’' —
Business featuring busi-
nessmen Ed Coaia, Ed
Wandtke and Patrick Norton;
Pesticide Training with ex-
perts Dr. Robert Sherman, Dr.
A. J. Powell, Dr. Patricia
Cobb, and Sheila Darr; and
Landscape Issues with
William Nelson, Dr. Gary
Wade, Robert Baier, and Phi-
lip Christian III.

Rounding out Monday, of
course, is keynote speaker
Michael LeBoeuf at 1:30 p.m.,
and the Green Industry Expo
Reception 6:30-7:30 p.m.
sponsored by Lawn Care In-
dustry magazine and its sister
publication Landscape Man-
agement.

Tuesday, 8 a.m., concurrent
sessions:

® Chemical Lawn Care
with Richard Bare, Brent
Flory, James Rogers.

® Landscape & Mowing,
Robert Baier.

® Full Service, Robert
Kapp.

Tuesday 3:30 p.m. work-
shops:

® Customer Issues, Dr.
Larry Kokkelenberg.

® Company Issues, Rich-
ard Lehr, Esq.

® Regulatory/Govern-
mental, Dr. Stuart Cohen.

N
Michael LeBoeuf, keynoter

Service workshops for the
repair/maintenance of pumps,
2-cycle and 4-cycle engine be-
gin at 11 a.m. Tuesday.

Tuesday 4:15 p.m. work-
shops:

® Customer Issues, Kok-
kelenberg.

® Company Issues, Voy-
stock.

® EPA Update, Arty
Williams.

Wednesday 8 a.m. Business
Roundtables:

® IPM, Dr. James Wilkin-
son, Dr. David Shetler.

® Grasscycling, Dr.
William Knoop, Sandy Mart-
ing.

® Containment Systems,
Dr. Kirk Hurto.

® Ethics & Business Ad-
vertising. Dan Gardner,
Richard Lehr.

Wednesday 3:30 p.m.
Workshops:

® Value of Service, Kok-
kelenberg.

® Reducing Service
Calls, Larry Blackburn.

® Effective Training,
Robert Andrews.

Wednesay 4:15 p.m. Work-
shops:

® Lawn Chemical Con-
cerns, Dr. Barry Troutman.

® Risk Management,
Lloyd Benedict.

@ DOT and SARA Title
Updates, Sarah Bundschuh.

Special note for prospective
PLCAA members: Be sure to
attend the “Speakeasy” Re-
ception Tuesday 5 p.m. at the
Convention Center. Free re-
freshments. LCI
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Landscapes and turf extremely important to homeowners
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AAN says watering bans aren’t the answer

The American Association of
Nurserymen (AAN) says less
than one percent of our na-
tion’s daily water consump-
tion goes to watering the
landscape, and watering bans
are not the solution to water
shortages.

Imposing watering bans
only causes a new problem—
damage to our environment—
while doing very little for the
existing problem: a shortage of
water, says the AAN.

landscape. To save water
when you’re establishing a
landscape:

® water slowly, deeply and
infrequently;

® reduce steep slopes in the
design;

® test your soil and fertilize
or lime according to test re-
sults;

® install an irrigation sys-
tem set to provide about one
soaking per week (in most

areas);

@ select drought-tolerant
varieties of grass, trees, shrubs
and groundcovers;

® use sod rather than seed
when establishing a lawn;

® use a soil probe or screw-
driver to test soil moisture—if
the probe is easily inserted
into the soil, you may not need
to water;

® water in the early morn-
ing or evening;

® stop watering if runoff oc-
curs;

® mow your lawn higher
than normal with a sharp
blade, as dull mower blades in-
crease moisture loss from the
plant;

® consider a less than
“lush” lawn—many types of
grass allowed to go dormant
during droughts will “green
up” when rains return;

® spot-water areas which

dry out more quickly;

® aerify grass to increase
water penetration in the
soil;

® match fertilizer to plant
requirements;

® increase disease and in-
sect control with care.

With planning and overall
education, we can find a way to
reduce our consumption of
water without depriving the
living landscape. LCI

Plants need water to sur-
vive. People need plants for
the benefits they offer. For ex-
ample, plants help purify the
air, stabilize the soil, conserve
energy, clean the water and re-
duce noise. Plants also con-
tribute to our mental and
emotional well being.

Killing landscape plants by
withholding water would have
a negative impact on the envi-
ronment, the average property
owner, and the nursery and
landscape industry, says AAN.

In losing trees, grass and
other vegetation, the environ-
ment loses more than beauty
and color. It loses the cleans-
ing role that vegetation plays
in absorbing carbon dioxide
and producing oxygen.

The nursery and landscape
industry, which employs over
half a million people and sells
nearly $17 billion annually in
products and services, would
stand to lose its economic
viability. This would result in
lost jobs, tax revenues and en-
vironmentally essential
plants.

How would watering bans
affect you as a homeowner?
Most of the economic value in
the average residential land-
scape has been invested in de-
ciduous and evergreen trees
and shrubs. One study pub-
lished by the U.S.D.A. Forest
Service shows the presence of
trees and other living plants
can increase a property’s value
by up to 30 percent.

Living plants in the land-

scape are a major financial in-
vestment for property owners,
according to AAN. This in-
vestment is at risk of needless
loss with watering bans.

As long as you use water
wisely, you can engage in envi-
ronmentally conscious liv-
ing—and refrain from sarific-
ing the beauty of the
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IT’S 8:37A.M. AND YOUR
GRASS IS ON THE LINE.

If your greens look more like browns, or if your fair-

ways are anything but the fairest, golfers can get really
teed-off. And the last person you want to upset, is the
first person who's going to complain to management.

Save your grass with Turf Terra™ Fertilizers

from Koos/Shore*
% Formulated to release slowly, Turf Terra creates a
Iush

blanket of grass that grows slowly and evenly.

Meaning no excessive growth.
Or excessive mowing.

KOOS Inc., 4500 13th Ct, Kenosha, Wi 53141 «
Shore Fertilizer Co., 307 S. Evers St., Plant City, FL 33566 *

You see, each granule of Turf Terra is a homogeneous

blend of the essential elements grass needs...

including

nitrogen, phosphorous and potash. This insures an

even distribution of nutrients. ..

consistent growth and color.

and a golf course with

Available in Tee and Green, Weed Control, and Fair-
way Food formulas, Turf Terra Fertilizers are the best
way to get out of the rough. For more information,

call your local
Koos/Shore pro.

1-800-558-5667 * 1-414-654-5301
1-800-329-2203 »
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See us at the Green Industry Expo
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Exclusive Lawn Care Industry coverage of Turfgrass Paradise sessions

Focus on ground water in Florida

Florida professor tells industry to be more careful with containers, rinsate

BY RoN HaLL
editor

ORLANDO, FL—Testing for
the presence of pesticides, par-
ticularly in ground water, will
accelerate during the 1990s.
Applicators must become
more sophisticated in the dis-
posal of pesticide containers.

“One of our big problems in

pesticide use is triple rinsing
containers,” Dr. Daniel L.
Colvin, told turf managers at
the Turfgrass Paradise Con-
vention here this fall. Colvin,
an assistant professor at the
University of Florida, Gaines-
ville, said regulators have the
capability of detecting one
part per trillion of some com-
pounds.

‘““That’s something
pesticide users must think
about,” he says, adding that
industry, as a whole, spends a
lot of time discussing new
compounds on the market,
what they’ll do, how they can
be used, “but we spend very
little time discussing the right
way to get rid of the containers
and the rinsate.”

Another factor in the
pesticide-use picture in Flor-
ida, Colvin added, is ground
water. It’s the source of almost
all of Florida’s drinking water
and, for the most part, this
ground water is no deeper than
eight to 15 feet from the soil’s
surface. Also, most soils in
Florida are either sandy or
sandy/loam. Pesticides users

Dr. Arthur Hornsby developing
guides for applicators

%
i

“Guides’ will help applicators
avoid ground water problems

ORLANDO, FL—Turfgrass
managers may soon have a
“Growers Guide” to deter-
mine the potential for leaching
or runoff for particular chemi-
cals at particular job sites.
Dr. Arthur Hornsby, speak-
ing at the Turfgrass Paradise
Convention here, said guides
are in the works for row crops
and for turf. The guides out-
line the properties of
pesticides, soils and manage-
ment practices (irrigation, ap-
plication rate and frequency),
and how the three are inter-

related. The guides will allow
an applicator “to select the
chemicals that control a par-
ticular pest, using information
about how they (pesticides)
move in the soil, how per-
sistent they are and what the
properties of the soils are,”
said Hornsby, professor of soil
physics and extension spe-
cialist at the University of
Florida, Gainesville, FL.
Hornsby described the
Growers Guides (several
should be available by year’s
end) as ‘‘decision aids, a

Employees must learn of all hazards
in work place, says right-to-know law

ORLANDO, FL— “MYy super-
visor told me.”

Burt McKee called those
four words ‘“‘golden words”
and ‘“dynamite words” and
told turf managers at
Turfgrass Paradise they may

save their jobs or businesses
some day.

McKee, environmental
manager for United Agri-
Products/Florida, spoke about
“right to know”’—informing
employees about hazards in

their work areas.

“Your employees aren’t re-
sponsible to know what
MSDS (Material Safety Data
Sheets) are. You are,” said
McKee. “Your employees

See WORK on page 31

Work.
Work.
Work.

Relaxation is for your customers.

Ifit’s work you want, Americalist® direct marketing services will
keep you busy. We know where your best prospects live and exactly
how to reach them.
What’s more, we have everything you need at one convenient
source: names and numbers of 25 million single-family homes that
can afford your services, instant mailers or customized direct mail
packages, and a complete telemarketing bureau with 120 outbound
stations, including predictive dialers.
So if you want to get busy and stay busy, just call Americalist
today and ask about our NeighborSelex program. We'll do the rest.
Now, you can relax.

(= americalist

DIVISION OF HAINES & COMPANY, INC

1.800.321.0448 USA 1.800.962.7881 OH 216.494.0226 Fax

Americalist is a division of Haines & Co., Inc.—publisher of the Criss + Cross® Directory since 1932.
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straight-forward screening
method.”

This information will help
turf managers avoid con-
taminating ground water with
turf pesticides. For example,
LCOs can check with their lo-
cal Soil Conservation Service
to determine the nature of the
soil they’re treating (sandy,
clay, etc.), then they can check
the “grower guide” to see just
which pesticides are least
likely to leach or be carried off
by rain water, based on the
products’ sorptivity, its per-
sistance, etc. This informa-
tion helps generate relative
leaching or relative runoff po-
tentials for each pesticide on
each soil type.

“Presently, pesticide users
are expected not to cause any
water quality problems, but
they’re not told just how to do
this,”” Hornsby told Lawn
Care Industry. “If you under-
stand the processes that lead
to leaching or runoff...then
you can choose pesticides that
are less likely to run off or less
likely to leach,” said Hornsby.
“There is no way we can stop
all leaching or all runoff. The
alternative is no pesticides
and I don’t think that’s ac-
ceptable.”

Hornsby said the “Growers
Guide” for turfgrass may be
broken into separate guides
for golf, sod production and
lawn care.

Hornsby said the response
he’s received from the chemical
industry has been positive. LCI
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Dr. Daniel Colvin says ground
water testing to accelerate.

who mix chemical products at
the same site year after year
(particularly if it’s near a well
head or other water source) or
dispose of excess product im-
properly can easily pollute
ground water. Once a pesticide
is in the ground water it breaks
down very very slowly.

Trends? Colvin (his exam-
ple focused on a compound
used exclusively in agri-
culture) said pesticide sup-
pliers may reduce the labeled
rates of some products to keep
them from posing a ground
water contamination problem.
Also, new pesticide delivery
systems are on the way.
They’ll better pinpoint appli-
cations.

Colvin defined the term
“pesticide stewardship” for
the 75 turfgrass managers at
his discussion: managing
pesticides and pesticide usage
with proper regard to the
rights of others. LCI

Toro explains loss
in first quarter

MINNEAPOLIS, MN—Toro
Co. said softness in the irriga-
tion market and lower sales of
its snow thrower machines
contributed to a loss of 40 to 50
cents a share in its first
quarter, ending Oct. 26.

Also, higher-than-antici-
pated expenses related to the
new distribution strategy for
its Lawn-Boy Inc. subsidiary
contributed to the loss. Toro is
emphasizing direct-to-dealer
marketing for Lawn-Boy
products.

Even so, reports the Wall
Street Journal, Toro expects
net to exceed $2 a share in fiscal
1991, up from $1.55 in 1990. LCI
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Comprehensive Insurance Programs
for Lawn Care Operations

We currently have three Property and Casualty Programs for
Lawn Care Operators underwritten by A+ rated insurance
companies. Coverage is available in all states except Hawaii and
Alaska. Herbicide/Pesticide Applicators coverages, General
Liability, Property, Inland Marine, Commercial Fleet, Workers
Compensation and Umbrellas are available.

These programs offer competitive rates for L.C.O.’s with an
excellent loss history. Self insured retentions and retrospective
alternatives are available for larger risks.

M.F.P. Insurance Agency, Inc.

42 E. Gay Street, Suite 904
Columbus, OH 43215
614-221-2398
Attn: Richard P. Bersnak, President
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Amer. Cyanamid creates

e iy romegyos o

new three-person team

WAYNE, NJ—American
Cyanamid Company consoli-
dated business units and cre-
ated a new ventures team to
develop niche markets.

Targeted was AC’s Vegeta-
tion and Pest Control (VPC)
Department which now has
three business groups—Turf
and Ornamentals, Industrial
Vegetation, and Public Health
products. Previously Turf and
Lawn & Garden were two sep-
arate groups.

In a related matter, the new
three-person ventures team
will be directed by Terrance L.
Baker, formerly a herbicide
products director with BASF.
Its purpose is to create addi-
tional niche businesses, par-
ticularly in biopesticides,
horticulture and public health
products.

“The changes represent a
long-term commitment to
Cyanamid’s development of
new products,” said Howard
SL. Minigh, general manager
of VPC.

Under the reorganization,

Basagran T/O
gets EPA reg

RALEIGH, NC—The Specialty
Business Group of BASF Cor-
poration says Basagran T/O
herbicide is now registered by
the Environmental Protection
Agency and labeled for use on
turf and ornamentals.

“By creating Basagran T/
0O, a product directed to the
turf and ornamental markets,
we can concentrate our re-
search efforts and refine the
product’s label better than one
that is also used in agricultural
markets,” says Terry Hanson,
business manager for the
BASF Specialty Group.

Basagran controls nutsedge
and broadleaf weeds like this-
tles, mustards and purslane.
The product can be applied to
established bluegrass, fescue,
bentgrass, Bermudagrass,
bahiagrass, centipedegrass,
zoysiagrass, ryegrass and St.
Augustine grass, says the com-
pany which recommends that
applicators avoid going over-
the-top with the product on
shrubs and ornamentals.
Spraying near trees, shrubs
and flowers is possible.  LCI

FGNA show big

ORLANDO, FL—A record 273
landscape architects, con-
tractors and maintenance
firms attended the Florida
Nursery and Allied Trades
Show here in October.
During the Show, Katy
Moss Warner of Walt Disney
World presented 38 Florida
Nurserymen and Growers As-
sociation Landscape Awards
at the Stouffer Resort. LCI

Randy G. Boomgaarden be-
comes manager of Industrial
Vegetation Products; John
Rabby manager of Turf and
Ornamentals; and Charles
Galley remains business man-
ager Public Health products.

“We’ve moved people among
departments to facilitate cross
training and we’ve changed the
organizational structure to bet-
ter serve existing business,”
said Minigh. LCI

from page 30

must know what the hazards
are.”
In fact, employers are now
required by law to inform em-
ployees of any potentially haz-
ardous materials in the
workplace, to develop a Haz-
ard Communication Program.
“You can teach your people
pesticide symptoms,” said
McKee. “You can teach them
things like what to do if they
get pesticides in their eyes or
on their bodies. Under the
Hazard Communication Act,

o Y A

you must try to teach them.”

McKee told employers and
supervisors to build a photo-
graphic record of training ses-
sions and have employees sign
documents like pesticide la-
bels etc., in case there’s any
dispute over who received
what training.

And, should an OSHA in-
spector ever tour your busi-
ness or facility, the best words
you’ll here from your employ-
ees are ‘“my supervisor told
me. That shows that you took
the time to train them,” said
McKee. “You must train
them.” LCI

Burt McKee: employers must
inform employees of hazards

Why this magagine

and more than

900 others letus

go over their books
once ayeay.

Some magazines, we're sorry to say, keep their

readers undercover. They steadfastly refuse to let BPA
(Business Publications Audit of Circulation, Inc.) or any
other independent, not-for-profit organization audit their
circulation records.
On the other hand, over 900 publications (like this
one) belong to BPA. Once a year, BPA auditors examine
and verify the accuracy of our circulation records.
This audit provides the name, company, industry and
job title of every reader each publication reaches. The
information helps advertisers to determine if they are
saying the right thing to the right people in the right pla