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THE WALKER TOUCH

The Perfect Touch Many operators are finding the mid-size Walker Mower is the perfect size for their
jobs - a compact, maneuverable tractor for small areas, combined with open space productivity of a
rider, saves time.

The “Midas” Touch Walker Mowers are moneymakers; one owner explained why he was buying a
second Walker, “The first one made me money - I like to make money.”

The Finishing Touch To please the most discriminating customer, Walker delivers a beautiful mowing
job and with the exclusive GHS grass collection option, the turf is vacuumed clean and manicured.

Lide a CWUalker
The Mid-Size Walker Line

3 tractor models from 11-21 HP with gas or diesel engines 3 front mounted implements: snowblower, rotary broom and
3 mower deck sizes 36”-54” with grass collection, side discharge dozer blade
or mulching available 3 year warranty on maintenance free hydrostatic wheel drive
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’
Editor’s Focus

IT’S TIMES LIKE these that test the en-
durance and professionalism of lawn
maintenance contractors.

A Florida operator recently called LLM
desperate for a solution or a formula, any-
thing to make money from his fledgling
mowing business. It seems that no matter
how he approached the business, labor,
equipment breakdowns or weather were
making his life, as well as those of his
customers, miserable.

More and more frequently, we're receiv-
ing calls and letters from our readers
looking for suggestions on how they can
survive these trying times. While no two
lawn maintenance companies are alike, it’s
important for all contractors to know and
continually tinker with their mowing and
operations costs.

But when you’re playing with the num-
bers, remember these related costs: depre-
ciation, interest, gas and repairs in regard
to actual mowing costs, as well as wages,
salaries, social security and insurance in
regard to operator costs. Knowing these
costs will enable a contractor to better
price each job, and actually make some
money in mowing.

In this day and age, when landfills are
reaching their fill point, when drought and
torrential downpours are hitting various
parts of the country, when legislation is
making it even more difficult to run your
businesses, it's important to communicate
your needs and concerns rather than panic.

To address some current needs, LLM is
initiating a new monthly column called
“Business Watch.” This department
will take a look at housing starts, retail
sales and unemployment figures as well as
regional reports from across the country.
We hope this column will help you get a
better focus on the economy, and we look
forward to your comments and contribu-
tions to the articles.

In addition, this month’s LLM is offering
its readers a 2,4-D fact sheet to better ex-
plain the current situation surrounding the
popular herbicide. It’s found on page 8A.

Sometimes, things aren’t always what
they seem. Since we began profiling lawn
maintenance professionals on the cover of
our magazine, we've presented a wide ar-
ray of individuals performing various ser-
vices in different competitive situations.
We've been told over and over how much
you appreciate these articles and how you
gather ideas from the successes and les-
sons learned by others.

Never before, however, have we received

such a negative response to one cover pro-
file as we did to Green Masters of Min-
neapolis. A somewhat small, but fiercely
competitive Minnesota market has only
intensified as a result, sparked by asser-
tions of price cutting in our July feature.

It seems the recession has taken its toll
on Minneapolis contractors. Property
managers are living for the short-term,
bidding jobs out at every opportunity in
order to get the low bid, not necessarily
the best service. As a result, landscape
contractors are said to be working cheaper
today than 10 years ago and ‘“‘beating each
other up unmercifully,” according to one
operator.

Apparently, price cutting has become
the norm rather than the exception in the
Minneapolis/St. Paul area and even estab-
lished companies are finding themselves
in the trenches of price wars. Our articles
are designed to encourage business growth
through professional service. And while
we may profile one company over another
in a particular city, it’s not meant to be at
the expense of other quality firms.

We appreciate hearing from you and
hope you continue to respond to articles
which appear in LLM.

Several readers have called to inquire
about the report available from the Ameri-
can Council on Science and Health titled,
“Lawn Care Chemicals: What Consumers
Should Know.” As it turns out, the infor-
mation printed in this column last month
was incorrect.

So here we go again. To receive a copy
of the report, send $3.85 (includes pos-
tage) to ACSH, 1995 Broadway, 16th Floor,
New York, N.Y. 10023-5860; 212/362-
7044. — Cindy Code ]
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News in Brief

NEWS DIGEST
———

Deere Posts

Third Quarter Loss

Deere & Co., Moline, Ill., citing sluggish
sales in its key equipment sector, said net
income fell 73 percent in its third quarter
ended July 31. Net income fell to $31.3
million, or 41 cents a share, from $114.1
million, or $1.50 a share, a year earlier.

Sales fell 13 percent to $1.79 billion
from $2.05 billion.

The company said the results reflect a
19 percent drop in production because of
“lower retail demand,” as well as “ex-
tremely competitive conditions,” which in-
creased sales incentive costs.

The company said it expects fourth-
quarter results to show a “significant de-
cline,” citing lower volumes and *‘strong
price competition.”

Excel Introduces
New Corporate Identity

New corporate graphics including a
changed logo will soon appear on all Ex-
cel Turf Products.

Excel, Hesston, Kan., will continue to
produce the Hustler line of out-front ro-
tary mowers as well as the Excel Compact
series, the Snow Track 440 and the new
9400 UTR.

Foley Begins Two-
Step Distribution

Foley-PLP Co. service parts are now sold
exclusively through distributors. The two-
step policy gives dealers and service cen-
ter customers additional buying power and
pricing and assures them of parts
availability.

Foley-PLP has 190 distributors covering
all 50 states as well as 113 distributors in
Canada and overseas.

Husqvarna Relocates

Offices to N.C.

Husqvarna relocated its marketing and
sales offices from Itasca, Ill., to Char-
lotte, N.C., Oct. 1. The majority of those
employed at the Illinois office, including
president Dave Zerfoss, made the move to
North Carolina.

Husqvarna, owned by Electrolux, still
handles most of its manufacturing in Swe-
den, although some of the mower line is
made by AYP, Husqvarna’s sister firm in
Orangeburg, S.C.

Charlotte, N.C., was previously the site
of Husqvarna’s largest distributor.

RISE Conference Presents
Challenges Facing the Pesticide Industry

LEGISLATION, RESEARCH and development and environmental affairs dominated the
agenda of the Responsible Industry for a Sound Environment, when it met recently in
Reston, Va., to discuss the many challenges facing the specialty chemicals industry.

Now entering its second year, the fledgling RISE attracted a large number of leaders
from throughout the industry, including manufacturers, distributors and trade associations.

Throughout the three-day conference, participants focused their attention on Wisconsin
Public Intervenor vs. Mortier, the recent Supreme Court decision that allows local
governments to regulate the use and sale of pesticides.

Jay Vroom, president of the National Agricultural Chemicals Association, said in his
keynote address that industry members cannot afford
to be complacent in light of the Court’s decision.

“We're as close to the sky falling as we ever want to
come,” Vroom warned. “Will we see many localities
institute local ordinances? Yes,” he said, adding that
environmentalists are being very calculated in their ap-
proach to the decision. The National Coalition Against
the Misuse of Pesticides and other organizations have
already done mass mailings, Vroom said, urging com-
munities to ban pesticides.

“The potential is high for hundreds of communities to
move against pesticides,” he said.

David Duncan of Monsanto Agricultural Co. and
chairman of RISE’s Government Issues Committee,
said that the answer to the Court’s decision lies at the
state level of government.

“The answer is not at the federal level. We must go
to the states — state by state,” he said.

Duncan also noted that RISE’s position on posting and notification differs from that of
its newest member, the Professional Lawn Care Association of America. PLCAA believes
that posting and notification laws should be extended to include homeowners. RISE dis-
agrees.

“We've agreed to disagree with PLCAA. We need unity with PLCAA. An industry
divided is an industry defeated,” he said. “We don’t want to appear non-unified, but we
will if we have to. It’s not (economically) prudent to us that homeowners should post for
use of lawn care chemicals.”

John Thorne, director of Alliance for a Clean Rural Environment, raised another
pressing issue, water quality, and offered several reasons why public trust in pesticides is
eroding so rapidly. He analogized the industry’s ills to the “Custer syndrome’: “The guy
out front gets the most arrows,” he said. Right now that “guy out front” is the pesticide
industry.

Growing public mistrust of pesticides and water quality can in part be explained by the
changing nature of agriculture. Thorne said that trust continues to diminish as agriculture
turns away from the family farm to the seemingly more ominous agribusiness.

In addition, more homes and subdivisions are being constructed in or near farm com-
munities, increasing awareness of pesticide use.

“We're seeing increased scrutiny, but has risk changed? No, the public is simply more
aware.”

Thorne said that the water quality issue is not going to go away; in fact, it's getting
bigger.

“We can’t go back. We need to get involved and participate in the change-making pro-
cess,” he said.

Also at the meeting, several university researchers explained the nature of their research
and the potential impact of their findings.

From North Carolina State University, Joseph DiPaola, associate professor of crop science,
turf, presented the economic and environmental benefits of turf pesticides. DiPaola zeroed
in on plant growth regulators as an industry innovation that could reduce mowing costs
and landfill waste.

RISE Chairman Bill Liles.
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Peter Dernoeden, turfgrass specialist
and professor in the Department of Agro-
nomy and Extension at the University of
Maryland at College Park, said that more
money is needed to support research in the
following areas: new uses and niches for
pesticides, performance of pesticides used
on the same area over an extended period
of time and integrated pest management.

Several green industry associations were
on hand to discuss their members’ needs
and concerns. Robert Dolibois, executive
vice president of the American Associa-
tion of Nurserymen, cited continuing de-
velopment of safe and effective pesticides
and their proper use as the number one
research challenge.

Dolibois called for active communica-
tions between RISE, the Environmental
Protection Agency and growers.

Representing the Golf Course Superin-
tendents Association of America, Stephen
Cadenelli said that his association sensed
chemical opposition early on and urged
members to examine how they applied pes-
ticides. This proactive posture has served
GCSAA members well, he said.

“We have to break down emotionalism
vs. sound science. This can be done with
the right people talking to the public.”

Like Monsanto’s Duncan, Cadenelli be-
lieves the state level is where the most im-
pact can be made. “We must remove the
issue from local legislators. We must con-
vince the public that when used properly,
pesticides are a benefit.”

Cadenelli asked manufacturers to pro-
vide end-users with more product infor-
mation. He also called for improved for-
mulations and packaging, as well as the
development of ecologically sensitive prod-
ucts that are biologically based.

Finally, Cadenelli said, there is no sub-
stitute for education.

Ann McClure, PLCAA’s executive vice
president, presented a check for RISE
membership during her presentation. “We
are all in the same boat. We share the
same goals,” she said.

McClure said that lawn maintenance
operators face several challenges: affecting
public perception, affecting legislation,
procuring and employing complete prod-
uct information and obtaining and keeping
qualified operators.

Current trends away from chemical use
have lost them customers and made it
harder to find new ones, she said. But
standards must be kept high.

“Lawn care operators feel that manufac-

turers need to provide more information.
They believe their customers have the
right to know and they want to share that
information.

“We will accept appropriate legislation.
It is important for us to work with legisla-
tors,” she said.

McClure also said that PLCAA has
seen a resurgence of enthusiasm over the
past year.

For more information about RISE, con-
tact Allen James, executive director, 1155
15th St. NW, Suite 900, Washington, D.C.
20005; 202/296-6085.

2,4-D Cancer Link
In Dogs is Faulty

Recent reports on 2,4-D and cancer paint
very different pictures.

A study from a workshop convened by
the Harvard School of Public Health calls
the link between the herbicide 2,4-D and
cancer “far from established.”

Yet, another study reported in the Jour-
nal of the National Cancer Institute said
dogs whose owners use 2,4-D on their
lawns four times a year are twice as likely
to develop a deadly type of cancer.

LAWN MAINTENANCE SOFTWARE
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Computerized Lawn Industry Program

Scheduling, routing, posting
| and billing inminutes per day! ‘

®AUTOMATIC SCHEDULING
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CALL NOW FOR FREE
CLIP DEMO DISK!
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action. (If you don'thave a any ip would
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HITCH A RIDE ON A VELKE

The incredible mower attachment that instantty

turns any walk-behind into a ride-behind.
Greatly Increases Profit And Productivity.

It just makes dollars and sense that someone will

cover a lot more ground riding instead of walking
behind a mower.

Goes Anywhere.

Forward, backward, sharp turns, circles, hills—
Velke effortlessly maneuvers even the tightest

lawn area.

Simple to transport.
Simple to attach.
Simple to use.

B

Seneca Industrial Park, 18761A North Fr

For a free video demonstration, additional
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*Velke sulky Patent #5,004,251.

USE READER SERVICE #14

USE READER SERVICE #15

OCTOBER 1991 * LAWN & LANDSCAPE MAINTENANCE




The Harvard report states that animal
research provides little reason to expect
that 2,4-D causes cancer in humans, and
that studies of people occupationally ex-
posed to the herbicide, while suggesting a
possible link, do not establish a cause-
and-effect relationship.

The study found an association between
exposure and a form of non-Hodgkin’s
lymphoma, a form of lymph cancer. How-
ever, 13 panelists at the workshop said find-
ings had to be interpreted carefully, since
other studies have not shown the same re-
sults, and because some factor other than
2,4-D might be involved.

None of the panelists considered 2,4-D
a known or probable cause of cancer, based
on available evidence.

The NCI report said researchers studied
491 dogs diagnosed with malignant lym-
phoma — similar to human non-Hodgkin’s
lymphoma. They found: Dogs whose
owners used 2,4-D once a year had a
third higher cancer risk; the risk doubled
when used four or more times.

Although the Environmental Protection
Agency indicated that 2,4-D will not be
removed from the market based on the
report, it raised the ire of professional
lawn maintenance operators and the Pro-

Green Nofes

Florida County Adopts IPM Program. Sarasota County has become the first
Florida county to officially adopt integrated pest management practices on all
county government properties. All county operations were required to adopt the
program by Oct. 1.

Focal Point Communications, Cincinnati, Ohio, received several awards for the
design and content of its monthly newsletters and sales materials for the green in-
dustry. Winning entries included the Professional Lawn Care Association’s quarter-
ly newsletter, ProSource.

Performance. ““Perspective: The Business Development Information
Tool” is available from the U.S. Data on Demand. It assists businesses in analyz-
ing performance, charting growing markets and tracking trends in any or all of the
50 states. To order, contact: Perspective Fulfillment Center, PO. Box 567, Bowling

Green, Ohio 43402; 800/352-7352. Cost: $89.95.

fessional Lawn Care Association of
America.

Tom Delaney, PLCAA director of
government affairs, said the association
received more phone calls from operators
looking for advice than they received in
the past two years from other media
reports combined.

Delaney advised operators to be honest
and straightforward with their customers.

While it’s up to the customer to decide
how long to keep his dog off treated
grass, tell him the longer he keeps the dog
off the more the herbicide will dissipate.

He also questioned the credibility of the
NCI report.

The study was based on dogs already
suffering from malignant lymphoma. In
addition, researchers involved with the
report were calling on people 10 to 58

Dealers are needed nationwide for
this new state of the art product.
PGl has developed a maintenance
free putting green that is extremely
realistic and easy to install. Perfect
for backyards, apartments, condos,
hotels, schools, etc. . .Call now to
see how you can obtain a free PGI
dealership and earn a profit of
$1,500 per day by installing
maintenance free putting greens.

Putting Green International
P.O. Box 501164

Indianapolis, IN 46250-1164
317-842-9430
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A world of difference —
SLICE

Different because the SLICE computer systems were
designed exclusively for the green industry, offering
comprehensive solutions that fit your business.

Different because SLICE is at work today in nearly 200
green industry businesses in over 30 states and Canada.

Call today for a larger SLICE of tomorrow’s business.
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months after their dogs were diagnosed
with cancer, and the questionnaire didn’t
provide dog owners with a list of chemi-
cals to choose in responding to various
questions regarding lawn chemicals.

While the report didn’t cause many
companies to suspend use of 2,4-D, it did
motivate some customers to switch to
alternative products.

“We didn’t receive a large number of
calls, but compared to other news stories
about 2,4-D, we've had a tenfold increase
in inquiries,” said Tim Doppel, president
of Atwood Lawn Care, Sterling Heights,
Mich. “I found it interesting that for all
the news stories about possible human
health risks, we received little response.
But when it comes out that Fido could get
ill, people start calling in.”

Chris Senske, president of Senske Lawn
& Tree Care, Kennewick, Wash., said this
report created more inquiries than any
media coverage he's ever responded to.

“In most cases, people wanted to know
what we were using and some asked for
special treatment such as being notified
before the treatment of their lawn,” he
said. “Most were just curious if we used
the product.”

Steve Derrick, Orkin assistant vice presi-

dent/technical director, said Orkin issued
a memo to all its branches with sugges-
tions on how to deal with customer ques-
tions. Among other things, Orkin recom-
mends telling customers that the studies
are inconclusive, and 2,4-D is used in
minute amounts and diluted in water.

Patent Awarded To
New Pesticide Carrier

BioPlus Inc. received a patent for process-
ing peanut hulls into dust free granules.
The Bio 170 granules are designed for use
as chemical carriers and as moisture ab-
sorbent materials.

The patented process takes the peanut
hull derived granules and converts them
into small, spreadable, 100 percent orga-
nic, biodegradable granules. Once the
granule receives water from irrigation or
rainfall, it dissolves, releasing the
chemical and leaving no large particles
behind.

The BioPlus granule is in its third year
of production. BioPlus is principally own-
ed by Pennington Interest.

A new facility using high-tech equip-
ment was built in 1990 to produce Bio 170.

RAC Announces
Restructuring Plans

Ransomes America Corp. continues to re-
fine its North American direction that
be.gan nearly two years ago, serving as a
sales and distribution company for all
Ransomes PLC products.

Originally set up by Ransomes PLC of
Ipswich, England, to oversee its North
American operations, RAC is now made
up of four business units: professional
lawn care, turf, industrial and commercial
and consumer. All subsidiaries, Cushman
Inc., Ransomes Inc., Steiner and Brouwer,
will take direction from RAC.

The company headquarters will be based
in Minneapolis, Minn., and headed by Irv
Aal, new president. Other officers include
Doug McCormick as vice president of
marketing and sales and Ed Nachtsheim,
vice president of finance. Both McCor-
mick and Nachtsheim were promoted
from Ransomes America Corp. divisions.

Jerry Ogren is now general manager of
Lincoln, Neb., operations; Tom Stuart is
acting general manager at Johnson Creek,
Wis.; Tom Meier is acting general mana-
ger at Orrville, Ohio; and Wally Stuart is
general manager at Keswick, Ontario.

Keep Fertilizer Dry and
Prevent Costly Spills with the
“SHOWER CAP” by Lawn Tech

loss

$16.50

Plus shipping and
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onto spreader
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@ Simple, 1-piece construction
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BEYOND THE HEADLINES

Editor’s Note: In light of recent news reports
linking 2,4-D with cancer in dogs, the Industry
Task Force on 2,4-D and Lawn & Landscape
Maintenance magazine designed this fact
sheet to answer your questions as well as
those of your customers. Simply detach this
section from the magazine and reproduce it
for your staff and customers.

The Journal of the National Cancer Institute
(NCI) recently published the results of a study
that claims to link the incidence of malignant
lymphoma, a kind of cancer, among dogs to
the use of lawn care products containing 2,4-D.

The Task Force has done a preliminary
review of the NCI canine lymphoma study
and raised many serious concerns about the
validity of both its methods and its results.

Nevertheless, the Task Force has concluded
that, even taken at face value, the findings of
this study add little to the weight of existing
scientific evidence supporting the safety of
2,4-D — to people and animals — so long as
common sense and good work habits prevail.
2,4-D has been studied extensively in lab
animals. These tests and numerous other
studies and scientific reviews substantiate the
belief that 2,4-D does not cause cancer.

THE WEIGHT OF THE EVIDENCE SUPPORTING

THE SAFETY OF 2,4-D. As recently as 18 months
ago, the Harvard School of Public Health con-
vened a panel of independent experts in tox-
icology, epidemiology and medicine to ex-
amine the weight of the scientific evidence
linking 2,4-D to cancer. Participants in the work-
shop reviewed all human and animal data.

Of the 13 panelists, none considered 2,4-D
a known or probable cause of cancer in hu-
mans. The report of their proceedings states
that animal research provides little reason to
expect that 2,4-D causes cancer at all, and
that studies of occupational exposure to the
herbicide do not establish a cause-and-effect
relationship.

The findings of the Harvard panel corrobo-
rate those of at least four other independent
scientific reviews of the question, performed
by the U.S. Environmental Protection Agency,
Agriculture Canada, the Canadian Centre for
Toxicology, and the Council on Agricultural
Science and Technology. None of these or-
ganizations has concluded that 2,4-D causes
cancer.

THE NEED FOR A CLOSER LOOK AT THE LATEST
NCI STUDY. While the Task Force is not per-
suaded by the NCI study that there is any
association between the use of 2,4-D and the
development of lymphoma, there is sufficient
concern about the methodology, conduct and
conclusions of the research to warrant an in-
dependent review.

To that end, the Task Force has asked Dr.
George Carlo, chairman of Health and Envi-
ronmental Sciences Group, Washington, D.C.,

A closer look at

the National Cancer
and Dr. lan Munro, i
director of the Cana- IHSMU?G S tUdy ;
dian Centre for Toxi- associating canine
cology, Guelph, On-  maignant lymphoma
tario, to convene a ; ,
panel of scientists rep-  With d0g owners
resenting the interna- use of 2’4.0.

tional epidemiology,
toxicology, veterinary and medical communi-
ties to review the NCI study.

In particular, the panel will look closely at
the hypothesis on which the study is based
— that there is an association between 2,4-D
exposure and canine lymphoma — and deter-
mine whether or not this hypothesis is valid.
There is particular concern, as noted, because
the hypothesis is inconsistent with the find-
ings of previous animal studies involving 2,4-D,
and because the level of risk reported in the
study is so small and the methodology ques-
tionable.

In the meantime, the Task Force wants to
reiterate that the weakness of the NCI study’s
conclusions must be measured against the
backdrop of numerous other studies and re-
views which have found no convincing evi-
dence of a link between 2,4-D and cancer.
The NCI canine lymphoma study offers noth-
ing to refute that contention..-

HOW THE STUDY WAS DONE. The NCl researchers
studied 491 dogs confirmed to have malig-
nant lymphoma, 479 dogs with other tumors
and 466 dogs hospitalized with forms of can-
cer other than lymphatic tumors.

The owners of the dogs, as identified by ve-
terinarians’ records, were asked to complete
a mail survey or, if they failed to respond, were
contacted and questioned by telephone. Parti-
cipants in the survey were asked simply
whether or not they themselves used lawn
care chemicals, and if so, how many times a
year and what brand of product, and whether
they had a commercial lawn service in addi-
tion to or instead of applying pesticides
themselves. The questionnaire did not ask
specifically about 2,4-D use.

All the dogs without access to their owner’s
yards were classified as unexposed, as were
dogs whose owners did not report using 2,4-D.

WHAT THE STUDY FOUND. The study reported
an odds ratio of 1.3 for dog owner application
of 2,4-D, and/or employment of a commercial
lawn care service. In epidemiology, the odds
ratio is an estimate of the risk of disease as-
sociated with exposure to the suspected cause
of that disease.

Most epidemiologists would consider an odds
ratio of less than 2.00 to be unpersuasive
and likely due to chance.

An odds ratio of 1.3 would mean that dogs
presumed to have been exposed to 2,4-D in
lawn care chemicals have about a 30 percent
greater chance of developing malignant lym-

(continued on reverse side)

"udlofmecowm:ym-
rounding the health affects of
2,4-D is based on or generated
by reports of research that at-
tempt to make a connection
between, in the case of 2,4-D,
exposure to the herbicide and
a rare form of cancer, non-
Hodgkin's lymphoma. Many of
these studies come from a
branch of science known as

in human populations.

Epidemiological studies
begin with the scientists’ hy-
pothesis about what they
suspect might be causing the
disease to occur, particularly
if it is found among people
who have something in com-
mon in their habits, lifestyle or
occupation

If, for example, many peo-
ple who work in the same fac-
tory develop the same or simi-
lar types of cancer, one logi-
cal hypothesis would be that
the cause of the cancer is
something with which they
come into contact at work. Or

ciation found between a dis-
ease and its suspected cause
in any one, single study proves
a cause-and-effect relation-
ship between that disease and
the suspected cause. Only
when a pattern shows up re-
peatedly — as in the link be-
tween lung cancer and smok-
ing — do the studies establish
(continued on reverse side)
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a causal relationship.

Many epidemiological stud-
ies are case-control studies;
that is, studies in which a
group of research subjects
who have the disease in ques-
tion are compared to at least
two other groups, usually one
with another type of disease
and one that is healthy.

What is unusual about this
NCI canine study,
however, is the fact that the
researchers combined the two
control groups, eliminating the
opportunity to make two sets

princi-

pal weakness is that it is not a
precise, experimental science,
but an observational one.

Most often the research takes
the form of administering sur-
veys or questionnaires, either
to the people who themselves
are afflicted with the disease
in question, or to their surviv-
ing next of kin or other rela-
tives. This means that epide-
miologists must rely heavily
for their findings on people’s
often fallible memories.

Epidemiological studies
tend to make the news if their
results purport a link between
something with which people
come into contact and a se-

in these reports is the spread
of unwarranted fear.
Conversely, however, people
should not assume that noth-
ing is harmful. Society has
the science of epidemiology
to thank for uncovering many
of the hazards we now know
to avoid. The key is to keep
in mind the factors described
above and to examine carefully
— and from as many different
sources as possible — the in-
formation that comes your way
about threats to your health.

l

(continued from previous page)

phoma than dogs not exposed. How-

ever, in epidemiological terms, this repre-
sents an extremely weak association. An
odds ratio of 1.0, for instance, means no dif-
ference in risk between exposure and non-
exposure.

Furthermore, assessing whether or not a
cause-and-effect relationship exists requires
consideration of the total weight of the scien-
tific evidence on the subject in question, not
just one study. The findings of this study are
inconsistent with the weight of the evidence
on 2,4-D.

OF THE STUDY. In addition to the
inconsistency of the NCI study’s findings
relative to other animal studies, which
demonstrate that 2,4-D does not cause can-
cer, other aspects of this research are trouble-
some to the Task Force:

¢ Dog owners who applied their own lawn
care chemicals were asked what commercial
brand of products they used.

Farmers and commercial applicators who
mix their own herbicide formulations know
2,4-D as such; average homeowners, as a
rule, do not. While 2,4-D is a common and
widely used weed killer, it is hardly a house-
hold word, and no commercially available prod-
uct bears the name “2,4-D"" on the label
other than in small print in the list of the prod-
uct’s ingredients.

Furthermore, lawn care products available
on the commercial market are virtually always
mixtures of several compounds, possibly in-
cluding 2,4-D, but also fertilizers and other
pesticides as well, which confuses the picture.

* Since the findings are based on people’s
ability to remember exactly what herbi-
cide they may have used as many as two
decades ago, even a few mistakes in recol-
lection could make a big difference. If, for
example, as few as eight of the 191 owners
of case dogs reported exposure to 2,4-D,
when in fact they were not, then the al-
leged association between 2,4-D exposure
and canine lymphoma would disappear.

¢ By combining the responses to two sepa-
rate questions asked about the owners’ ap-
plication of lawn care chemicals and about
contracting for commercial lawn treatment,
the researchers seem to be assuming that
commercial lawn treatment necessarily
means treatment with 2,4-D. In fact, profes-
sional lawn service companies are more likely
to apply mixtures of products, such as fer-
tilizers, insecticides and non-2,4-D-containing
herbicides.

¢ |t is unclear from the report whether or
not researchers asked owners about when,
relative to chemical application, and for how
long, their dogs were exposed to 2,4-D. Be-
cause 2,4-D is quickly and readily absorbed
by plants, a dog let into the yard during or im-
mediately after treatment would have a much
greater opportunity for exposure than one
allowed out even 24 hours later.

¢ The researchers pooled two control
groups making it impossible to know whether
the association reported was consistent across
both groups.

¢ Some of the findings of the study seem to
contradict others. For instance, fewer owners
of animals with lymphoma reported using li-
quid 2,4-D than did owners of dogs in the con-
trol groups. It is hard to imagine a situation
in which the use of granular 2,4-D would
cause lymphoma, whereas 2,4-D in liquid form
did not.

Additionally, there was no trend observed
between lymphoma risk and duration of
2,4-D use. The results reported showed that
applications of 2,4-D four or more times per
year doubled the risk of lymphoma, yet the
use of 2,4-D over periods of many years did
not increase the risk of lymphoma at all.

THE IMPLICATIONS FOR HUMAN CANCER

RISK IN THE STUDY. While the Task Force
regrets the alarm that the NCI canine lym-
phoma study may have spread among dog
owners, it is especially concerned about the
implications it draws about human cancer
risk. The researchers point out that malignant
lymphoma in dogs is similar to non-Hodgkin’s
lymphoma in humans, and refer to studies
which have suggested a link between 2,4-D
use among farmers and certain forms of can-
cer, including non-Hodgkin's lymphoma.

Unfortunately, the literature review contained
in the NCI report cites only those human
health studies which have suggested a link
between 2,4-D and cancer, and then only in
the most cursory way. Some of the studies to
which the authors refer, such as the Kansas
and Saskatchewan farm worker studies, in-
vestigated exposure to herbicides in general,
not 2,4-D in particular.

Several studies which failed to find a link
between 2,4-D and cancer were not mention-
ed at all. The tendency then, is to lead the
reader to believe that the case against 2,4-D
is stonger than it actually is.

The best scientific information available to
date indicates that the use of 2,4-D, according
to label directions, in agriculture and on
lawns, will not harm pets or humans.

WHEN QUESTIONS ARISE, CALL THE 2,4-D HOTLINE

517/835-2091

in Canada

4 1
800/3 5 5'0 9 in the United States

SPONSORED BY THE INDUSTRY TASK FORCE ON 2,4-D.

Reprinted with permission of the Industry Task Force on 2,4-D and Lawn & Landscape Maintenance magazine.




Barefoot Grass
Goes Public

Barefoot Inc., parent company of Barefoot
Grass, Worthington, Ohio, is going public
— at least that’s its intent.

Barefoot filed a registration statement of
its desire to go public with the Securities
and Exchange Commission. The proposed
initial public offering is 2.5 million shares
of common stock with an estimated price
of $11 to $13 a share. Of these shares,
2,176,000 shares are being offered by the
company and 324,000 shares by a selling
shareholder.

The offering will be made through
underwriters managed by William Blair &
Co. and Kidder, Peabody & Co. once the
SEC delivers its decision, expected some-
time this month.

Net proceeds to the company will be
used to repay indebtedness incurred in
1989 to finance the company’s recapitali-
zation and the subsequent acquisition of
professional lawn maintenance companies.

Two years ago, Barefoot sold the ma-
jority interest of its firm to the Chicago-
based investment firm Golder, Thoma
Cressey. The firm is expected to offer on-

ly a small amount of its shares.
“We hope to significantly reduce in-
terest expenses and generate more cash

“Bargfoot Grass

for the company,” said Pat Norton, presi-
dent. “It’s a good decision for us from a
financial and visibility standpoint.”

During a four-month fact-finding mis-
sion, underwriters assessed the value of
the company and whether it was
marketable to the public.

Norton thinks going public is good for
Barefoot and the lawn maintenance in-
dustry. “We've all read enough negative
things about the industry. Hopefully, the
entire industry will benefit from increased
valuation.”

Mobay to Change
Its Name to Miles Inc.

Mobay Specialty Products Group will
soon operate under a new name.

Because of the reorganization and re-
naming of Mobay’s parent company, Bayer

USA Inc., Pittsburgh, to Miles Inc., Mo-
bay will become a division of Miles.

Bayer USA is the U.S. management
holding company of Bayer AG, Leverku-
sen, Germany. Effective Jan. 1, 1992, the
holding company will become an operat-
ing firm and take the name of its largest
subsidiary, Miles Inc.

Under agreements with Sterling Drug,
the maker of ‘Bayer’ aspirin, the Bayer
USA name could be used for a holding
company, but not an operating company.
The Miles name was chosen after exten-
sive research and because Bayer USA al-
ready owned Miles, which has a 108-year-
old reputation.

The new organization and name change
are designed to create and develop a com-
mon corporate culture; improve competitive-
ness; better meet customer needs, stream-
line the management structure by shorten-
ing the lines of communication, decision-
making and reporting; and improve effi-
ciency by taking advantage of synergies in
the service functions of the company.

The Miles name is said to be more well-
known beyond the specialty industry, and
should provide a larger support network to
its customers.

Lawn Maintenance Software

FINALLY USE YOUR COMPUTER TO
GET YOUR BILLS OUT ON TIME!!

% Quick Professional Invoicing

% Complete Tax Reports

¥ Route & Job Scheduling

% Unlimited Training & Support

% Delinquency and Aging Reports

% Mailing Lists

v And Much More for only $695.00
CALL FOR FREE DEMO DISK

AND/OR VIDEO
(800) 572-8713 or (201) 670-1073

by Customized Business Software
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YOUR DAYS ARE NUMBERED

TO ORDER YOUR 1992 LAWN & LANDSCAPE CALENDAR

CALL FOR OUR NEW CATALOG

800 525 6999

FocalPoint

CINCINNATI,OHIO
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Business Watch

THE REAL ESTATE INDUSTRY suf-
fered through one of its worst months in

July. Just when the light at the end of the
tunnel appeared brighter, a large train
called the sluggish economy came roaring
through the tunnel. Sales of existing
homes across the nation fell for the first
time in six months in July, dropping 6.7
percent to 3,350,000 units. National
figures on new home sales also took a
nose dive, falling 8.5 percent to 472,000
units, representing the largest drop in new
units sold this year. Another signal of a
slow-to-recover economy was the failure
of the consumer price index to drop for
the fourth consecutive month. Good news
came in the form of the national unem-

150,967

APRIL

RETA'L SALES (in million $8)

153,670
152,931

152,779

MAY

ployment rate dropping 0.2 percentage

Source: US. Census Bureau

points to 6.8 percent; a 0.5 percent in-
crease in retail sales to $153.7 million na-
tionally and the increase in housing starts
for the fourth consecutive month to
1,070,000 units.

UNEMPLOYMENT RATE (%)
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66 69 70 68
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*Percent change from preceding month.

Source: National Association of Realtors

Source: National Association of Realtors

ECONOMIC FIGURES for the Midwest
indicate that while improvement is evident
in some areas, declaring the ailing eco-

nomy as cured is premature. A typically
conservative, but optimistic approach is what most Midwestern
landscape contractors are taking as they enter the fourth quarter.

“Things continue to be slow, but are much improved over last
year,” said Jim Engledow, interior division manager for Engledow
Inc., Indianapolis. “Last year things just stopped. Now, construc-
tion is starting to resume on new offices, new office malls. I think
builders have changed their attitudes; they're building more on spec.”

Monty Mitchell, president of Suburban Landscape. Associates,
Davenport, Iowa, said that his area was hit fairly hard by the re-
cession in the '80s, but a “teeny” boom, in part due to riverboat
gambling, has revitalized the economy.

“Now there's a release and a more positive attitude. We're
seeing construction that was probably planned in the late "80s.

Ron Kujawa, president of Kujawa Enterprises, Cudahy, Wis.,
said that the recession has not affected businesses in Milwaukee
as much as in other parts of the country.

But global events such as the Persian Gulf War have added to
business uncertainty, he said.

REGIONAL REPORT: MIDWEST

“People don’t know what to do so they do very little. Uncer-
tainty has caused many of our customers to delay. I look for the
economy to start warming up shortly.”

But even the experts have difficulty pinpointing when that
“warm-up” will occur. According to recent figures released by
the National Association of Realtors, the economic recovery in the
housing market has stalled some. New home sales for the Midwest
in July dropped 37 points from June's year-high mark of 106,000
to 69,000, the lowest the figure has gone since January when only
65,000 units were sold.

Existing home sales in the Midwest also felt the backlash of a
negative economy, falling 3.3 percent from June to 890,000 units
in July. It marked the second consecutive month that a drop in
sales has been recorded.

Slumping sales figures can be attributed to a variety of factors.
One is that the heavy activity in May and June, when buyers en-
joyed low mortgage rates and favorable prices, has just hit a lull.

Another factor is that many consumers are cautious about tying
up money for an extended peripd of time. Also, the unemploy-
ment rate for the nation remained high at 6.8 percent.

On the plus side: Housing starts and retail sales figures remained
on the positive side of the ledger. =
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For more information on MITSUBISHI FUSO trucks, call or write:

MITSUBISHI FUSO TRUCK OF AMERICA, Inc., 100 Center Square Road, Bridgeport, NJ 08014.
800/MIT-FUSO.
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THE PROFESSIONAL LAWN Care Associa-
tion of America is asking all lawn care
companies to support its legislative ac-
tivities through contributions to the Fede-
ral Issues Management Fund. PLCAA’s
appeal for donations is especially timely
in light of the Supreme Court’s recent 9-0
decision that gives local governments the
right to regulate the manufacture, sale and
use of pesticides.

Previously, top lawn maintenance com-
panies and PLCAA have contributed from
$5,000 to $40,000 each to the fund. Much
of those contributions were used to sup-
port PLCAA’s successful campaign during
the May lawn care hearings. But since the
June Supreme Court decision, the associa-
tion is requesting even more financial
support.

Contributions of any amount can be
made to the association (include notation
“Federal Issues™).

College students and prospective employ-
ers can exchange resumes and business

For More Information...
PLCAA

STMA
1000 Johnson Ferry Rd., NE

Suite C-135 Suite 390 Rolling Meadows, Il1.
Marietta, Ga. 30068-2112 Las Vegas, Nev. 89119 60008

404/977-5222 702/739-8052. 708/705-9898
MID-AM GTl CONN. ASSOC.

1000 N. Rand Road, Continuing Education T&L Lawn Services
Suite 214 Johnston Hall PO. Box 524
Wauconda, Ill. 60084 University of Guelph Chesire, Conn. 06410
708/526-2010 Guelph, Ontario NIG 2W1  203/758-5955

519/824-4120

1455 E. Tropicana Ave.

o 6D

1855 Hicks Road

cards at the Mid-Am Trade Show in
Chicago, Jan. 16-18, when Mid-Am spon-
sors its third annual Career Center. The
center attracts horticultural students from
more than 50 regional colleges and uni-
versities, as well as horticulture industry
employers from the Midwest.

The center brings together employers

and students seeking full-time employment
in nursery, garden center, landscape main-
tenance, design and interiorscaping indus-
tries. Companies can conduct brief inter-
views with participating students.

Invitations to the Career Center will be
mailed this fall.

(continued on page 14)
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TURF TRACKER

Our zero-turning radius Turf

Tracker is designed for use on
residential and small to mid-

See us at the
Green Industry Expo
Booth # 401

size commercial properties.
Completely maneuverable, it
allows you to treat in the
tightest areas and still cover
up to 40,000 sq. ft. in under
62 minutes.

FEATURES:

30 gal. stainless steel tank
Diaphragm pump

12’ break away boom
Boom width control

20 h.p. Kohler

Full hydrostatic drive
Flotation type tires

3 speed ele. spreader

C&S TURF CARE EQUIPMENT, INC.
3425 Middlebranch Road N.E.

Canton, Ohio 44705

(216) 453-0770  (800) 872-7050
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November 18-21

“Meet the Challenge”

November 18-21, 1991

The
Professional
Lawn Care
Association
of America's
12* Annual
Conference
Tampa Convention Center
Tampa, Florida

Topics to be discussed:
® Marketing in the 90's
® Facility Management
® Technical Problem Solving
* Regulatory, Technical and Company Issues
® Business Basics
* Fertilizer Technology
® Environmental
® Computer Utilization
® Keynote Address on the latest challenges facing
the Lawn Care Industry
* Live Auction, Tuesday, November 1%th

Pre-Conference Workshops:

Train the Trainer, Saturday, November 16th

Media and Management Training, Sunday, November 17th
(Separate Registration required)

Held in conjunction with Green Industry Expo/91

® Over 250 Exhibitors

® New Product Showcase

* Giant Outdoor Equipment Demonstration

* Trade Show Reception

* Hands-On Workshops

l Name

| Company.

| City State Zip

| Clip and mail to: PLCAA Conference

|
l
|
| Address |
|
|
| 1000 Johnson Ferry Road, NE ® Suite C-135 ® Marietta, Georgia 30068 |



Association News
(continued from page 12)

The Sports Turf Managers Association is
seeking nominations for its awards pro-
gram, held during STMA’s annual meeting
in San Diego, Calif., Dec. 4-7.

Nominations are sought in five award
categories: Football Field of the Year;
Soccer Field of the Year; Outstanding
Commercial Affiliate; Excellence in Re-
search; and the Lawn Ranger Award for
best groundskeeper.

Nominations for each award must be
submitted in accordance with procedures
outlined for the category. Entrants must be
STMA members to qualify. All nomina-
tions are due by 5 p.m., Friday, Oct. 23;
and should be submitted to Greg Petry,
Waukegan Park District, P.O. Box 708, Wau-
kegan, Ill. 60079; Attn: STMA Awards.

The Guelph Turfgrass Institute at The
University of Guelph is co-sponsoring the
first Ontario Turfgrass Symposium, Jan.
7-9.

Put Henderson Chief behind you
and extend your season.

The people at Henderson know
how important it is for you to keep
busy in the winter, too. So we
design and build pickup-mounted
sand and salt spreaders that are
rugged and dependable. Depend-
able spreaders for accurate
spreading; self-powered and
cab-controlled;
quick, easy
mounting.

-

ICE CONTROL SPREADERS FOR
DUMP TRUCKS

HENDERSON

MIN! HAULERS FOR
ALL UTILITY WORK

And we stand behind 'what we
sell with dependable dealers for
parts and service whenever
and wherever you need

them. All at a competitive

price. Whatever your lawn 4
maintenance hauling

and winter ice control

needs, check

firstwith. . . TkRe (ol
O

ST FLARAS

:. ) ‘{d'l“":

ICE CONTROL SPREADERS FOR
PICKUP TRUCKS

HENDERSON MANUFACTURING

division of Willknight,inc

P.O. Box 40 » Manchester, |A 52057 « (319) 927-2828

Dealerships available in selected territories
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The symposium will address the needs
of all sectors of the turfgrass industry, in-
cluding lawn care, sports turf and golf
courses, through a trade show and educa-
tional sessions.

Many of those sessions will focus on
environmental issues. Ongoing research
into the environmentally sound use of fer-
tilizers, water and pesticides will be ex-
amined, including scientific studies spon-
sored by the Ontario Ministries of the En-
vironment and Agriculture and Food, and
the Ontario Turfgrass Research Foundation.

Keynote speaker is Eliot Roberts, direc-
tor of the Lawn Institute, on “Turf Stands
Tall Among the Trees — An Environmen-
tal Perspective.”

L. Darwin McKay of Turfco, Meridian,
Idaho, has been selected the 2lst president
of the American Sod Producers Associa-

tion. McKay's appointment was announced |

during the 1991 Summer Convention and
Field Days in Portland, Ore. More than
600 ASPA members and guests attended.

Also elected to the 1991-92 ASPA Board
of Trustees were: Mike Holmes, Warren's
Turf Nursery, Crystal Lake, Ill., to vice
president; and Richard Schiedel, Compact
Sod Farms, Cambridge, Ontario, secretary-
treasurer.

Trustee positions went to David Doguet,
Crenshaw & Doguet Turfgrass, Austin,
Texas; William Huber, Huber Ranch Sod
Nursery, Schneider, Ind.; and Wayne
Thorson, Todd Valley Farms, Mead, Neb.

McKay will preside over ASPA’s 1992
Midwinter Conference at Bally’s Casino
& Resort, Las Vegas, Feb. 5-7.

A new Connecticut lawn care association
is forming. An influx of unlicensed pesti-
cide applicators and inexperienced home-
owner usage were both cited as reasons
for the new association.

According to Dick Tice, owner of T&L
Lawn Services, Cheshire, Conn., and ac-
ting vice president, “Our intent is to work
with all of the existing green industry
associations. We are not running in com-
petition with them.”

Currently, no other state association
specifically targets the needs of all lawn
maintenance professionals, Tice said. A
state groundskeeper association exists, but
its bylaws do not permit membership of
chemical companies or franchises, he said.

Tice did not rule out the possibility of
membership with a national association
such as the Professional Lawn Care Ass-
ociation of America.

Meetings are held on the first Thursday
of every month. Locations vary to accom-
modate businesses from around the state.
No name has been selected for the group,
which is in now in its third month. w
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“ALCA is the best
landscape business
resource in the
country.”

“When I started my business seven years ago
I needed expert advice,” says Joe Skelton,
president of Lifescapes, Inc., Canton, Georgia.
“That’s when I joined ALCA.

“By attending marketing and technical
seminars, using the Operating Cost Study to
estimate projects, enrolling in ALCA’s business
insurance program and simply working hard, I
have been able to build my business to over four
million dollars.

“ALCA is a great resource. Through their
meetings, videos and publications, you can find
out how to increase sales and profits, reduce
costs, and learn about the latest products and
technology developments.”

Join ALCA today and meet people like Joe
Skelton.

If you are an exterior, interior or management
landscape contractor or simply want to see the
landscape industry grow, call (703) 241-4004 for
more information or write to: ALCA, 405 N.
Washington St., #104, Falls Church, VA 22046.
Fax (703) 532-0463.

RIAA

ASSOCIATED LANDSCAPE CONTRACTORS OF AMERICA
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Easy 1.D. For
Water Reclamation

HUNTER INDUSTRIES has introduced
purple-capped reclaimed water sprinklers
for use on residential and commercial
sites. The identifier caps alert field per-
sonnel that the reclaimed water is for ir-
rigation purposes only and not for human
consumption.

A “Do Not Drink” warning and symbol
are printed on the cap in English and
Spanish. The purple color conforms with
an emerging industry standard that iden-
tifies components of reclaimed water sys-
tems.

Aside from the purple caps, the sprink-
lers are identical to the company’s gear-
driven rotors and fixed spray heads.

Sprinklers fitted with the purple caps
include PGP pop-up, PGS shrub, PGH
high pop, S-type spray, R-type multiple
stream, I-10 shrub, I-20 pop-up, I-25 pop-
up and 1-40 pop-up.

The company is also offering a brochure
that discusses the importance of reclaimed
water.

8

Reclaimed water sprinkler.

For further information, contact Hunter
Industries, 1940 Diamond Street, San
Marcos, Calif. 92069; 619/591-7034.

Free Analysis Checks
Tubing “Fingerprint”

Union Carbide Chemicals and Plastics
Co. Inc. is offering a free irrigation tubing
analysis to verify the quality and type of
materials used in its manufacture.

The free analysis is offered in conjunc-
tion with Union Carbide’s “Fingerprint”
irrigation tubing resin series. The com-
pany has introduced a trace element into
its 7510/12 series resins and 7510 series
black masterbatch. This trace element acts
as a chemical fingerprint, identifying the
presence of 7510 resins in the irrigation
tubing produced by manufacturers using
Union Carbide resins.

The analysis also identifies whether the
carbon black used by manufacturers to
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give tubing its black color and longevity is
spread uniformly throughout the material.
Carbon black must be well-dispersed or it
will concentrate in certain areas of the
tubing, leaving other areas prone to failure
from leak problems and premature aging.

For a free analysis, send a two-foot
sample of irrigation tubing to: Union Car-
bide, Dept. QA, Bldg. 561, PO. Box 186,
Port Lavaca, Texas 77979. Irrigation tubing
from Union Carbide’s 7510 series can be
identified at the point of purchase by the
Green Fingerprint logo.

Historian Plans Book
On Irrigation History

“History of Irrigation,” by Bob Morgan,
is the first fully illustrated, historical
analysis of irrigation in the United States.
Morgan is a historian for the Irrigation
Association.

The limited edition hardcover volume
chronicles the role of irrigation and water
use in America'’s agricultural and land-
scape development.

IA seeks corporate sponsorship for the
project. The histories of irrigation busi-
nesses will be detailed in a chapter entitled,
“Partners in Progress.”

Irrigation Brochure
Receives Award

The Public Relations Society of America,
Orange County Chapter, has honored Rain
Bird Sales, Inc. with an Award of Excel-
lence for its “Making a Good First Im-
pression” brochure.

The two-color brochure is a brief, step-
by-step guide to presenting a professional
image to prospective customers.

For a copy of “Making a Good First
Impression,” contact Rain Bird Sales,
Inc., Contractor’s Division, 155 North
Grand Ave., Glendora, Calif. 91740

IA Picks Putnam As
Executive Director

Charles “Pepper” Putnam is the new ex-
ecutive director of the Irrigation Associa-
tion. He is responsible for directing the
operations and staff of the association's
Arlington, Va., headquarters; as well as
overseeing the Membership and Technical
Services office, managed by R.C. “Bob"
Sears in Sacramento, Calif.

Putnam said that one of his major goals
is to raise the association’s profile through
expanded membership and increased co-
operation with local associations.

Education will also play an important

l

role under his leadership. “I think that
putting together better and more educa-
tional programs is a way of accomplishing
what we're trying to do.” Putnam said he
would like to see the association strike a
balance between agricultural and turf
irrigation.

“The Irrigation Association has lately
been accused of becoming a turf irrigation
association. I want the emphasis to be
equal. I don't want us to put more em-
phasis on one aspect of irrigation than
another.”

He added that both agricultural and turf
irrigation have a “long way to go as far as
irrigation efficiency” is concerned.

Putnam is a 30-year veteran of the ir-
rigation industry and past president of IA.
Previously, he was vice president and cor-
porate director of the Dallas-based Telsco
Industries, manufacturer of Weathermatic
Irrigation Products and Telsco fittings. He
has also held positions at Turfco Inc., Bay
Irrigation and Turf Supply, Ewing Irriga-
tion Products and Champion Irrigation
Products. "

Copyr bg¥t L W by . Juu
1T A1) Righte Bewored

4

i ]

&LIPP cuts paperwork faster

Computertred Lawn industry Program

than you can cut the grass!!!

Does scheduling, routing, posting
and billing in minutes per day!

Other business modules for lawn services include:
GENERAL LEDGER, INVENTORY, ACCOUNTS PAYABLE,
PAYROLL, PURCHASING, ASSETS & PROJECT

For more information or to place orders, write or call:

TOLL &=
FREE £

1-800-635-8485

A Division of L-w SOftwa re Lawn-Wright, Inc

18761 North Frederick Avenue, Suite A

=

Gaithersburg, MD 20879
(301) 330-0066

USE READER SERVICE #32

LAWN & LANDSCAPE MAINTENANCE * OCTOBER 1991




Layn & Landscape

MAINTENANCE

Compost Digest

Californians Getting
Backyard Compost Bins

Seven California communities began pro-
grams to foster the use of backyard com-
posting bins, according to Harmonious
Technologies, Pasadena, Calif. Berkeley,
Glendale, Los Angeles (city and county),
Pasadena, San Diego and Ventura all an-
nounced plans to encourage backyard
composting, some by giving bins to in-
terested residents.

In Berkeley, residents got a reduced
price on 1,000 bins purchased by the city.
Glendale gave away 300 plastic and 100
wooden compost bins to residents on a
first-come-first-served basis. It distributed
the bins in conjunction with composting
classes.

Los Angeles County started a pilot
backyard composting project in Altadena.
The pilot includes a demonstration site,
composting classes and the sale of bins to
the public at wholesale prices. The city of

Nurserymen Take Stand
On Solid Waste Issue

THE BOARD OF directors of the American Association of Nurserymen, Washing-
ton, approved a formal position statement on solid-waste management. “Legislation
and regulation on this issue will have a direct, bottom-line impact on nursery in-
dustry firms,” said Richard Campbell, president of AAN.

According to the position statement, the association supports the basic reduce,
reuse, recycle, compost and disposal hierarchy. A survey of its members indicates
that 75 percent reuse plastic pots or return them to the source for reuse, and 35
percent said they recycle polyethylene film and plastic pots, according to the AAN.
In the same survey, 50 percent of the respondents said they compost organic wastes
and nearly 50 percent use compost as a soil amendment.

“It is important that our industry have well thought out, pragmatic positions on
key national issues,” said Campbell, who also serves as president of Campbell
Nurseries and Garden Centers, Lincoln, Neb. “This enables us to speak with one
national voice and guides our actions on Capital Hill and in key federal regulatory
agencies.”

Los Angeles announced plans to offer
residents a rebate on the purchase of com-
posting bins. Pasadena plans a similar

rebate program.
San Diego County issued a grant to San
Diego Recyclers to purchase and sell 1,000

BRATING OUR 25
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wooden composting bins to residents for
$5 each. Ventura’s program includes the
sale of bins at a wholesale cost of between
$25 and $55; monthly classes for begin-
ners; a six-week master composter pro-
gram; and a composting program for
schools.

Harmonious also announced the release
of its book Backyard Composting, Your
Complete Guide to Recycled Yard Clip-
pings. The 98-page, digest-sized book in-
cludes a short questions and answers sec-
tion and 13 chapters on topics ranging
from “Compost Happens” and “Soil Fer-
tility” to “Miracle Mulch” and “Organic
Compost Matters.”

It also provides a source list of compost
bin manufacturers, videos, related maga-
zines and organizations.

Obtain Your Guide
To Composting

The Solid-Waste Composting Council,
Washington, published its 48-page report
“A Decision-Maker’s Guide To The Com-
posting Industry.”

“Today it is economically viable, tech-
nologically feasible and ecologically expe-

dient to exploit the ancient process of
composting to help solve the modern prob-
lem of solid-waste disposal,” according to
the report.

Its seven chapters include: “What Is
MSW Compost?”” “Will It Work?” “How
Does It Fit Into An Integrated Waste Man-
agement System?” “Who'’s Doing It
Now?” “What Good Is Compost?” “What
Criteria Should Compost Products Meet?”
and “What Criteria Should Be Met In The
Composting Process?”

In addition, the report includes an 81-

page glossary.

Northwest Compost
Councils Formed

Composters in Washington and Oregon
banded together to form the Washington
Organic Recycling Council, Puyallup,
Wash., and the Northwest Organic Waste
Processors and Consumers Association,
Tualatin, Ore.

Both organizations seek to promote
composting as a viable method of solid-
waste management. WORC may be reach-
ed at 206/847-7555 and NOWPCA at
503/692-3757.

Garden Council Issues
Leaf Recommendations

The Garden Council, Chicago, issued
simple guidelines for composting fall
leaves.

“Leaves need to be removed in the fall
to eliminate hiding places for insects and
to prevent the lawn from being smothered,”
according to the council. “When leaves
are left for the next spring’s clean-up
chores, the lawn gets a slow start and may
have holes or brown spots which will then
require special treatment.”

According to Doug Welsh of the Texas
Agricultural Extension Service, leaf com-
posting is a simple, four-step process.

eGather the leaves in a pile and shred
them with a lawn mower to promote rapid
decomposition.

eCreate a compost area using either a
commercially available compost unit or
any number of home designs.

*Add leaves in a three-layer formula
consisting of 10 to 12 inches of leaves, one
inch of soil and a handful of nitrogen fer-
tilizer per layer.

oStir or turn the pile regularly and keep
it moist. L]

COMMERCIAL
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BRIDGING

L IRRIGATION s

Who's responsible for
filling the education void
in the professional
irrigation industry? A
group of contractors

and manufacturers
discussed the contro-
versial issue at

the industry’s first
irrigation roundtable.

By Cindy Code

COVER STORY

EDUCATION. IT SEEMS so simple. From first grade forward we're
trained to attend courses designed to increase our knowledge of a va-
riety of subjects. But after we enter the professional work force, does
the education stop? If not, who's responsible for keeping the knowledge
flowing: the employer, the employee or the industry’s suppliers?

With an industry as segmented as the green industry, it’s virtually
impossible to find a one-stop shop for learning. But if everyone from
the manufacturer on down to the end-user were familiar with the ins
and outs of irrigation selection, installation and maintenance, wouldn’t
the green industry produce water savings like no one’s ever seen be-
fore?

So how does the irrigation industry go about educating itself? What
and where is the best mechanism to achieve seemingly elusive educa-
tion?

That was the dominant concern among 14 industry representatives
attending Lawn & Landscape Maintenance magazine’s first irrigation
roundtable. Seven manufacturers, three lawn maintenance professionals,
two irrigation contractors and two irrigation consultants all evoked the
same cry: We need more education.

The problem is, *‘water conservation parallels that of gas conserva-
tion. Once the shortage is ‘over’ people go back to their old consump-
tion patterns,” said Don Olson of Olson Irrigation.

To debate the “water" issue and to discuss methods of changing per-
ceptions we invited: Doug Berlin, Greenscape Inc., Holly Springs, N.C.

Dick Crowl, Crowl's Irrigation Services, St. Joseph, Mo.; Bob Dob-
son, Middletown Sprinkler Co., Port Monmouth, N.J.; Jack Zendt,
Zendt Brothers Landscaping, Mt. Clemens, Mich.; Larry Keesen, Kee-
sen Water Management, Denver, Colo.; Larry Bareis, Ecosystems Ima-
gery, Encinitas, Calif.; Keith Sheperski, Rain Bird, Glendora, Calif.;
Bob Batterson, Pepco Water Conservation, Fresno, Calif.; Gene John-
son, Weather-Matic, Dallas, Texas; Don Olson, Olson Irrigation, San-
tee, Calif; Joe Silva, Hunter Industries, San Marcos, Calif.; Steve Per-
kins, Hardie Irrigation, McKinney, Texas; Jim Wright, Toro [rrigation,
Riverside, Calif.; and Brian Vinchesi, Eastern Irrigation Consultants,
Pepperell, Mass. Vinchesi was moderator of the session.

The mission: Understanding the relationship between the lawn main-
tenance industry, irrigation contractors and irrigation manufacturers.

The result: Although the group didn’t leave the meeting room of the
Dunes Hotel in Las Vegas with an exact formula for training in mind,
each left with a better understanding of the evolving maintenance in-
dustry and possible avenues for improving professionalism.

A diverse number of scenarios are common in the irrigation field,
leading to difficulty in targeting specific educational needs. Sometimes
the irrigator works solo, handling installation and leaving maintenance
to the lawn maintenance operator. Other times, the landscaper will han-
dle installation and maintenance. While in other instances, there may
be a few people on one property handling everything from wiring to
equipment installation to spot maintenance to winterizing. Confusing,
isn't it?

Therefore, how is this fragmented mix of professionals, and some not

Gene Johnson

of Weather-
Matic (right) and
Doug Berlin of
Greenscape,
focus on edu-
cational needs
in the irrigation
industry.
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so professional operators, sup-
posed to learn what’s best for
them, the landscape and their
customers?

To date, only three states have
laws requiring irrigation contrac-
tors to be licensed: Texas, New
Jersey and Connecticut. Once
licensing is achieved, (not an in-
expensive feat), keeping it is an-
other matter. Although a money
maker for the state’s coffers, Texas
camedangerously closetolosing
its licensing this year. Currently,
Florida is among the states
fighting for irrigation licensing
rights.

The Irrigation Association of-
fers certified irrigation programs
in the areas of design, contrac-
ting and management. These,
however, don’t take the place of
licensing where required.

Inits first year of testing, more
than 400 people have been cer-
tified by the IA as auditors. Other
programs, introduced in the past
few years, include certified de-
signers, about 260 passed; con-
tractors, about 14 passed; and
managers, about 10 passed.

Bareis, a California landscape
contractor, agreed that there
weren't nearly enough questions

LAWN & LANDSCAPE MAINTENANCE * OCTOBER 1991

Debating the issues: Joe Silva of Hunter and Larry Keesen of

Keesen Water Management (left); Jim Wright of Toro (top right);
and Larry Bareis of Ecosystems Imagery (bottom right).

involving irrigation on the land-
scape exam he took.

“People can become landscap-
ing contractors without a full
knowledge ofhow to install a high
quality irrigation system,” he
said. *“You can always educate the
maintenance staff, but if the per-
son that installed the job was not
educated then the system will get
off on the wrong foot. License
distribution needs to be a little
tighter.”

WHO'S RESPONSIBLE? So, with-
out further ado, whose respon-
sibility is it to educate? Is it the

distributors, the manufacturers or
the end user himself?

It’s generally thought that in-
dividual contractors are respon-
sible foreducating themselves and
their employees rather than the
direct responsibility of the manu-
facturer or the distributor.

The manufacturer and the dis-
tributor are certainly there to as-
sist, but the contractor needs to
take the responsibility to see that
he is educated and so are his peo-
ple, said Keesen, a Denver-based
irrigation consultant.

“The biggest problem I see is
maintenance contractors and/or
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theiremployees who have noidea
what they are doing with the ir-
rigation system, like when toturn
iton and how much to water,” he
said.

Through years of systems
evaluation, Keesen has found that
water consumption in most cases
far outnumbers need. For in-
stance, 30 inches is the maximum
annual water application require-
ment in Denver, but it’s not un-
common to see 50, 60 or even as
much as 120 inches of water ap-
plied annually.

But the disparity stems in part
from the different criteria placed
on the irrigation installer vs. the
landscape contractor when
they're not the same person.

“When you have management
people or landscape contractors
coming in and taking responsibili-
ty for setting these systems, their
criteriais to keep the grass green.
They're evaluated on how well
that is done and sometimes that
means applying twice as much
water as necessary, said Dobson,
a New Jersey irrigation contrac-
or. “Unfortunately in the North-
east, water has not become as

WHO'S WHO

MODERATOR
Brian Vinchesi

Pepperell, Mass.

CONTRACTORS
Doug Berlin

Greenscape Inc.
Holly Springs, N.C.

Dick Crowl
Crow!’s Irrigation Services
St. Joseph, Mo.

Bob Dobson
Middletown Sprinkler Co.
Port Monmouth, N.J.
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Ecosystems Imagery Gene Johnson
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Joe Silva
Larry Keesen ;
Keesen Water Management SZ‘,‘,"S’ arlggg sgzlsf
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Toro Irrigation
Bob Batterson Riverside, Calif.
Pepco Water Conservation
Fresno, Calif.

precious as it is in some drier
areas.”

Dobson, who works strictly on
the irrigation side, said there is
a need to reach the maintenance

contractors as well as the home-
owner to educate them on water-
ing requirements. Rather than is-
suing blanket sprinkling state-
ments across the country, indi-

vidual regions need to determine
watering requirements for speci-
fic turf types as well as seasonal
variances.

Such information may be pro-
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vided by cooperative extension
services, local universities,
newspaper garden columns as
well as other avenues, all in an
attempt to produce articles stress-
ing water savings, particularly
through automatic irrigation
systems.

While the method seems
plausible, it’s clear that the in-
dustry must strive to propel this
education vehicle and not rely
strictly on state universities to
carry the burden.

“We are going to have to be the
motivating factor behind it in
order to try to get the end user
educated,” Dobson said. ““If the
manufacturers and distributors

Brian Vinchesi, Eastern Irriga-
tion Consultants (left) and
Gene Johnson, Weather-Matic.

water savings of about 50 percent
if it was educated from top to bot-
tom, according to Sheperski. He
related the following story to il-
lustrate how prevalent water waste
is across the country:

“I received a phone call from
the head of the parks department
inalarge West Coast city. He said,
‘Keith, how much water could we
save if we converted all of our
manual systems to automatic
systems?’ I said, If you just fine
tuned all your automatic systems
you could probably save about 30

& R R BERER S,
Most plant fatalities stem from over

rather than under watering.
AN T4

have the ability to put on good
educational classes, then it’s up
to the contractors to demand it.”

The industry would realize a

percent of what you're using in
those areas.

“Since he had already done that
at an 80 percent water savings,

I asked him what his controllers
were originally set at? He said ‘It
was an unwritten rule that every
station all over the town was set
at 20 minutes.” That just goes to
show you that a little fine tuning
goes a long way.”

Indeed, most plant fatalities are
said to result from over watering
rather than under watering.

An individual’s level of know-
ledge can correlate directly to his
route into the irrigation field. It
was once the exception rather than
the rule for a contractor to enter
the irrigation business from the
landscape side of the fence.

Such a background gives the
operator a knowledge of plant
material in addition, it’s hoped,
to a knowledge of irrigation in-
stallation and maintenance.
“Inmy view, if you worry about
the entire system, with experts on
staff who understand the water re-
quirements of the plants and ex-
perts who understand the applica-
tion rate of the sprinklers, you
would be better off,” Hunter’s
Silva said. “The problem is peo-
ple don’t know the rate at which
sprinklers apply water, and even
with this highly educated group
here you could take a survey and
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probably miss the mark by a good
percentage.”

Zendt, a Michigan landscape
contractor, argued that it's up to
those making a profit to educate
the users of their products.

“In most instances, our costs
are the same as those charged to
the untrained operator. You peo-
ple still make the same profit
regardless of who your products
are sold to,” Zendt said. ““We as
legitimate contractors end up with
less and less of the work and cer-
tainly our profit is shrinking.

“I have always contended that
the burden of policing the industry
should bebornby the individuals
reaping the benefits, and it is not
the contractor — it is the manufac-
turer.”

Zendt is particularly distress-
ed by do-it-yourself competition
and/or untrained operators, and
thinks the price structure of irri-
gation products should reflect the
level of expertise. For instance,
anamateur irrigator shouldn’t be
able to obtain the same products
Zendt uses for the same price.

Although manufacturers in-
dicated that they maintain various

price structures, it’s difficult to
monitor it on a national basis.

“I don’tthink a nationwide sup-
plier or manufacturer can work
with each individual state to get
the quality people needed for the
job,”” Sheperski said.

Whether or not the manufac-
turer has an inherent responsibili-
ty toeducate, it's theend user who
ultimately must make sure he is
educated.

*“This has been a problem for-
ever,” Keesensaid. “Contractors

T e
The industry would

realize a water savings of about 50
pecent if it were educated from

top to bottom.
RN,

Johnson reiterated that the
responsibility of education falls
at every level. And like others,
Weathermatic has offered irriga-
tionschooling. But froma liability
point of view, manufacturers have
to be careful how they qualify ir-
rigation contractors. A company
may designate a contractor as
qualified and then be held respon-
sible for a poor installation job
down the road.

need to take the responsibility of
marketing themselves. If you want
to show that you are better, get
involved in certain certification
programs. Show your clients that
you're a certified irrigation de-
signer, certified irrigation con-
tractor or certified irrigation
manager, whatever it may be. It's
not fair or reasonable to expect
the manufacturer or distributor,
to police the industry. No laws

are going to change shoddy work-
manship.

“Education is the responsi-
bility of each level of distribu-
tion,” said Crowl, a Missouri ir-
rigation contractor. “*The manu-
facturer is responsible for his peo-
ple and his distributors, the dis-
tributors are responsible for his
people and the contractors, and
the contractors are responsible for
his people and the user of the ir-
rigation system.

“Even if you get this far (with
education), I have not been in an
industry yet where they have the
funds to police it after it was in-
stituted.”

SOLUTIONS? Many manufac-
turers offer some sortoftraining,
to their distributors and/or
through their distributors, which
in all likelihood is designed to
make its way down to the end
users. Nevertheless, education
opportunities in irrigation basics
and general business knowledge

is lacking.
*“The majority of the contrac-
tors out there have no idea how
(continued on page 28)
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water like crazy.

(] Weirigate about the same in
all areas — when we get behind, we

[] | probe with my Aquaterr Moisture
Meter in separate areas and adjust
my irrigation for the different plants,

Green Garde’

SPRAY GUN

JD9-C" HIGH PRESSURE

m Adjusts from fog fo a long

soils, and conditions.

Join the many who would check the second
box. Aquaterr Moisture Meters provide:

» |nstant, portable, direct readings of
actual soil moisture.

« |rrigation profiles at the root zone.

« A simple-to-use tool to help set timers,
avoid overwatering, save time and
maintain grounds appearance.

To learn more, get the name of your local
distributor or see a free videotape, call our
toll free number today.

AQUATERR

INSTRUMENTS
3459 Edison way * Fremont, CA 94538
TEL: (510) 657-1201 « 1-800-284-1201
FAX: (510) 657-1203

distance pencil stream.
Ideal for all applications.

® Ruggedly-built and preci-
sion machined for greater
productivity, less down
time.

m Easy, Comfortable To Use.
Trigger-lock on; drip-free
shut-off.

m Versatile. Choice of 10 tips and
nozzles, plus optional rootfeeder
and tip adapter for Spraying
Systems extensions and nozzles.

Op
\Q’ Green Garde Division

green H. D. HUDSON MANUFACTURING COMPANY
» S00N. Michigan Avenue * Chicago. IL 606113748
garde 312-644-2830 FAX 312-644-7989

USE READER SERVICE #56

USE READER SERVICE #57

OCTOBER 1991 * LAWN & LANDSCAPE MAINTENANCE

Z—



Limited
resources.
Unlimited

£ Jd L i
possibilities.

Over the years, you've known us as
a proponent of intelligent, responsible
water resource management. Our
planet’s limited water supply is a
global issue, which we are continuing
to address through the development of
increasingly efficient irrigation prod-
ucts and techniques.

But water isn’t the only resource
we can help you handle,

Take our energy-efficient sprinkler
heads, which have been proven to
deliver major savings in pumping costs.
Our moisture sensors, which conserve
both water and energy by preventing
watering when it isn’t needed. Plus,
through our recent alliance with
technology powerhouse Motorola, ™
we're bringing you breakthroughs in
total resource management systems,
which are designed to save incalcu-
lable time and manpower.

Furthermore, during the design
phase, we can save you precious time
and manpower as well, by lending our
depth of experience and technical
support materials to help streamline
your job. And with our comprehensive
distribution network to ensure product
and service availability, there's no one
who can give you the edge like Toro.

With our resources combined, the
possibilities are indeed unlimited....

For more information on our
products or programs, just write or call
The Toro Company,
Irrigation Division,
5825 Jasmine St.,
Riverside, CA 92504.
(714) 688-9221. Irrigation Division
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Irrigation Gap

(continued from page 26)

much money they are making or
how to properly run a business,
and I think that leads to most of
the problems that the contractors
havetoday,” Perkins said. “Itcer-
tainly isa price generated problem
because the less you know about
business the less money you are
bound to make intentionally, or
unintentionally.

“If some sort of business ex-
pertise is not included in licens-

Joe Silva, Hunter (left); Don

ing or certification exams then we
are not really covering the entire
problem or information required
to run a successful business,” he
added.

Silva agreed. “If we did a bet-
ter job of educating people as
business people, I think that
would limit these unqualified
competitors,” hesaid. “More than
certification, we try to be busi-
ness people. It’s got to be self-
policed.”

It’s generally not until water
becomes a precious commodity
that people start clamoring for
certification to boost business,

Batterson said. *“You start seeing
property managers and customers
leaning toward qualified contrac-
tors who are qualified to use
water.”

Various agencies in Colorado
are requiring that all work be done
by certified irrigation contractors.
The state highway department, for
instance, permits only certified
irrigation designers to perform
highway design.

“There is a lot of interest in
Denver to encourage that kind of
legislation, keeping water conser-
vation in mind,” Keesen said.
“Water surveyers, at least in the

western part of the United States,
are very interested in water con-
servation.”

In fact, Keesen recommended
using water surveyers as an educa-
tional vehicle.

But what else can the irrigation
manufacturer do to assist the ir-
rigation and/or landscape con-
tractor in gaining new knowledge?

“By educating the public —the
architects, the specifiers and the
buying public — better about the
products on the market,” Bareis
said. “Many of the people we do
jobs for don’t understand irriga-
tion at all.”

Olson, Olson Irrigation (cen-
ter); and Keith Sheperski, Rain
Bird.

Videos showing the actual in-
stallation of an irrigation system
including the trenching and plow-
ing were coveted by all.

“Not only would the videos
show the various types of equip-
ment, they would show us the
capabilities of the products,”
Crowl said. “It’s a great educa-
tional tool so long as it’s kept cur-
rent.”

Consumer product informa-

(continued on page 30)

SYNTHO-GLASS
PIPE REPAIR KIT

SETS IN

STOPS (
MINUTES

LEAKS

WATER ACTIVATED

* Repairs joints and couplings in minutes

» Withstands pressure in excess of 150 PS.1.
« Sets on wet surfaces

« Easy to apply

» Use directly from package

There is NO mixing and NO measuring—just
remove Syntho-Glass from its foil pouch
and wrap. In 30 minutes your irrigation
system will be back in operation.

For more information call:

1 (800) 328-0090

NEPTUNE RESEARCH, INC.
2611 Old Okeechobee Road + West Palm Beach, Florida 33409
Phone 407-683-6992 FAX: 1-407-683-8366
DEALER AND DISTRIBUTOR INQUIRIES INVITED
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EASY ORDERING! CALL TOLL-FREE
1-800-553-9068 (USA)
FAX YOUR ORDER 319-583-2701
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FARBER BAG & SUPPLY CO. IS A NATIONWIDE DISTRIBUTOR
OF PROFESSIONAL NURSERY TOOLS AND NURSERY
SUPPLIES. COMPANIES FEATURED IN OUR PRODUCT
LINE INCLUDE:
FELCO, CORONA, UNION, ARS, TRUE TEMPER, STRUCTRON,
TRUE FRIENDS, AMERICAN STANDARD, VALLEY CRAFT, AMES,
WW TOOLS, EARTHWAY, DUCKBILL, SANDVICK, TINA, DEWITT,
VICTORINOX, WESTERN PULP PRODUCTS, BRAUN WIRE BASKETS,
ZARN, FARBER TOOLS AND MANY OTHERS.

AN
ONLY $25.00 EA. &

s FELCO2,8&9

: TRUE FRIENDS #512  ONLY $48.00 EA
CORONA #8 ONLY $12.00 EA.
CORONA #32BN ONLY $32.00 EA.
SPYKER SPREADER#64 ONLY $60.00 EA.
AMES RAKE #19-237  ONLY $10.00 EA

FARBER BAG & SUPPLY CO.
8733 KAPP DR. P.0. BOX 78

ALL STRUCTRON SHOVELS & SPADES JUST $18.50 EA.
PEOSTA, IA. 52068-0078
2 NATIONWIDE 1-800-553-

FAX 319-583-2701

JUST CALL NATIONWIDE 1-800-553-9068
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The Quadra
Bubbler® From
Pepco Provides

A More
Effective Wa
To Save Up To
70% Of Your
Water Use.

Since it’s first design, the
Quadra Bubbler from Pepco
has set forth to make better

use of our water.

Only the Quadra Bubbler
moves forward onan
intelligently planned path,
delivering greater water ~
savings, in less time.

The Quadra Bubbler
delivers water in gallons per
hour: Quads are available in
2, 6, 10 or 20 GPH flow rates
and can be used on systems
with 10-100PSI.

Betrer, the Quadra Bubbler
is flow regulated and does not

require expensive filters or

pressure regulators. The best
solution for RETROFIT or

new systems.

Everything
you need to

know can be
found in our
full
'illllxsnated.
easy to-
understand
“WATER CONSERVATION
HANDBOOK.” The
handbook is free for the
asking. Simplycall - .

(800) 247-8138 or circle the
reader response card number!

Balance
With Nature,

ONLY YOUR
IMAGINATION
LIMITS THE
POSSIBILITIES.

For instance, design your
system with PVC. Using two

Quadra Bubblers and the

Pepco P7750T Tee
on 1/2" risers,
you'll R
deliver

the water to eight plants and

| not waste a single drop. This

configuration also works well
for retrofit applications.

For corners or hard to

reach
areas, use
the Quadra
Bubbler and the Pepco
P7550E Elbow on 1/2"
risers. You'll deliver from four
ports to the root base of four
trees or shrubs. Above or

below ground.

At times a single The latest

installation is and easiest

needed where some retrofit option

plants are not now available

getting proper water. B is the QB2

By using the FPA640 A from Pepco. The QB2
adapter, any 1/2" simply replaces existing
spray heads with four ports.

All

riser accommodates

the Quadra Bubbler.

For landscape beauty,

install the entire riser

with bubbler under ground
along with the tubing.

If polyethylene tubing manufacturing and

is part of your plan, quality control. In

specify Quadra addition, the ecological

Bubblers with the

design for above or below

new FPA630B

ground installation creates a
Barbed Adapter. This sense of natural beauty
allows greater flexibility | without detection of where

and design patterns. the water is coming from.

PEPCO

Quadra-Bubbler is a registered rrademark of Pepeo Water Conservation Products, Inc., Fresno, California 93722
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Irrigation Gap
(continued from page 28)

tion sheets for the ultimate irriga-
tion system operator would be
helpful, according to Dobson.

“Many of the manufacturers
already have these, but they usual-
ly start with words like low cost,
and the last thing we want to do
when we are trying to sell some-
body a $10,000 irrigation system
is a brochure talking about low
cost,” he said.

Promotional literature geared
toward the property manager
would also be a good idea, accord-
ing to Berlin. As a group, they
are becoming better educated and
are responsible for the buying
decisions. This type of product
information can help back up the
decision-making process and
possibly provide monetary sav-
ings.

INSTITUTING STANDARDS. In-
cluded in most discussions of state
certification and licensing are ir-
rigation standards. Some inde-
pendent associations have de-
veloped recommended standards

Steve Perkins, Hardie Irrigation
(left); and Jim Wright, Toro.

for the design, installation and
maintenance of irrigation systems
in their states. Do they work?

“Ithink you have to have some
form of licensing before stan-
dards are going to do much
good,” Perkins said. ““It’s the next
step after licensing and policing
of the industry are solved.”

But contractors said standards
are a godsend for bid standardiza-
tion. And standards, if imposed
properly by water districts, can
positively encourage water sav-
ings.

For instance San Diego gives
customers a reduced price if they
lower their water usage. If they
use too much, a fine is imposed.

“It’s based ona 20 percent cut-
back that you have to meet annual-
ly. But it doesn’t necessarily work
because of discrepancies between
large estates which water every-
thing that moves to homeowners
with tiny front yards which go
brown to meet the 20-percent
reduction,” Bareis said. “If there

was some kind of incentive pro-
gram for proper water maximiza-
tion, itturns into a reward system
rather than a penalty system.”

In Denver, it was suggested that
the water department input all ir-
rigated areas into the computer
system and from there, track
monthly water usage.

“And you start by just putting
reminders in the water bill, ‘Oops,
you went too far this month.”
Keesen said.

As with any certification pro-
gram, the concern in the irriga-
tion field is lack of requirements
for keeping up with industry

changes.

“It’s imperative that any certi-
fication program, whether it be
a manufacturer’s or an associa-
tion’s, require some sort of re-
testing or recertification credits
to make sure those individuals
stay abreast of improvements,”
Wright said. “Otherwise, the pro-
grams will be meaningless down
the line.”

WISH LISTS. Other topics which
piqued the interest of the group
were code requirements, back-
flow devices, computer-aided de-
sign, water reclamation, the do-

eTurn on the water!

SYSTEM

FINALLY,

DRIPIRRIGATION
MADE EASY!

With the VIBRA-CLEAN EH-12 System:

*All the necessary drip components are in the head.
oSimply screw the EH-12 onto any 1/2 inch riser*.

eLay out the distribution tubing to the area to be watered.
eInstall the stakes and bug caps.

* Back flow prevention required in compliance with local code

The OLSON EH-12 contains 12 individually
flow-regulated outlets with micro-tubing L

fittings, a micro filter, a method of {<\
opening or closing each outlet, and
fertilizer application capability.
Accessory items include bug
caps, distribution tubing and
fertilizer pellets.

It's quick and easy to in-
stall. Your customers will
find it simple to operate
and easy to understand.

10910 Wheatlands Ave.

oL I S:nice, CA 92071

SON
IRRIGATION when water counts® |

(619) 562-3100
(800) 776-5766

T FAX (619) 562-2724
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CORPORATE OFFICE
5202 Dow Road
Houston TX 77040
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.
One-stop shopping for all your
spraying needs! 1

$4995

LP DO-ALL SPRAY GUN

* GLASS FILLED NYLON BODY

* STAINLESS STEEL VALVE

* TEFLON VALVE SEAT

* 1, 2,3 GPM NOZZLES

* NOZZLES WORK ON OTHER GUNS

“DEALER INQUIRIES WELCOME”

HOUSTON: (713) 937-3449
(800) GNC-2005
FAX: (713) 896-0164
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it-yourself market and warranties.
But outside of the education is-
sue, only one topic received as
much attention: product quality.

Given the opportunity, both
makers and users of irrigation
products presented their wish lists
for changes in both the manufac-
ture and use of product.

First the contractors:

* Controllers with greater vol-
tage range or more protection
against surges.

* More choices in small radius
nozzles.

® Pressure controls built into
the base of the head.

are infrequent, landscape installa-
tion and maintenance are chosen
as the scapegoats.

Manufacturers, distributors,
designers and installers all have
toplay anactive role ineducating
city councils and water districts
about accurate water needs and
uses.

Notonly should contractors be
onthe lookout for new legislation,
they should look at existing
legislation not currently being en-
forced. Indifferent pockets of the
country, for instance, irrigation
contractors are seeing strong elec-
trical and plumbing unions push-

[ ol ISR o
Only three states have passed

irrigation licensing laws.
eE——————

® Minimum of 4-cycle starts
on automatic controllers with
repeat cycles.

* Automatic control valves
with an isolation valve built into
the front end, eliminating shut
down of the entire system when
making repairs.

* Versatile valves which canac-
commodate low and high capa-
bilities.

® Pressure regulating valves.

® More user friendly control-
lers.

* More specifying of new prod-
ucts by architects.

* Improvements in rain sensors.

® More controllers with water
budgets or seasonable adjust
knobs.

Then the manufacturers:

* More specifics fromend users
on problems they are experienc-
ing with equipment; including
operating conditions, operating
pressures and so on,

* Install heads properly, espec-
ially at the proper grade.

* Encourage feedback from
contractors. Find a way to get
theminvolved; share inthe bene-
fits.

* Communications with end
users to make sure they unders-
tand how to operate the system.

FUTURE REGULATION. As for im-
pending legislation, the industry
should brace itself either to pre-
ventor promote more regulation.
When water shortages occur, par-
ticularly inareas where cutbacks

ing for a piece of the irrigation pie.

This was a big deal in New
Jersey where the state electrical
code stated that anything over 10
volts had tobe installed by a licens-
ed electrician, but for years was
never enforced.

“In fact, most people didn't
realize it existed until four years
ago when an electrical contrac-
tors’ association started sending
out notices to various inspection
departments stipulating that it was
part of the code. All of a sudden
we had to hire a licensed elec-
trician to do the work,” Dobson
said.

“Most of the electricians had
nodesire whatsoever tocome out
and put in wiring. Secondly, it’s
really unfair to the consumer be-
cause itunnecessarily inflates the
costofthe installationand creates
coordination problems.”

New Jersey irrigation contrac-
tors banded together and got the
bill amended.

The best proactive step green
industry contractors can take is
introducing associations and
organizations to political leaders
so when water and other restric-
tions come up, they can ask for
industry input.

Watch for more insights and in-
terviews from our irrigation
roundtable in future issues of
Lawn & Landscape Maintenance
magazine. “

The author is Editor of Lawn &
Landscape Maintenance maga-
zine.
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THE PREMIUM
FORMULA FOR
PREMIUM
TURF.

GREENSKEEPER
20-8-8
HOMOGENEOUS FERTILIZER

Get all the benefits of homogeneous for-
mulation plus deeper, richer color with
Greenskeeper 20-8-8. An excellent fertilizer
for all turf areas, it contains 6 units W.I.N. (50%
Organic) to provide sustained, predictable
nitrogen release — without leaching. And now
1.0% Iron has been added to further promote
greener turf growth.

Put your money on the product profes-
sionals rely on for superior turf — Greenskeeper
20-8-8.

From your source for premium quality
turf products.

dgreenskeeper

Lewm Greenskeeper is a product of

PE RS Lebanon Chemical Corporation.

800-233-0628

£ 1991 Lebanon Chemical Corporation
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WE HEAR A LOT about xeri-
scape these days. Xeriscape is
the greenindustry’s contribution
to the water conservation move-
ment.

Throughout the country, peo-
ple are increasingly concerned
about the quality and availability
of water. When droughts or shor-
tages occur, turf and plant mat-
erials are the first targets of water
restrictions. As our population
grows, the demand for treated
domestic water is outpacing our
ability to produce this resource.

The concept of xeriscape was
developed to promote water con-
servation principles as they relate
to landscape design, installation
and maintenance. Itis anattempt
to become allied with the water
conservation movement rather
than be viewed as greedy com-
petitors for a diminishing do-
mestic water supply.

Xeriscape does not mean *“Ze-
roscape.” Too often we hear peo-
ple say, “Zeroscape — that’s a
landscape using only rocks and
cactus, isn'tit?" And while rocks
and cactus may be included in

32

some xeriscapes, the emphasis
should be to promote beautiful
landscapes while conserving
water.

The word **Xeris" comes from
the Greek word for “dry,” but cer-
tainly does not mean non-irri-
gated. Asirrigation systems con-
tinue to become integral elements
of landscapes throughout the
country, it is vital that landscape
maintenance contractors incor-
porate xeriscape principles into
their service capabilities.

Even in parts of the country
where water is plentiful, conser-
ving water saves customers
money. By implementing xeri-
scape principles in your landscape
maintenance approach, you can
promote water conservation and
provide customers with a valuable
new service as well.

For xeriscape to be effective,
both contractor and customer
must be committed to conserv-
ing water. Increasingly, we are be-
ing approached by our customers
withasimple question: “Can you
help us save water and money
through xeriscape?”’ Our reply is

INTENSIVE MANAGEMENT

anenthusiastic **Yes, wecan!" We
have found that the single most
important element of conserving
water is customer commitment.
Don't gointoa xeriscape program
without it.

The first steps of an effective
xeriscape program are inexpen-
sive, simple and effective. The
mandate is clear: Manage the ir-
rigation system ina water conserv-
ing manner.

CONSERVATION TIPS:

* Turnofftheirrigation system
during periods of rain. This
should be part of the service you
provide your customers. They
become irritated when they see
the sprinkler system operating
during rainy periods.

® Reduce irrigation cycles and
controller (clock) times whenever
possible. Careful attention to turf
needs and weather conditions will
result in substantial savings as
controllers are managed with a
goal of saving water. (We did not
operate one system here in Denver
for 28 days during an unusually
wet period this past summer.)

® Let the grass “talk to you™
about the amount of water it
needs. Watch the colorof the turf
and test soil conditions regular-
ly. Learnto supply “justenough™
water rather than too much water.
Sometimes this conservative ap-
proach will result in dry areas.
But customers committed to water
conservation understand that you
are trying to save both water and
money.

* Takean “intensive” approach
toirrigation system management.
Irrigation technicians should at-
tempt to visit properties three to
five times per week so that they
can adjust irrigation controllers
to allow for changing weather
conditions and precipitation.

By adopting a *‘water conser-
vative” approach, you will be able
to save significant amounts of
water. This will require a more
intense water management ap-
proach on your part.

Once your customers have
committed to a **‘water conserva-
tive” approach, the next stepisto
encourage them to investinsome
xeriscape technology. These im-
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Even where water is plentiful,
it's important to get a customer
commitment to xeriscaping.
Photo: DowElanco.

provements will enable irrigation
system managers to be more ef-
fective in saving water.

For instance:

* Replace mechanical control-
lers with digital controllers. Most
mechanical controllersdonot al-
low for precise controller settings.
A controller set for 15 minutes
might operate for 10 or even 20
minutes. The newer, digital con-
trollers allow system managers to
program precise, to-the-minute
controller settings.

Additionally, digital controllers

Xeriscaping doesn’t mean eliminating
turf and ornamentals; it’s the promotion of
beautiful landscapes while conserving water.

By Tom Garber

allow managers to operate multi-
ple programs. For example, one
zone out of 11 needs twice-per-
day watering while the other 10
zones need water only three times
per week.

Digital controllers can handle
this requirement while mechani-
cal controllers cannot. In this
case, the installation of a digital
controller would save the custo-
mer thousands of gallons of water
in a short period of time.

* Install moisture-sensing shut-
off devices on the system. The
most inexpensive way to do this
is to install rain shutoff devices
above ground on nearby buildings
or structures. Wire is run from
the device back to the controller.
When a predetermined amount
of precipitation has fallen, the de-
vice overrides the controller for
a period of time.

A more expensive and sophis-
ticated method is to install mois-
ture-sensing devices in the ground
with wires running back to the
valves and/or the controller. In
either case, significant water sav-
ings can occur.

Additionally customers do not
become irritated when they see
the irrigation system running dur-
ing a rain storm.

A CASE IN POINT. The board of
directors of Arbor Green Home-

owners Association, Arvada,
Colo., installed sophisticated di-
gital controllers and rain shut-
off devices in the spring of 1990.
The property was cited later that
year by the City of Arvada for
reducing their water consumption
by four million gallons over pre-
vious totals.

In 1991, they were able to save
three-and-a-half million gallons
during a28-day period inJuly and
August. (The system was cycled
22 times rather than the norm of
55 times.)

“Water conservation is every-
body’s responsibility, so we might
as well make changes now before
we get into a critical water shor-
tage. We felt we had to take signifi-
cant steps to conserve water
knowing that it will take us a few
years to achieve our ultimate
goals,” said Martin Dorn, home-
owner’s association grounds
chairman.

Another way to achieve consis-
tent water savings is to improve
the existing water delivery sys-
tem. This usually represents a
significant financial investment
on the part of the customer. And
it will usually require years of
water savings to offset the initial
expenditure.

These improvements can range
anywhere from the replacement
of the entire irrigation system to

the replacement of old, inefficient
sprinkler heads throughout the
property.

One of our customers is replac-
ing their entire system over a 10-
year period. We are working with
another customer to improve the
20 percent of their system that is
the most wasteful. Consider the
following four ideas as “‘good
starts:”

* Replace the shorter I- to
2-inch pop-up heads with 4-inch
pop-up heads. The shorter heads
require longer watering periods
because their flow is easily re-
stricted by turf.

* Test individual zones using
the “cup” testto ensure that water
is being evenly distributed
throughout the zone. Replace or
modify heads which are identified
as contributing to inefficient water
distribution.

* Go through the system zone
by zone watching for obvious de-
sign or operational problems
which result in water waste.
Heads spaced too far apart will
result inuneven water application.

Zones combining pop-up heads
with rotor-type heads result in
overwatering since most pop-ups
put out three to four times the
water per minute as do rotor
heads. Suggest removing turf
areas that are unnecessary and

(continued on page 36)

GOOD PLANT HEALTH EQUALS WATER SAVINGS

ONE MORE MEANS of reducing water usage is to ensure that turf

and plants are in good health because healthy plants need less water.
® Healthy turf requires less water. A good turf maintenance
program providing adequate fertilization and regular aeration
should help reduce the need for water. When installing new turf,
make sure to provide the best possible soil preparation since this
can result in substantial water savings.
There is no question that water consumption can be reduced
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substantially when turf is grown in good soil and is watered by a

well-designed irrigation system.

* Install trees and shrubs which are native to your climate.
Once trees and shrubs are well-established, disconnect irrigation
service to save water. Do everything possible to ensure that trees
and shrubs are not placed in irrigation zones designed to water
turf areas. Native trees and shrubs have vastly different moisture

requirements than turf,
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» Two-tier loadbed.
* More standard horsepower than Ford F250 4x4.
* More standard payload than Ford F250 4x4.

* Best standard gas mileage of any full-size, 3+ton 4x4*
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Chevy K2500 4x4. Two-tier loading lets you carry tools in the cargo box and
supplies on top. Just put 2x06s in the built-in notches to make a second load platform.
Chevy’s higher payload rating can handle it. Whatever your business,
Chevy’s %-ton has the power, payload and towing for the job.
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You can

When your No. 1 job is cutting grass, your success depends on cutting
more grass; cutting it easier, faster, better. You take a fundamental
approach to your equipment purchases, and look for an investment
focused on value, not trends. You need a YAZOOQO!

spend more.

Yazoo's YHR riders offer a first-quality cut, high visibility, easy
handling, and operator comfort to increase productivity. Industrial-
grade components provide dependable operation and longer service

life at maximum efficiency. Superior performance on every job.

The questionis

Take a closer look. Our YHR riders offer you the quality you want-and
the features you need-at a price that may surprise you. You can't buy a

better value. Why spend the extra money trying?

Game for anything. YHR riders are available with 48", 60°, and 76" in mower decks
To find out more about all the benefits of owning a YHR, please write or call!

YAZOO

"Something Worth Shouting About!"

G. S. A, Contract No.: GS-0TF-3362A

Yazoo Manufacturing Company, Inc., 3650 Bay Street, P. O. Box 4449,
Jackson, MS 39296-4449 Phone: (601)366-6421 Fax: (601)981-5008
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SINGLE-FAMILY
RESIDENTIAL WATER USE

Denver Service Area
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Leaks E} Clothes
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(continued from page 33)

result in irrigating walks, drives and struc-
tures. Once you have evaluated all zones, iden-
tify the most wasteful ones and present these
findings to your customers along with esti-
mated costs to modify the system,

® Recommend that customers employ the
services of an irrigation system auditor who
is certified by the Irrigation Association. These
consultants can produce an irrigation sys-
tem evalution which will provide your cus-
tomers with a valuable “benchmark™ to be-
ginmajor modificationto the existing system.
In many cases, customers are more likely to
listen to an “outside™ irrigation expert.

Nationally recognized irrigation consul-
tant, Larry Keesen, has found that the interest
in system modifications to conserve water is
growing rapidly.

Keesen, who has done irrigation system
evaluations for customers throughout the coun-
try, said, “An irrigation system evaluation is
the logical place for both customer and con-
tractor to begin the work of water conserva-
tion.

CONCLUSION. Only | percent of the earth’s
water is available fordomestic use. Each year,
more and more people contend for this very
limited resource. When shortages do occur,
the landscape is the first arena to be hit with
water restrictions.

As this resource becomes more valuable,
water costs will surely rise. Landscape main-
tenance contractors would be wise to develop
expertise in water conservation technology.
The opportunity to play akey role in conserv-
ing water and saving our customer’s money
is exciting.

Working with our customers toward this end
can be a rewarding venture. 2]

The author is president of Colorado Landscape
Enterprises, Arvada, Colo. He is also on the
Water Conservation Task Force which advises
the Denver Water Department on water con-
servation.
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Whien You Trear

0

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
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-

Youvi Gor : A USTOMER FC nl.ir:

up and results-getting perfor-
mance that has helped hun-
dreds of lawn care operators
grow their businesses in
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 &2

Andersons

Your Customer's Lawn

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

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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DESIGN TIPS

BEFORE LAUNCHING into
this article, allow me to make one
qualifying statement: This story

discusses turf and shrub irriga-

tion systems for the ornamental
landscape, where sprinklers of no
more than 80 feet diameter (40
feet radius) are selected.

Additionally:

PAYS OFF IN OPTIMAL
tem is of equal importance to

designing a system. Questions

PERFORM AN CE asked and answered, and the deci-

sions made during the planning

P lanning fOr an i I ri gation system phase will dramatically influence

thedesign process. The planning

; ; y ’ phase is the information gather-
is of equal importance to designing a system. st romaion saver

s quate or sloppy planning can lead
By Jack R Donl S to disastrous results.

' ® With irrigation systems, as
with practically everything, you
get what you pay for. There are
bigdifferences in quality between
most hardware store/do-it-your-
self materials and those available
to professional irrigation contrac-
tors through an irrigation supply
house. Asaresult, the contractor
is in a good position to recom-
mend various types of systems and
equipment to his clients.

A customer is better served by
a contractor who offers a quality
design incorporating top quality
products and skilled installation.
This approach may require sell-
ing the better products; but the
homeowner will gain a quality
system providing longer, trouble-
........ free operation.
.................. & ® The real cost of an irrigation
A system is not the initial cost. The
113 real costs are those associated
................ . with maintenance and manage-
ment.

"""""" PROPER SPRINKLER SELECTION.
£x Available water pressure is cru-
................... cial when deciding what irriga-
tion system to install. Rotor and
b spray pop-upsare the two sprink-
............. ler types available.

.......... Rotor pop-ups generally pro-
................. vide optimal performance within
a pressure range of 30 to 60 psi;
while spray pop-ups perform best
within a pressure range of 15 to
30psi. Itisessential tothoroughly
investigate all known pressure loss
factors before choosing the suit-
Sample irriga-  able sprinkler type. (See pressure

tion system checklist.  loss calculation chart, left.)
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A frequently observed problem
is a system of rotor pop-ups with
insufficient pressure to provide
either adequate drive, adequate
throw or adequate stream break-
up for uniform coverage.

Sprinklers should be selected
from near the middle of the per-
formance chart, avoiding selec-
tions from the extreme ends —
low or high pressure — of the
chart. This applies particularly
to rotor pop-up sprinklers. For ex-
ample, ifarotor pop-up sprinkler
performance chart shows perfor-
mance ranging from 20 to 70 psi,
this sprinkler’s optimal operat-
ing pressure is between 40 and 50
psi.

Keep in mind that most rotor
pop-up sprinklers require abreak-
up or fuzzing of the water stream
to achieve uniform application.
This will reduce the sprinkler’s
distance of throw which is not
reflected in the sprinkler perfor-
mance chart.

There is an unfortunate tenden-
cy for contractors to select sprink-
lers with the greatest radius, pos-
sibly forcing the system to fit in
anarea. This is done with the un-
derstandable goal of reducing the
amount of trenching, using less
pipe and fewer fittings, reducing
installation time, using fewer con-
trol valves and so on.

Too often, this approach is a
shortcut to disaster. Even when
there is adequate water pressure,
the system is unwieldy. Water ends
up spewing in areas where it is
not wanted or needed, and results
in water waste.

In addition, uniformity of ap-
plication is severely impaired.
The slight, if any, additional cost
for the spray system is clearly
justified if it leads to a more effi-
cient, easier to manage system.

There are, of course, many ap-
plications for rotor pop-ups. They
are preferred where there is ade-
quate water pressure, an area of
suitable size and when a lower
precipitation rate is required —
such as in tight soil and/or slope
conditions. Rotor pop-ups apply
water at a minimum rate of half
that of spray pop-ups.

A rule of thumb about pop-ups:
If the number of part-circle rotor
pop-ups greatly exceeds the num-

ber of full-circle rotor pop-ups,
consider using spray heads. The
rationale is that an increasing
number of part-circle rotor pop-
ups indicates a chopped-up, frag-
mented turf area that can prob-
ably be more efficiently watered
with spray heads.

It is advisable in most circum-
stances to use sprinklers with a
minimum 3-inch pop-up for turf
watering applications.

To prevent water waste through
low head drainage, use sprinklers
with a built-in check valve.

Various under-nozzle pressure
compensating devices are increas-
ing in availability. These devices
are welcome and have their place,
but they should not be used in lieu
of sound hydraulic design. The
same applies to the use of pressure
compensating emitters.

PROBLEM AREAS. Spacing pat-
terns in irrigation systems are
oftendiscussed, but whichis best?
The most economical approach
is equilateral triangular spacing.
However, comparable uniformi-
ty can be obtained with square
spacing.

Unfortunately, on smaller pro-
jects, consistent spacing patterns
are rarely found. For this reason,
never exceed a manufacturer’s
suggested maximum allowable
spacings since it's almost impossi-
ble to duplicate in the field the
antiseptic conditions under which
sprinkler performance figures are
determined.

In addition, never throw water
outside the irrigated area to
achieve some “‘magical” spacing
pattern. On many jobs there is no
such thing as abest or better spac-
ing pattern. The best spacing pat-
tern is the one that fits within con-
servative design parameters.

Planted areas should always
be watered separately from turf

areas. This simply recognizes that
these areas have vastly different
water requirements.

Several landscape design con-
figurations that provide consi-
derable challenge to the irrigation
system designer include:

® Narrow turfand planted areas
— areas of less than eight feet
wide. In turf, these are best han-
dled by elimination. Indeed, there
are desert communities where
turfareas of less than 10 feet wide
are not permitted since it’s dif-
ficult to confine water spray to
such narrow areas. If the water
pressure is excessive and windy
conditions prevail, considerable
water waste results.

* For sloped areas, the water
requirement at the top is general-
ly greater than at the toe or bot-
tom of the slope. The grouping,
or zoning, of the sprinkler heads
should reflect this.

In addition, the wasted water
runoff from sloped turf areas
should be controlled as much as
possible. This is bestachieved by
selecting sprinklers with lower ap-
plication rates. If rotor pop-ups can
be used, this is the preferred solu-
tion because their application rate
is so much less than spray heads.

* Generally, inside and outside
curves and round corners are very
difficult to irrigate without some
overthrow and water waste. De-
pending on the actual radius of
the curve, these areas are more
efficiently watered with spray
heads. (Figures A and B)

Rotor pop-ups tend to be more
water wasteful in tight radius si-
tuations. This is particularly true
with inside curves. To reduce the
amount of water waste, the
sprinklers should be spaced fur-
ther than 50 percent of diame-
ter, but not more than 65 per-
cent of diameter in a no-wind
condition.

The most efficient method
when irrigating an outside curve
is with adjustable arc sprinklers.
Fixed arc sprinklers will virtual-
ly guarantee dry spots and ineffi-
cient coverage. (Figure B)

C. ROUND CORNER

Round cornersare very difficult
to irrigate efficiently. If water is
not thrown outside the irrigated
area, it virtually guarantees dry
spots. Ifastreet or roadway is not
immediately adjacent to the ir-
rigated area, then using two half-
circle sprinklers, as shown, is pre-
ferable. (Figure C)

D. ANGULAR
PAVING '
X
— X
X1 #ek
- X

Regardless of scale, it’s essen-
tial toremember that the quarter-
circle sprinklers in the corner
will usually require an adjoining,
overlapping sprinkler (Figure D,
X = sprinkler) to provide uniform
coverage. Single sprinkler cover-
age sprinklers are no more than
50 percent efficient.

The author is a certified irriga-
tion designer based in Tucson.

A. INSIDE CURVES

50% spacing, fixed arc:
too much water waste

60% spacing, fixed arc:
minimized water waste

B. OUTSIDE CURVE

50% spacing: maximum
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DON’'T MISS

THE NATION’S LARGEST

REGIONAL TURF SHOW

25TH ANNUAL CONFERENCE & SHOW

The Ohio Turfgrass Foundation is
proud to sponsor the 25th Annual OTF
Conference And Show in Cincinnati,
Ohio, December 2-5. This year marks
the silver anniversary of the OTF show
and is sure to be the most exciting ever.

THE REGIONAL SHOW THAT APPEALS
TO PROFESSIONALS NATION-WIDE

In 1990, professional lawn care, golf

course, maintenance, athletic field,
and public turf managers came to
Cincinnati from 35 states.

They’ll be in Cincinnati again this
December to learn from the industry’s
top experts, to share ideas with over

£,000 other pros like themselves, and

FOUR OF THE MOST ACTION-PACKED
DAYS OF THE TURFGRASS YEAR

Whatever your business or career, you'll
show floor of the Cincinnati Convention
center will be filled with all the tools of
your trade. The educational conference
includes university researchers and
industry professionals offering sessions
and workshops on:

e Golf Turf

e Lawn Care

e Grounds Maintenance

e Sports Turf
Many of these sessions qualify for pes-

ticide recertification credits.

NEW! FOR THE 91 OTF SHOW

New for 1991 will be Buckeye Beer

25 YEARS OF STEADY OTF GROWTH
4000

3500
I People in Attendance

3000

2500

2000

1500

1000

500

1967
Steady growth for 25 years has attracted over 45,000
green industry professionals to the OTF. Plan now to
be in Cincinnati December 2-5 to help celebrate 25
years of industry excellence.

1971 1981 1990

to take a close look at one of the

........................

Garden on the show floor, and a |
silent Auction (0 give you the chance | Y ES? PLEASE SEND MORE INFORMATION
i ABOUT THE 1991 OTF CONFERENCE & SHOW.

(Check appropriate boxes:

nation’s largest displays of equipment,

turf care Pre ducts and .\lll)l)lik'.\ avail- for some fantastic ]);“'g;lin.\ Be there.

able to the turf industry.

and join the fun!
{0 I'm interested in exhibiting
{0 I'm inferested in ottending §

INcme H
E (Company
Address
OHIO |
TURFGRASS { G St T
‘:‘J"' I:IE I‘IE 'l“: IE ; Phone
& SHOW i ;
{ DETACH AND MAIL TO: Ohio Turfgrass Foundation |

: 2021 Coffey Road
Columbus, Ohio 43210
614-292-2601




DEFICIT irrigation.
Drought-resistant.
Low-water use. Solid-
state computerization.
Drip irrigation. ET (eva-
potranspiration).

Few, if any, of these
words were in the land-
scape architect’s lexicon
just a few short years
ago, yet, today, they are
common to the profes-
sional, if sometimes
still confusing and com-
plex to many others.

While these words
canapply tomany areas,
they are an important
new facet of turfgrass
design and manage-
ment. Landscape archi-
tects no longer think in the sim-
ple terms of planting, mowing,
fertilizing and watering, as they
once did...and some still do. In
general, the days of designing
landscapes purely for aesthetics
are over.

As the world becomes more en-
vironmentally conscious, greater
insistenceis being heard for mul-
tipurpose, multi-use landscapes
that conserve water as much as
possible and rely on minimal re-
source inputs.

Technological advancements
have proven that turfgrass can
(and often must) have a signifi-
cant role in an environmentally
sound landscape design.

Turfgrasses, when properly
planned and efficiently managed
ina multi-use landscape, provide
a real asset to the environment.

While a hardscape (concrete,
specialty rock or paving) and
semihardscapes (crushed stone,
scattered boulders, etc.) can be
aesthetically pleasing, they can
also be environmentally damag-
ing. Such designs further seal sec-
tions of the earth and can become
heat-sinks, absorbing large

LANDSCAPE TRENDS

ARE MULTIPURPOSE

amounts of energy and then ra-
diating that heat energy into sur-
rounding areas.

When it rains, runoff waters
from these hard-surfaced areas
may create storm sewer overflows
by their very design. While this
form of landscaping requires mi-
nimal, if any, resource inputs such
as wateror fuel, its inert state also
fails to provide positive environ-
mental benefits.

To capitalize on the many bene-
fitsof turfgrass, today’s landscape
architects can develop unique
plans for practically any situation.

Factors being considered by en-
vironmentally sensitive landscape
architects include:

1. Basic topography of the de-
sign area to avoid steep slopes and
positive incorporation of basins
thatcanbecome “water harvest™
storage facilities.

2. Identification of water har-
vesting source points such as run-
off from roofs, yards, driveways
and parking lots.

3. Use of turfgrass species and
cultivars that offer the best com-
bination of drought tolerance and
low-water use rates.
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LANDSCAPES REPLACING

ESIGNS OF OLD?

4. Grouped placement of plants
with similar water-use rates to bet-
ter control irrigation requirements
and allow the use of drip-type
irrigation.

5. Incorporation of recom-
mended irrigation systems that in-
clude use of computerized con-
trollers, selection of proper spray
heads, valves and sensors to detect
rainfall, excess wind and soil
moisture.

6. Use of the “oasis™ design
concept, locating areas of higher
water using plants and turfgrasses
inthe center of asite or yard, put-
ting the desirable turfgrass in the
highest use area.

A study conducted for the Ari-
zona Department of Water Re-
sources by The Acacia Group, a
Tucson & Phoenix based land-
scape architecture firm, toevalu-
ate the water use practices and
water conservation potential of
turf facilities, unexpectedly found
that management practices, rather
than the application of technolo-
gically sophisticated equipment,
showed the greatest practical po-
tential for water conservation.

Documenting once again that

Turf can be used in
an environmentally
sound landscape.

plants don’t waste water,
people do, this study
found that improved
education, daily visual
inspection of the turf,
night irrigation, control
of soil compaction and
reduction of fertilizers
all presented water con-
servation potential.

Specific water con-
serving practices docu-
mented in the study for
turf facilities of any size
include:

1. Use of computer-
ized automatic irriga-
tion controls.

2. Use of drip irrigation on se-
lected non-turf areas.

3. Use of ET rate to schedule
irrigation. The ET rate of turf is
the rate at which water is evapo-
rated from the soil surface and
transpired from the turf. Atmos-
pheric conditions dictate the ET
rate. Once the ET rate is known,
irrigation can be scheduled to
replace only the moisture lost.

4. Deficit irrigation which re-
duces the amount of applied wat-
er to a level below the ET rate,
requiring the turfto adjust to less
water. This is particularly suc-
cessful in low traffic areas.

5. Night irrigation to take full
advantage of less wind distortion
and less evaporation.

Envisioning a world without
turfgrass is practically impossi-
ble. Now, improved management
and technology make it practical
to have the turfgrass areas people
desire. — Walr Rogers ®

The author is a member of the
American Society of Landscape
Architects and a principal in the
Acacia Group.
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PROFIT-MAKING
STRATEGIES
FOR SNOW REMOVAL

There’s no avoiding snow
removal in some parts of the
country. So if you’re going to
plow, why not make some

money at it?

By Julie A. Evans

HIGH MAINTENANCE costs,
employee turnover, onerous in-
surance premiums and fly-by-
night competition are reasons
enough toscare anyone away from
the lucrative, but somewhat risky
business of snow removal. Yet
despite these drawbacks, many
professional landscape firms are
once again gearing up their snow
removal equipment for another
season of profitability.

Their formula for success is
simple: The three key elements
most often mentioned are profes-
sionalism, reliability and seasonal
contracts.

*The customers I carry don't
worry about money as much as
they do quality,” said Jim Forsee
of Forsee's Lawn Service, Hazle
Park, Mich. “If you give top
quality service, you can get top
pay.”

“Good, reliable contractors
never have difficulty finding
work,” said Ron Kujawa, presi-
dent of Kujawa Enterprises Inc.,
Cudahy, Wis. “The problem is
that there'sa proliferation of lousy
contractors, those who commit to
toomuch work, neveranticipating
a breakdown, never anticipating
a blizzard.”

The solution, Kujawa said. is

42

to establish solid relations with
customers through a good track
record of service. Clients who are
pleased with summer services
will remember your name when
the first snow falls.

“Therearealways people shop-
ping for a low dollar. But almost
every one of our snow accounts
is a long-term contract. Smart
business people are not going to
change contractors based onlower
anticipated price alone.”

Perhaps no one knows the ins
and outs of snow removal better
than Tom Garber, owner of Col-
orado Landscape Enterprises,
Arvada, Colo. According to Gar-
ber, the Denver area s the second
largest snowfall area inthe United
States, next to Buffalo, N.Y. By
his estimates, more than 10000
people rely, at least in part, on
his snow removal services dur-
ing a winter storm.

To get the jobdone, he employs
a large work crew, ranging from
50 to 100 workers. Such a large
crew can create headaches, Gar-
ber said.

*The major problem is trying
to get those people out in the mid-
dle of the night when they 're part-
time workers. We have no tie to
them. About 10 percent of the

workers we have prearranged
show up,” he said.

Toencourage the most workers
possible, Garber pays above the
normal labor rate, about $8 to $10
per hour.

Paperwork creates another
labor nightmare. **In order to be
legal, we have to fill out all the
I-9 Immigration and Naturaliza-
tion papers and W-2 forms,” he
said.

*“The other problem is trying
to supervise these people in the
middle of the night that you've
never seen before. Our super-
visors don't relish the entire pro-
cess.”

Despite the labor pains, Garber
said, snow removal is anecessary
service. “Inourbusiness, we have
todoit. Mostlandscape contracts
are tied to snow removal.”

He estimated that 20 percent
of the company's total revenues
come from snow removal.

Snow removal is alsoanimpor-
tant element of Kujawa’s business.
Notonly does it contribute 10 per-
cent to 15 percent of total reve-
nues, but it allows him to keep
workersemployed throughout the
year.

“High risk is high reward,” he
said. **You've gotto commit peo-
ple. If you lay people off and they
have no hope of coming back, they
look for other jobs. You have to
make some commitment to them
and hope they'll be around when
a snowfall comes.”

To ensure that his employees
don’t move onto other jobs when
cool weather hits, he puts them
on a weekly schedule and en-
courages them to enroll in conti-
nuing education classes. “The
biggest problem when someone
is laid off is boredom,” Kujawa
explained.

“As an incentive to take the
course, we'll pay for the course
and we'll pay them a per diem
allowance for transportation and
lunch.”

Not everyone who weighs the
risks and rewards of snow removal
finds the balance tipped in their
favor. Mention snow removal to
some landscape contractors and

they cringe.

“I think the people
who say ‘T make great
money insnow’ arethe
people who marginal-
ly make money in the
landscaping field,”
said Jack Zendt, presi-
dent of Zendt Brothers,
Mt. Clemens, Mich.
“If you take good
equipment to plow
snow, you're taking
profitable summer dol-
lars and trading them
for meager winterdol-
lars.”

Zendt said a major
problem are the “fly-
by-night™ businesses
who underbid the legi-
timate contractor.
*“This is done on such
a wide basis that the
legitimate contractor
has to lower his price.”

Zendt acknowledged that un-
derbidding by less than legitimate
contractorsis not limited to snow
removal. **This year we've seen
that same influx into lawn cutting.
Asthe economy went down, these
people have been coming out of
the walls.”

Zendt, whose firm no longer
offers snow removal, advised in-
vesting in certificates of deposit
or some other form of financial
security to keep profits rolling
year-round.

Sandy Steadman of Jerry Stead-
man Landscape Contractors,
Westlake, Ohio, said that her com-
pany plans to discontinue its snow
removal operations this year.

“It’s not worth it. It's a losing
proposition,” she said.

Steadman listed high insurance
costs, wages, equipment repair
and being on call 24 hours a day
as reasons why the company has
decided to bow out of the winter
market.

PRICING STRATEGIES. If so many
obstacles to success exist, then
how do some contractors manage
to see profits year after year?
Most do so by charging a sea-
sonal or flat fee for the entire
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winter season. Others also accept
some “‘per push” accounts, but
typically give first priority to their
seasonal accounts.

The flat fee approach can work
against the landscape contractor
in exceptionally wet winters; but
by the same token, it can work
in the contractor’s favor in dry
winters. The advantages of flat fee
contracts are guaranteed steady
income, productive employees
and limited liability.

“If you get caught up in the
game of charging per push or per
application, you're goingtolose.”
said Chris Pompeo, vice president
of operations for Landscape
America, Warren, Mich. “If you
quote a building owner ‘X’
amount per snow, you might as
well close your doors and go to
Florida for the winter. If you have
tosit by the phone, you're not go-
ing to make money.

“The industry must educate
itself into offering what we used
to call ‘snow insurance.’ You pay
us ‘X' amount of money per
month, and we'll come out and
clean (the snow),” Pompeo said.

“The advantage to the proper-
ty owner is that he knows how
much he’s paying every day of the
month. The advantage to us is a

steady income, and we can keep
people working through the win-
ter.

“When you ask people why
they're getting out of snow remov-
al, they say ‘nomoney.’ Then ask
how they price their services: per
push (istheir response). If you're
notdoing anything, you're not get-
ting anything in return.”

According to Pompeo, many
contractors employ an “inch-and-
a-half removal™ strategy; that is,
they visit their accounts when the
snow reaches a certain accumula-
tion. But that doesn't make
economic sense, Pompeo said.

His company does snow re-
moval regardless of the accumula-
tion. “If it’s not enough to plow,
we'll use shovels and brooms to
get snow off the pavement,” he
said.

“By going out everytime it
snows, we can go out 15 times a
season. That means more revenue
coming in. And it reduces the
liability for both us and the
building owner,” Pompeo said.
“If the building owner spends
more on snow removal, he might
avoid some lawsuits. If he does
get sued, he’ll have to spend
money anyway. In the long run,
it's cost-effective for the building
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owner to spend the money and en-
sure he's done everything possi-
ble to make his walkway and
driveway safe.”

Garber said most of his ac-
counts are done on a flat contract
basis. ‘“We explain that we're like
firemen. You don’t pay firemen
just when there’s a fire. They have
to be prepared in case of fire.

“We have found that our cus-
tomers like the idea (flat rate)
because they are budget conscious
and like to know ahead of time
how muchit’s going to cost them.”

To keep customers satisfied
with the quality of service, Garber
works by a system he calls **pio-
neering.”

“We don't wait around to see
what the weather is going to do.
We start pioneering. We try to
keep the main arterials open. We
keep our plows out around the
clock.”

Garber also protects against
blizzards and their obvious drain
on cash flow by writing a refun-
dable extra payment into the
contract.

*“Forour flat contracts, we bud-
get for a blizzard and have our
customers give us six equal pay-
ments. [f wedon’thave ablizzard,
they don’tmake their April (sixth)

Keeping your equipment in top
condition gets the job done
and keeps the liability down.
Photo: Excel Hustler 400.

payment. We budget about 20 to
30 percent of the total money we
charge customers for that bliz-
zard.”

Forsee said that 99 percent of
his customers are on a contrac-
tual basis. Butunlike Kujawa and
Garber, the majority of his ac-
counts, 60 percent, are charged
on a per push basis; 40 percent
are charged by the season.

“Some years I come outahead.
Some years the customer comes
outahead. It pretty well balances
out,” he said.

Forsee said that he charges $80
per hour per truck. He derived
that figure *‘through experience
and what my competition
charges.”

Another factor that must be
figured into the pricing equation
isinsurance, which isacostly but
necessary component of snow
removal.

“There are a lot of companies
that will not write you insurance
for snow plowing,” Forsee said,
**and for the ones thatdo it’s very
expensive. You have to figure that
into your price for doing a job.

“If someone slips at the Holi-
day Inn, they sue the person who
plowed the snow. You're a real
dummy to be out there without
insurance.”

Pompeo agreed that insurance
is a necessity, but added that the
contractor can take extra steps to
minimize risks. “The biggest fac-
tor is liability. Nowadays, people
will sue for anything.”

The best way to minimize lia-
bility is to make sure that snow
removal is done thoroughly, even
if that requires returning to a job
site two or more times a day.

“If someone were to slip and
fall, and we went before a judge
and said we were out there three
times that day removing snow and
putting down salt, the judge will
look upon us more favorably,”
Pompeo said. “If you can point
to extra efforts to remove snow,
the judge is going to say, ‘what
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more could you have done?’ He
might rule that the building owner
and contractor did everything
possible.”

PLANT PROTECTION. A constant
challenge during snow removal
is protecting turf and plant
materials, especially near drive-
ways and walkways, which canbe
difficult to detect under a heavy
blanket of snow. The best strategy
is to map out the property before
the first winter storm and note
areas of extra caution.

“Driveways are tricky,” said
Tom Zajicek, owner of Snow and
Mow, O’Fallon, IlI. “IfI getacall,
I ask that customer to flag the
driveways and walkways.”

Forsee said that he and his
drivers visit accounts and stake
driveways with an orange-tipped
rod. He leaves them there
throughout the winter and collects
them in the spring.

Pompeo, who said he does
maintenance on many of his in-
stallation accounts, keeps snow
removal in mind during design.

“We try to keep most of the
plantings at least two feet away
from walkway edges. We try not
to put plantings in areas where we
know the contractor will pile
snow. We also try to use plants
thatare alittle more salt tolerant,
especially if we’re planting near
city roads,” he said.

Pat Bucci, horticulturist and
landscape specialist for Carroll
College, Waukesha, Il1., also con-
siders snow removal when design-
ing a landscape. Bucci recom-
mends keeping plants away from
walkways and using sand instead
of salt for ice control. However,
she cautioned that sand may not
provide adequate ice control dur-
ing extremely icy conditions.

“Last year was a bad year to
experiment because we got hit
hard early on. But toward the end
of the year we were using sand,”
Bucci said.

A variety of ice control products
areonthemarket. If selecting one,
read the label carefully to make
sure its ingredients are not harm-
ful to plant materials, Bucci ad-
vised.

Toensure that ice control prod-
ucts are dispersed only when and
where needed, Bucci uses a
spreader that drops the material
exactly where it’s intended.

Bruce Vosseler, general mana-
ger for AccuSpread, Milwaukee,
Wis., said that the drop spread

RS

method protects both plant life and
the budget, because less material
is used.

Headded that it reduces liabili-
ty by ensuring more uniform cov-
erage. ““We have found that the
majority of grounds maintenance
departments are spreading ice
control material by hand...(that)
usually results in piles of product
here and there with slippery spots
in between.”

To further ensure plant health,
Bucci uses a tractor-powered
sweeper to remove snow wherever
and whenever possible.

“You can get around quicker
with a blade than a broom, but
our (blade) won’t handle the small
sidewalks,” she said. “We can
handle most of our storms with
a broom. But if it’s a heavy, wet
12-inch snow storm, a broom is
not the answer.”

Jim Koch, marketing manager

removal, Koch said: You can push
it, you can throw it or you can
dump it. For the landscape
contractor, that means choosing
froma wide selection of powered
sweepers, snow throwers and
blades.

Most landscape contractors
agree that durability, operator
comfort and quality support ser-
vice are among the most impor-
tant features of any equipment
purchase. But these characteris-
tics are especially pertinent to
snow removal, due to the demand-
ing nature of the work.

*“I get the most durable equip-
ment — the most heavy duty Ican
find,” Pompeo said. “If you spend
the extra money and buy the best
equipment you can afford, forgo-
ing the used, beat-up stuff, you
don’t have a lot of breakdowns.”

Peter Scholz, vice president of
maintenance operations for Rein-

Map out the property
before the first winter storm, noting

areas of caution.
fo i S

for Sweepster, Dexter, Mich. , ex-
plained that the sweeper is easier
on plant materials because it
cleans with a flexible bristle.

“‘Aslong as the snow is not pack-
ed down too hard, it will clean
all the snow and it won’t dig up
brush,” he said.

He added that because the
sweeper cleans down to the pave-
ment, less deicer is needed. How-
ever, as Bucci noted, a blade or
snow plow is necessary for heav-
ier or wetter accumulations.

HEAVY-DUTY OPTIONS. There are

three things you can do in snow

hold & Vidosh, Pontiac, Mich.,
estimated that the company has
about 80 pieces of equipment for
snow removal, including tractors.
Most of the equipment is used
year-round. When purchasing
new equipment, Scholzlooks for
name brands with durable snow
removal options.

To Forsee, service is the most
critical component to new equip-
ment purchases. “It’s important
that I can get service in my im-
mediate area— how long is it go-
ing to take?”

Kochnoted that more landscape
contractors are purchasing attach-

A drop spreader disperses
deicer to intended areas only.
Photo: AccuSpread.

ments. ‘A lot of people don’t buy
equipment specifically for snow
removal,” he said. “More peo-
ple are using the attachment ap-
proach to prime movers. They’re
more European in their approach
— the Europeans have been do-
ing it that way for years.”

Don Consolver of Excel Indus-
tries, Hesston, Kan., explained
that winter attachments, such as
cab heaters, snow throwers and
blades, are popular because they
allow owners to maximize their
investments through year-round
productivity.

Paul Sabourin, assistant mana-
ger for customer service with the
power equipment division of
American Honda Company, Du-
luth, Ga., listed a number of fea-
tures to look for in purchasing a
snow thrower, many having todo
with operator convenience and
comfort.

“Convenient engaging of star-
ting controls and engine controls
is a must — easy to get to and
comfortable.

Also, look for an efficient dis-
charge chute control that allows
for quick and positive placement
of snow.

“The unit should be equipped
with safety controls to keep the
operator out the work zone of the
product. Those controls should
allow for quick shutdown of the
engine in case of an occurence.”

Sabourin said that two-stage
operation is key. He also said to
look for machines that are large
enough to make a pass on a
walkway, but small enough to fit
through gates.

Pat Jelens, marketing services
coordinator, for Ariens, Brillion,
Wis., named two-stage operation,
operator convenience and dura-
bility as especially important
features.

“Find a product that will start
easily. Note the tires, look for a
tread design so they (users) don’t
slip,” he added.

Other beneficial snow thrower
components include a large gas
tank (less fillups in stormy
weather), electronic ignitionand
a handle that is large enough to
accommodate gloved hands. ®

The author is Associate Editor of
Lawn & Landscape Maintenance
magazine.
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INVESTMENT IN computers
becomes a good idea when bill-
ings reach about $400,000 a year.
Special software is designed for
lawn care; landscape contracting,
including installation and main-
tenance; golf courses; irrigation;
and the usual **horizontal” func-
tions such as payroll, accounts re-
ceivable and payable, etc.

For a little more than a thou-
sand dollars, the enterprising
manager can get a PC and soft-
ware to allow him a modicum of
automated control over rudimen-
tary office functions. Atthe other
end of the spectrum, investments
inthe tens of thousands of dollars
are necessary to secure centra-
lized processing systems operat-
ing off of “‘big boxes.”

Entrants into computerized sys-
tems would do well to consider
the relative economies and ease
of “distributed processing” or
PC-based systems.

One growth area is landscape
design. Tom Maxwell-Miller,
president of Ecosystems Imagery,
Encinitas, Calif., has pushed
through some technology innova-
tions at this landscape architec-
ture, contracting and maintenance
firm. A foray into generic office
software five years ago bloomed
into on-screen job design.

“Most of our work is construc-
tionand irrigation design. Weuse
CAD (computer-aided design) on
some of that. The main thing we
use computers for is business
management, office work, rout-
ing, estimating and bidding,” he
said. “A lotof what we have, we've
written or customized ourselves.
Most people I know that started
with CAD were mostly doing
commercial. It wasn’tbeing used
a whole lot for residential until
recently; you have to have the
budget.”

He’s invested $45,000 in hard-
ware and software, another

PROGRESS

OMPUTE
IZARDR

=

OPENS SERVICE
DOORS
Whether it’s landscape
design or financial services you're
looking for in a computer, know
your firm’s needs before
selecting a system.

By Bob Gitlin

$45,000 in training and follow-
up. Ecosystems uses IBM-com-
patible hardware and a LANsoft
CAD program (a local area net-
work) to link four office sites and
one remote location. He had to
hire somebody to run the system
as well as get consultants to help
him make a go of it.

“Getting any kind of design
system up on the computer takes
you longer than longhand, but
once it’s in and you’re running,
changes and updates are done in
away that saves you time. A sim-
ple stand-alone 286 IBM can do
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everything that you could possibly
need it to do. If you want to get
fancy, your people are going to
386s, then as soon as they do the
486 will be out!” he quipped.
“Why spend that kind of money?
There are cheap solutions as long
as you're patient.”

Marco Iannetta, vice president,
Mirro Systems, Cuyahoga Falls,
Ohio, said his software will run
DOS (the IBM language), the
Unix operating system and many
others in the industry. This kind
of compatibility becomes impor-
tant as major businesses need to

connect with others.

“Oursis one of the few that has
been ‘ported’ to many platforms,”
he said. “The system will runon
everything from a little PC with
one user to large super minicom-
puters that can support hundreds
of users. Itisn’ta ‘specific’ pack-
age.

“We got involved inthe outdoor
market through an adapter we
developed for power equipment
dealers and distributors. One off-
shoot is a services billing module
several landscapers use to track
business. It does contract main-
tenance routing and scheduling,”
Iannetta said.

A new equipment servicing
module can be used both by the
power equipment dealer that ser-
vices equipment, or it can be used
to track internal servicing on
equipment. A landscaper, for ex-
ample, who has different machines
and wants to keep track of them as
they relate to his maintenance
schedules would benefit from this.

Although the Mirro Systems
software is generic, it can be set
upsoasto “look™ tailor-made for
an important aspect of lawn care
management.

“The system doesn’t just say
‘part not found’, it says ‘OK that’s
aJohn Deere part, here’s whatiit’s
called, here’s how much it costs,
it’s returnable, it’s a hazardous
material.’ "

Bill Wright is president of
Lawn-Wright, Gaithersburg,
Md., which vends IBM-compa-
tible software to the green in-
dustry. The company started in
1981 as alawn maintenance com-
pany, and still has nine crews that
do about 375 lawns. In the early
1980s, he had only 75 jobs, which
he tracked with recipe cards,
calendars and maps.

“My wife and I did the work
on the living room floor. We fig-
ured out everything we did that
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day and what we were going to
do the next, and arranged it so
every lawn was in the best route
order,” he said. “We only had two
crews. They went through the list
oflawns in the best routes so there
wouldn’tbe any driving back and

forth, crossing each other’s
paths.”

Accounting was similarly pri-
mitive. His wife once amonth put
a continuous statement into a
typewriter, having scratched out
all the math. Typing this up took

hera whole day for 75 statements.
This included all debits and
credits, checks that came in and
calculating service charges. The
software-literate Wright started
getting ideas.

“In 1983 Ichecked with people

P
For a small investment,

you can have automated

control over basic functions.
e

that would write programs that
would work on a PC. They were
quoting me anywhere from
$15,000 to $100,000 and said it
would only do 70 percent of what
I wanted.”

They all said they'd have to

Following is a sampling of
companies offering software
and hardware designed spe-
cifically for the green industry.

FINANCIAL/ACCOUNTING

Accounting and
Computer Software
7993 SW. Churchill Way
Tigard, Ore. 97224

503/691-1856

Argos Software
1485 W. Shaw Ave.
Fresno, Calif. 93711
209/227-1000

Argos Software (branch)
PO. Box 964

Fairfield, lowa 52556
515/472-2384

Bergmann Computer Group
31035 Schoolcraft Rd.
Livonia, Mich. 48150
313/422-6020

Botanical Management
Systems

4420 First Street SE

Calgary, AB, Canada T2G 2L3

403/255-3702

CBS Software

128 Winslow Terrace
Glen Rock, N.J. 07452
201/670-1073

CompuScapes
2653 Gravitt Rd.
Duluth, Ga. 30136
404/447-5858
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Datum Tech Industries
891 E. Oak Rd.
Vineland, N.J. 08360
609/696-1117

Dilloware

213 Congress Ave., Suite 200
Austin, Texas 78701
512/629-7400

Doane Software
6443 Beaverton Hwy.
Suite 305

Portland, Ore. 97221
800/367-7082

Lawn-Wright

18761 N. Frederick Ave.
Suite A

Gaithersburg, Md. 20897
301/330-0066

McCollum Systems
6143 Jericho Turnpike
Commack, N.Y. 11725
516/499-8890

Microvane

8135 Cox’s Drive
Kalamazoo, Mich. 49002
800/222-0677

Mid-West Growmaster
PO. Box 1006

St. Charles, Ill. 60174
708/888-3558

Peststar Software
519 South 100 East
Jerome, Idaho 83338
800/869-7741

write it in dBASE II (a software
language written by Ashton Tate,
since bought out by Borland). Fox
Software came out with a clone
of dBASE, Foxbase, which
Wright's people started using in
1987. Wright customized the soft-
ware todo scheduling, routingand
billing.

Every customer’s account, for
instance, is designed to allow as
many as 99 jobs.

The first customer may have 17
different operations performed
on his property, each schedule
based on certain established para-
meters: Which day should it be
done the first time? What fre-
quency and days should it be
done? What day of the week is
preferred? Where is that job po-
sitioned in relationship to other
jobs?

A routing sequence taking all

this into account develops in the
most efficient way possible. The
system can be made to indicate
how many times mowing is
needed, for example, and whether
that task is part of the contract or
not.

A lawn maintenance operator
can find out everything about a
specific job by keying in pertinent
details. It canlater helpacontrac-
tor conduct better business by
knowing his options.

“Route sheets are printed for
crews to see what details need to
be accomplished whendoing that
job,” Wright said. “The customer
doesn’t see these notations, just
the crew. But the job description
does end up on the customer’s
statement.”

Crews take off with route sheets
(usually one or two pages for
Lawn-Wright’s own people). The

Service Industry Software
PO. Box 1593
Council Bluffs, lowa 51502
712/322-2345

Solve Inc.

PO. Box 4876
Anapolis, Md. 21403
301/267-8400

SPS Consulting
918 Linden Lane
Union, N.J. 07083
908/686-8218

Timeslips Corp.
239 Western Ave.
Essex, Mass. 01929
800/338-5314

Triad Systems

3686 Winters Hill Drive
Atlanta, Ga. 30360
404/399-1902

LAWN MAINTENANCE

Clean Cut

8711 Burnet Road Suite 72
Austin, Texas 78758
512/458-8873

Comp-U-Green

3718 Antioch Court
Cincinnati, Ohio 45241
513/733-0969

Custom Landscape
Software

488 N. Main Street

Wilkes-Barre, Pa. 18705

717/824-1472

Labb Systems

6018 E. Osborn Rd.
Scottsdale, Ariz. 85251
602/481-9710

LANCADD

7519 E. Hwy 86, PO. Box 604
Franktown, Colo. 80116
303/688-8160

Mirro Systems

414 Portage Trail

Cuyahoga Falls, Ohio 44221
216/928-6246

MFE Associates Inc.
PO. Box 851
Amhurst, Mass. 01004
413/256-6155

OmniComp

220 Regent Court, Suite E
State College, Pa. 16801
814/238-4181

PC Supply

24175 Telegraph Rd.
Southfield, Mich. 48034
313/353-0351

Practical Solutions
7100 N. High St.
Worthington, Ohio 43085
614/436-9066

Precision Systems
14100 Park-Long Ct.
Chantilly, Va. 22021
703/968-6839
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typical crew does 10 or 15 jobs
a day. The first page has a place
for employees to clock in and out
for payroll purposes. Each sec-
tion discusses the job, giving all
pertinent information. Map coor-
dinates help foremen find new
jobs. There’s a place for fore-
men to write notes about what’s
happening on the job. Route
sheets are turned in at the end of
the day, and their information is
input.

What you spend depends on
what kind of user you are, said
John Massaro, president of Cus-
tomized Business Software, Glen
Rock, N.J. A brand new user go-
ing directly from manual track-
ing probably has to spring for
$1,300 or $1,400, he said. That
includes hardware, printer, in-
voices, diskettes, 386SX (IBM

40-meg hard disk.

And what do you get?

“Organization,” he said. *“You
eliminate hand errors. Reporting
is instantaneous. Professionalism
is a big point; a lot of people find
handwritten bills don’t get ade-
quate response. Good software
allows you to do finance charg-
ing on a computerized basis. It
lets you spend time on other parts
of the business — like estimates.
You lose money not getting them
out, spending too much time do-
ing monthly billing.”

Gary Thornton, president of
Thornton Computer, Maineville,
Ohio, sells a “turnkey” system
that does, he said, most of the
functions amaintenance contrac-
ting or landscape contracting type
of business would perform within
the office.

file and mailing capabilities in-
tegrated with word processing so
you've got promotion and mar-
keting tools. That leads to bidding

|

and estimating. You can estimate
the job based on square footages
and figure all the materials, labor
and equipment needed. Then you
generate a proposal customized
to a site, producing a calendar.”

The calendar notes when every-

compatible) color monitor and “You could start withaprospect  thing gets done, how it gets done

Qqest Software Systems Plantarc Inc. National Computer

PO. Box 57983 215 Katonah Ave. Solutions

Murray, Utah 84157 Katonah, N.Y. 10536 Route 2, Box 139

801/265-2024 914/232-3414 Sweetwater, Fla. 37874
615/337-3580

Real Green Computers Plant Line

3130 Crumb Rd. PO. Box 8143 New Image

Walled Lake, Mich. 48088 3980 120th Ave. 21218 Vanowen Street

800/422-7478 Holland, Mich. 49422 Suite 185

Sun Software Systems
PO. Box 290435
Tampa, Fla. 33687-0435
813/681-6265

Thornton Computer
Mgmt. Systems
424 East U.S. 22
Maineville, Ohio 45039
800/543-7249
800/582-6129 (In Ohio)

Vander Kooi & Associates
PO. Box 621759

Littleton, Colo. 80162
303/697-6467

PLANT SELECTION

Acacia Software

PO. Box 90525

Santa Barbara, Calif. 93190
805/964-7497

Landscape Electronics
PO. Box 81

Manhattan, lll. 60442
815/478-3772

Master Tag

9350 Walsh Road
Montague, Mich 49437
619/894-5651

616/399-0832

Terisan

1332 Jerome Room A
Astoria, Ore. 97103
503/325-3367

DESIGN/IMAGING

Abracadata

PO. Box 2440
Eugene, Ore. 97402
503/342-3030

Design Imaging Group (DIG)
5530 Owensmouth #323
Woodland Hills, Calif. 91367
818/884-8674

Greenscape Systems
PO. Box 857
Blacksburg, Va. 24063-0857

Microvision Inc.
11130 O Street
Omaha, Neb. 68137
402/592-4350

Mindsun

RD #2 Box 710
Andover, N.Y. 07821
201/398-9557
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Canoga Park, Calif. 91303
818/702-0285

IRRIGATION

Buckner

4381 Brawley Ave.
Fresno, Calif. 93722
209/275-3384

Dept. of Agriculture
and Engineering

Irrigation and Software

Engineering Div.

Utah State University

Logan, Utah 84322-4105

Rain Bird

IDA — Irrigation Design
Assist

155 N. Grand Ave.

Glendora, Calif. 91740

818/963-9311

The Toro Co.

5825 Jasmine St.
Riverside, Calif. 92504-1183
714/688-9221

Editor’s Note: If your com-
pany does not appear in the
above list and you would like
to be considered for future ar-
ticles, please contact us.

and a description of all services
priced into the job. At that point
a contract is generated and,
assuming it’s accepted, booked

Don’t be Mr. Experiment:

Don’t be the first kid on

the block to use
new software.

onto the system, which can now
do automatic monthly billing as
well as produce work schedules.

Maris Franke, president, Prac-
tical Solutions, Worthington,
Ohio, sells software geared to
chemical lawn care. It does mar-
keting, scheduling, production
management/routing and billing.
Management reporting provides
timely data on all functions. The
IBM-compatible system works,
like many of its marketplace ri-
vals, on either multi- or single-
user desktop computers.

Advantages over the “old” way
are dramatic, Franke said.

“Let’s take the task of record-
ingasalesinquiry. Normally you
would have written the inquiry on
a form, manually, then provided
the homeowner an estimate. If
your guy took the form with him,
there was no other record that in-
quiry came into the company.”
Nor was there a way to track the
timeliness of his follow-through
in meeting customer needs.

“In our system we capture it in
the computer, an estimate is gene-
rated, it’s tracked on management
reports to make sure it gets esti-
mated in a timely manner, then
it’s tracked on a callback report
which is printed in chronological
order by sales territory to make
sure the homeowner is called back
and someone is attempting to
close the sale before your com-
petitor does.”

Attheend of the year, manage-
ment reports indicate how many
total inquiries came in, how many
closed, how many didn’t, how
many are still pending (neither
closed nor marked as no-sale).

The system captures the source
of advertising that brought in the
business — whether phone book,
doorknob hangers, whatever.

Franke warns against buying
hardware first. It’s the other way
around. He recommends making
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alist— before even looking at any
software offerings or reading any
sales come-ons — of all the things
youdoevery day you thinkacom-
puter should do for you. Match
that list up with functions pro-
vided by various products on the
marketplace.

Don’t buy software less than
three yearsold, headded. “Don’t
be Mr. Experiment. I don’t care
if you're buying a new car, a new
computer printer or a new piece
of computer software, don’t be
the first kid on the block to use
it

Landon Reeve, president of
Chapel Valley Landscape, Wood-
bine, Md., is alawn maintenance
contractor who’s been com-
puterized for quite some time,
since 1984. “*We bought it pri-
marily for integrating our esti-
mating system.” He uses Thorn-
ton’s SLICE integrated system.

“We have two different offices
intwodifferent locations, all tied
in to the same system. We have
at least 30 terminals. We try to
push use of the system at every-
body, to get as many people us-
ing it as we can.”

Prices have dropped, he said.
“In *79 or ‘80 we paid $80,000
for a system. We replaced it four
years later with half that cost in
equipment, a system that would
do 10 times as much. Now, if I
had to go into a system, I would

probably make more use of PCs.
1don’tseehow evenaone-person
office gets by efficiently without
one.”

On the other end of the spec-
trum is W. Scott Jenkins, vice
president at Ellen Kay Inc.,
Washington D.C. In his concern
with the lawn and landscape as-
pectof the business, he only sees
aneed for computerizing the bill-
ing procedure.

“We do about $300,000. I do

maybe $100,000 installations and
$200,000 or so maintenance.
When I work up estimates, I'm
back and forth through books,
estimating prices — on the phone
to see if they actually have it, or
in what size or is the price still

A good system
helps streamline otherwise
< redundant office and
==l seheduling chores.

good? It’s a paper and pencil
business.”

Others would argue that those
very statistical caprices and shifts
are reasons for owning a com-
puter; you can do them easier. It
all boils down to how much you
need.

KevinKleifges, sales manager
for Precision Systems, Chantil-
ly, Va., deals with modest opera-
tions all the time which, it be-
comes evident, donotdesire com-

puterization. Those that do need
it have a problem streamlining
otherwise redundant office and
scheduling chores.

“A good system,” he said,
“enables you to find outhow many
different types of services you
provide customers, how often
they’re serviced, what the cost of
theserviceis, who the technician
isthatservices the accounts, how
oftenhe goes, what type of chemi-
cals does he use when he goes out
there.”

Italso sniffs out delinquent ac-
counts and gives daily balances,
enabling one to hound deadbeats
faster and better.

“The beauty of this is it’s in-
tegrated to a scheduler as well as
a chemical tracking system. So
any information that you key into
one program automatically up-
dates the other programs. You're
not constantly going intodifferent
programs just to update different
things that you do. It saves time,
number one, and number two, it
just gives things a nice flow.’m

The author is a free-lance writer
in Cleveland, Ohio.

Fertilizer I

it

¢ Automatic operation
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areas across the USA
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ANTICIPATION
SURROUNDS
SECOND RUN OF THE

GIE SHOW

Despite a recessionary
business climate, attendance
at this year’s Tampa trade
show is likely to exceed 2,000.

By Julie A. Evans

The Outdoor Power Equip-
ment demo continues to be a
popular event for show
attendees.

BILLED AS “THE LARGEST
lawn and landscape show ever,”
the Green Industry Expo heads
south to the Tampa Convention
Center, Nov. 19-21. Now iniits se-
cond year, the expo is a coopera-
tive effort between three industry
groups: the Associated Landscape
Contractors of America, the Pro-
fessional Lawn Care Association
of America and the Professional
Grounds Management Society.
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SHOW PREVIEW

Last year’s show drew more
than 2,000 lawn and landscape
maintenance contractors and 256
exhibitors to Nashville, Tenn. At-
tendance this year is likely tomeet
orevenexceed those figures, des-
pite a recessionary business cli-
mate that has many people cut-
ting back on expenses, said Ann
McClure, PLCAA’s executive
vice president.

“The recession has made (show
planning) alot more challenging,”
McClure said. “People like the
feeling that in spite of the reces-
sion, they are going to participate
in something that will be at least
as exciting as it was last year.”

Climate and convenience were
both factors in selecting the Tam-
pasite. “Our members have real-
ly liked going to Florida,”
McClure said. “They work real-
ly hard during the other months
of the year. People who work out-
doors enjoy going where it’s
warm, getting into a learning
mode, learning at conferences and
looking at new products.”

Eldon Dyk of Allen Keesen
Landscape, Denver, Colo., agreed
that the Tampa site is a popular
draw. *“The show is inagood loca-
tion, and people might decide to
take a family vacation. That would

help attendance as well,” said
Dyk, whois president of ALCA.
“Tampais closetoall attractions;
Orlando’s not far away.”

The Tampa Convention Center,
less than a year old, is within
walking distance of several hotels.
The Center is eight miles, or 15
minutes, from the airport.

McClure also hopes to see a
large number of “drive-in” at-
tendees from Florida and neigh-
boring states.

One of last year’s drive-in at-
tendees, Daryle Johnson, presi-
dent of All American Turf Beau-
ty, Van Meter, Iowa, plans to at-
tend the show again this year. Last
year, Johnson and 12 employees
and spouses, drove from Iowa to
Nashville to attend the first-ever
GIE show.

“It was a great show — educa-
tional, beneficial to myself and
tomy employees. It really helped
the business,” Johnson said.

Show officials anticipate using
about 57,800 net square feet of ex-
hibit space, an increase over last
year’s 50,000 net square feet. The
actual number of exhibitors is ex-
pected to meet and perhaps ex-
ceed last year’s total.

According to Allan Shulder, ex-
ecutive director for PGMS, the
goal is “to grow the show each
year.”

“We're hoping for a show of
75,000 net square feet, not neces-
sarily this year. With the economy,
it’s hard to say,” he said. “Many
people are cutting back. We're do-
ing additional promoting above
what we did last year.”

Despite some aggressive mar-
keting efforts, Shulder said, he
was unable to attract many nur-
sery or irrigation exhibitors to this
year’s show. He explained that the
Irrigation Association’s annual
show also takes place in Novem-
ber, making it difficult to attract
many irrigation manufacturers to
both shows. As for the nursery
industry, Shulder said to look for
more exhibitors at next year’s GIE
show.

Trade show hours are 10:30
a.m. to 3:30 p.m. Tuesday and
Wednesday. A Green Industry Ex-
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po reception opens the show on
Monday at 6:30 p.m. All atten-
dees and exhibitors are invited.

EDUCATIONAL SEMINARS. Two
separate educational conferences
will be held concurrently with the
show: PLCAA's 12th Annual
Conference, and the Landscape
and Grounds Management Con-
ference, sponsored by ALCA and
PGMS.

The theme of this year's
PLCAA conference, “Meet the
Challenge.” aptly describes the
association's goals: to help lawn
maintenance companies meet the
challenge of self-improvement,
progressto meet changing times,
become better business leaders,
learnmore about turf researchand
new products and find new ways
to work together for the industry’s
future.

PLCAA’s confer-

Source: USA Tocay

Scheduling your time is
always tough, but knowing
what’s causing your stress
may alleviate some of it.

ronmental Issues, Government
Relations and Fertilizerand Tech-
nology.

In addition, a live auction will
be held at the Hyatt Regency on
Tuesday, Nov. 19, at 6 p.m. to
benefit the industry’s public rela-
tions and issues management ef-
forts. Harry Collins of Total Lawn
Care Service, Tupelo, Miss., is
auctioneer. More than $20,000
was raised at last year's auction.
This year’s goal is $50,000.

Conference registration in-
cludes Expo admission.

Pre-show activities include a
Training for Trainers program,
co-sponsored by PLCAA, the Na-
tional Pest Control Association
and the Florida Pest Control

ence begins Monday, [

Nov. 18, with early bird

sessions; followed by The new Tampa

theannual meeting and

keynote speaker Jose-  Comvention Center is

phine Cooper, asenior

principal with the Ca- within mlking

pitoline International

Group, LTD, a Wash-

ington, D.C.-based dls'-n‘e Of

communications ad-

GGy ik several hotels.
Cooper will address | ——

the role of the land-

scape contractor in influencing  Association, on Friday and Satur-

future legislation. day, Nov. 15-16.

Numerous educational ses-
sions are scheduled, including
Business Basics, Marketing in the
"90s, Technical Problem Solving,
Business and Insurance, Envi-
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On Sunday, Nov. 17, precon-
ference seminars at the Hyatt Re-
gency will address Media Train-
ing and Effective Techniques of
People Management. All are wel-

The following is a list of
exhibitors for the Green In-
dustry Expo, current as of
Sept. 18.

A

AT | Corp.

A.M. Leonard

AABACO Industries

Accuflex Industrial Hose

Aglukon Agri-Products

Agrico Agronomic Service
Lab

Agrotec

ALCA

American Cyanamid Co.

American Intertool Inc.

American Nurseryman
Publishing

Ampel Co.

Amturf Seeds"

The Andersons

Agquashade

Aquatrols

Arcadian Corp.

ASC Mineral Processing

B & W Sales and
Marketing

BASF Corp.

Becker-Underwood

Billy Goat Industries®

Blackburn Mfg. Co.

Briggs & Stratton Corp.

Brown Manufacturing/
Trenchmaster*

Brushking

Burkeen Mfg. Co.

C

C & P Press/John Wiley
& Sons

C & S Turf Care
Equipment*

Certified Slings

Chemilizer Products

Chevrolet

Ciba-Geigy/T&O Division

Classen Manufacturing*

Classic Groundcovers

CNA Insurance Cos.

Convault

Corbin's Baled Pine Straw

Corbitt Cypress Sales
CoRoN

Coxwell's

Crary Bearcat Co."

Creative Sales

Crysteel Manufacturing
Curv-Rite Aluminum Edging

Dalen Products

Doggett Corp.

Douglass Screen Printer
DowElanco

E.F. Burlingham & Sons
Earthway Products

Easy Gardener

Echo

Encore Manufacturing Co."
Enviro-Gro Technologies
Epoleon Corp. of America
Excel Industries

Exmark Mfg. Co”

External Spreader Carrier

F.D. Kees Mfg. Co.

Farmers Marketing Corp.

Feldmann Engineering
& Mfg.

Ferris Industries*

Fine Lawn Research

Finn Corp.

First Products®

Fluid Power Products

Focal Point
Communications

Forestry Suppliers

Four Star Services

G

Gandy Co.

Garick Corp.

Gempler's

Georgia Marble Co.
Glenmac

GNC

Grace-Sierra

Graham Lawn Equipment
Grasshopper Co.

Gravely International®

OCTOBER 1991 * LAWN & LANDSCAPE MAINTENANCE



Grazer Division of Ingersoll*
Great Salt Lake Mineral

& Chem.
Green Garde Div.

of H.D. Hudson
Greenline Distributors
Greenworld Products

Corp.

Laroche Industries

Lastec*

Lawn & Landscape
Maintenance

Lawn Tech

Lawn-Boy

Lebanon Chemical Corp.

LESCO*

Grounds Maintenance Lofts Seed
H M
Hahn* Maibo Pruning System*
Hannay Reels Michigan Peat
Harmony Products Milorganite
Haybuster Mfg.* Minnesota Wanner Co."
Heckendorn Equipment Co.  Mobay Corp.
of Kansas Monsanto Co.

Helena Chemical Co. Mycogen Corp.
Hoechst-Roussel Agri-Vet Co.
Howard Johnson’s Ent. "
Humate International
Hunter Agri-Sales Naturalawn

Nature Safe Products
i Griffin Inds.

New Golf Concepts
1.S.I./Terra-Sorb New-Land Products/
Imler Industries EZ Loc Clamps

International Soil Systems
ISK Biotech Corp.
Isuzu Truck of America

J

J. J. Mauget Co.

J. Thomas Distributors
Jacklin Seed Co.

Jacobsen Division of Textron*
John Deere*

Jonathan Green

KLM Bio Systems
Knox Fertilizer Co.
Kohler/Spencer Engine of Jax.
Koos/Shore

Kubota Tractor Corp.

L

Land Pride Div. of Great
Plains

Landscape & Irrigation

Landscape Management

Landscapers Supply Corp.

Lange-Stegmann Co.

NK Medalist Turf
Nor-Am Chemical Co.
Normarc Seed Co.
North American Green

O.M. Scott Co.

Olathe Manufacturing*
Oldham Chemicals Co.
Oly-Ola Sales

Oregon Chewings Fescue

PBI Gordon Corp.

Peco*

Pennington Seed

Pepco Water Conservation

Perfco Corp.

Perma Loc Corp.

Perma-Green Supreme/
PGS Marketing

Pesticide Control
Technology Serv.

PGMS

Pickseed West

PLCAA

Portable Products/
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FLOOR SHOW: GIE EXHIBITORS

Bucket Boss
Practical Solutions
PRO
Pro-Power Equipment*
Professional Tree & Turf

Equipment*
Proprietary Seeds
Proseed USA
Publishers For

Conventions
Pumping Systems*
Pursell Industries
Putting Green

International

R.G.B. Laboratories

R.N.D. Signs

Rain Bird Sales”

Ramparts*

Ransomes America Corp.*

Real Green Computers

Redmax*

Reemay

Rhone-Poulenc Ag Co.

Ringer Corp.

Ritchie Bestway
Commercial

Riverdale Chemical Co.

Rockland Corp.

Rockustics*

Rogers-Innovative

Ron Kidd

RootsRuffin

Sandoz Crop Protection
Scag Power Equipment*
Service Industry Software
Service Master Lawncare
Shawtown Industries
Simplex-ldeal Peerless
Snapper*
Southern Turf Management
Special Products UAP
Sprayer Parts Depot
Strong Ent.
Spraying Systems Co.
Spring Valley Turf Products
Spyker Spreaders
Stellar Industries*
Stockhausen

T

Tanaka Ltd*

Terra International

Terra-Products

Terracare Products Co.

Thornton Computer
Management

Thornton Laboratories

The Toro Co.*

Tree Care Industry

Tree Guard

True Temper Cyclone

Tuflex Mfg. Co.

Turfco/National Mower*

Turf

Turf Merchants

Turf-Seed

Tyler Enterprises

Udor US.A.
Uniroyal Chemical Co.

Vv

Vigoro Industries

Viking Engineering

Vocational Education
Productions

W.A. Cleary Chemical Corp.

Walker Manufacturing Co.*

Wanner Engineering

Westheffer Co*

Westmac Aerators Lawn
Masters*

Wheel Spray Corp.

White’s Pelletizing Co.

Wilbur-Ellis Co., Brayton Div.

Willamette Seed Co.

Woods Div. of Fiatallis N.A.

Y

Yazoo Manufacturing Co.

Zajac Performance Seeds

*These exhibitors are also
taking part in the Outdoor
Equipment Demonstration.
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Make off-colored
grass as green as early
summer grass with
Tru-Green Grass Paint.
Tru-Green is easy to
use and perfect for
tfroublesome areas on
athletic fields, golf
courses and lawns.
Tru-Green is the
patented, water
soluble grass paint
specially formulated
for use with
conventional liquid
sprayers. Tru-Green,
the low cost, low
maintenance way to
make dormant, sparse
or drought damaged
grass green again.
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Home of RegaiStar™

REGAL CHEMICAL COMPANY
P.O.Box 900 *Alpharetta, GA 30201

Phone: 404-475-4837

k Toll Free: 1-800-621-5208 /
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come but separate reg-
istration is required.
The Landscape and
Grounds Management
Conference will also
be held at the Tampa
Convention Center.
This year's conference
promises more than20
educational sessions
on a range of business

November 1921

and landscape design,
installation and maintenance issues.

The conference kicks off on Monday, Nov.
18, with akeynote address by Jay Conrad Levin-
son, bestselling author of Guerrilla Market-
ing. Levinson’s presentation will focus on
secrets for making big profits from small
businesses.

Other sessions include: Pricing Your Work
to Make Money; Recruiting, Hiring and Re-
taining; Comparing Artificial Playing Surfaces
with Natural Grass; Planning for Challenges
of a Family Business; Award Winning Inte-
grated Pest Management; Low Voltage
Lighting Systems; How to Save Money on In-
surance; and Large-Scale (Commercial)
Composting,

In addition, the popular Breakfast with
Champions will be held early each morning
(Nov. 18, 19, 20), for industry leaders to dis-
cuss solutions to grounds management pro-
blems. Mike Guthrie of Ground Control,
Orlando, Fla., is once again organizing the
event. He said that Breakfast with Champions
is a high point of the conference because it
encourages a free exchange of ideas. He said
it's especially beneficial for people “‘coming
up the ladder” to learn from their peers,

This year's Breakfast with Champions is ex-
pected to fill about 25 tables per day. Topics
include selling additional services, selling in
adown market, hiring and training, maintain-
ing a professional image, preventive main-
tenance programs and bidding landscape
maintenance and irrigation installations.

An insider’s tour of Busch Gardens and a
Welcome Reception at Blueberry Hill are
planned for Sunday, Nov. 17.

OUTDOOR DEMO. The Expo concludes with

an outdoor equipment demonstration site on
Thursday, Nov. 21, at Horizon Park, from 9
a.m. to noon.

The demonstration site traditionally has been
a part of PLCA A’s annual show; but with last
year’s merger, attendance increased somewhat.
Still, ALCA and PGMS members were slower
to respond to the outdoor exhibit. Shulder ex-
pects that to change.

“The outdoor site was a PLCAA tradition,
and our people were not used to that,” he said.
“But the ones who stayed were so happy with
it, that attendance is definitely going to im-
prove. It may take a year or two, but I think it
will become an integral part for all concerned.”

Dyk also said he was pleased with last year’s
turnout. “From everything I heard, it went
very well. It gave people a chance to see
everything hands on.”

FUTURE PLANS. Pleased with the success of
last year's show, GIE officials extended its
expiring two-year agreement through 1995.
Last May, PLCAA, ALCA and PGMS lead-
ers agreed to keep the conference and trade
show together for four years past the initial
agreement,

The board of directors for the three spon-
soring organizations plans to meet in Tampa
to celebrate the renewed cooperation. *“With
another three years of working together, we
want to celebrate what we've got,” McClure
said.

The 1992 show will be held in Indianapolis.
No further sites have been selected.

For more information about this year's show,
contact GIE, 1000 Johnson Ferry Rd., N.E.,
Suite C-135, Marietta, Ga. 30068-2112; 404/
977-5222.

The authoris Associate Editor of Lawn & Land-
scape Maintenance magazine.

Equipment to reduce yard waste volume is
sure to be popular this year.
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MUCH HAS ALREADY been
writtenabout the public’sconcern
over the use of pesticides in the
landscape. The fuel that sustains
these fires comes from a variety
of sources. Unfortunately, some
of the so-called experts on the
issue of pesticide safety are far
from proficient on the topic;
rather, they are individuals who
for one reason or another are in
the public spotlight.

Arguments for and against
pesticide use, and advice on how
to educate the public has domi-
nated conversations in some
circles. And as the decade of the
environment continues, the in-
dustry will read and hear more
about developments in state and
federal regulation of the lawn and
landscape maintenance industry.

Undoubtedly, public concern
over pesticide use will not com-
pletely disappear in the short
term. In addition, the industry
will experience increased regula-
tion as well as the loss of several
pesticides through the Environ-
mental Protection Agency’s re-
authorization program.

This could lead a lawn mainte-
nance operator to be quite dis-
couraged about the future; but if
steps are taken now to develop
programs to meet changing regu-
lations, maintenance firms can be
profitable despite inevitable
changes.

There will, of course, be con-
tinued emphasis on the use of
alternative control strategies for
pest management in the landscape
including the use of cultural prac-
tices, resistant varieties and bio-
logical control. Recently, a lot of
emphasis has been placed on the
use of resistant varieties, such as
turfgrasses containing the endo-
phytic fungi, and the use of bio-
logical control, including the en-
tomogenous or parasitic nema-

PEST MANAGEMENT

FUTURE
PESTICIDE
LAWS

SHOULDN’T
SPELL DOOM FOR
MAINTENANCE
OPERATORS
The future of the lawn and
landscape maintenance industry
may appear bleak at times, but the
credible and accountable operator
should have no problem
maintaining profitability.

By R.L. Brandenburg

todes that attack insects.
Despite all the emphasis on new
technology, it will be the actions
of the maintenance contractor that
preserve the industry and indi-
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Make proper handling obvious
to the public.

vidual ability to conduct business
inan environmentally sound and
acceptable manner.

Two key terms all organizations
must address and make an integral
part of their operation are cre-
dibility and accountability. The
two are interrelated and quite
broad in scope, but if addressed,
they can be the cornerstones of
future pest management pro-
grams.

CREDIBILITY. Any good business
knows the value of credibility with
clients and the public in general.
The first area, and perhaps the
most important to maintaining
good credibility, istolook and act
professionally.

Many inthe general public view
pesticides as dangerous toxins and
operators as poorly trained in the
application of pesticides. Few
people realize that many of the
pesticides used today are much
safer and used at lower rates than
those used in the past.

In addition, most of the public
is unfamiliar with state licensing
and certification requirements for
pesticide applicators.

Anytime the appearance of a
sloppy operation is portrayed, the
industry is reinforcing what some
of the public believes is true.
Careful handling, mixing and ap-
plication of pesticides should be
made obvious to the public. The
proper use of appropriate safety
equipment gives further evidence
that lawn maintenance operations
are efficient and properly run.

First impressions mean a lot,
but these impressions are con-
tinually under scrutiny since land-
scape maintenance is like living
in a glass house. A professional
appearance is critical.

Another aspect of credibility is
being well-informed and educated
on the latest technology in land-
scape pest management. Conti-
nuing education is an important
part of being a top-notch profes-
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sional. There are many sources
of information including trade
journals, workshops, field days
and so on. The key is regular at-
tendance to stay current with the
latest pest management ap-
proaches and regulations.

When a maintenance operator
can communicate the latest infor-
mation to his clients, they will
have the utmost confidence in that
firm and the program being of-
fered. Communication entails
answering questions in a satisfac-
tory manner and being able to ad-
dress any concerns customers
may have.

Since the public reads and hears
about pesticides and their negative
aspects, it is always advantageous
to be well-educated in this area
to respond in a factual and sensi-
ble fashion. Additionally, many
homeowners are aware of the
various organic approaches that
are becoming more prevalent for
use in the landscape.

Some of these organic pest con-
trol techniques certainly have a
place in the home or commercial
pest management business. A
well-rounded knowledge of these
organic pest control techniques
provides two important benefits.

First, it allows you to discuss
them with customers. This por-
trays you as a highly qualified pro-
fessional able to discuss any pro-
gram they may want. Evenif your
service doesn’t offer any special
organic approaches, itallows you
to discuss the pros and cons of
the options and demonstrate your
dedication and commitment to

Evenifabusiness isn’tcapable
of offering any form of organic
pest control, a good knowledge
of the basic philosophy behind it,
its shortcomings and benefits are
worthwhile. You may learn that
the better you understand orga-
nics, the more you’ll find you may
already be doing some practices
that are a component of the ap-
proach.

Organic pest management on
alarge-scale is time-consuming,
but not paying some attention to
itis amistake. Tighter regulations
and fewer pesticides to work with
in the future makes the integra-
tion of non-chemical control
strategies even more important.

[ e
It's becoming more important to

justify the use of one pest

strategy over another.
SRR

staying abreast of the latest in in-
tegrated pest management.

Secondly, if you understand
organic options you can incor-
porate several practices into your
program or even develop a total
program for those individuals in-
terested in such an approach.
Once again, this demonstrates a
commitment to providing a ser-
vice a customer requests as well
as acommitment to education. It
also shows you aren’t neglecting
the concerns of the public.
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ACCOUNTABILITY. Closely re-
lated to credibility is a business
with good accountability. The two
overlap, but at the same time dif-
ferinspecific areas. Accountabili-
ty covers several areas as they
relate to regulations and to IPM.
Being accountable in all areas of
an operation is a key to long-
term success and building client
trust.

Accountability in regard to
pesticide use is already the law
insome areas and will undoubted-

ly become so in more areas. All
pesticide applications must be
recorded and documented. This
documentation may go so far as
to include the purpose or target
pest of the application, rates,
equipment used, calibration re-
cords, etc.

Regulations may eventually
force inventory records that will
be cross-checked against the num-
ber of applications, the rate and
the areas treated to verify proper
pesticide use. Such regulations
may seem like a slap in the face
to well-trained and licensed pes-
ticide applicators, but increases
inregulation, notareduction, are
more likely in the future.

Such accountability within
one’s organization can have bene-
fits. Good record keeping can help
you inincidences of liability. Doc-
umentation of your operation is
a good defense should a false or
misdirected claim be aimed at
your business. So while potential
legislation for the future may seem
like overkill, good record keep-
ing, whether required or not, is
for your own benefit.

A company that presents anim-
age of keeping its own shop clean
is acompany that represents itself
welltothe public. Italso presents
a positive image for the industry
as a whole. Accountability as to
why specific pest management
techniques are being used is also
going to become more important
in the future.

The use of preventive pesticide
applications will probably come
under more criticism than ever.

Building client trust is a key to
long-term success.

Whether it be an insecticide ap-
plied preventively for grub con-
trol or an herbicide applied in a
similar fashion for crabgrass con-
trol, the public will probably
question such approaches more
than in the past.

The public has every right to
ask questions concerning the use
ofasynthetic insecticide for white
grub control, forexample, rather
than the milky spore disease.
There are several reasons why
milky spore disease might not be
used for grub control. Being able
to account for your actions is
crucial.

There are a variety of control
strategies for any particular pest.
Throughout the 1990s it will be
increasingly important to justify
reasons for using any one par-
ticular strategy over another. This
will be especially true in respect
to the use of pesticides in the home
environment.

Lawn maintenance operators
should be prepared to answer
those questions. If they can’t be
answered, then thought should be
given as to why you’re using the
methods you are.

A good example is the use of
preventive applications of insec-
ticides for the treatment of white
grubs. Applying an insecticideon
a preventive basis might be jus-
tified if that area has a history of
grubs, and the timing of an ap-
plication would save the firm an
additional trip.
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Better yet, a preventive applica-
tionis justified if scouting turned
up damaging populations of grubs
feeding on the turf. Such accoun-
tability is not unreasonable.

This issue directly influenced
the way business was done in the
past. But the use of preventive
applications of pesticides on a
broad basis is more difficult to
justify inthis day and age. Preven-
tive uses of pesticides were pre-
viously thought to be effective
and allowed the operator to plan
ahead with maintenance pro-
grams. However, the increased
accountability of using pesticides
may eventually result in more de-
mand for scouting turf and or-
namentals, and treating only
when the plants are threatened.

New technology is being de-
veloped that permits a reduction
inthe rate of pesticide used, leaves
less surface residue and reduces
any potential environmental haz-
ard. Forexample, applicators that
injectliquids and granules direct-
ly into the turfgrass are being
tested in many locations. This will
undoubtedly be important tech-
nology for the future. Offering

clients the best approach to pest
management through the latest in
equipment will be of great impor-
tance as regulations are put in ef-
fect restricting when and where
pesticides are applied.

CONCLUSION. Lastly, your orga-
nization will be evaluated on the
use of new organic and biologi-
cal control techniques. The para-
sitic nematodes and resistant turf-
grasses discussed earlier are but
afew examples of new technology
that is already being used and con-
tinues to be improved.

The use of Bacillus thuringien-

sis, sold under a number of trade
names; milky spore; mulches; or-
ganic fertilizers; degree days to
predict pest outbreaks; phero-
mone traps to warn of threaten-
ing pests; and so on will all be
a part of landscape management
in the future. Regulations will
force some changes and the public
will demand some choices.
One of the major limiting fac-
tors in implementing some of
these new control techniques is

A well-rounded program
enables contractors to discuss
options with homeowners.

that universities as well as private
and government agencies have not
thoroughly tested all of their uses.
More importantly, little work has
been done to study how they can
beused together or tocomplement
traditional pesticide programs.
Research is under way in most
states to help answer many of these
problems.

In closing, the future for the
lawn and landscape maintenance
industry will evolve rapidly over
the next few years. Rather than
be viewed negatively, the best
operators will take advantage of
new options available to offer ser-
vices that best suit the client’s
needs. This will provide never
before seen opportunities to those
businesses that stay on top of the
new technology to rapidly outpace
the competition.

Credibility and accountability
— two key words that should be
an integral part of all operations
to ensure survival and success in
the 1990s. &)

The author is an extension ento-
mologist at North Carolina State
University, Raleigh, N.C.

C\ C\ Service PR RGP S
Q \—) Industry TTI1050E2* Twin Tank TS200* Tree Sprayer
® 2 12v Motors 8 H.P. Gas Engine

Software 2 Piston Pumps I4GPM Diaphragm Pump

"Your Lawn Care Software’’

Purchase CLC1 and receive 3 months
unlimited support, 3 months free update
service and 3 months 100% satisfaction

INTRODU

50 & 100 Gal. PCO Tanks

@ C&S TURFCARE EQUIPMENT, INC.
CES THE PROTANK® FAMILY

e S

s

TS100G19*
3H.PIC.

Diaphragm Pump

6:1 Gear Reduction

guaranteed. 3 or 6 months to pay. Fi-
nancing available.

1-800-765-CLC1

In Canada, 712-322-2345

SEE US AT THE GREEN INDUSTRY
EXPO — BOOTH #934

PO. Box 1593, Council Bluffs, IA51502
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100 Gal. PCO Tank

(216) 453-0770 (800) 872-7050

3425 Middlebranch Rd., N.E. Canton, OH 44705
Call today for information on our full line of Protank Spray Systems.

*Custom orders welcome
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GUSTAVO PICASSO joined Jacklin Seed
Co.s international marketing department,
specializing in export sales of turf and
forage grass to Central and South
American countries, as well as southern :
Europe, the Mediterranean and Middle
Eastern countries.

Prior to Jacklin, Picasso spent more
than six years with Jose R. Picasso, S.A.,
a turf and forage grass production and
marketing company in Argentina.

Patrick Menagh has joined ISK Biotech
Corp. as sales representative covering
Southern California, Arizona and Hawaii.

The company also has selected Doug
Hoy as its salesman of the year. Hoy is
senior sales supervisor in the western
territory.

F.H. (Eric) Smitsdorff was named vice
president of marketing for Jacobsen,
Racine, Wis.

Smitsdorff is responsible for product
management, market planning, advertis-

The commercial division of Rain Bird

ing, distribution and aftermarket activities.

Sales has appointed Rick Davis as national
specifications sales manager. In his new
position, Davis oversees 10 Rain Bird area
specifications managers across the coun-
try. The specifications sales team is re-
sponsible for keeping landscape architects
and specifiers informed of current irriga-
tion products and applications.

Also at Rain Bird's commercial divi-
sion, Douglas Callison has been appointed
specifications manager for northern
California, northern Nevada, Oregon and
Washington.

Dick Tegtmeler is handling sales and
marketing administration duties for En-
core Manufacturing. He now works close-
ly with the company’s distributors and
OEM customers. Tegtmeier founded the
company in 1988.

NK Medalist Turf Division of NK Lawn
& Garden Co., Minneapolis, has added
three new turf sales specialists to its staff:
Michael Tentis, western region; Luls Men-
doza, Midwest; and Lee Record,
Southeast.

Tentis Tegtmeier

F. Leon Herron Jr., retired chairman and
president of O.M. Scott & Sons, has been
elected to the board of directors of LESCO.

Herron joined O.M. Scott in 1965. He
was elected president in 1966 and chair-
man in 1971. He served as chairman and
president until his retirement in 1983.

Yazoo Manufacturing Co. announces the
following personnel changes: Dan Swain,
from chief financial officer to executive
vice president and chief financial officer;
and Jim Welch, from senior vice president
and production to vice president of opera-
tions. =]

OUR STANDARDS:

TUFF

TUFFER
TUFLEX!

Some spray tanks are tuff. Others are tuffer. Tuflex-built
tanks are the toughest because of our uncompromising
standards in design, materials and craftsmanship.

Tuflex is the only manufacturer that specializes in
hand-crafted seamless fiberglass tanks and spray systems
for the pest control and lawn care industry. Our 10 to 1200
gallon tanks won't leak, rust or pit, -
so they can handle your tough- _— .
estjobswithlitteornofuture .~
maintenance. And W
we stand behind our i
tanks with a full five- =
year warranty.

After 20 years of
servicing the world’s
leading lawn care com-
panies, we've proven that
nothing compares to Tuflex
because nothing is tougher
than our standards.

MANUFACTURING CO

Don't Let The Rain
Wash Away Your Profits.

Use the Proven Erosion Fighter!

Hydro Muich® 2000 fiber is THE hydraulic muich and tackifier
combination that can help keep the green on your job  .and in
your pocket

Here's why

* Hydro Muich”® 2000 fibers have been independently iab tested and
field proven to substantially reduce seed bed erosion caused by rainfall

* Hydro Mulch® 2000 fibers mean outstanding all-around performance.
Muich and fier are sp ity “p " for error free loading
and consistent ground coverage. There are no variable, hidden costs
and unp. ar found with sep tackifiers

Don't watch your profits and customers wash away. Use the proven

erosion fighter! Hydro Muich*® 2000

Call toll-free 1-800-327-9005 for prices on our complete line of tanks
In Florida, call collect (305) 785-6402.
1406 S.W. 8th St.,, Pompano Beach, FL 33060

USE READER SERVICE 38
58

FIBERS
Hydro Muich® fiber is a 1985 Tate Bivd. S.E.  For moure information,
registered trademark of Suite 350 write 0. call
Conwed Fibers Hickory, NC 28601 (704) 327-6670
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KOSCA

&GROUNDS
MANAGEMENT
ONFERENCE

NOVEMBER7-21,1991
TAMPA } ORIDA

Sponsored by: Associated Landscape Contractors of America (ALCA)
and Professional Grounds Management Society (PGMS)

When: November 17 - 21

Where: Tampa Convention Center/Wyndham Hotel, Tampa, Florida

Your registration includes:

*: Your choice of 20 educational sessions

% Free admission to the Green Industry Expo/'91

¥ The General Session, featuring Guerrilla Marketing author
Jay Conrad Levinson

% The Welcome Reception at Blueberry Hill

% And much more! See inside for details.

To register:

Complete the coupon below to have registration information and a
complete conference schedule rushed to you today!

For housing:
Plan to stay at the Wyndham Hotel. You'll receive a hotel reservation
form with your registration confirmation.

For transportation discounts:

USAir: Call 800/334-8644. Refer to file #GF733507.

Delta Airlines: Call 800/221-1212. Refer to file #712138.

Avis Rent-a-Car: Call 800/331-1600. Refer to Group 1.D. #A/W0022712.

For more information, confact:
ALCA, 405 N. Washington Street, Suite 104, Falls Church, VA 22046
Telephone: 703/241-4004

skills . . .

Telephone Fax

FAX this coupon to the Landscape & Grounds Management Conference at

FAX: 703/532-0463
F—————————————————— = .
S trength e.n y Our | D YES! I've circled November 17-21 on my calendar, Rush me more |
b mzness e o o | information about the Landscape & Grounds Management Conference. |
I Name |
Increase your I e |
profits * o 0 : C()mpany :

Address

I mprove your : City/State/Zip :
I I
| I

... and more!

(703) 532-0463 or MAIL to Landscape & Grounds Management Conference,
405 N. Washington Street, Suite 104, Falls Church, VA 22046
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Products

NATURE’S BEST All Natural Organic
Lawn Fertilizer from Koos and Shore Fer-
tilizer is made from organic nitrogen,
phosphoric acid and potash. The slow-
release nitrogen product is designed to
provide lawns with a dark green color
without promoting rapid excess growth.

A minimum of two applications per
year are recommended, depending on the
lawn’s condition.

Circle 126 on reader service card

A customer calendar designed for the
lawn and landscape maintenance industry
is available from Focal Point Communica-
tions. The calendar is produced on recyc-
led paper and features full color photo-
graphy. Perforated coupons on the back
cover are customized to work year-round
with the company distributing them.

The calendar includes lawn care tips for
customers. The landscape company name
is prominently displayed and visible
throughout the year.

Circle 127 on reader service card

Product Spotlight

The Swisher solar-operated compos-
ter uses a self-rotating tumbler to
turn waste into compost within
weeks. Solar energy recharges the
12-volt switching system, which ro-
tates the 23-bushel tumbler daily.
The rotation stirs up the contents to
speed decomposition.

The composter is also available
with a manual crank.
Circle 125 on reader service card

Boss Products introduces the Rapid-Tach
quick hitch for its straight blade snow-
plow. Rapid-Tach allows the operator to at-
tach a snowplow quickly without crawling
under the truck. To attach, the operator
drives into the plow and drops the cable-
controlled pins into place.

Circle 128 on reader service card

Winter attachments are available for the
Excel Hustler. The 60- or 72-inch dozer
blade attachment has a reversible blade
that can be hydraulically positioned up to
30 degrees left or right. A 48-inch man-
ually controlled blade is available for
models 251K and 260K

The snow thrower is PTO driven and

You've seen our ads for months telling
ou about the latest version of our recurring
illing software, which normally sells for

$179. However, we know the
recession is affecting every small
business in this country, including
the lawn & landscape industry. To
show our commitment to the lawn
ighting specil prce of only S5 pivs 38.90
ighting special price of on us $8.
shippingmdﬁngduough&:wbegn. 1991.
This special price is for exactly the same full
featured program we normally sell for $179.

+ Unlimited number of customers

« Recurring billing mode for automatic
billing of maintenance fees (weekly,
monthly, quarterly or any other cycle)

» Unlimited service/product codes

» Save and recall service invoice detail

« Prints on forms, blank paper and self-

Limited Time Special I’
Recurring Billing Software

software so easy to use that most people
really don't need to be computer or

and up. It's a bargain at the normal price, let
alone the special price. Call us today to see
just how easy your monthly billing can

this ad to get the special price*

Compare Some of Our Features:
+ Late char

« Custom modifications available
« PC/MS DOS 3.0 or higher compatible

Our philosophy is to make billing

accounting experts. Compare
* TheBilli gClerkwithAccounts
Receivable™ features below
with other pro, ou've seen
advertised which sell for $500

me. Be sure to act today and mention

, past due notices, aging
report, sales reports, sales tax,
discounts, customer ledger, labels,
Rolodex® cards, plus much more

with 640K RAM and hard disk required

RECONDITIONED
EQUIPMENT

Like New!

¢ Spray Units
* Pumps

¢ Tanks

¢ Reels

Excellent Condition
(800) 543-2810

mailers. IR . ¢
180§

. A

WARE

1-800-880-0887

213 Congress Avenue, Suite 200 « Austin, Texas 78701 « (512) 629-7400

We accept fax orders with a credit card « Fax (512) 629-4341
* all guarantees and warranties subject to written restrictions

Graham Lawn
Equipment, Inc.
8878 Bright Star Road
Douglasville, GA 30134

(404) 942-1617
(800) 543-2810
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Ariens offers the Professional Series Sno-
Thros. All three models in the series are
two stage with large 16-inch auger blades
and 14-inch diameter impeller fans.
Ariens ST828 features an 8-h.p. engine
and clears a 28-inch path. The ST1032
with a 10-h.p. engine clears 32 inches.
The STI1236 has a 12-h.p. overhead valve
engine and clears a 36-inch path. All en-

hydraulically controlled. The open-center
auger design and three-blade impeller
feeds snow directly to the hydraulically
controlled spout. Snow can be blown in
any direction within a 190-degree radius.
Other attachments include a rotary
broom, cab, tire chains, wheel weights
and rear weight Kits.
Circle 129 on reader service card

gines are four cycle, winterized Tecumseh
Snow Kings.
Circle 130 on reader service card

The Sweepster Power Sweeper is designed
to remove snow in the winter, as well as
clean debris during warmer months.
Models are available for all sizes of trac-
tors, loaders, trucks or self-propelled
styles.

The rotation of the brush provides a
clean sweep over uneven surfaces. Flexi-
ble bristles are designed to sweep delicate
surfaces without damage.

Circle 131 on reader service card

& The O.M. Scott & Sons Co. has developed
Poly-S coating technology, which com-
bines polymer and sulfur in a new coating
for controlled-release turf fertilizers.

Residual can be programmed from two
to six months according to application.
The composition of the polymer, through
which the nutrient is diffused, determines
the rate of release.

The technology offers several advan-
tages, including abrasion resistance and
decreased buildup on equipment, increased
water insoluble nitrogen values and re-
sistance to environmental stress. Agro-

Yard Stick [[EMsetisw
Insurance Programs
Pat. Pend
Play It Safe! for Lawn
v drspond Care Operations
liability using posting
markers that are made
of hard plastic or wire

that can shatter or
spray like tiny missiles
if accidentally

struck by a lawn-
mower. Green Genie's
Yard Stick is made from
quality resins, is not

brittle and presents

less hazard to Mm:e x5

homeowner. fs

all state reguiations. bl s

Approved message board.

card with your

company name, Handy af-a-glance

phone number rain gauge.

and entry lines

for time and Note holder area

date of for extra message.

application. A

Mode | e e Built-in grass
ade in height gauge.

USA s

Quick foot step for “planting”
/_ Call for quantity
; discount prices.

1-800-747-5214

7 Green Genie Products, Inc.
9601 N. Allen Rd. + Peoria, IL 61615

We currently have three Proper-
ty and Casualty Programs for
Lawn Care Operators underwrit-
ten by A+ rated insurance com-
panies. Coverageisavailableinall
states except Hawaii and Alaska.
Herbicide/Pesticide Applicators
coverages, General Liability, Pro-
perty, Inland Marine, Commer-
cial Fleet, Workers Compensation
and Umbrellas are available.

These programs offer competitive
rates for LCO's with an excellent
loss history. Self insured reten-
tions and retrospective alterna-
tivesareavailable for larger risks.

M.FP. Insurance Agency
50 West Broad Street, Suite 3200
Columbus, OH 43215
614-221-2398
Attn: Richard P. Bersnak,
President

\)

The easiest
way to acquire
equipment for your
business is to lease it. We
specialize in tailoring leases to
lawn care professionals. Con-
tact us to see how easy it is to
expand your business.
FOR DETAILS CONTACT:
Mike Bush

BUSH

LEASING, INC.
185 Park Dr.
Wilmington, OH 45177

(513) 382-5502 or
(800) 766-BUSH

USE READER SERVICE #41
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Bridge Your Nitrogen
Valleys with CoRoN’s
Longer Release Time!

CoRoN provides more con-
trolled release nitrogen and
lower burn potential to give
you superior performance.
CoRoN is storage stable and
has low burn volatility of
nitrogen to atmosphere.

CoRoN provides quick green-
up, promotes even turf growth
over a longer period of time,
iscompatible withcommonly
available turf protection prod-
ucts and is easily blended in-
to N-P-K liquid fertilizers by
normal means.

CoRoN is excellent in low
volume systems which saves
time and money in labor and
equipment costs.

CoRoN’s 28-0-0 analysis and
unique two-step manufactur-
ing process allows CoRoN to
give dry methylene urea per-
formance on turf with the effi-
ciency of liquid handling.

Call us today for complete
details on how CoRoN can
help you bridge both your per-
formance and profit valleys.

CoRoN Corporation
Souderton, PA 18964
800-338-0836
215-723-5099

CONTROLLED RELEASE NITROGEN

FYi...

Hunter offers irrigation

equipment catalog. This 48-page catalog details Hunter's

Professional and Institutional Series sprinklers.

Circle 139 on reader service card

Nursery showcases offerings. The 28-page, full-color wholesale catalog from Vans
Pines Inc. features new varieties from the Far East, as well as its standard selec-
tion of Northern-grown conifers and deciduous trees.

Circle 140 on reader service card

Book highlights IPM techniques. Common-Sense Pest Control covers Integrated
Pest Management techniques. The authors, William Olkowski, Sheila Daar and
Helga Olkowski, also publish The IPM Practitioner and Common Sense Pest Con-

trol Quarterly.
Circle 141 on reader service card

Be Smart! Echo offers the “Be Smart” kit and video that promote the safe use of
outdoor power equipment, especially blowers. Included also is information about

ongoing training programs.
Circle 142 on reader service card

nomic benefits include uniform release
from week to week, reduced surge
growth, extended residual, decreased
temperature sensitivity and low phyto-
toxicity.

The technology will be introduced in
early 1992.
Circle 132 on reader service card

Jacobsen Professional Turfcats feature a
hydraulic implement drive. Both the 22-
h.p. diesel T422D and the 36-h.p. gas
T436G can be equipped with 60- or 72-
inch front-mounted rotary mowing decks,
or a 60-inch fine-cut flail. A foot-operated
implement control leaves the operator’s
hands free for steering.

Optional attachments include a snow
thrower, blade or blower for year-round

applications.
Circle 133 on reader service card

Moby Dike, an inflatable water drip stop-
per from National Irrigation Specialists,
is designed to simplify pipe repairs and
hold back residual water until repair is
complete.

The product consists of an inflatable
bladder, a bulb-type hand pump and a
connecting tube. The bladder is slipped
into the exposed end of the pipe to be
repaired and inflated with the hand pump,
creating a dam. The connecting tube then
joins the two pipe segments under repair.
When repairs are completed, the bladder
is deflated and withdrawn.

Two bladders are available for different
size pipes.

Circle 134 on reader service card

Kohler Genuine Replacement Parts are
manufactured and calibrated specifically
for Kohler engines. Replacement parts in-

J;u:onnlu 72
Tunne!
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clude air cleaners, oil filters, fuel filters,

mufflers, carburetor and ignition repair kits.
Circle 135 on reader service card

The Melroe Company has introduced the
Bobcat T209 walk-behind trencher with
fingertip controls and multiple digging
depths. The trencher is powered by an
8.4-h.p. Vanguard/16 gasoline engine and
features automatic low-oil shutdown.

Infinitely variable hydraulic ground
drive allows travel speed to be matched to
digging conditions.

The unit’s compact size — 32-inches
wide — makes it easy to maneuver
through gates and around shrubbery and
sidewalks. Operating weight is 800
pounds.

Circle 136 on reader service card

The Grasshopper 48-inch Sweepster
rotary broom can be used year-round as a
complement to Grasshopper’s zero-turn
front mowers.

The PTO-driven broom clears snow and
debris with a 30-degree right discharge.
An electric lift raises the broom clear of

the surface when not in use.

The product was incorrectly identified
in the July issue of LLM.
Circle 137 on reader service card

The Pro Star Commercial mower features
Sundstrand hydraulic pumps, Parker wheel
motors, 50- and 60-inch cutting widths
and 18- and 20-h.p. Kohler Magnum twin
cylinder engines with oil pump, filter and
electronic ignition.

The mower revolves within a zero-turn-
ing-radius pattern. Two hand levers add to
maneuverability and allow variable speeds
from 0 to 10 mph. Deck height adjustment
is controlled with the foot while sitting in
the seat.

Circle 138 on reader service card

Safety Storage, Inc. has introduced Model
6 chemical storage lockers. The all-weather
lockers are constructed with welded 10-
and 12-gauge ASTM-A569 steel, with sup-
porting structural steel sections.

Interior surfaces are covered with two
coats of chemical-resistant paint. The ex-
teriors are finished with reflective white
polyurethane.

Units include a 6-inch spill-containment
sump with 122-gallon capacity. Flooring is
removable for easy spill cleanup.

Circle 143 on reader service card

Dow Chemical Co. is offering two new
brochures on PELADOW premier snow
and ice melter.

“Put the Heat on Ice” describes the
deicer and how it helps reduce the risk of
injury from falls.

A second brochure, “What’s the Hottest
Deicer on the Market,” provides com-
parison data on PELADOW and other
deicers. It includes charts and graphs ex-
plaining deicing speed, lowest practical
temperature and application rates.

Circle 144 on reader service card

NAME
DROPPER

Simplicity is strength...and
now only one name will identify
our complete accounting and
production management software:
Doane System. Doane* software
is designed specifically for
landscapers and interiorscapers.

This professional accounting
and management software
can help you keep track of job
costs and make winning bids
based on actual expenses — not
numbers pulled out of the air!

M Detailed job costing

M Produces fast, accurate bids

M Prints financial reports

B Tracks inventory and
equipment

W Completely integrated

B MS-DOS compatible

M Free reports book

B Phone Doane today!

FOR LANDSCAPERS

;A
> ~
° °
o
i 4
VAE |
E

25!

o,

DOANE
S | E M.
6443 SW Beaverton Highway #305
Portland, Oregon 97221
1-800-367-7082

*formerly known as Terra System
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Calendar

OCT. 17-18

Xeriscape "91 — San Diego Style, San
Diego Convention Center, sponsored by
Cuyamaca College Botanical Society and
the San Diego County Water Authority.
Contact: Jan Tubiolo, Cuyamaca College
Botanical Society, 2950 Jamacha Road, El
Cajon, Calif. 92019; 619/443-1756.

OCT. 19-22

American Society of Landscape Architects
Annual Meeting and Educational Exhibit,
Kansas City Convention Center, Kansas
City, Mo. Contact: ASLA, 4401 Connec-
ticut Ave., NW, Fifth Floor, Washington,
D.C. 20008-2302; 202/686-ASLA.

NOV. 5-8

New York State Turfgrass Association,
Turf and Grounds Exposition, Rochester,
N.Y. Contact: NYSTA, PO. Box 612,
Latham, N.Y. 12110; 800/873-TURF.

NOV. 9-11

New Jersey Shade Tree Federation 66th
Annual Meeting, Sheraton Poste Inn,
Cherry Hill, N.J. Contact: Bill Porter,
908/246-3210.

NOV. 10-13

The Irrigation Association International
Irrigation Exposition and Technical Con-
ference, Convention Center, San Antonio,

SOFTWARE

Mr. Accountant the ultimate
landscapers accounting package

Accounts Receivable - Invoices - Statements - Ageing Reports - Truck
Routes - Plant List - Proposals - Accounts Payable - Payroll - General
Ledger - Menu Driven - Simple to Use

Customization Available

ngo SPS Consulting Complete
Available 918 Linden Lane - Union, NJ 07083 Program
(908)686-8218 $495.00

USE READER SERVICE #50
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Permanent Landscape Borders
Create profits
by offering your customers
beautiful borders.

Creative Curb Marketing
line of concrete curb and
border equipment is
easy to use and
an important
addition
to your
bottom line.

26041 Pala
Mission Viejo, CA 92691
(714) 587-8488

(800) 292-3488

FAX: (714) 951-2656

64 USE READER SERVICE #51

Texas. Contact: IA, 1911 N. Fort Meyer
Drive, Suite 1009, Arlington, Va. 22209-
1630; 703/524-1200.

NOV. 12-13

Indiana State Lawn Care Association Con-
ference and Trade Show, Indiana Conven-
tion Center and Hoosier Dome. Contact:
Robert Andrews, ISLCA, P.O. Box 481,
Carmel, Ind. 46032; 317/575-9010.

NOV. 17-20

National Institute on Park and Grounds
Management 21st Annual Educational
Conference in conjunction with Grounds
Expo '91, Hyatt Regency, Louisville, Ky.
Contact: National Institute on Park and
Grounds Management, PO. Box 1936, Ap-
pleton, Wis. 54913-1936; 414/733-2301.

NOV. 18-21

Green Industry Expo 91, sponsored by
ALCA, PGMS and PLCAA, Convention
Center, Tampa, Fla. Contact: Green In-
dustry Expo, 1000 Johnson Ferry Road,
NE, Suite CI35, Marietta, Ga. 30068-
2112; 404/973-2019.

NOV. 21-24

Landscape Maintenance Association
Equipment Show and Conference, Holiday
Inn — Sabal Park, Tampa, Fla. Contact:
Charles Bingaman, LMA, P.O. Box 728,
Largo, Fla. 34649; 813/584-2312.

NOV. 25-28

Professional Development Series for Turf
Managers, University of Guelph, Ontario.
Contact: Division of Continuing Educa-
tion, Room 160 Johnston Hall, University
of Guelph, Guelph, Ontario NI1G 2WI;
519/767-5000.

DEC. 2-4

New Jersey Turfgrass Association Expo
'91, Garden State Exhibit and Convention
Center, Somerset, N.J. Contact: 908/932-
9271.

DEC. 2-5

Ohio Turfgrass Conference and Show,
Cincinnati Convention and Exposition
Center, Cincinnati, Ohio. Contact: OTF,
2021 Coffey Road, Columbus, Ohio
43210; 614/ 292-2601.

DEC. 2-6

“Your Home Turf,” The Michigan State
University Turf School, East Lansing,
Mich. Contact: Dr. Frank Rossi, 517/
353-0860. B
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YOU
SUPPLY
THE
GAS

WE'LL SUPPLY
THE TRUCK!

VaIued at $18,000 (see coupon below for details)

Win a 1992 Chevrolet Truck in
LLM’s Service Vehicle Give-a-Way.

Lawn & Landscape
MAINTENANCE

ENTRY FORM
WI A brand new
® 1992 CHEVY

Company Name
| Address
- City State Zip

Phone Number — 1 Crr b

Driver’s License Number
OFFICIAL RULES

1. NO PURCHASE NECESSARY

2.The contest is open lolicensed lawn and landscape maintenance contractors, their employees
and suppliers. Only persons who, as of the date of the drawing for the prize, are 18 years
of age orolder, with avalid driver’s license, and are legal residents of the U.S. are eligible to enter.
3 This sweepstakes is not Ioomp‘ﬁeosoﬂhehmnhesoﬂhecmmmbwisbn
Chevrolet Dealers, Lawn & tenance magazine or other GIE Publishing Co

SERVICE VEHICLE SWEEPSTAKES

publications, and affiliated companies.
4. Enter by completing and mailing the official ent available in the
of LLM magazine, your local distributors or at %wmdmemnlndutm
Tampa, Fla., November 18-20, 1991, or by printi r name, addmss.c«ymzipoodo.
phonenumbovuddnvsfslmnsenumberona n 3-in. bys-m piece of paper and mailing
itto LLM's “'Service Vehicle Sweepstakes,’ 4012 Bridge Ave., Cleveland, Ohio 44113, Attn:
Fran Franzak, adoposmngmnmdmmmrybmmmdumsmum
hall before noon, November 20, 1991. Not re: or liable for lost, late, stolen, mutilated,
nllogipln;‘;ncomplm. postage due or misdirected entries. No mechanical reproductions
permitted.
5. PRIZE — one 1992 Chevrolet truck of your choice valued at $18,000.00. The winner will
be determined by a random drawing of all entries received, to be conducted 1:00 PM on
Wednesday, November 20, 1991 at the GIE exhibition hall. The winner will be announced
and notified by U.S. mail andlor telephone. Prize notification returned as undeliverable as
addressed will result in an alternate winner being drawn and notified until a qualified entrant
is awarded the grand prize. Only one grand prize will be awarded.
6. No cash equivalent or prize substitution offered. Prize is not transferable.
7. Allfederal, state and/or local taxes and vehicle registration fees, if any, are the sole respon-
sibility of the winner. Winner will be required to sign an affidavit of eligibility and liability/publici-
ty release (allowing the sweepstakes sponsor to use the winner's name and likeness for publicity
purposos)asaoondmonofbemgmdodmepfm Failure to do sowill result in an alternative
winner being selected.
8. Void wherever prohibited or restricted by law.
9AOddsofwinningwulbemminodzmenumbordmriesmcaived.ulmmnbmm
the property of LLM magazine and GIE Publishing Co.
10. By pamc:panngmmuagmotothoumbsanddocisionsdtmiudoeswhichshallbe
final in all matters ing 1o this sweepstakes
1. Tooblamnmoﬂhewimer this sweepstakes, send a seff-addressed, stamped envelope
tFoLLt_l s i:mce Vehicle Sweepstakes,” 4012 Bridge Ave Cleveland, Ohio 44113 Attn:
ran Franz




Lawn & Landscape

MAINTENANCE

Classifieds

RATES

All classified advertising is 75 cents per word.
For box numbers, add $1 plus six words. All
classified ads must be received by the pub-
lisher before the 1st of the month preceding
publication and be accompanied by cash or
money order covering full payment. Submit
ads to: Lawn & Landscape Maintenance
magazine, 4012 Bridge Avenue, Cleveland,
Ohio 44113. Fax: 216/961-0364.

BUSINESS FOR SALE
LAWN MAINTENANCE FIRM

COMPUTER SOFTWARE

Anintegrated business management system for
$495. A single dBASE Compiled EXE with A/P,
A/R, G/L, payroll, job costing, laser labels and
much more. Ideal for Serv. Business. Demos
available. Dealers wanted. New Serv, 1615 Gelhot
Dr. #34, Fairfield, Ohio 45014; 513/829-1585.

MISC. EQUIPMENT

Must sell three aerators, two low volume spray
units, two large reels, many other lawn business
items. Call Dave, 315/492-1435.

SKIN PROTECTION

Large company, well established, 150 accounts,
residential/commercial. Located: Punta Gorda,
Fla. Call: 813/639-9487.

LONG ISLAND FIRM

Landscape business for sale. Location: Long
Island, N.Y. Excellent reputation. If interested
call: 516/928-6668.

LAWN CARE EQUIPMENT

Hannay reels new in-the-box, E1526s, E1530s,
$359; lawn spray hose, 275 psi and 600 psi, all
sizes; original Imler measuring wheels, $51.95;
glycerin-filled gauges, 0-60 psi to 0-1,000 psi,
$19.95; ChemLawn guns, $78.95; lawn spray
boots, $16.95; lawn spray gloves, $1.75/pair.
Call Hersch’s Chemical Inc.

800/843-LAWN — outside of Michigan
313/543-2200

PIPE LOCATOR

INEXPENSIVE. Locates, traces underground
drain, water pipelines of clay, PVC, ABS, steel
and cement. Bloch, Box 18058, Cleveland, Ohio
44118. 216/371-0979.

EQUIPMENT

Specials: Walkover Gardener 12, $149.40; 30-
gallon, 12-volt skid, $393; Glycerin gauges,
$12.50; SP Estate Keeper back paks, $64. Spray
Systems, Hannay Reels, Green Garde, Raven
tanks, Hypro, FMC, Udor, Delavan, Flo-Jet.
FREE UPS onorders over $500. FREE 155-page
catalog with order. CANAAN Sprayers, Custom
Fabrication, WALKOVER Sprayers and Field
Stripers. DEALERS WANTED. Canaan In-
dustries, 800/633-7560.

New skin protection product offers four hours
of protection against exposure to insecticides,
weed control chemicals, poison ivy and many
more skin irritants. Safe for all skin areas, this
non-toxic, non-greasy barrier even withstands
repeated washings. 30-day money back guar-
antee. For free fact sheet and order form con-
tact: Creative Concepts, 305 W. Ferndale, Grand
Prairie, Texas 75051; 214/264-9228.

HELP WANTED
MAINTENANCE FOREMAN

Top firm needs foreman. Quality conscious Tex-
as-based landscape management firm has im-
mediate opening for detail-oriented landscape
maintenance foreman. If you have outstanding
professional and horticultural skills and are not
afraid of hard and healthy teamwork, then you
could qualify for a top position with the finest
landscape firm in the Southwest. Outstanding
compensation and opportunity. Reply to: Lawn
& Landscape Maintenance, Box 325, 4012
Bridge Ave., Cleveland, Ohio 44113.

MARKETING DIRECTOR/
SALES MANAGER

Green industry executive needed to bring several
established, profitable divisions of a multi-ser-
vice, multi-million dollar operation under one
management.

This St. Louis business is centered in one of

the top per capita income areas of the country.
Must have the ability to: establish and meet
budgets; put incentive and tracking systems in
place; accept accountability; and help maintain
a 30-50 percent growth rate.
Divisions include landscaping, lawn care, irri-
gation systems, tree care and construction. Must
have proven track record with the training and
expertise to put together a plan, make it work
and free up owner to concentrate on operations.
All replies will be treated confidentially. Send
resumes to: Sales, Box 40808, Cincinnati, Ohio
45240.
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*Denotes regional advertising
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SUPERIOR
CUT.L ™ .
LONG

LIFE.
HANDLING.

The Exmark Advantage:
A full line of value-packed
commercial mowers.

Take the Exmark Turf Ranger®
Smooth-as-silk handling.
Long-riding comfort.

A see-it-to-believe-it cut

from our full floating deck.

A drive train that won't quit.

EXMARK EXPLORER®

EXMARK TURF F

Another advantage:
Exmark Parts Plus
overnight-or-free guarantee.’

Want more?
With Exmark Advanta Lease?,
your mower can pay for itself.’

Add up the Exmark advantages.
Compare us to the competition.
You'll find you can’t buy

a better mower at any price.

Call today for a free full-line
brochure and your nearest dealer.

402-223-4010

*See your Exmark dealer for details. Some restrictions apply

USE READER SERVICE #13

EXMARK
TURF
RANGER

cx"link

EXMARX
TURF TRACER*
8 TURF TRACER
HYDRO*

EXMARK
STANDARD
MOWER

DISCOVER
THE EXMARK
ADVANTAGE

Ak

MFG. CO. INC.

BOX 808 BEATRICE NE 68310 FAX 402-223-4154

EXMARK VIKING ™



Spray on new Confront” herbicide and within a week your fairways, lawns or parks will be clover free.

In fact, a little Confront goes a long way toward giving you outstanding control of clover and other broadleaf weeds.
And it does it without 2.4-D or dicamba.
For a free Confront herbicide product label and brochure, call 1-800-729-3693, ext. 3112.

@ powkianco

USE READER SERVICE #11



