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Today s Iandscape
architects and confractors
are making great strides —
and great landscapes —

by working as teams rather
than adversaries.
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Reduce Your Clippings

and the costs of mowing, edging, trimming & clean-up

Whether your goal is to mow every
week without getting bogged down
or delayed, or whether you would
like to skip every other mowing, the
benefits of
Embark® PGR are
the same . . . big
savings of time
and labor.

Everett Mealman, Chairman
and Chief Executive Officer
PBI/Gordon Corporation

I n light of today’s economy and environ-
mental constraints, you must reduce
these costs. We can help you:

| An application of Embark Lite can slow
down the growth of cool season turf grass for
3 or 4 weeks to such a degree that mowers will
virtually glide over the turf. Clippings will be
reduced by 50% or more, reducing or eliminat-
ing the need for double-mowing, raking, blow-
ing, etc. You'll be able to stay on schedule and
budget during the peak growing season, even
when there is foul weather or other problems
that may interfere with mowing. Your cost: Only
about $18 per acre.

[} A tank mix of Embark Lite and Limit* PGR
can slow down the growth of cool season turf
grasses for up to six weeks during the major
growth period, and reduce the number of
mowings by over 50%. The chemical cost of
approximately $45 per acre is appreciably less
than the cost of a mowing when everything is
considered.

A tank-mix of Embark 2.S and Ferromec”
Liquid Iron can reduce the mowing of warm sea-
son grasses like centipede and St. Augustine
by more than 50% for six to seven weeks for
only $45 per acre. (Of course, bermuda costs
more, but mowing it also costs more.)

There is nothing on the scene today that
more efficiently slows down the growth of
turf, thus reducing mowing time, than
Embark (mefluidide). How timely, given
the current landfill situation. Turf quality
needn't be compromised, thanks to a new
fine-turf formulation, tank-mixtures, and
specific directions for ornamental turf use.

Embark is foliarly absorbed and directs
the life energy of the plant away from the
development of seedheads and stem
elongation, which means that the plant’s
root mass is not used up in support of
excessive topgrowth. Interestingly, when
untreated grasses may begin to show the
effects of excessive heat and drought,
Embark-treated grass actually enjoys a
rebound of life for a couple of weeks from
the energy that was stored up in the roots.

Embark Lite is the mefluidide formula-
tion especially designed for fine turf.
Limit is amidochlor, a root-absorbed PGR
which is also a PBI/Gordon product. When
tank-mixed with Embark Lite, the Limit
helps deliver the maximum duration of
growth suppression.

There is almost no end to the creative
things you can do with the various formu-
lations of Embark and tank mixes that are
available.

Many of these uses are detailed in our
PGR Applicator Guide, which we want to
send you. It is a road map to efficiency in
the management of ornamental turf that
can help you meet today’s challenge when
85% of the commercial property owners
and managers report that they will be
seeking competitive bids on their land-
scape management contracts this season.

It also contains many management sug-
gestions for using Embark, such as:

* How to guard against discoloration in PGR-
treated turf

» How to be compensated for not mowing the
grass

» Recommended mowing practices for beauty
enhancement of PGR-treated turf

¢ How to use Embark to hasten overseeding
establishment or to coax the dominance of one
grass species over another

* How to use Embark to dramatically reduce
the need for trimming and/or edging

* How to use Embark to suppress seedhead
development of Poa annua

FREE Applicator Guide

This 24-page PGR
Applicator Guide
is your road map
to efficiency

in the mowing
and management
of ornamental turf.
Write to us

for your
complimentary
copy.

PbLI /cordon
G corporation

1217 West 12th Street, PO. Box 4090
Kansas City, Missouri 64101 e 816-421-4070

EMBARK LITE

Embark®, Limit®, Ferromec® are registered trademarks of PBI/Gordon Corporation

© 1991, PBI/Gordon Corporation

FINE TURF REGULATOR
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Editor’s Focus

BETWEEN THE WEATHER and the
economy, industry prognosticators aren’t
sure which subject to tackle first. To a
large degree, it depends on the region of
the country in which business is being
conducted.

While California has had more than its
fill of the drought, other areas like Texas
and Florida are still wringing out their in-
ventory from the rain deluges they've ex-
perienced.

Moving on to the economy, or dare I
say recession, the forlorn Northeast is a
far cry from the more stable Northwest.
And, depending on who you talk to any-
where in between, the situation runs from
stagnant to steady to growing.

The consumer press tells us that home-
owners, hit hard by job losses, huge debts
and rising taxes, had little discretionary
money to spend in 1991. And with the
unemployment rate continuing its climb
well into 1992, it’s said that first and sec-
ond quarter consumer spending will in-
crease slowly, if at all.

On the positive side, lower interest rates
are expected to get the economy moving
by spring, marked by a boost in consumer
spending and a rejuvenated housing market.

In this month’s Business Watch we find
discrepancies between how business owners
rate the economy vs. how a panel of eco-
nomists view the recessionary market.
While the majority of owners said they
felt the economy was bad or very bad, most
analysts said they were convinced the re-
cession was over.

In any event, spurred on by the conflicting
messages we're hearing on the TV and
radio and reading in Business Week, News-
week, U.S. News and World Report and
other news sources, I decided to do my
own random survey to determine the state
of the economy in the lawn and landscape
maintenance industry.

I set to work telephoning major industry
suppliers, leading contractors from various
regions of the country and delving into
available annual reports. In some instances,
the picture didn’t get any clearer because
some of those contacted were hesitant to
paint a positive or negative picture. But in
most cases, the outlook for the commer-
cial landscape industry was decisive — the
industry will experience a challenging, but
respectable year.

While the consumer equipment market
was way off base in 1991, suffering from
excess inventory and discounted prices, com-
mercial demand, met by increased manu-
facturing efficiencies, remained strong. In

fact, maintenance was said to be the
savior of many a landscape firm in 1991
as the construction market soured and
lawn care fell off.

Don’t get me wrong. I'm not implying
all is well in the landscape arena, but this
industry has more to look forward to than
to complain about.

Suppliers continue to upgrade and im-
prove existing products, restructure and
improve efficiencies and indicate they are
trying to work more advantageously with
their distributors and dealers.

In turn, dealers are trying to keep in-
ventories fresh and new — not an easy
task — and service is definitely where the
money is. If customers aren’t placing over-
whelming orders, it only makes sense to
provide ongoing service to retain that busi-
ness when the market picks up.

The industry is also seeing a resurgence
in parts sales. In instances where a sup-
plier isn’t getting the new equipment sale,
parts are a natural source of profit.

Double-digit growth won’t be as easy to
come by, but all indications point to con-
tinued success in the commercial landscape
market. While suppliers are improving
their understanding of this market’s
special needs, end users are becoming
more proficient in communicating the
benefits of professional service.

Based on the green industry’s tumultuous
history, anything can and will happen at
any given time. But it’s not a negative
situation. Sure, consolidation and restruc-
turing, as well as diversification and in-
creased product scrutiny make life in-
teresting, but in the long run, both sup-
pliers and end users will emerge better
and stronger. — Cindy Code ®
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A comprehensive business insurance package
designed for ALCA*

By working together, the Associated Landscape
Contractors of America and the CNA Insurance Com-
panies have developed a comprehensive business
insurance package specialized to suit your particular
business needs.

This program, underwritten by CNA, includes
commercial property, commercial liability, commercial
auto and workers' compensation, plus optional
coverages such as landscape architects and engineers
liability, commercial crime, business interruption
and commercial umbrella. There's even eligibility

for a safety group dividend**

CNA was carefully selected as your association-

endorsed insurance carier because of their personalized
loss control services and responsive claims handling
that no landscape contracting or nursery business
should be without. It's the kind of service that has made
CNA the number one marketer of business insurance
for trade groups.

Take advantage of this comprehensive insurance

package designed especially for ALCA. Call
1-800-CNA-6241.

*Also available to non-members. **Basd on efficient control of losses. Safety dividends, available in most states, are declared by CNA's board of directors and cannot be guaranteed

ALLA

CNA

For All the Commitments You Make®

The CNA Insurance Companies underwriting this program will vary according to the coverage. These companies include: Transportation Insurance Company, Valley Forge Insurance
Company, Continental Casualty Company, National Fire Insurance Company of Hartford, Transcontinental Insurance Company or American Casualty of Reading, Pennsylvania
CNA Plaza/Chicago, IL 60685.

USE READER SERVICE #45
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WitHoUT CHIPCO' FUNGICIDES ON YOUR ORN/
[t doesn’t take much these days for a rosy phthora root rot and Pythium with power-

profit picture to wither on the vine. Just a few ful systemic action that puts long-lasting

call-backs from valued customers and a couple control inside roots and leaves. And

of costly replacement jobs could do it. That’s CHIPCO* ALIETTE?, now available in a

why so many landscape professionals are new, more convenient WDG formulation,

protecting their reputations and their bottom provides two-way disease protection:

lines with CHIPCO* ALIETTE" and CHIPCO® First, by directly attacking disease organ-

26019 fungicides. isms; and then, by helping plants build
CHIPCO* ALIETTE" brand tackles Phyto- up their own defense mechanisms.

@ RHONE-POULENC

Rhone-Poulenc Ag Company, 2 T.W. Alexander Drive, Rescarch Triangle Park, NC 27709, For additional product information, please call 1-800-334.9745
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ALS, YOU MAY NOTE! A DISTURBING TREND.
For even broader spectrum disease most sensitive varieties. And now

control, depend on CHIPCO* brand these two powerful disease-fighters can
26019 fungicide. Just one economical be tank-mixed to provide the ultimate
application of CHIPCO® 26019 delivers L 2601 ) lasting, economical control. This year,
lasting protection against 13 of the W f keep the blush in your profit picture
most damaging ornamental diseases— with the proven fungicide team from
without causing phytotoxicity problems. = CHIPCO". Available from your crop

ikt s e CHIDOG Aliette/Chipeo 2601 iy

USE READER SERVICE 748

As with any crop protection chemical, always read and follow instructions on the label CHIPCO and ALIETTE are registered trademarks of Rhone-Poulenc 1992 Rhone-Poulenc Ag Company

Fungicide



Your Business
Partner

..Helping grow your business

As a busy lawn care professional, you can’t be
personally involved with the many critical details that
go into making your business successful, details
ranging from developing staff safety training
programs to keeping abreast of the latest regulatory
issues. That’s why it is vital that you have the timely
information that allows you to be proactive rather
than reactive. That’s why you need your Business
Partner — The Professional Lawn Care Association of
America. Let your Business Partner go to work for
you on such assignments as:

¢ [ssues Management
¢ Training programs for

pesticide management
e OSHA Hazard Compliance
¢ An effective telemarketing
program
Preparing a marketing plan
Update on small business law
Group Health/Life/Major Medical
A Credit Collection Service
A Liability Insurance Program
A newsletter on lawn care issues
A public relations program
Gather major suppliers of lawn care
products and services

As the only international trade association of lawn
care professionals, PLCAA has a strong history of
providing the right information at the right time for
the lawn care industry. Our staff and Board of
Directors are dedicated to providing you with the
professional business assistance you need to stay
strong and informed.

To learn more about how to put your Business
Partner to work — for less than a dollar per account
per year, contact the Professional Lawn Care I_
Association of America today. Clip and mail the
return coupon, or call toll free 1-800-458-3466.

I'm interested! Send me more
information on membership in PLCAA

1000 Johnson Ferry Road N.E., Suite C-135
Marietta, Georgia 30068-2112 1000 Johnson Ferry Rd NE Marietta GA 300682112 ais

1-404-977-5222 FAX: 404-578-6071 By ST
- S -\

Professional Lawn Care Association of America, Suite C135

I

I

| NAME

Symbol of Good Practice

| TITLE

| COMPANY

| ApDRESS
PROFESSIONAL LAWN CARE | ey STATE zp
ASSOCIATION OF AMERICA | teLepHONE

| CLIP AND MAIL TO

|
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Letters

Building Alliances

I just wanted you to know )
that your November article \I l{’iﬁ{‘\[l‘?nd\sca\pe\(}‘
on Strategic Alliancesandyour P4 ¥g¥ ANDLUNU L
Editor’s Focus were terrific.
Your magazine has always
had a positive influence on
the industry, and those of us
inleadership roles in the indus-
try realize and appreciate your
efforts. Keep up the good work.
Gary Thornton
Thornton Gardens
Maineville, Ohio

STRATEGIC
ALLIANCES

A new semie of urgency porvedes
he green industry @ It strives to breok down
beorriers and build (ooperetive Mes

[
[
[
(

Mandating Certification

Thank you for the interesting article in your October issue. Cer-
tainly all companies, large and small, should be interested in the
conservation and preservation of our water supplies.

We have been in the business for 10 years and have been in-
stalling irrigation systems for the past eight years. But, unfortu-
nate as it sounds, we are continually repairing systems that lack
the functional installation that should be given during the origi-
nal layout, and certainly the installation, of any quality system.

I believe it is up to the business owner to see that his employees
are well educated through proper training. Seminars offered by
suppliers are obviously an important phase.

We have made an effort to install rain sensing devices on every
system to reduce the chances of a system being activated during
a rain. Small perhaps in this overall picture, but it does save
some unnecessary water loss.

We must all make an effort to improve. If there is a need to
make certification a requirement to become a certified irrigation
installer, then so be it. It will keep those out of it who are not
serious, and maintain the credibility of those who are. I look
forward to reading more in the issues ahead.

Zach Workman
Lawns UnLimited Inc.
Cameron, Mo.

Compost Accolades

After receiving a copy of the November issue, I wanted to write
you without delay to thank you for the very kind and generous
coverage given DK. The article was perfectly written, from our
standpoint, that is, and accurately reflected all of my comments.
I found the other articles interesting, too.

I find your publication is one of the really good ones, and I
say that not because of the attention you have given us. It is
always interesting, well written and topical.

Robert Gillespie
DK Recycling Systems
Lake Bluff, Ill.

Letters to the Editor are encouraged. Send them to: Cindy
Code, Editor, Lawn & Landscape Maintenance, 4012 Bridge
Ave., Cleveland, OH 44113. =

FOR GROWING YOUR BUSINESS

LAWN & LANDSCAPE MAINTENANCE ¢ FEBRUARY 1992

Show You Care

It’'s time to let
the world know you care
about the environment with
the new “Tending the Earth”
color brochure from Focal Point.
This season, outline the important
benefits of professional lawn care
and deliver a strong, proactive
response to questions and
concerns about the use

ADVERTISING
FOR THE
GREEN INDUSTRY

FocalPoint

Call today for your
“Bright Ideas" catalog!

800 525 6999

11171 Embassy, Cincinnati, Ohio 45240

USE READER SERVICE /57
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Business Watch

MIXED SIGNALS CONTINUE to plague
the financial markets as the country strug-
gles to climb out of the economic doldrums.
A big part of the problem is diminishing
business confidence. A recent Gallup poll
of 1,000 business owners indicates that 62
percent view the economy as “bad or very
bad™ while only 5 percent consider the
economy “good™ (see chart).

Consumer confidence also continues to
fall. According to the Conference Board,
a New-York based research group, con-

sumer confidence dropped to 50.4 per- 1933
cent, a 12-year low. (Below 80 signals a s :/%
recession.) By contrast, 59 percent of - -
economists surveyed in a USA Today! 1991

CNBC poll said they are convinced the
recession is over.

What conclusions can be drawn from
these mixed signals? While the economy
is definitely in need of an overhaul, it
could be a lot worse. Despite the hysteria
of some who claim the country is on the

ANOTHER DEPRESSION?

The U.S. economy is on the ropes, but it could be worse -
much worse. The unemployment rate at the height of the Great
Depression was 24.9% compared to 6.7% in 1991, and the de-
cline in the gross national product was even more significant.

UNEMPLOYMENT RATE DECLINE IN THE GNP

V%

BUSINESS OWNERS
RATE ECONOMY

1929-1931

Oy

1990-1991

Sources: (left) Lobor Department and UUSA Today; (Right) Commerce Department and LSA Today.

REASON FOR
OPTIMISM?

verge of a depression, the economy is in Significantly more than one-haf of 1,000 business owners A panel of econmiss recently surveyed by USA Iaby/(NB(
much better shape than it was from 1929- surveyed by the Gollup Orgonization rate the economy as were asked: Are you convinced the recession is over? Thi
1931 (see chart). Most forecasters are bod or very bod. wos their response:
predicting an economic upturn this spring e -
Or summer. o b
CONSUMER PRICE INDEX* " Y
SEPT.| OCT. | NOV. DEC. o sox |
+04 +07 | +04 +0.3 s "0 aon i
*Percent change from preceding month. o : - o ’
205 = ‘J 20%
10% .- ) Ll

UNEMPLOYMENT RATE(%)

SEPT.| OCT. | NOV. DEC.
6.7 68 6.8 7.1

Source: Small Business United and Gallup Organization

Source; USA Today and (NBC

BY MOST ACCOUNTS, the Northwest

region of the United States appears to

have been spared the full brunt of the
nation’s recessionary climate.

“The economy in the Northwest is very strong right now.” said
Chris Senske, owner and president of Senske Lawn & Tree Care,
Kennewick, Wash. “It’s not growing as fast as it was a couple of
years ago, but it's still stable. The recession in the rest of the
country hasn't affected our business negatively.”

Stable industry is a leading factor in the region’s good health.
Business giants such as Boeing, MicroSoft and Nintendo are head-
quartered in Washington.

Patrick Nibler, vice president of Pro-Grass Inc.
Ore., pointed to *“recessionary ripples,”
negative media coverage.

“There tends to be a more conservative buying climate when
the public sees negative press across the United States,” he said.

. Wilsonville,
but he blames those on

REGIONAL REPORT: NORTHWEST

Co., a landscape maintenance and installation firm.

In Sun Valley, Idaho, Frank Trafford remained optimistic about
the local economy, despite decreased tourism and a slowdown in
construction. Trafford is construction manager for Peter Flood &

“We had our best year last year, but we're concerned about
business this year because building is down,” he said. “That's
what drives our construction division and consequently affects our
maintenance division.”

But he added that low interest rates have driven up the number
of building permits.

In Boise, Idaho, housing starts are up and construction is
healthy, according to Russ Harbaugh, assistant director for land-
scape services, Perma-Green. He said that major industries in the
agricultural, technological and communications sectors have
helped maintain economic stability in the region.

“We had one of our best year's last year,” Harbaugh said.
“We're looking for a strong year this year.”

10
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News in Brief

NEWS DIGEST

Fol Council
Exp’:z:s Its Horizons

The Foliage for Clean Air Council will
expand its research to include exterior
plant materials. As a result, the organiza-
tion has changed its name to Plants for
Clean Air Council. The council is ad-
ministered by Veronica Mrazik of the
Associated Landscape Contractors of
America, 703/534-5268.

PLCAA Gets New
Communications Exec

Laura Tener recently joined the staff of

America as communications coordinator.
She replaces Karen Weber who resigned

ville, Tenn.

Tener brings to PLCAA five years of
government and association communica-
tions experience. She is the former publi-

Information Association.

AAN Establishes
Disability Hotline

the Professional Lawn Care Association of

when her husband accepted a job in Nash-

cations editor for NAC/The Environmental

Lawn Doctor Introduces
the ‘Natural’ Alternative

LAWN DOCTOR FRANCHISES will offer 100 percent natural lawn care in 1992, ac-
cording to Lawn Doctor President Russ Frith. The service expansion topped the list of
agenda items at Lawn Doctor’s annual conference, held this year in Atlantic City, N.J.,
Jan. 6-8.

In his opening address, Frith told franchisees that the move to a natural care alternative
is a marketing position, not a technical one. ““We have the best marketing position for
1992 and the tools to make it work,” he said.

According to Hal Zeve, marketing director for Lawn Doctor, the company encourages
franchisees to present both the traditional and natural lawn care methods to prospective
clients, along with the advantages and limitations of each.

Zeve said the move to natural care was made this year in response to media and public
pressure, as well as “sleazy lawn care operators” who promised “‘natural” but delivered
something else.

“Some customers will look for it and if we don't have it, will go somewhere else,” he
said. “Our goal is to become a company of choice.”

Zeve said that many more customers will inquire
about natural lawn care than buy it. “They want infor-
mation, they want to feel they are making a socially
correct decision, and they want to do business with a
company they feel cares about the environment. But
most will choose regular care services, because it will
give them what they want in a lawn.”

Another factor that may discourage clients from the
natural care alternative is the increased cost of the ser-
vice. Most clients won't want to pay 20 percent more
for natural care than for the company’s traditional ser-
vices, which follow an integrated pest management ap-
proach, Zeve said.

Under the new lawn maintenance program, customers

Seminars focused on '92 sales.

The American Association of Nurserymen
and the Small Business Research and Edu-

choose from three alternatives. “Full Need Maintainer Care”

is the company’s regular

cation Council established a toll-free hot-
line for information on compliance with
the Americans With Disabilities Act.

The hotline can assist with the follow-
ing: ADA compliance and effective dates
for enforcement; employer tax credits
under ADA; approaches to making the
workplace more accessible and so on.
The hotline is available on weekdays from
9 a.m. to 5 p.m. EST. Call 800/947-
4646.

Industry Move to Revoke
SC Ruling Continues

Efforts by the green industry to amend
last year’s Supreme Court ruling affecting
pesticide regulation continue.

Bills have been introduced by both the
U.S. House and Senate to return local
regulation of pesticides to the jurisdiction
of the Federal Insecticide, Fungicide and
Rodenticide Act. Although FIFRA is like-
ly to be reauthorized by year’s end, it’s
unclear whether the local ordinance issue
will be addressed.

IPM approach, which includes granular fertilization; weed controls of noxious weeds and
crabgrass; and surface feeding insect controls where and when needed.
The “All-Natural Fertilization Care™ program offers all-natural granular fertilizer ap-

plications, with no weed, insect or disease controls. The third offering, ““Natural-Plus
Care,” combines all-natural granular fertilizers with spot treatments of dandelion and
broadleaf weed control. The third option is the most costly to clients; it costs about 23

percent more than the regular program.

To promote the natural care line, Lawn Doctor is gearing up for an extensive radio,
television and print media advertising and marketing campaign in the spring. A new
marketing slogan has been adopted: “Lawn Doctor: Nobody Does It Better, Naturally.”

Exmark Offers $1
Buy-Out Option

The Exmark Advanta Lease program now
offers a $1 buy-out option. The new leas-
ing program allows the lessee to purchase
the Exmark commercial mower at the end
of a 24- or 36-month leasing term for $I.

Leasing an Exmark mower through the
Advanta Lease program enables contrac-
tors to free up cash and build credit. Same-
day credit approval is available after a
short application form is completed.

In addition to the buy out, Advanta
Lease offers a variety of competitive leas-

ing options including 90-days, same-as-
cash terms or lower out-of-season payments.
For more information, contact your Ex-
mark dealer or Exmark Mfg. Co., Box
808, Industrial Park NW, Beatrice, NE
68310, 402/223-4010; FAX 402/223-4154.

Doctor Discounts
2,4-D Controversy

Lifestyle, not exposure to any particular
lawn care chemical, is the major cause of
cancer in humans, according to Dr. George
Carlo, an epidemiologist/lawyer with the
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Health and Environmental Sciences Group,
Washington, D.C.

Carlo recently spoke to more than 50
members of the Ohio Lawn Care Associa-
tion in a daylong workshop in Columbus.

Much of the controversy surrounding
2.4-D surfaced after a 1986 published
study linking multiple exposures of 2.4-D
with the development of non-Hodgkins
lymphoma in some Kansas farmers, The
controversy flared again briefly this past
fall with the publication of a separate
study reportedly finding a link between
2,4-D exposure and cancer in dogs.

Carlo disputed the significance of both
studies, arguing that the way the data was

1

gathered biased the findings against the
use of the herbicide. He pointed to other
studies, and also to a series of indepen-
dent industry and academic reviews that
failed to find a similar connection.

Also contributing at the workshop was
Martin Lemon, environmental supervisor
for Monsanto Chemical, St. Louis, Mo.

Lawnmark Sells Branches
To Barefoot Grass

Lawnmark, Hudson, Ohio, last month sold
three branch offices to Barefoot Grass,

Worthington, Ohio, for a little more than
$2 million.

While the Cleveland, Akron and Woos-
ter, Ohio, offices were sold to Barefoot,
Lawnmark retained 10 branches, one in
Youngstown, Ohio, and the remainder in
Pennsylvania and New York. Lawnmark’s
headquarters will remain in Hudson, Ohio.

Lawnmark’s Ed Coia said the sale en-
abled the firm to restructure its resources
and open two new branches in upstate
New York and New England. At the same
time, it gave Barefoot an opportunity to
strengthen its position in the Cleveland
area.

Lawnmark has maintained a high profile
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Customer Service

Ask about our complete line of chemicals, fertilizers and seed. Call the 800 number nearest you: AZ (800) 247-3845,
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in New York and Pennsylvania, but hasn't
had much of a presence in Cleveland,
Coia said.

Because of the tough regulatory market
in New York, many firms shy away from
doing business in the state. Lawnmark, how-
ever, has learned to operate in the intense
business environment and has developed a
good rapport with the Department of En-
vironmental Conservation, according to
Coia.

Lawnmark now has plans to open two
new branches each year for the next five
years. New York and Pennsylvania are the
main targets of the company’s expansion
plans.

Tornado Sues
Chipper Imitator

A New York district court recently ruled
that Tornado Products Inc. has sole rights
to its patented chipper/shredder. The rul-
ing means that competitors in the chip-
per/shredder industry cannot imitate the
Wisconsin company’s several patented
components.

Tornado’s president, Herb Baker, is now
seeking a jury trial to protect the ap-
pearance or “trade dress” of his com-
pany’s products.

Baker filed the suit last year.

Sterling Industries of New York and a

former Tornado distributor, J.S. Woodhouse,
were named in the suit after their imita-
tion of Baker’s product began appearing
on the market in 1990.

The verdict awarded an unspecified
amount of damages to Tornado based on
the numbers of copies Sterling made and
sold. The infringement came to Baker’s
attention at the outdoor power equipment
show in Louisville.

Once before the court, Sterling admitted
that it had imitated Baker’s product, say-
ing it did not believe Baker's ideas were
actually patented, as his advertising claimed.
Sterling and J.S. Woodhouse denied com-
mitting any willful patent infringement.

er yervice
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“The original version of the Sterling
chipper/shredder . .was,” said U.S. District
Court Judge Edward Korman in his deci-
sion, “externally, a virtually identical
replica of Tornado’s machine, apart from
color, the Sterling label, and some minor
details of construction.”

The court ruled in Tornado’s favor and
Judge Korman indicated that not only the
components but the trade dress of Baker's
chipper/shredder might also be protected.

Tornado is contemplating further legal
action in this matter.

Recession Prompfts
Changes at Toro

Plant closings, employee lay offs and a
consolidation of offices announced by the
consumer division of The Toro Co.,
should have no effect on the production
and distribution of its shipments to the
professional landscape market.

The reorganization is said to be a result

of the prolonged recessionary environment,

as well as a shift in business strategies to
reflect changing market trends and cus-

A two gallon oil reservoir with
high capacity oil filtration keeps
the oil clean. The open loop
hydraulic system maximizes oil
flow through the filter.
It's just good sense to go with a new
PRO-Line HYDRO!

PO. BOX 888 » BEATRICE, NE 68310
(402) 228-4255  FAX (402) 223-4103

Now available in
36", 48" and 60" models,

%

ENCORE

MANUFACTURING CO.. INC

Quality you’ll ask for again and again!
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tomer requirements.

While keeping its servicing dealer net-
work intact, Toro plans to aggressively
pursue the mass merchandising market. A
little more than one year ago, Lawn-Boy
began selling its mowers in Sears, Wards
and similar outlets. Toro said it plans to
follow the same strategy.

Toro's ProLine mower and Lawn-Boy's
commercial series mowers are considered
part of the Toro Consumer Division, but
no manufacturing or distribution changes
are expected, according to Mary Elliott,
director of communications and public af-
fairs for Toro.

In fact, 1991 worldwide commercial
sales for Toro were up 4.1 percent over
the previous year, while consumer product
sales were down nearly 9 percent.

The restructuring will consolidate all Toro
and Lawn-Boy consumer manufacturing,
marketing and administrative functions in-
to one organization.

In addition to restructuring, Toro said
budget cuts make it impossible for the
company to exhibit at this year's Interna-
tional Lawn, Garden and Power Equip-
ment Expo.

TOCA Offers New

Communications Award
A $1,000 scholarship will be presented
this spring by the Turf & Ornamental
Communicators Association to a student
entering either their junior or senior year
of college with an interest in green in-
dustry communications.

TOCA, a group of professional editors,
writers, photographers, public relations
practitioners and others involved in green
industry communications, hopes to make
the scholarship an annual event.

Funding for the scholarship was provided
by GIE Publishing, publisher of Lawn &
Landscape Maintenance, and Edgell Com-
munications.

Students must have an overall GPA of
2.5 with a 30 in their major field of
study. An application form, along with a
list of specific information required may
be obtained by writing to Den Gardner,
executive director, 8400 Normandale Lake
Blvd., Suite 500, Bloomington, MN 55437.

{continued on page 20)
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Why this publication
and more than 1,300
others let us go over

their books

once a year.

Some publications, we're sorry to say, keep their readers
undercover. They steadfastly refuse to let BPA (Business Pub-
lications Audit of Circulation, Inc.) or any other independent,
not-for-profit organization audit their circulation records.

On the other hand, over 1,300 publications (like this one) be-
long to BPA. Once a year, BPA auditors examine and verify the
accuracy of our circulation records.

The audit makes sure you are who we say you are. The infor-
mation helps advertisers to determine if they are saying the right
thing to the right people in the right place.

It also helps somebody else important: you. Because the more
a publication and its advertisers know about you, the better they
can provide you with articles and advertisements that meet your
iInformation needs.

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

Y/ BPA &2 ience
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"We have been using Yazoo for
almost 20 years. Yazoo mowers
give us great maneuverability.
It's a rugged machine"

Dave Burton, Vice President of
Palm Mortuaries and Memorial Parks,
Las Vegas, Nevada.

For more information about how YAZOO can
help your business become more profitable

Call 1-800-533-3498

or write to: YAZOO Manufacturing
P.O. Box 4449, Jackson, MS 39296-4449

| of the outdoor power equipment industry

participate.

20

USE READER SERVICE #23

| both of Minneapolis, merged businesses

News
(continued from page 16)

Safety Month Takes
On New Identity

The fifth annual National Outdoor Power
Equipment Safety month will take on a
new look this year.

Celebrated in April, the safety aspects

will be expanded to include the environ-
ment.

“Safety remains the priority education
message for the OPEI and its members,”
said Dennis Dix, president of the Outdoor
Power Equipment Institute. *“Yet, we feel
it essential to also publicly address the
many ways that homeowners can respon-
sibly manage yard wastes.”

An education
plan to pass on
safety and en-
vironmental
tips, informa-
tion regarding
environmentally
helpful outdoor
power equip-
ment, volunteering to speak at community
and civic organizations about the yard
waste dilemma and products designed to
help manage yard wastes represent ways to

Merger Creates New
Design/Build Firm

Natural Green Inc. and Arteka Corp.,

last month.

The two companies will now operate
under the name Arteka Natural Green.
The corporate offices will relocate to a
newly purchased ofice building at 15195
Martin Drive in Eden Prairie.

David Luse, president and owner of
Natural Green is now president of the
reorganized company. He has purchased
all interest from Arteka's previous owner,
Jerry Bailey. Terms of the financial agree-
ment were nol released.

Arteka is a 21-year old landscape design/
build firm and Natural Green is a 17-year
old commercial landscape contracting or-
ganization. The merged company will pro-
vide commercial and residential design/
build services, commercial landscape bid
contracting services, and will continue to
operate its 120-acre growing range in River
Falls, Wis.

The merger has created a broader-based
company which can offer a full range of
landscape contracting services, and creative,
high quality design/build services, at very
competitive prices, according to Luse.
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Green Notes

Biosys intends to offer 2,300,000 shares of its common stock according to a state-
ment filed with the Securities and Exchange Commission. All of the shares will be
offered by the company.

Once accepted by the SEC, the filing range will be $11 to $13 per share. Kemper
Securities Group and Vector Securities International Inc. will co-manage the offering.
Copies of the prospectus relating to the offering may be obtained from Kemper
Securities Group, 333 West Wacker Drive, Chicago, IL 60606; or Vector Securi-

ties International Inc., 1751 Lake Cook Road, Deerfield, IL 60015.

Terrene, a division of Enviro-Gro Technologies, moved to the following new loca-
tion: 200 Butler Ave., Lancaster, PA 17601-0036; 800/452-1922 or 717/397-6390.
FAX: 717/397-6833.

Questions or comments can be directed to James Spindler, manager of market-
ing, specialty/retail products; or Rick Creamer, manager of marketing, bulk and
agricultural products.

Glen-Hilton Products, manufacturer of the Mini-Clik II rain sensor, moved to new
office space Feb. 1. The new address is 2504 Grenoble Road, Richmond, VA
23294. Glen-Hilton Products, which employs 10 full-time, year-round employees,
has grown annually 30 percent or more since 1986.

Applicators Can Receive
Training by Video

The Cooperative Extension Service, Mary-
land Institute for Agriculture and Natural
Resoures, Extension has produced a six-part

video series that businesses can use to train
non-certified workers handling pesticides.
The complete video training series is
available for $120. For more information
about the videos, call Amy E. Brown at
301/405-3928. To order, send a check or

money order payable to the University of
Maryland, c/o Video Resource Center, 0120
Symons Hall, College Park, MD 20742.

ALCA Names
New Leadership

Newly elected officers for the Associated
Landscape Contractors of America are
Tom Garber, Colorado Landscape Enter-
prises, president; Gary Thornton, Thorn-
ton Gardens, president elect; Rich Aker-
man, Northwest Landscape Industries,
vice president of finance; Terry Anderson,
Rentokil Tropical Plants, secretary; and
Eldon Dyk, Allen Keesen Landscape, im-
mediate past president.

In addition, Mike Guthrie, Ground Con-
trol Landscaping, was named chairman of
the Exterior Landscape Division and Rick
Doesburg, Thornton Gardens, chairman elect.

Correction |

|

| Mark Yahn is president of Ground Con- |
| trol Landscaping & Maintenance, Or- ‘
| lando, Fla. In the January issue, Mike

} Guthrie, sales and estimating, was

| misidentified as president.

BACKPACK SPRAYER
12V BATTERY POWERED
S0 PSI

13.54 DRY

BYPASS AGITATION

NEW & USED SPRAYERS...

PARTS & ACCESSORIES...
...WE’VE GOT IT ALL!

PROFESSIONAL TREE
& TURF EQUIPMENT

6945 Indiana Court, #400 « Golden, Colorado 80403

303-422-7608 800-237-7785
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Discover the Benefits
of Organic Lawn Catre...

THE
HARMONY
PROGRAM

¢ High-quality products

¢ Technical assistance
¢ Free sales materials
¢ No franchise fees

Our complete programs feature all-natural organic
fertilizers and organic base bridge products.

* Designed for professional use
¢ University-proven performance
¢ Nationwide distribution

Let HARMONY get you into the
highly profitable organic business.

Call 1-800-343-6343 today for details.

[[n Tune With Nature

Chesapeake, VA
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Lawn & Land
MAINTENANCE

Association News

THE 16TH ANNUAL Student Field Days,
co-sponsored by the Associated Landscape
Contractors of America and California
State Polytechnic University, Pomona, will
be held in Pomona, Calif., March 27-29.

The three-day competitive event draws
students from horticulture and landscape
architecture programs at colleges and uni-
versities across the country. Students com-
pete in events designed to test skills in
horticulture and landscape contracting, in-
cluding design/build, sales, surveying,
equipment operation, plant identification
and irrigation.

Industry registration fees are $75 for the
first person and $50 for each additional
representative. Firms may sponsor com-
petitive events for $350, which includes
industry registration. Student and pro-
fessor fees are $40; $50 after March 1.

Members of the Georgia Turfgrass Asso-
clation have agreed to design and beautify
a public site for the 1996 Summer Olym-

For more information...

ALCA GTA
405 N. Washington St.  PLCAA 5198 Ross Road
Suite 104 1000 Johnson Ferry Road, NE  Acworth, GA 30101
Falls Church, VA 22046 Suite C-135 404/975-4123
703/241-4004 Marietta, GA 30068-2112

404/977-5222 PGMS
ASLA 10402 Ridgland Road
4401 Connecticut Ave. NW Suite 4
Fifth Floor Cockeysville, MD 21030
Washington, DC 20008-2302 301/667-1833
202/686-ASLA

pics in Atlanta. The project was approved
by Atlanta Mayor Maynard Jackson and
Atlanta’s Office of Olympic Coordination.
Following site selection, an intensive
beautification plan begins, including land-
scape design, site preparation, foundation
plant installation, color installation and

maintenance. The plan allows four grow-
ing seasons for plant establishment.

The entire project will be coordinated
and carried out by GTA members. Follow-
ing the Olympic Games, the site will be
turned over to the city for continued
maintenance.

ro
o

Send for Free
Information from
Lawn & Landscape Maintenance
Advertisers

Our advertisers want to help your business grow, so why not take
advantage of the free information about the products and services
advertised in this issue.

Simply turn to the reader service card on page 53 in this issue.
Circle the corresponding reader service numbers and complete
and mail the postage paid reply card. Our computerized response
system will speed the requested materials to you.
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Membership in the American Society of
Landscape Architects reached an all-time
high in fiscal 1991. Despite a 35 percent
dues increase, nearly 93 percent of its
membership renewed, and 1,021 new
members were added bringing member-
ship to 10,300.

New programs on this year’s agenda in-
clude an information resource center; a
workshop for future ALSA leaders; and
LA Letter, a business to business newslet-
ter designed to enhance members’ skills.

In addition, ASLA is sponsoring several
research projects, including a study by the
Urban Land Institute on the value of land-
scape amenities. Another study will track
green industry trends. Both studies will be
published this year.

The “Landscape Management Supervisory
Training Manual” is now available from
the Professional Grounds Management
Soclety. The manual is a reference guide
for the “uninitiated”” grounds technician.
Topics include tools, mechanical equip-
ment, pesticides, material safety, plant
biology and customer service; as well as
turf, tree, shrub and annual information.
List price is $69.95. There is a 15 per-
cent introductory discount for non-mem-

bers. PGMS member cost is 50 percent
off the list price. A $5 postage and han-
dling fee applies to all purchases.

The Professional Lawn Care Association
of America announced a 3 percent dues
increase for members currently paying
between $250 and $1,000 in fees. Dues at
the $2,000 level and above remain the
same. Dues are calculated according to a
company’s sales volume.

Last year, the association significantly
decreased its dues structure, bringing it
more in line with dues of comparable
associations. However, the board deter-
mined that a slight gradual increase in
lower-level dues will prevent a hefty, one-
time increase in the future, according to
PLCAA President Bob Andrews.

This year’s dues increase follows a small
decline in membership. At year end, mem-
bership had declined from 978 in 1990 to
935 in 1991. That number has stabilized,
Andrews said. The association now hopes
to gain new members through increased
member services. PLCAA-sponsored state
associations have also been proposed as a
way to add members.

Despite the member drop, Pat Norton,
secretary/treasurer, said that 1991 was a

significant turnaround year for the asso-
ciation. It reported a significant increase
in income, reversing a previous year’s
loss. Actual figures will be released in
April, with the publication of the annual
report.

A public relations campaign for PLCAA
members is already under way. Bob Tra-
cinski, chairman of the public relations
committee, revealed an “aggressive and
proactive campaign.” Included is a crisis
management plan, consisting of a press kit
of six news releases mailed to 3,000 news-
papers and magazines in January and in
the fall; five radio public service announce-
ments beginning in February; a Grasscyc-
ling PSA; and a two-minute news video.

Interest is being gauged for an affiliate
public relations program; members could
purchase varying levels of marketing
tools, including a custom-made package.

On the legislative front, Norm Golden-
berg, chairman of the government and en-
vironmental affairs committee, urged board
members to keep up the fight against local
ordinances.

PLCAA sponsors its annual legislative
“Day on the Hill” in Washington, D.C.,
Feb. 24-25. All members are encouraged
to attend. B

Keep Fertilizer Dryand
Prevent Costly Spills with the
“SHOWER CAP”
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spreaders
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onto spreader
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A. 200 gal. poly tank in a metal frame.

B. 5-HP Honda engine coupled to a Hydro D-30 Pump.

C. Electric hose reel with 300 ft. of 1/2” hose mounted
Or write: PO. Box 18358

curb side or to back of truck.

D. Unit is pre-tested & ready to use.

E. Custom built units available. 0
Memphis, TN 38118

“EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY”

Call for details

it 18 1-800-888-5502
Chont
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Control your weeds.

ScorTss pendimethalin preemergents provide tough, effective 22-0-6 Turf Fertilizer Plus Preemergent Weed
control of a broad spectrum of grassy and broadleaf weeds. Control combines urea, sulfur-coated urea, and a potassium
You can't find a better — or more cost-effective — control. feeding with unsurpassed control of 6 grassy weeds and 9
And there's a pendimethalin control for virtually every broadleaf weeds before they sprout. Fine particles increase
turfgrass application. weed control efficiency over typical competitive physical blends.
30-3-10 Fertilizer Plus Turf Weedgrass Control, with 14-0-14 Nitrogen/Potassium Fertilizer Plus Turf
up to 8 times more particles per square inch than typical com- Weedgrass Control combines nutrient sources with pendi-
petitive physical blends, provides the ultimate preemergent methalin for effective preemergent control of 6 annual grassy
weed control plus a controlled-release, methylene urea-based weeds and 7 broadleaf weeds.
nitrogen feeding.




Cut your costs.

Southern Weedgrass Control provides optimum utiliza-  and turf-safe for more than 6 vears. Why risk vour turf to any-
tion of pendimethalin necessary for season-long control on thing less when you can count on these proven performers?
southern turfgrasses. Your Scott Tech Rep is ready to help you select the for-

Turf Weedgrass Control provides unsurpassed preemer-  mulation that's best for your course
gent weed control in both cool and warm season grass applications.  as part of a total turfgrass program.

Weedgrass Control 60 WP offers liquid-applied pre- For more information, contact him
emergent control in both cool and warm season grass applications.  today. Or call 1-800-543-0006.

It comes in convenient, easy-to-handle, water-souble packets. There's no better way to

Scorts pendimethalin controls have been proven effective control weeds, or your budget.

- s Growing better through technology.
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California Enacts Water

Conservation Plan

THE CALIFORNIA LANDSCAPE Con-
tractors Association recently joined public
interest groups and water suppliers to en-
act a statewide urban water conservation
blueprint. The project is designed to de-
liver annual savings equaling the amount
of water used by 2.5 to 5 million Califor-
nians each year.

Representatives from the CLCA, Metro-
politan Water District of Southern Califor-
nia, San Francisco Water Department,
League of Woman Voters of California
and Sierra Club were among 120 organi-
zations affirming their support for the ur-
ban conservation measures.

Since the program was announced in
early August, boards of directors of various
water agencies and public interest groups
have voted to support the Memorandum of
Understanding, as the Urban Water Con-
servation Charter is known.

“The Charter sets a new standard for
water conservation not only in California,
but for the entire United States,” said
Contra Costa County Supervisor Sunne
Wright McPeak, co-chair of the State
Water Conservation Coalition which spear-
headed the conservation guidelines to-
gether with the State Department of Water
Resources.

Sunne said that
more than 80 percent
of the state’s urban
population is now
committed to the pro-

A gram, which could
L5 save 500,000 to 1
million acre feet of
water per year.

Agencies that have signed the charter
are committed to 16 “Best Management
Practices,” a series of conservation meas-
ures designed to achieve attainable and
measurable water savings in local com-
munities. They include: indoor and out-

door water audits, installation of water-
efficient plumbing fixtures such as low-
flow shower heads and low-flush toilets, as
well as leak detection programs and land-
scape water conservation ordinances.

All signatories are participating in a
newly formed California Urban Water
Conservation Council.

Glen-Hilton Products
On A Fast Track

Glen-Hilton Products was included in the
Rising 25 list of the Richmond, Va., met-
ropolitan area.

The Rising 25 program highlights the
area’s 25 fastest growing, privately held
businesses, ranked on their percentage
growth from 1987 to 1990.

The annual event is co-sponsored by
KPMG Peat Marwick, the Richmond Cham-
ber of Commerce and the Metro Business
section of the Richmond newspapers.

Feldmann’s complete line of
earth augers and core plug
aerators are:
* affordable

* easy to maintain
* profitable to use

Core Lawn
Aerator

Feldmann

FENCING & TURF MANAGEMENT EQUIPMENT

* top quality — rugged construction

Feldmann
Call for free brochures . . . (800) 344-0712
THE BEST . . . Next to Mother Earth

520 Forest Ave., Sheboygan Falls, Wi 53085

Portable
Earth
Auger
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Economy Delays
Xeriscape Party

The Xeriscape 10th Anniversary Celebration, a three-day event
sponsored by the California Xeriscape Foundation, was postponed.
It was slated to take place Feb. 21-23.

The economy was blamed for the postponement. For further in-
formation, contact the California Xeriscape Foundation, 544
Bernard St., Costa Mesa, CA 92627; 714/645-9557.

Toro and Motorola Enter
Marketing Agreement

The irrigation division of The Toro Co. has an exclusive agree-
ment with Motorola to jointly market its new MIR 5000 radio-
based computerized irrigation management system to non-
agricultural markets throughout the United States.

The system uses radio to monitor and control all aspects of
large irrigation systems. It can be installed, expanded or in-
tegrated into existing systems without disturbing turf and land-
scaping. The system also can be installed using traditional wire
line or leased telephone lines.

The software enables the system to simultaneously operate
multiple field units, which independently monitor and control
areas with different irrigation needs. The fully programmable
system provides 24-hour flow control. It responds automatically
to leaks and line breaks, shutting off water only to the problem
area without affecting irrigation in trouble-free areas.

The MIR 5000 can be configured with an automatic weather
station. This feature provides system-wide or area-specific ad-
justments in response to changing environmental conditions,
such as rain and wind.

Auxiliary functions, such as lighting, security, fountains and
other electrical or hydraulic devices, can also be controlled by
the MIR 5000.

Other features include hand-held control units that double as
two-way portable radios, and alarm paging from key sensors
monitoring flow, power and pumps.

Scholarship Recognizes
Future Architect

A student of landscape architecture at the Utah State University
is the recipient of the 1991 Rain Bird Co. Scholarship, awarded
through the Landscape Architecture Foundation.

Patricia Huguenard is com-
pleting her final year of under-
graduate studies at the universi-
ty. She maintains a 3.6 grade
point average, is a member of
Sigma Lambda Alpha honor so-
ciety and is a student member
of the American Society of
Landscape Architects. She also
is involved in community en-
vironmental projects and has
worked in landscape and floral
design for more than 10 years.

Rain Bird Sales sponsors the
annual award to recognize an
outstanding landscape architecture student who demonstrates
commitment to the profession. The $1,000 scholarship is ad-
ministered by the LAF, a non-profit organization dedicated to
the preservation, improvement and enhancement of natural and
built environments. L

Huguenard

LAWN & LANDSCAPE MAINTENANCE * FEBRUARY 1992

| Mulching Solution

Now you can cut mulching time by up to 75%. And
get excellent coverage that significantly improves
moisture retention and germination.

All with our “Mulching Solution,” the Goossen
Bale Chopper. Available in the self-powered model
shown, or the even more economical PT.O. version.

Ask about the convenient terms available with
Goossen'’s all-new TurfTeam Leasing.

Goossen

Call Toll-Free 1-800-228-6542 + (In Nebraska: 402-228-4226)
P.0. Box 705 - Beatrice, Nebraska 68310

USE READER SERVICE #18

R 25th YEAR

EBRATING OU

OLDHAM CHEMICALS
COMPANY, INC.

. 500 gal. poly tank mounted on truck bed.
5.5HP Honda engine coupled to a Hypro D-30
Pump.

. Electric hose reel with 300 ft. of 12" hose
mounted on to truck bed, curb side.

. Unit is Pre-tested & ready to use.

. Skid mounted pump units available.

mo O o»

o Call for details

180 1-800-888-5502
“"gf«:ﬁl" Orhg;%hi%r%ogslﬁ%%

“EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY”
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There’s a greater
willingness among
landscape professionals
today to be team players.
A project can be just as
cost-effective or more 50
with a team approach.

By Alex Hogan
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WHO HELPS WHOM more in
the relationship between land-
scape contractor and landscape
architect?

Is it the landscape contractor,
who provides the landscape ar-
chitect with valuable information
on soils, climate and plant mat-
erials whenaprojectis still in the
designstage? Oris it the landscape
architect, who realizes field ex-

perience is a critical element of

design and solicits a contractor’s
input on a plan — perhaps even
before it’s presented to the client
— and recommends the contrac-
tor’s inclusion on the project bid
list?

Who's scratching whose back
among various segments of the
green industry appears less im-
portant today than the fact that bar-
riers — particularly communica-
tion barriers — among them are
coming down, slowly but surely.

What's being acknowledged is
thata newfound level of coopera-
tion and communication is bene-
fiting those who design and in-
stall the projects, as well as con-
tractors who maintain them; their
clients, who get what they expect
from the projects, both short-term
and long-term; and the general
public, which, in the long-run,
may come to better appreciate the
value, the expertise and the pro-
fessionalismof the green industry
as a whole.

While the cooperative ap-
proach among four major trade
organizations has spawned the
New Alliance — whose purpose
is 1o foster understanding, com-
munication and better working
relationships among landscape
contractors, landscape architects,
nurserymen and grounds mana-
gers — the catalyst to begin the
discussions pre-dates formal
establishment of New Alliance
about two years ago.

It may have come from the
realization that there's an inter-
dependence among the members
of the Associated Landscape Con-
tractors of America, American
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Society of Landscape Architects,
American Association of Nur-
serymen and the Professional
Grounds Management Society.
Butbusiness realities, particular-
ly in difficult economic times,
have done as much as anything
to get these disparate yet depen-
dent segments talking and work-
ing with one another.

“Isee alot more two-way com-
munications, with the landscape
architect initiating the sequence,”
said Thom Maxwell-Miller,
president of Ecosystems Imagery
Inc., Encinitas, Calif. As a con-
tractor, he sees more landscape
architects willing to ask for sug-
gestions and even to walk a job
site, asking questions about drain-
age and plant use, prior to com-
pletion of a plan.

Such ateam approachtoa pro-
ject will help bring work in on
better budgets and avoid extra
charges, delays and court cases
down the road.

“A project can be just as cost-
effective or more so with a team
approach.” said Maxwell-Miller.
“Things go smoother. You're
more attuned to working with
each other and listening.”

There's a greater willingness on
the part of installers today to be
team players, and there's econo-
mic pay back to that attitude, said
Maxwell-Miller.

“If a landscape architect calls
about pricing out materials for a
job. we'll take the time to work
with him. They’ll put our name
on a bid list of four to eight peo-
ple, and we're pre-qualified.” he
said. ““The contractors who bid
are willing to compromise and
work with people.”

FIELD WORK. [andscape archi-
tects have a responsibility noton-
ly to pull together the key players
for an effective team approach to
aproject, butalsotoeducate their
clients asto the importance of such
anapproach to the work, accord-
ing to Bill Canon, vice president
of the construction division of

Reinhold & Vidosh, Pontiac,
Mich.

“The landscape architect is the
owner's representative, and the
construction firm is required to
build according to specifications.
There'saclean split, but nobody
has all the answers.”

A good landscape architect,
spearheading the team, will rea-
lize the contractor has expertise
in field operations such as plant
materials, soil, drainage and in
estimating rough costs. “We en-
courage the use of landscape ar-
chitects and the sharing of infor-
mation,” he said. “*Withthe more
professional firms, there’s more
talking and more of the team ap-
proach.”

Canon, himselfalandscape ar-
chitect, cited the installation work
his firm is now doing on Sears,
Roebuck and Co.’s new corporate-
campus development in Hoffman
Estates, Ill. Reinhold & Vidosh
is working with landscape archi-
tects, the owner, construction
manager and general contractor
to identify problems, issues, de-
sign elements and installation
dates.

Having an LA in the field not
only helps the contractor identify
problems and address them
quickly and efficiently, it makes
anowner more likely to see prob-
lems and want to resolve them.

“Educating a client about the
need for doing landscaping in a
certain way is a major part of the
critical path to completing any
projecttoday,” Canon said. “The
landscape architect and the land-
scape contractor are on the same
side. It helps usdoagood job and
be profitable, and it helps the
owner and general contractor get
what they want.”

Economics plays an important
part in the warming relationship
between landscape architects and
landscape contractors, said Patrick
Moore of Patrick Moore Land-
scape Architecture, Alexandria,
La. The reluctance of the two
disciplines to work together is dis-
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appearing because, he said,
“when I'm busy, they're all busy.”

Moore, an ASLA board mem-
ber and a landscape architect-site
planner, recognizes that acontrac-
tor’s performance can make or
break the reputation of an LA.

“A design can be great on pa-
per,” he said. “But a truly suc-
cessful jobisdoneoutinthe field.”
His fees, in fact, include monitor-
ing installation work after bid-
ding, *“to protect our good name.

“A good, close working rela-
tionship with the people who in-
stall your jobs is the best,” Moore
said. If he spots a problem with
a bid that’s “super low,” or if a
problem develops after bidding,
he will work with all involved to
resolveit. Likewise, ifa contrac-
tor runs into an unexpected prob-
lem that increases the project’s
cost, Moore will go to the client
on the contractor's behalfto seek
a resolution.

IN-HOUSE DESIGN. The relation-
ship between landscape architect
and landscape contractor doesn’t
always have to be atarm’s length.
Increasingly, the two professions
are being practiced under the
same roof,

Design/build firms, where pro-
jects are taken from concept
through construction, are grow-
ing in numbers. Externally, they
offer clients a continuity through
an entire project, with an ease of
planning and communicating as

a job moves from paper and into
the ground. Internally, a design/
build firm creates synergy by hav-
ing its planners and installers
working closely throughout the
duration of a contract and being
able to respond more quickly and
effectively to client requests.

“Essentially, we don't believe
there's any other way to do it,"
said Paul Drummond, director of
business development for Small-
wood Landscape of Naples, Fla.
The firm'sbusiness runs about 50
percent residential and 50 percent
commercial, which primarily
comprises luxury hotels and con-
dominiums in the upscale Gulf
Coast community.

“We need to be in on the first
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meeting withthe engineer, the ar-
chitect and the builder,” Drum-
mond said. *We may, for exam-
ple, suggest situating a house in
aparticular way onthesite to place
the master bedroom one way, the
entrance one way or to provide
more privacy.”

Drummond has seen the rela-
tionship between landscape ar-
chitects and landscape contrac-
tors improve over the past 10
years, as LAs, in general, realize
they lack the hands-on knowledge
they need to develop realistic
plans and offer their clients the
best advice.

But there still needs to be more
communication, since there re-
mains “alack of expertise within

A design/build residential pro-
ject in Naples, Fla. Photo:
Smallwood Landscape Inc.

large landscape architecture firms
about field-related problems from
the contractor end such as types
of plant materials specified or
habits of the plant materials spe-
cified. We benefit (in design/
build) by dealing daily with our
own construction personnel. We
see how decisions cost owners and
what options exist,” explained
Drummond, alandscape architect
himself.

Understanding regional varia-
tions of soils, materials and cli-
mate are critical to developing
plans which meeta client’s short-
termcriteriaand also last beyond
a guarantee period. Drummond
pointed out. A California design
firm can easily plan a project in
Naples if it does its homework in
critical areas. But without under-
standing local conditions such as
Florida's west cost winds and salt
spray from the Gulf of Mexico,
a project would have a tougher
chance at survival in the long-run.

“There’s constant back-and-
forth (between LA and installers),
which reflects our main concern
for the customer, from an aesthe-
tic and maintenance standpoint,”
he said.

While LAs and landscape con-
tractors are “not really in com-
petition with each other,” there

{continued on page 32)

NEW DESIGNS BRING ENVIRONMENTAL IMPROVEMENTS

LANDSCAPE DESIGN OPTIONS in 1992 cover a wide range of
elements. While some are determined by an owner’s taste or a
landscape architect’s inspiration, others are dictated by climate
conditions or even by local or state regulations.

In California, for example, the use of more drought-resistant
materials is becoming popular among both residential and com-
mercial customers, said Thom Maxwell-Miller of Ecosystems Im-
agery Inc. in Encinitas. Well-planned irrigation is also a part of
new projects, since water auditing and management plans will
become state law in January 1993.

The use of “artistic representation” in landscape is also popular
in California, he said. That can include actual pieces of sculpture
or other art, or landscaping elements which are more interpretive
and frame entrances or views of the ocean.

“No job is being done in this office without some kind of en-
vironmental improvements included,” said Patrick Moore of
Patrick Moore Landscape Architecture, Alexandria, La. “It’s a
gold mine."”
dustrial and commercial work — teaches clients about their rela-
tionship with the environment.

An oil-refinery project, for example, comprises trees, which ab-
sorb pollutants and provide visual improvements to the facility;
and also storm water retention and holding which creates a wet-
lands using native plant materials. The water project filters water
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for re-use, saving 100,000 gallons per day, Moore said.

Water management is becoming more important in landscaping
projects in southern Ohio as well, said Gary Thornton of Thorn-
ton Gardens, Maineville, Ohio. Designs are using storm-water run-
off to create retention basins. lakes and wetlands, and on-site
water resources are being used in planting areas.

Lighting has become a “giant area,” Thornton said, with more
lighting being specified in residential plans than there was on com-
mercial work 10 years ago. Lighting of homes today is more for
“showcasing,” said Thornton, with more sensitivity to the way a
project looks and to its beauty.

Other trends Thornton identified are *“a desire to use plant
variations that we quit using 25 years ago” and the desire to
create “‘naturalism™ through a wider range of colorful perennials.

On Florida’s Gulf Coast, “amenities” are the thing, according
to Paul Drummond of Smallwood Landscape of Naples. “People
want to feel like they're in the tropics,” he said, and are installing
“the most phenomenal pool designs.”

These can include waterfalls, cascading spas, bridges and plant-
ings throughout. The outside is an extension of the inside, and it
allows people to enjoy their gardens.

Transforming homes and boat docks makes people “‘appreciate
the value of landscape architecture,” Drummond said. *“The resi-
dence creates a standard of life for them.”
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AS MUCH AS WE
HATE BEING “2, WE
SURE WOULDN'T
WANTTO BE IN
“1'S SHOES.

At Shindaiwa, we make one tough trimmer. Which is why in just 10 years,
our straight-shaft professional trimmers have become the second biggest
selling trimmers in the nation. Leaving some 20 others behind in the dust.

You see, at Shindaiwa we build our family of trimmers to have less
vibration, and more horsepower per cc for the best power to weight of

by a 7-day unconditional money-back guarantee, but by one
of the strongest servicing dealer networks in the
country, and a full line of professional machines
recognized world-wide for their superior
performance and durability. With a
track record like that, who's going
to stand in our way?

. ’IMPI.Y MAKE THEM BETTER.
bt ll 75 SW. Herman Rd., Tualatin, Oregon 97062
For the name of youtr Shindaiwa dealer

call 1:800-521-7733
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Side By Side

(continued from page 30)

remains “a fairnumber” of land-
scape architects who have not yet
left their “ivory towers,” said
Gary Thornton, chief executive
officer of Thornton Gardens,
Maineville, Ohio.

“We've been insomewhat of an
antagonistic situation for years,
and Idon’tknow if we'll ever solve
the problems,” said Thornton.
Landscape architects think of
their work as art, while landscape
contractors will sometimestry to
“see what they can get away with”
to quote the lowest bid.

Design/build is seemingly the
trend in the green industry today,
according to Thornton, but there’s
generally “anawful lot more work
going on than in the past 10, 15
or20years. Therearealotofland-
scape architects working for con-
tractors, and a lot of contractors
who are LAs.”

He called the direction of the
industry today a “dual trend.”
There’salot more good work, big
work, being done by design/build
firms today, and the overall in-

fluence is causing both types (of
the planning-building process) to
expand.

LONG-TERM TEAMWORK. Just as
landscape architecture’s relation-
ship with the development and in-
stallation of a project is growing
closer, so it is, too, with mainte-
nance of that work after it’s com-
pleted. Here, also, economic as
well as aesthetic considerations
make it cost-effective to assem-
ble a team — including the land-
scape architect, landscape con-
tractor and maintenance contrac-
tor — from the outset.

The design-maintenance con-
nection was the focus of a series
of meetings coordinated through
Michigan State University’s de-
partment of horticulture begin-
ning in 1986. One outcome was
the recommendation that de-
signers prepare manuals which
detail both the long-term objec-
tives of a project as well as how
to care for it.

“Once a guarantee is up, a
maintenance contractor quite
often will maintain a site without
concrete direction on what was

intended for the project and the
relationship of the plants,” ex-
plained Dr. Bob Schutzki, an
MSU assistant professor. Al-
though everyone may be perform-
ing *‘by the book,” a project may
suffer without involvement of the
landscape architect at the main-
tenance end.

A contractor, for example, may
follow specifications in backfill-
ing tree wells, and gain the imme-
diate effect, according to Schut-
zki. Long-term, however, poor
soil conditions outside the tree pit
may cause distress in the plants.
After the guarantee period ex-
pires, the maintenance contrac-
tor finds plantings don’t respond
to a routine fertilization program,
and substantial reconstruction —
including aeration and soil modi-
fication — is necessary.

“This should have been ad-
dressed at the beginning,” Schut-
zki said.

Cost of long-term maintenance
should also be a landscape ar-
chitect’s concern upfront, he said,
and is an area where a mainte-
nance contractor’s expertise is in-
valuable.

While a client pays the design-
er’s fee and possibly $100,000 for
construction, maintenance costs
are often overlooked early on.
When maintenance bids range
from $13,000 to $25,000, people
ask, “What aren’t we getting for
$13,000? How would this low bid
affect long-term quality?”

Had the owner anticipated
$25,000 in annual maintenance of
the project, its scope may have
been altered in the design stage,
said Schutzki.

“It’salandscape architect’s re-
sponsibility to be an adviser to
the client, and to make the client
aware of short-term and long-term
considerations,” he said.

Moore’s firm has addressed
clients’ long-term maintenance
needs by the addition of a site-
management company to his de-
sign/build firm. The site-mana-
gement fee provides for inspec-
tion “forever” of third-party
maintenance work.

“In many cases, an owner puts
out a set of (maintenance) specs
that say ‘mow, weed, edge, ferti-
lize and make it look good, ™

(continued on page 83)

SS8030

TURF TRACKER

Our zero-turning radius Turf
Tracker is designed for use on
residential and small to mid-

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

Canton, Ohio 44705
(800) 872-7050

(216) 453-0770

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
6'2 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
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GROWTH STAGES

FORTHE CRABGRASS
THAT JUST GOT UP,

ACCLAIM NOW, OR ACCLAIM NOW, OR ACCLAIM NOW!

AND THE CRABGRASS THAT GOT AWAY.

Crabgrass that gets up and away can products commonly leave in lawns.

get you in trouble with customers. That’s Acclaim won't delay your seeding

why you can't afford to ever be without or reseeding programs, either. It can be

Acclaim” 1EC Herbicide. tank-mixed with other herbicides, and it
It’s the only herbicide you can count  fits any IPM program. Best of all, you can

on to control crabgrass from one treat 1,000 square feet of ryegrass,

leaf to five tillers prior to seed head | fescue, bluegrass or Zoysiagrass with

formation. And, with Acclaim, you Acclaim for small change.

don’t have to worry about the ugly @ So anytime crabgrass is on the

brown patches those old arsenical u run, stop it cold — with Acclaim.

ACCLAIM.

Your reputation is worth it.

Follow label directions carefully
ACCLAIM and the nume and logo HOECHST are registered trademarks of Hoechst AG. The name and logo ROUSSEL are registered tradernarks of Roussel Uclaf S.A
Marketed by Hoechst-Roussel Agri-Vet Company, Somerville, NJ 08876-1268 © 1962
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The benefits

of landscaping
can't be denied,
but landscape
contractors and
landscape
architects must
become more
vocal in promoting
this to appraisers
and the general
public.

By Julie A. Evans
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INTERPRETING VALUE

LANDSCAPING:

AN INVESTMENT THAT
TAKES ROOT AND GROWS

IT'S ONE FOR the history books. The '80s decade and its carefree
spending days are over.

In its place, a much different decade has emerged. Words like value
and quality have become the buzzwords as cost-conscious consumers
tighten their purse strings and demand more “bang for the buck.”

For the service industry, this shift in public demand requires fresh
marketing strategies. What worked in the '80s may not be so effective
inthe recession-cramped, sobered-up "90s. And for the landscape con-
tractor, this means a renewed emphasis on the value of landscaping
— aesthetically and financially.

Value sells.

EXAMINE THE FACTS. Consider the marketing advantage: Landscaping
is an investment that returns financial, aesthetic and health rewards.
How many industries can make that claim?

Ironically, one of the first major studies of the value of landscaping
was completed during the spending frenzies of the '80s. In 1986, the
“Weyerhaeuser™ study was commissioned by the Nursery Products
Division of Weyerhaeuser. (Weyerhaeuser has since divested itself of
its nursery division.) It included original research by the Gallup Organiza-
tion, Trendnomics and the National Gardening Association. Among
its many findings:

* New home buyers and buyers of previously owned homes estimated
that landscaping adds 14.9 percent to the value or selling price of their
home on the average (Gallup Organization).

* Sixty-two percent of all U.S. homeowners consider landscaping a
good or better investment than an investment in other types of home
improvements, including Kitchen and bathroom remodeling. Also, a
majority of homeowners agreed that landscaping holds its value com-
pared to other types of remodeling.

* Ninety-five percent of real estate appraisers agreed that landscaping
adds to the dollar value of residential real estate; 86 percent said that
landscaping adds to the dollar value of commercial real estate.

The Weyerhaueser study is now six years old, but many within the
landscape industry still quote from it and point to it as an authoritative
source. Regrettably, the study is out of print.

Bruce Butterfield, executive director for the National Gardening
Association, Burlington, Vt., was responsible for much of the study’s
statistical research. He said the data is still fairly accurate, but voiced
one concern: that the current economy has forced real estate values
down in certain markets. This could somewhat skew statistics about
the value of landscaping in a depressed housing market, he said.

This year, the industry awaits the results of a new study on the value
of landscaping and its impact on commercial real estate. A coalition
headed by the American Society of Landscape Architects, with finan-
cial assistance from the American Association of Nurserymen, the
Associated Landscape Contractors of America and the California Land-
scape Contractors Association, has commissioned the Urban Land In-

Lifescapes, an Atlanta-based firm,
installed a multilevel swimming pool
and spa with a waterfall to over-
come a sloping site.
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stitute, Washington, D.C., tocon-
duct research on this topic.

According to ULI Project Di-
rector Michael Bayard, the na-
tional scope of the study makes
it a first for both the real estate
and landscape industries.

The study will examine lar
scape features, techniques and
amenities, and assess their value
to real estate developers. It will
also consider the value of land-
scape amenities to the users and
tenants of developments and the
public at large.

“We recognize that we won't
be able to put a dollar figure on
value, and that value will vary by

location,” he said. “Butwe think
we'll be able to learn some general
lessons about which of the ameni-
ties are valued most and also de-
termine whether they add value
to the renters, whether they add
value to tenants organizations...”

To conduct the study, the ULI
will go on site to approximately
adozendevelopments throughout
the country, ranging from residen-
tial to office parks, and conduct
interviews with representatives
of tenants organizations, public
agencies and real estate brokers.

As ASLA focuses on new re-
search, acouple of green industry
associations are conducting suc-
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cessful public relations cam-
paigns with “recycled” informa-
tion.

Lastyear, the ALCA releaseda
colorful brochure entitled **Land-
scaping: It Works for Everyone!™
The brochure is intended as a
marketing piece to help sell cus-
tomers on the value of landscap-
ing. Among its proclamations:
Landscaping adds 15 percent to
the value of a home; screens
unpleasant sights and sounds;
cleanses the air by absorbing
ozone and producing oxygen; and
keeps temperatures down.

While these facts and figures
may be old news to the landscape

community, many potential cus-
tomers will find the information
new and noteworthy.

According to Debra Dennis, ex-
ecutive director for ALCA, the
brochure premiered at the Green
Industry Expo in November. In
just 30 days, it sold out its first
print run of 15000 copies.

*The exterior landscaping divi-
sion (of ALCA) felt there was a
need to educate the consumer on
the importance of landscaping,
both as an investment and to the
environment,” she said. “A sec-
ondary reason was to provide
landscape contractors with a
marketing tool they canuse inthe
residential market.”

Rick Doesburg, vice president
of sales for Thornton Gardens,
Maineville, Ohio, chaired the
committee that coordinated the
project. He said the information
for the brochure came from the
Weyerhaeuser study and other
sources.

“Anytime | see anything like
that I save it,” he said. "l use the
information in sales presentations
to the client. Anytime you sell
anything, you should have the
facts and benefits why people
should buy.”

Doesburg said that the com-
pany has been selling its clients
on the value of landscaping for
years by using facts and figures
similar to those in the brochure.

“I've been teaching my sales
staff for 20 years that you have
to sell benefits,” he said. “This
brochure is put together to help
those companies that don’t know
how to sell.”

Doesburg added that the bro-
chure provides an authoritative
voice fromaneutral source, “not
a Thornton Landscape brochure.”

ALCA plans to release another
marketing brochure, thistime for
the commercial landscape mar-
ket. According to Dennis, produc-
tioncould beginasearly as spring;
however, the association may de-
cide to hold off until results from
the ULI study are released in the
fall.

The Garden Council of Chi-
cago, 11, also has produced a
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HEALTHY LANDSCAPES = HEALTHY LIVES

THE LATE '80s AND early '90s have sig-
naled a positive trend in environmental
thinking. As stewards of the land, mem-
bers of the green industry should trumpet
the health benefits of a well maintained
lawn and landscape.

According to statistics:
A 50-square-foot lawn produces enough
oxygen to meet the needs of a family of
four. At the same time, the lawn is absorb-
ing carbon dioxide, hydrogen fluoride and
perosyacetyle nitrate.
Turfgrasses sweep 12-million tons of dust
and dirt from the air annually. The root
mass and soil microbes filter and break
down pollutants in water flowing into un-

derground aquifers.
A healthy and dense lawn is an efficient
erosion prevention system. Healthy and
dense lawns absorb rainfall six times more
effectively than a wheat field.
The front lawn of an average house has a
cooling effect that is double the power of
that home's central air conditioning sys-
tem. Eight average front lawns have the cool-
ing effectiveness of a 70-ton air conditioner.
But grass is not the only environmental
ally. Landscape plants provide an enor-
mous boost to the ecosystem. In *“Valua-
tion of Landscape Trees, Shrubs and Other
Plants,” the International Society of Arbo-

riculture lists a number of proven benefits
culled from research. They include:
Shade from trees provides human ther-
mal comfort. Deciduous trees block up to
90 percent of sunlight in summer and
reduce home cooling costs.

Plants reduce the impact of air and noise
pollution. Their foliage absorbs sulphur
dioxide and ozone, two major pollutants;
as well as absorbs carbon dioxide and
releases oxygen.

The eighth edition of Valuation of Land-
scape Trees, Shrubs and Other Plants’’ is
due in June. For more information, contact:
ISA, Leal Park, 303 West Univ. Ave., PO.
Box 71, Urbana, IL 61801; 217/328-2032.

marketing tool for landscape con-
tractors. The “Yard and Garden
Remodeling” kit, co-sponsored
by ALCA and the National Land-
scape Association, isdesigned to
educate consumers on the rewards
of a landscape investment. In-
cluded is a formula that allows
homeowners to calculate their fi-
nancial return on a landscape re-
modeling investment.

The formula is based on a study
by Money magazine that reports
landscaping as having arecovery
value of 100 percent to 200 per-
cent, “if it is well done and har-
monizes with foliage nearby.” The
recovery value is compared to that
of a kitchen renovation (70 per-
cent to 125 percent) and a bath-
room renovation (80 percent to
120 percent).

Response to the kit has been
“tremendous,” said Christine
Kane, spokeswoman for the Gar-
den Council. This March, the kit
receives widespread exposure
when it’s featured in the eight-
million-circulation Better Homes
and Gardens magazine.

WHERE'S THE BEEF? Although
consensus within the real estate
industry is that landscaping adds
value to a property, little has been
published (outside of the Weyer-
haeuser study) to back up those
claims with hard data.

The Appraisal Institute, the Na-
tional Association of Realtors and
the Council of Tree & Landscape
Appraisers were all contacted for
this story, and not one of them
could point to a single study that
definitively linked home sales and
appraisal values with the value of
landscaping.
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Michael Cannon of Appraisal
and Economic Associates, Mia-
mi, Fla., blames the landscape
industry, in part, for this void of
information. He said that the role
of landscaping comes up often
during the appraisal process. If
two homes of comparable worth
are on the market, one that is land-
scaped and one that is not, the
landscaped home would ““in most
instances sell for more, and always
sell faster,” he said.

But Cannon said that landscape
contractors and landscape archi-
tects are not vocal enough in pro-
moting this value toappraisers and
the general public.

As an example, he pointed to
a recent project to construct a
monorail in Dade County, Flo-
rida. Initial plans called foralarge
investment in landscaping, he
said, but as construction costs
soared, landscaping was one of
the first budgets to get slashed.

“Government agencies will cut
costs of landscaping when other
building costs get too high. The
landscape industry should argue
that point,” he said.

As for the Dade County pro-
ject: “Itlooks like hell,” he said.
“They shouldn’t have cut land-
scaping. Shame on the industry
for not having more clout than the
concrete people.”

Cannon’s claims — that ap-
praisers lack input from the land-
scape industry — is supported by
the Weyerhaeuser study. It re-
vealed that the majority of real
estate appraisers felt that they had
not been provided with adequate
guidelines for evaluating and ap-
praising the dollar value of land-
scaping.

However, the publication of the
ULI study would close that infor-
mation gap.

Real estate brokers and land-
scape contractors are generally in
consensus that landscaping adds
to the dollar value of a property,
but the questions remain: to what
extent and how is it measured?

“Homes that have a well thought
outlandscape, anattractive land-
scape and one that might be easier
to maintain will definitely have
their sales price enhanced, if
nothing more than to the extreme
price,” said Larry Rowan, mana-
ger for Coldwell Banker’s
Schaumburg, I11., office. “Butit’s
hard to generalize. All the land-
scaping in the world isn’t going
to help out a home that needs
repair or aninterior that needs up-
dated.”

Rowan quoted a rule of thumb
that he’s heard, that 25 percent
of the value of the home ought to
be spent on landscaping. ““I can
think of $250,000 to $300,000
homes where $30,000 has been
spent on landscaping. Those
homes will sell.”

Butit’s quality, not quantity that
counts when homes go up for sale,
he added. *“‘Landscaping has to
fit the community. That’s where
some of our customers may lose
touch with reality.”

He said landscaping that is out
of step with the community could
actually hurt rather than help re-
sale efforts.

Joe Skelton, co-owner of Life-
scapes, a design/build firm in
Atlanta, mentioned curb appeal,
acommon term for the real estate
industry.

“Landscaping is perhaps the

most important factor in getting
someone to look at your house,”
he said. ““That curb appeal can
determine whether someone is
going to look at your house at all.
If someone does a kitchen reno-
vationand installs expensive car-
peting, but only spends one per-
cent (of the home’s value) on land-
scaping, there will be potential
buyers who will not even come
to that door because the overall
appearance is not nice.”

Skelton said it is not unusual
for clients to contact him prior to
placing their homes on the mar-
ket. “In Atlanta, the resale market
is very competitive. A lot of cli-
ents invest money in landscaping
before they put a house up for sale,
like replacing worn carpeting be-
fore selling. Ina competitive real
estate market, any little thing can
turn off a potential buyer.”

Skeltondoes his part to promote
the value of landscaping to the
community. He has written seve-
ral articles on the subject for con-
sumer publications such as Arlan-
fa magazine.

IN THE BEHOLDER'S EYE. “Rare-
ly do we tie landscaping to finan-
cial benefits,” said Tom Lied,
president of Lied’s Landscape
Design and Development, Sus-
sex, Wis. “Mostof the clients are
looking for personal benefits.

“We feel that the value of land-
scaping is relative to the quality
of life. So the primary question
is, how do you want to feel about
your landscape?’ "

But Lied added that he occa-
sionally fields questions about the
financial rewards of the land-
scape. “‘Our installation work is
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one of the things that grows in
value. If the landscape was well
designed, it will mature and be-
come more valuable.

“Buy a car, drive it out of the
showroom, it’s worth less. Buy
a landscape, and each year it in-
creases its value,” he said.

Lied said that a number of fac-
tors should gointo calculating the
value of a landscape. “How uni-
que is the landscape and how
widespread will its appeal be to
a cross section of people? A per-
sonalized landscape may increase
the value, but may appeal to a
more narrow cross section of peo-
ple,” he said.

Lied said he once did an infor-
mal study that compared a land-
scape installation with other in-
vestments. He found that if some-
one invested $200 in gold and kept
it for 10 years, or invested that
$200 in a sugar maple tree, the
tree would have been the better
investment.

Also, clients have told him that
landscaping helped them sell their
homes faster.

“A home is an emotional invest-
ment. It just happens that real

estate landscaping appreciates
in value and becomes one of
people’s best investments over a
lifetime, not because of con-
scious choice, but because they've
developed a pleasing environ-
ment.”

To Lifescapes’ Skelton, selling
clients on the value of landscap-
ing is a two-pronged process.

“Part of it is the value of land-
scaping in general, the other is
the value of our own professional
services,” he said. “It’s impor-
tant for clients to understand the
value of landscaping in general.
It’s going to ensure they do some
landscaping — but not necessarily
with my company.

“I want to find out what my
client’s long-term goals are.
There’s one value ifit’s for resale,
another value if it’s for personal
enjoyment and another value if
it’s for taking away negatives.”

To express that value in con-
crete terms, Skelton suggests that
at least 5 percent of the home’s
value should be spent on land-
scaping. But he emphasized that
he only uses that 5 percent figure
to gauge a client’s reaction.

“People will spend any number
on their house, from a portion of
1 percent of the value of their
home to 20 percent of the value
of their home. I want clients to
think of at least 5 percent of the
value of their home as a starting
point in landscaping. That is a
budget that would allow the ex-
terior of theirhometo be in keep-
ing with the quality of what they
spend on the inside,” he said.

The problem, Skelton said, is
that when expressed as a percen-
tage of the value of a home, land-
scaping cansound like anexpense
too high to justify.

“Someone is building a million
dollar home and you tell them 20
percent. They say, ‘$200,000 is
whatIshould spend onlandscap-
ing?” ”

The solution, Skelton said, is
tooffer amasterplan with several
phases.

“If someone can’t budget 4 or
5 percent when they’re building
a new home, I can understand,”
he said. “They have other things
they need to spend money on, but
I'd rather have them understand
that they need a master plan, and

in the master plan’s first phase
start building toward a well-
planned landscape.”

Also important is determining
the client’s goals for the property
— whether the home is a long-
term investment or one that will
be back on the market in under
five years. The scope of the master
plan would depend on how long
the client plans to keep that pro-
perty, he said.

Skelton added that when he
sells aservice, he communicates
that all landscaping is not valu-
able. “A lot of people think that
do-it-yourself landscaping is go-
ing to be just as valuable. But
unless you are an expert or have
had professional help...

“Ifthey invested $100 with Life-
scapes, I feel confident that it will
return $100 to $250. If they call
XYZ company, my feeling is that
it would not return nearly the
percentage as it would when they
investinanexperienced, compe-
tent landscape designer.” A

The author is Associate Editor of
Lawn & Landscape Maintenance
magazine.
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GRASPING

OMPOST
ONCEPTS

Compost applications can
improve plant health, reduce
land(fill storage and increase
your bottom line.

By Rod Tyler

THE GOVERNMENT IS mak-
ing it more difficult for land-
scapers todo business these days.
And while burdensome, state
mandates to find alternative
sources for the disposal of land-
scape waste is an obligation the
industry must prepare for,

But the issue doesn't stop there.

Landscapers today face a di-
lemma of simple or complex dis-
posal of their landscape wastes.
Landscaping over the years has
been a service-related business.
Customer is king, and giving that
customer the best often pays big
dividends in the end.

The same should remain true
in compost applications.

Therefore, this is the begin-
ning inaseries of articles that will
focus on how to make the land-
scape contractor a more know-
ledgeable and resourceful person
inthe eyes of the customers. This
article will discuss the simple
method of disposal i.e., taking
material to an existing composting
facility operated by acommercial
company and paying atipping fee.
A future article will focus on a
more complicated method of dis-
posal — operating your own com-
post facility.

There is a maze of complica-
tions that landscape contractors
are exposed to due to the nature
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of regulations surrounding the
compost field. These regulations
concern the inflowing material in
the raw waste form, and the out-
flow material in product form.

Currently, both are being re-
viewed and various ideas on what
compost is and how it should be
made are currently being discus-
sed at the state and national level.

As the compost field struggles
to identify what quality compost
is and the correct uses of various
compost products, landscape con-
tractors cannot lose focus of what
they do best, which is servicing
customers with quality landscape
work.

To reach this objective, there
is a vital need to create a starting
point from which all end products
arederived. Many large, success-
ful landscape contractors have
chosen to take the route of least
resistance with the waste dilemma
by paying tipping fees. However,
they have directed some of their
energies that would normally be
used to operate their facilities and
have putthemto use inother areas
still related tothe compostarena.

FINANCIAL CONSIDERATIONS.
The efforts have paid off as testi-
fied by many landscape contrac-
tors incorporating compost as a
new product or program offered

COMPOST APPLICATIONS

to customers. Notonly does such
a program eliminate waste from
landfills, the end product provides
anumber of opportunities to con-
vert horticultural wastes to usable
materials, and returns beneficial
nutrients to the environment.

For instance, it may make ex-
cellenteconomic sense foracon-
tractor who is already inthe main-
tenance business to offer addition-
al maintenance practices such as
topdressing with compost, core
aeration with overseeding and
some type of bed renovation on
a yearly or bi-yearly basis,

In this manner, they can bring
additional income-producing ser-
vices to a portfolio of professional
services they currently offer, giv-
ing customers an increased menu
from which to choose.

Rick Thomas, presidentof R G.
Thomas Landscape & Design in
Akron, Ohio, first started using
compost from a commercial com-
post facility in Akron about five
years ago. TechnaGro, as it is
called, is a high quality Class |
sludge compost that has approx-
imately 70 percent organic mat-
ter and excellent soil condition-
ing properties.

Most major metropolitan areas
already have some form of com-
mercial compost products avail-
able. Availability is projected to
increase due to state laws banning
yard wastes and sludges from
landfills.

Thomas first started using the
product in ground cover beds as
replacement for peat moss. Ini-
tially, he used the product on ap-
proximately 10 percent of his jobs.

“The growth rate was observed
to be one-third more than with
peat moss at about one-third of
the cost.”” Thomas said. He has
now increased the use of compost
inall of his planting jobs in place
of peat moss, and vows that the
results have far outweighed any
results comparable to peat.

SELLING BENEFITS. Many con-
tractors may skimp slightly on
peat moss due to the high cost,
but with composts locally pro-
duced, the cost factor allows much

more liberal usage. Thomas' ex-
citement has carried over to the
extent that he is now involved in
a county extension program (o
help educate and gain feedback
from the green industry.

“The education of customers
isanextremely valuable and use-
ful tool in making them aware of
the product and the problem that
we face inour industry,” Thomas
said. "I look at compost as an-
other product and service I can
offer 1o increase my profession-
alism in the marketplace.”

Thomas has chosen to take his
waste 10 a commercial compost
facility and pay atipping fee, and
has heavily promoted the “Don’t
Bag It"" campaign.

“There are always customers
that want you to pick up clip-
pings.” he said, “however, re-
search has shown that when grass
clippings are left on the lawn, no
adverse affects occur.

Thomas has learned to sell the
benefits of compost to customers
in the initial planning stages.

“We really try to let them un-
derstand the full benefit of what
they are getting from the com-
post,” he said. “'If they are com-
paring my plants and prices to
another contractor’s package
without compost, we want them
to understand that we have a sig-
nificantedge in survivability and
plant growth. We have less than
a | percent replacement rate since
we started using compost.”

These are impressive statistics
for the drought conditions which
have occurred inthe maintenance
industry the past few seasons.

The concept of landscape con-
tractors learning to sell compost
within their normal product or
servicelinesisespecially strong.
By replacing peat moss at about
one-half the cost, the contractor
is able to keep the difference
or pass part of the savings on to
the customer. Either way, an in-
creased profit results.

Forexample, ona$50,000 job,
as much as $5000 of peat may
be needed. If compost is used in-
stead, at half of the cost, the bot-
tom line increases 5 percent. Re-
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SELLING

COMPOST

COMMERCIAL
PRODUCT
TECH SHEETS

freshing news for anindustry that
has historically been victim to
eroding margins.

Many landscape architects are

taking notice of the benefits of

compost and have started to in-
clude the material in their speci-
fications. By requiring approx-
imately 20 percent of the grow-
ing materials to be composted,
they can help ensure success for
all parties involved.
Thearchitect wins because the
project succeeds and reflects his
original rendition on paper. The
contractor wins because plant mat-
erial thrives and is mre drought
tolerant. And the supplier wins
when compost demand increases.

Landscape Contractor,
Project Inspection
or Sales Call

J

QUALIFY NEEDS

Ask Questions --
Who, What, Why, Where,
When, How, Which

4

ORGANIC NEEDS
DETERMINED

ol

CATEGORY

Together, Decide Which Product

is Best for End Use

Which Compost Best
Suits Customers’ Needs?

PHOIMS Checklist

y

PRACTICAL APPLICATIONS. Lcg-
islation is presently being con-
sidered in many states to mandate
compost usage on state jobs. Pro-
blems often arise during state jobs
when an alternative material is
proposed, unless the materials are
already listed as acceptable equals
in state handbooks.

Several other successful con-
tractors are starting to offer many
compost-related programs. Some
are offering to use the products
in new seedings for turfgrasses
by taking a two-inch layer of com-
post, tilling into a depth of six in-
ches and then planting directly in-
to the rototilled mix.

Another program includes aera-
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tionand overseeding options that
link overseeding followed by a
topdressing with a compost. As
the compost sifts down into the
holes and is blended with the
thatch layer, the agronomic and
fertility aspects of growing and
maintaining a lawn improve sig-
nificantly.

Compost can also be used as
a topdress, which in some ways
is similar to many organic lawn
care programs. Tom Brunner,
president of Personal Lawn Care
in Avon, Ohio, has been using a
finely screened compost for top-
dressing lawns for three years.

“We have seen a strong re-
sponse on growth and drought

Whether you're making or buy-
ing the compost, all land-
scapers play an important role
in the compost process.

tolerance over a period of time.
New seedings especially seemto
do well,” Brunner said.

Compost has a natural balance
of fertilizer with about 25 percent
of the nitrogen being available,
which means burn potential for
new seedlings is extremely low.
At the same time, the moisture
retaining properties help germi-
nation and growth stay near op-
timum conditions.

“*Good compost stays put a lit-
tle better than peat, and holds
moisture well. We use a pancake-
type approach in new seedings
that seems to work best. When
topdressing, we usually shoot for
1/8-10 1/4-inch application rates.”

Therealbonusis whenthe three
pounds of nitrogen per 1000
square feet is delivered overalong
period of time. The three pounds
of nitrogen is approximately 25
percentimmediately available and
is based on an 1/8-inch applica-
tion rate.

Dennis Barriball of Hemlock
Landscapes, Chagrin Falls, Ohio,
has had extreme success using
compost in planting bed renova-
tions.

“We use it in every bed prep
job that we do,” Barriball said.
“We try to educate the customer
as to the benefits of compost and
the more we work with the prod-
uct, the easier it is to describe to
the customer.

“An increase in root develop-
ment in each case has helped the
plant help itself. We also have bet-
ter drainage because the compost
provides better air and water
movement.,” Barriball said. Each
time plants are transplanted, there
is a shock which is eased by the
use of compost.

“We use very little pre-planting
or post-planting fertilizers. We
use compost as a bed prep for
perennials each year in lieu of a
commercial fertilizer,” he added.

An older, proven practice re-
gaining popularity is vertical
mulching. Vertical mulching in-
volves boring a hole in the root
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zone of existing trees and either
filling it with some type of ma-
terial such as pea gravel or sand,
or just leaving the hole open.
Providing air and drainage to
plantroots to keep them from suf-
focating in heavy clay soils is a
key for many arborists. Compost
has been used as a vertical mulch
inafew cases, but notextensively.
“The trees that benefit the most
are in mature areas that receive
alot of traffic or have poor soil,”
Barriball said. Compost provides
plenty of air, absorbs moisture
and releases nutrients evenly to
help feed tender roots.
Composts may be used suc-
cessfully for backfill materials to
help increase the survivability rates
of plants in drought situations.
“We used Soil Magic (a prod-
uct from the Akron Compost Fa-
cility) in a state job recently due
to the fact the material was al-
ready pre-packaged and pre-
measured,” said Terry Stout, vice
president of R.B. Stout Co., Ak-
ron. “This lended itself very well
tothe size of the holes that we were
digging to plant trees in. It was
easy to work with inspectors that
were incharge of the highway pro-
ject because they could see within
a short amount of time that we
were dividing evenly one bag of
compostineach of the three holes
that we were digging.”
Stout reports many benefits to
working with existing soil when-
ever possible. Often times, the use

of animported material for back-
fill gives the plant a “‘potted” ef-
fectin that once it reaches the ex-
isting soil outside the backfill mix,
it is unable to grow at the same
rapid pace.

“‘As faras costs go, the bags pen-
cil out to be slightly less expen-
sive when you consider all of the
costs associated with the labor of
transporting small portions of bulk
materials on a large site,” he said.

“Once the state sees the benefit
from programs like this where
there is a potential cost savings over
peat moss, the acceptability will in-
crease dramatically,” Stout added.

ONGOING ANALYSIS. There is no
doubt that seeing is believing.
Several universities have con-
ducted research with sludge and
yard waste composts yielding en-
couraging results. However, the
amount of research needed to
determine which of the millions
of plants on earth respond posi-
tively or negatively to each type
of compost is staggering.

Field trials and landscape ex-
periments continue to be in-
valuable in providing feedback on
compost product performance.
Occasional variations have been
observed not only among various
plant families, but within the same
species as well. The general rule
of thumb of a one-inch applica-
tion ratetilled toa five-inch depth
(or about 20 percent) is safe with
most landscape plants.

RECOMMENDED TESTS AND ACCEPTANCE
RANGE FOR COMPOST

This 20 percent ““thumb rule”
has been reinforced with research
performed by Dr. Elton Smith at
The Ohio State University in Col-
umbus, Ohio. Inthe last few years,
Smith has involved several popu-
lar landscape plants in conduct-
ing research on various composts.
Knowing when *“‘too much of a
good thing™ is detrimental to plant
growth becomes vital in develop-
ing guidelines for users.

By varying application rates of
composts, Smith has beenable to
determine ideal compost applica-
tion rates for many perennials and
annuals.

Large landscape contractors
who have nurseries have used
compost in their fields, topdressed
in bulk form, and tilled in the
material prior to planting. Approx-
imately one full year has been cut
from many of the growing cycles.
This has been done successfully
with many plant varieties, espec-
ially those with longer, five- to
seven-year cycles.

The implications of this type
of field usage are twofold. First,
the savings of the extra year of the
growing cycle is significant. Sec-
ond, the survivability of the plant
theoretically increases when it
goes to the job site to be planted
ina landscape setting. Commer-
cial nurseries have also capital-
ized on compost.

“Any organics added to de-
pleted fields just makes common
sense,” said Gail Ruckel, presi-

PHYSICAL TESTS: Particle Size Analysis. 100% should pass through a one-inch screen.
PATHOGEN FREE: Time and temperature minimum 55 degrees Celsius for three days;
pathogens destroyed by intense heat over time; process to further reduce pathogens
(PFRP) achieved within EPA guidelines.

HEAVY METALS: More potential concern with sludge and MSW compost; Cadmium 12.5
ppm, lead 500 ppm, CaZn .015.

ORGANIC CONTENT: Percent of organic matter should be consistent with source; ranges
from 30% to 75% depending on source.

INERT CONTAMINANTS: Glass, metal, plastic, etc., ideally should be 1% to 3%; future
standards may allow up to 5% by weight for MSW composts.

P
H
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free carbon.

MATURITY: Compost should be stable; variety of tests available; 02 uptake tests, plant
assays, etc; immature composts draw valuable nitrogen from soil for further breakdown of

S=

ommended application rates.

SOLUBLE SALT INDEX: Conductivity tests; safety may depend on compost application
rate; ideally less than one mmhos; acceptable ranges of one to five mmhos if used at rec-

The PHOIMS method is an easy way to remember what to look for in a compost. Credit: Kurtz Bros.
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dent of Warner Nurseries. “If you
are going to re-use your soils, it
is an investment. Using compost
isanaffordable option compared
to peat moss.”

Peat moss has been one of the
only alternative organics to use
inthe nursery, but typically turns
outto be very expensive. With ap-
plication rates being similar for
both, compost ends up being
about one-third the cost.

“The vigor and growth seems
very even in fields this year, es-
pecially for a drought year. We
want to give all of our plants the
best chance to live, regardless of
what situations they are planted
in,” she said.

Logic dictates that a plant grown
ingood soil and transplanted will
have abetter chance for survival.

One area that contractors can
help indetermining their own des-
tiny is providing feedback for pro-
ductstandards. The current play-
ing field for all compost products
is somewhat argumentative and
generic.

There is work currently being
done at the Solid Waste Com-
posting Council to actually deter-
mine what “‘compost” is. Com-
post production facilities that help
ensure the compost is ready for
sale. By using such criteria, all
perts agree that compost is only
suitable for use after it is finally
cured, and has no properties det-
rimental to plant growth.

The criteria that the industry
currently needs feedback on is
spelled out in a word that is easy
to remember — “PHOIMS”.
These letters represent recom-
mended tests conducted at com-
post production facilities that help
ensure the compost is ready for
sale. By using such criteria, all
landscape contractors may be put
on a level playing field when us-
ing compost products intheir bids
for future projects.

With the commercial use of
compost being so new, it gives the
green industry a unique oppor-
tunity to keep integrity in such a
young market. As more and more
landscapers and contractors get
involved in using compost prod-
ucts, it will be important for them
to match available services that
they currently offer with addi-
tional income-producing services
that are related to compost. ®

The author is director of product
and market development for Kurtz
Brothers, Cuyahoga Hts., Ohio.
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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 ClUalbex
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

WALKER MFG. CO. * 5925 E. HARMONY ROAD, FORT COLLINS, CO 80525 » (303) 221-5614
USE READER SERVICE #21




BOB BARNES’
Creative Annuals is
the “Ferrari™ of the
flower industry, he
said. “'If you want a
Ford, call someone
else. We don’t work
for everyone.”
Barnes can afford
to be choosy. His
1991 sales reached
$250.000 — not bad
for abusiness whose
primary service is to
design, install and
maintain begonias
and impatiens on just
60 to 75 beds a year.
Actually, the begon-
ias are not your or-
dinary, garden-style
variety of plants.
Barnes” “‘monster”
begonias grow 3 to
4 feet high in his
special soil-less mix

While Barnes may offer one of

the more unusual flower installa-
tion and maintenance services,
many businesses now offer seas-
onal color, either as a stand-alone
business or add-on service. And
with good reason: Faced with a
tough and competitive business
climate, property owners and
managers have turned to seasonal
color to attract new tenants and
customers.

Cynthia Harper and Joe Burns
founded Color Burst in Atlanta,
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COLOR
CHANGEOUTS

CREATE DAZZLING DISPLAYS

As businesses clamor for prospective
tenants and clients, many are turning to seasonal color to
draw them through their doors.

By Julie A. Evans

Ga., in 1987. Since then, they've
watched their revenues grow to
$1.5 million. Their primary ser-
vice: seasonal color of commer-
cial properties.

Color Burst also runs a Nash-
ville office and handles accounts
in Huntsville and Birmingham,
Ala.

Prior to Color Burst, Harper
worked for a landscape mainte-
nance firm in Atlanta. “We found
that most landscape maintenance
workers' first priority is to get the
grass cut, then if they have time,

Seasonal color is a blg business, requiring anywhere from three 10 six changeouts in one
year on a given property. Photo: Color Burst.

tend to the flowers.”

Now Harper sees an increas-
ing number of landscape main-
tenance firms involved in seasonal
color. “There’squite abitofcom-
petition from landscape main-
tenance companies. They see it
also as anadditional source of in-
come.”

AtColor Burst, seasonal color
requires changeouts three times
a year. Mid-April through May,
they install flowers for summer
color. Then, a partial changeout
occurs during the short season,

late August through
mid-September. Late
summer flowers such
as marigolds, mums
and petunias are
planted to perk up the
landscape. Finally,
pansies are planted
beginning in Octo-
ber, and bulbs are
planted in December.
“*Some annuals
will not look good
through the entire
growing season,” she
explained. “For ex-
ample, petunias
planted in May start
todecline inlate sum-
mer. We replace
them with marigolds
to brighten up the
display and move
toward fall colors.”
Color Burst's stra-
tegy works: In 1991, Color Burst
installed close to one million
flowers on 160 accounts. Ten full-
time employees in the Atlanta of-
fice and three full-time employees
inthe Nashville office install and
maintain the accounts, along with
25 to 30 part-time employees.
And business growth contin-
ues. “‘Commercial properties
have so much competition for
tenants, they need to draw atten-
tionto the property,” Harper said.
*Seasonal color is the best way

(continued on page 44)
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CLIP yourself free. That's right, now
you can cut out all that restrictive
paperwork with CLIP, the Computer-

1ized Lawn Industry software Program.

With CLIP, you're in control of
your day, accomplishing in minutes
what used to take hours. Scheduling,
routing, billing and account service
are reduced to minor tasks. Sound
incredibly simple? It is.

What makes CLIP so simple is
its menu-driven design. Everything
is done with the touch of a button.
Even if you've never used a compu-
ter, you can use CLIP. Just acknowl-
edge the status of each job and CLIP
does the rest.

New information is instantly
posted to applicable accounts. Route

n Yor N to CLIPS questions

sheets are automatically printed in
the most efficient geographical order
possible. Up-to-the-mmute bills,
statements and financial reports are
produced on command.

But there's more.

Practically anything you can
think of to make your |()|) faster and

Now Shipping
New Demo Version 3.4+

easier has already been programmed
into CLIP. That's because the system
was designed by a team of efficiency
and computer experts working in
the lawn industry. They even made
learning CLIP instinctive by using
your work language and processes.
So what are you sitting there for?
Cut vourself a break.
Call for the latest
demo today.

1-800- 635-8485

TP - iﬁ...Cuts Paperwork Down To Mmutes A Day.

butg, M1 208

Illl RIAD- '-VICI 336




Color Ch

(continued from page 42)

to draw attention.”

Seasonal color is a specialty,
but it’s not confined to specialized
businesses. Environmental Indus-
tries, Calabasas, Calif., has been
offering annual color since the
company was founded, said Pam-
ela Stark, corporate vice presi-
dent. But she's seen a significant
increase in marketplace aware-
ness recently.

“Especially right now with the
economy the way it is, everyone
is scrambling for it (seasonal col-
or),” she said. “Everyone wants
to stand out from a competition
standpoint.”

Stark estimated that 80 percent
of clients subscribe to some de-
gree of an annuals program.

Parallel to increased demand
for the service has been a rise in
the number of firms offering it.

“There are more companies
now that specialize in color than
there used to be,” she said. “Tt
used to be that color was done just
by some landscape maintenance
companies.”

Environmental Industries, and
its Environmental Care subsidi-
aries, offer as many as six change-
outs a year, depending on the
client and the desired impact of
the display. Areas such as en-
tryways and around signs typical-

About 75 percent of ProLawn
ProScape’s accounts subscribe
to its floral display. Photo: Bart
Sheeler.

im

PERENNIAL FAVORITES

DESPITE THEIR longevity and durability, perennials are often
overlooked in landscape design. They are relatively easy to grow
and reduce the cost of annual plantings. Many perennials can
exist on lower amounts of water and fertilizer than annuals.

As for design, perennials provide early-season color in cold win-
ter areas and offer other textures and colors to enhance plantings.

Environmental Care suggests the following perennials, primari-
ly for the western and southern regions of the United States:
Mountain Perennlals. /ncludes Denver and Colorado Springs.
Shasta Daisy, Chrysanthemum, Hosta, Lupine, Liatris or Gay-
feather, Columbine.

Desert Perennlals. /ncludes Phoenix, Palm Springs and Las Vegas.
Salvias/Sages, Mexican Evening Primrose, Parry’s Penstemon.
Southeast Perennials. /ncludes Florida and Houston, Texas.
Coleus, Oyster Plant, African Iris, Society Garlic, Canna Lily.
California Perennials. /nicludes Northern and Southern California.
Evergreen Candytuft, Euryops, Sea Lavender, Geranium, Gaillar-
dia, Yarrow.

Most perennials favor a particular region due to climate and en-
vironmental considerations. But two perennials have almost uni-
versal use: Daylily (evergreen in mild climates; deciduous in cold
areas); and Lantana (blooms nearly year-round in frost-free seasons).

ly require a larger number of
changeouts due totheir high visi-
bility. Parking lots and other low
impact areas demand less fre-
quent new plantings, sometimes
as few as two.

“We can do 4 to 6 changeouts
a year, using different colors de-
pending on the season,” Stark
said. *“We'd like to sit down with
a client one year in advance and
plan for the year ahead. We need
to find out their plans for the
holidays, favorite colors, etc.”

Stark said that seasonal color
in California has become “high-

tech.” That includes “'swirls"" of
color in large beds and colors that
harmonize. “We even had one
client who was a loyal college
alumnus. All seasonal color had
to be in that school’s colors,” she
said.

Autumn in California is not as
significant in terms of seasonal
change, Stark said, so fall colors
are often based on a client’s per-
sonal preference and existing
plant materials.

ProLawn ProScape, a land-
scape maintenance firm in Cin-
cinnati, Ohio, offers what it terms

-
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a “floral display program.” Al-
though it’s an option, the service
is requested by approximately 75
percent of accounts. The extent
of the client commitment varies,
from a couple of flats to several
hundred flats.

“Most of our class A offices
and apartment complexes sub-
scribe,” said Bart Sheeler, Pro-
Lawn ProScape president. “But
other accounts (industrial sites)
have cut back because of the econ-
omy. I definitely think that the "90s
will see more use of flower dis-
plays. Maintenance is getting bet-
ter and better, and customers want
to compete more and more for
tenants.”

Pricing information is included
within the company’s grounds
maintenance proposals, Sheeler
said. Ifaclient opts against flower
displays, the contractisamended,
and the service is deleted from
the agreement.

Sheeler said that money can be
made from flower displays, if
costs are added for maintenance
as well as installation. “If youonly
bill for the installation of flowers,
you end up caring for them any-
way,” he said. “Because if some-
one else takes care of them and
they look bad, itlooks bad for your
company. Soit’simportanttosell
programs as full service.”

Summer annuals are a wise
choice in terms of aesthetics and
maintenance, Sheeler said. A
summer annual program that is
well managed will last until mid
autumn. Some clients also request
annuals that last until Thanksgiv-
ing. Typically the company does
changeouts twice a year. Summer
annuals make way for fall colors
in late August toearly September.
Spring bulbs are installed during
the off-season.

DESIGN/MAINTENANCE. Because
of their high visibility, seasonal
color displays require a rigid weed
control and irrigation program.
Unpredictable weather, particu-
larly in drought years, makes
maintenance an even bigger chal-
lenge.

In California, where water con-
servation is always an issue, irri-
gation is key to the success of the
plantings, Stark said.

“A lot of times we'll go in and
find a bed has been created out
of a section of what used to be
turfgrass, or a bed not properly
irrigated. Ifatall possible, wetry

fcontinued on page 46)
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SYSTEM ©

FROM “A”

To “Z!!

Kubota has introduced

a complete new mowing
system, the FZ2100 Front
Mower. From “A”— Auto
Assist Differential (AAD)
to “Z"” —Zero Diameter
Turning Radius (ZDT), it
increases your power and
mobility to handle all your
mowing needs.

Equipped with 20 horsepower
and four-wheel drive, the new
FZ2100 Front Mower’s zero
diameter turning radius gives
you the agility and power to
get into the tightest spaces
effectively. You can mow
around trees, hedges, flower
beds and other obstacles
much more precisely and

in less time. And, with the
Auto Assist Differential drive
system the machine auto-
matically switches between
2WD and 4WD to match oper-
ating conditions and terrain,
providing more traction and
eliminating slippage. This
increased productivity in all
mowing conditions, and the
FZ2100’s ability to turn com-

Kubota's FZ2100 with Auto Assist Differential and Zero Diameter Turning Radius.

pletely around in one spot
without damage to the turf,
cuts way down the time spent
on labor-intensive hand
trimming jobs.

The FZ2100's front wheels
rotate freely through your
tightest turns, and Kubota

Kiybhnln

has designed round shoulder
tires that virtually eliminate
turf damage. And, the FZ2100
offers all the durability

and innovation commercial
operators have come to expect
from Kubota. Like our pow-
erful Kubota liquid-cooled
diesel engine, hydrostatic
transmission, 55 degree tilt
deck for easy access and
blade maintenance and
optional grass catcher.

Your authorized Kubota
dealer can show you the
complete commercial mow-
ing system with the power
and maneuverability to
handle your tough jobs from
A to Z. For more informa-
tion write to:

Kubota Tractor Corporation
PO. Box 7020-Z

Compton, CA 90224-7020.
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Color Changeouts
(continued from page 44)

to convince the client that the ir-
rigation system needs to be mod-
ified.”

Stark said that irrigation de-
mands also depend on the region
of California, as some areas are
more water-conscious than
others.

“If we'reina heavily restricted
(water) area, annuals are not the
best thing to putin right now,” she
said. “Ifit's irrigated, we tend to
use perennials and ground cover.
Shrubby, flowering plant mater-
ials can also be used.”

Another option for water-re-
stricted areas, she said, is to key
into focal points of the property
and install annuals atthose points.
“Thenuse perennials and ground
covers to replace annuals tem-
porarily.”

At Color Burst, 75 percent of
accounts are irrigated, and Col-
or Burst monitors the systems.
Harper said that a management-
level employee visits every ac-
count within 10 days and makes
the necessary adjustments.

For non-irrigated properties,
Color Burst selects plant mater-
ials that are more drought
tolerant. Super absorbents also
come into play.

Color Burst does most of its
weeding by hand, and does no
preventive spraying. One employ-
ee is in charge of spraying her-
bicides where necessary. Mulch-
ing is used to cut down on weeds.

Visual impactis an integral part
of seasonal color. Designs are
proposed to potential clients dur-
ing the initial sales presentation,
Harper said.

“Most of the time we want a
bed placed near the street to catch
people driving by,” she said.
“Apartment complexes have beds
situated sothey lead people toward
the leasing office. And with an
office building, we want to lead
them toward the building.”

Barnes of Creative Annuals en-
joys freedom of design from his
commercial accounts. He spends
hours scouting for proper plant-
ing sites.

“We always visit a jobsite first,
and spend three to four hours
walking up and down the street

orcoming in where people might
see it. The first impression I get
of where I think flowers ought to
go is often where I put them.”

Barnes installs some trees and
bushes, but he is very careful not
to draw attention away from his
begonia displays.

Ifhe had hisdruthers, begonias
would stand alone in a planting
bed as the only attraction. But
that’s not always possible. “Some
people don’t want to see dirt in
the winter. They wish they had
more greenery around, so we in-
corporate certain bushes.”

Barnes prefers Blue Rug Juni-
pers, a low growing shrub that
doesn't dwarf or take away from
the flowers.

What Barnes won't do is mix
flower types within a planting
bed. “We don't mix flowers inour
beds because each bed is like a
work of art. It looks tacky if it
isn't done right.”

Irrigation and weed control are
pursued aggressively by Barnes.
Weeds are hand pulled once a
week, and woe to the employee
who missteps and lands on one
of his begonias.

“When weeds come, they come
inaseaof green. Ittakesaspecial
person to go in and hand pull
weeds without stepping on the
flowers,” he said. ““We don’t use
any liquid weed control. Wedon't
trust it,” he said. **Some people
say it will work, but I can’t risk
my 3- to 4-foot begonias.”

Nowadays, Barnes won't install
accounts unless they have under-
ground sprinkling systems. “It’s
impossible for a human to do
waltering inatimely fashiontothe
extent they need it.” he said.
Barnes’ monster begonias require
twice the amount of water that
other flowers need, he added.

Planting begins on May 20, a
date that he admits sounds rather
late to some, but it’s a precau-
tionary move for Barnes.

“A lot of people start earlier.
I'stick 8,000 or 10,000 (begonias)
in a bed, so I have to wait until
frost warnings are over. I can’t af-
ford to lose all those flowers. |
don’t have time to replant them.”

The author is Associate Editor of
Lawn & Landscape Maintenance
magazine. =]

More grass in one pass

Brillion’s new, improved Turfmaker Seeder helps you grow

thicker, more uniform stands and save up to 50% in seed costs.
Its legendary precision seeding helps you get better seed/soil
contact, increased germination, faster emergence and thicker

stands all with one pass seeding.

The Turfmaker is built tough for longer, more precise operation,
featuring a heavier, more positive ground-drive system. A two-

piece seed shaft with center adjustment on the 10’ model

provides more precise seeding. Optional track remover kits,

scrapers and seedbox agitator kits are available.

In addition, metal deflectors are 68% stronger
and extend closer to the ground to guide
seed between roller wheels for even
seeding despite windy conditions.

New glass-filled nylon seed meters

ensure continuous accuracy.

Turfmaker Seeders
8 models, pull and 3 pt. hitch
5'4”, 8’ & 10’ modeis

For more information on Brillion's new, improved

Turfmaker, send this ad with your name and address

to Brillion Iron Works, Inc., Dept. LLM-292, Brillion,
WI 54110. Or call us at 414-756-2121 or fax

414-756-3409.
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POSITIVE

TRACTION. :
NO RUNAWAY.
TRUE REVERSE. -

MOWER

The Exmark Advantage:
A full line of value-packed
commercial mowers.

Take the Exmark

standard walk-behind mower.
Positive traction, even when wet.
No-downhill-runaway design.
On-the-go five speed. True reverse.
A drive train that won’t quit.

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. DISCOVER
Comraro us to the competition. THE EXMARK
You’'ll find you can’t bu

a better movyver at any pryice. ADVANTAGE
Call today for a free full-line
brochure and your nearest dealer.

402-223-4010

vour Exmark dealer for detail Some restrictions apply BOX B0R BEATRICE NE 68310 FAX 402-223.4154

USE READER SERVICE #33

Ak

MFG. CO. INC.




ACHIEVING

EDUCATION

NEW STANDARDS

THROUGH

CERTIFICATION

Only in rare instances are irrigation
contractors required to be certified and/or licensed.
However, testing could be an important step in legitimizing
the professional status of irrigation.

CERTIFICATION
and licensing are two
hot issues in today’s
irrigation contract-
ing business. Three
states, Connecticut,
New Jersey and Tex-
as, currently man-
date state licenses
(called certification
in New Jersey) to in-
stall turf irrigation
systems; and many
other states are try-
ing to get irrigation
licensing legislation
passed.

Texas has required
licensing for many
years, whereas Con-
necticut and New
Jersey’s licensing re-
quirements are rela-
tively new. The re-
quirements of each
state’s licensing stat-

By Brian Vinchesi

utes are quite dif-
ferent with various
application, exper-
ience, management and enforce-
ment requirements. Some of the
states require continuing edu-
cation credits or recertificationto
maintain the license.
Certification in the irrigation
industry is most widely known
through the Irrigation Associa-
tion’s certification program. Since

48

its inception in 1983, this program
has grown to a multi-step, special-
ty testing process which certi-
fies irrigation professionals in
various aspects of irrigation fun-
damentals depending on an in-
dividual’s expertise, experience
and area of interest.
Certification in the irrigation

industry is a volun-
tary process that is
achieved on an indi-
vidual basis. It rep-
resents amechanism
by which individuals
can further educate
themselves within
the irrigation indus-
try and be recog-
nized for their ac-
complishments by
their peers.

Certificationis al-
soaway in which in-
dividuals can sepa-
rate themselves from
their competition. It
demonstrates a know-
ledge of irrigation
fundamentals and a
desire on the appli-
cant’s parttoactina
professional manner.

In the future, as
more and more irri-
gation designers and
contractors become
certified, certifica-
tion may become a necessity for
working on irrigation projects.
Eventually, it’s hoped that cer-
tification will become one of the
foundations for qualifying the ex-
pertise of irrigation industry pro-
fessionals.

Already, in some areas of the
country, only certified irrigation

Installing irrigation takes knowledge, teamwork and pro-
fessionalism. Photo: Mickey Jones

designers canbid and design mu-
nicipal and state irrigation pro-
jects. Inother areas, only certified
irrigation designers can bid on
design/build type projects.
More than 2,100 individuals are
enrolled in the IA’s three-step cer-
tification program, but only half
have fulfilled the requirements.
Certification is not an easy pro-
cess. The Step II testing is diffi-
cult and requires a great deal of
studying and general irrigation
knowledge. Many applicants have
found themselves stalled at this
step. After Step I1, individuals can
specialize in an irrigation area
which usually makes the tests
easier to study for and pass.
The IA’s program is adminis-
tered by a board of governors with
assistance from the National As-
sessment Institute, a professional
testing firm. By previous arrange-
ment, the certification tests can
be taken at IA-sponsored func-
tions, select green industry con-
ferences and at NAI facilities
throughout the United States.

IRRIGATION DESIGNER. Design
certification tests an individual’s
ability to prepare irrigation plans,
specifications and details; eval-
uate site-specific criteria; and cal-
culate irrigation schedules along
with testing familiarity with gene-
ral irrigation terminology and
concepts.

The certification process tests
the applicant’s ability to choose
the appropriate irrigation equip-
ment for a particular project. The
individual is also graded on the
efficiency and economics of ade-
sign. Irrigation-related issues
such as grading, drainage, plant
material and site maintenance are
also included in the design cer-
tification process.

Step I is the application stage.
Applicants must prove aminimum
of one year of work experience in
an irrigation-related field, fill out
appropriate application forms,
provide letters of verification and
sign the IA Code of Ethics.

Step II consists of passing a
multiple choice test on the gene-
ral aspects of irrigation, both turf

(continued on page 50)
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i The Best Just Gets Better!

Jaguar Il! Advanced genetic improvement
of an oultstanding parent, one of the most
successful Turf-Type Tall Fescues, establishes an
impressive performance of its own.

TURF-TYPE TALL FESCUEII

PVP 8900242

Even if you're one of the many satisfied Jaguar
users, you too will be impressed with the exceptional
qualities of the new Jaguar.. Jaguar I, It's darker
in color, has lower growth habit, improved heat
and drought tolerance, and better disease resistance
to name a few. Plus, Jaguar II resists thatch buildup,
stands up to traffic and adapts to shade.

Seed or Sod, specify Jaguar I1... The best just gets better!

. o 4SmmP 7)JAC PERFORMANCE SEEDS
T o ‘ 201-423-1660 FAX 201-423-6018

33 SICOMAC ROAD  NORTH HALEDON, NJ 07508

0 1990
Zajae Performance Seeds Other Zajac Performance Seed Varieties include Omega Il and Saturn Perennial Ryegrasses,
North Haledon, N 07508 Emperor Tall Fescue, Vista Spreading Fescue and Liberty Kentucky Bluegrass



Certification
(continued from page 48)

and agricultural. The Step II test
is broken into six categories: hy-
draulics, electricity, soil/water/
plant relationships, pumps, irri-
gation terminology and irrigation
scheduling.

To receive a passing score on
the Step ITtest, an individual must
have an overall score of 70 per-
cent or above on the test and a
minimum score of 50 percent in
each of the six categories. Test
categories are weighted as fol-
lows: 27 percent basic hydraulics,
25 percent soil/water/plant rela-
tionships, 20 percent irrigation
scheduling, 12 percent irrigation
terminology, 8 percent pumps and
8 percent basic electricity. Anap-
plicant is given three hours to
complete the Step II test. Results
are mailed to the applicant within
90 days of the test date.

After successful completion of
the Step II test, applicants may
then proceed to Step III. At this
step, anindividual can specialize
inthe areas of agricultural or turf
irrigation. Both have three spec-

ialty certification design tests: agri-
cultural; drip, surface and sprink-
ler design, turf; and residential,
commercial and golf course de-
sign.

Step III consists of a general
test, similar to the Step II exam,
for either agriculture or turf de-
pending on the applicant’s spe-
cialization. This is a multiple
choice, three-hour test and a four-
hour design test.

The IA is in the process of
changing from subjective to more
objective testing within the design
certifications; therefore, depen-
ding on when and which certifica-
tiontest is taken, the applicant will
be required to either complete an
irrigationdesign or answer ques-
tions relating to an irrigation de-
sign which is provided. All tests
are specific to the subject matter
for which the the applicant is
trying to obtain certification,
such as golf course or drip irri-
gation specialties.

After passing the Step III test,
anindividual is recognized as cer-
tified in that specialty. Upon pass-
ing a general design specialty ex-
am, agriculture or turf, at Step

I11, an individual can take any of
the three specialty design exams
without having to re-take the
general Step III test again.

IRRIGATION CONTRACTORS. The
IA also offers a certification pro-
gram for irrigation contractors.
This certification, known as the
Certified Irrigation Contractor,
has the same Step I requirements
as the design certifications. Step ITI
tests an applicant’s ability to exe-
cute contracts and to install, repair
and maintain systems as specified.

Applicants should be exper-
ienced in the installation of pip-
ing, irrigation controls, sprinkler
heads, valves and wiring. A thor-
ough understanding of sprinkler
system layout, staking, excava-
tion, boring, trenching, grading
and backfilling is needed, as well
aslimited designknowledge. Ap-
plicants should also understand
site, grading and landscape plans
and shop drawings; and have the
ability to keep a basic set of books
and be familiar with OSHA re-
quirements as they pertain to ir-
rigation contracting.

The Step III test consists of a

multiple choice, three-hour gene-
ral test dealing with contractor
issues; followed by a four-hour
test regarding installation of a
typical irrigation system from a
design provided.

The California Landscape
Contractor’s Association also has
acertified installer program. This
voluntary program is available to
irrigation contractors doing work
in California.

WATER MANAGEMENT. A certi-
fication program for water man-
agers is also offered by the A
which certifies individuals as
qualified to evaluate water sources,
water records, equipment, design
and maintenance practices as they
relate to water-conserving irriga-
tion systems. This certification re-
quires a thorough understanding
of irrigation scheduling, soil pro-
perties, plant material and how
climatic effects influence an ir-
rigation schedule.

Applicants must demonstrate
the ability to perform water-use
studies, check pressures, check
flow rates, evaluate system com-

(continued on page 52)

TWO FOR ONE!

CompuScapes

That's what you get with the new
Millcreek 2 cu. yd. Model 75TD
top-dresser equipped with a grass
clippings dispersing attachment.
1. A superb topdresser with
adjustable pattern.

2. The answer to your grass
clipping problems.

Join the incieasing number of satisfied
professionals who use this new time-
/work-/money-saver to create better
fairways and roughs. You'll reduce or
eliminate those rising grass clipping
disposal costs at the same time. We'll
show you how to get two jobs done with
one machine in our free brochure. A
new demo video is available.

Call today. 717-355-2446
Fax 717-355-2272

MILLEREE

The Spreader Specialists
112 S. Railroad Ave.
New Holland PA 17557
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Comprehensive
Insurance Programs
for Lawn
Care Operations

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

Landscape Software

If You Plan to Bury Your
Competition, You'd Better
Bring the Right Shovel

CompuScapes Landscape Software

is the right tool for the job. Power-

ful, full featured, totally integrated.

It's the perfect way for you to get
control of your business and
generate handsome profits.
And that just might scare your
competition to death!

Job Costing

Routing & Scheduling
Estimating
Workorders
Invoicing

Accounts Receivable
Sales Analysis

For additional information contact:
CompuScapes
2653 Gravitt Road
Duluth, Georgia 30136
(404) 447-5858

Get Serious. Get CompuScapes.
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IF YOU OWN A SCAG, YOU ALREADY

OWN A MULCHING MOWER.

WITH SCAG'S UNIDECK " DESIGN, ONE DECK DOES IT ALL.

That's right. Forget your dedi-
cated mulching deck. Throw those
baffles away. If you own a Scag
mower, you already own a recycling
mower.

Scag's versatile Unideck™
design lets you to convert
your Scag cutter deck from
dispersing to catching to
mulching in a matter of
minutes, right in the
field.

With our Unideck™
design, a deeper
cutter deck and higher
blade tip speed combine
to provide better air flow
under the deck. This stands the
grass up and cuts it cleanly.
Clippings are held above the blade

MOW NOW, PAY LATER!

until they are recut into a fine
mulch. The air flow then forces the
clippings back down into the lawn,
providing valuable nutrients. And
in heavy, lush grass, you can
mulch at a reduced cutting
speed or easily switch to
dispersing.
Our simple and eco-
nomical mulching kit fits

behinds and riders, current
and non-current models

with 32", 36", 48", 52" and 61"

decks.

Plus, every new Scag cutter
deck now features our exclusive
low-maintenance taper roller
bearing spindle (patent pending).
Testing has shown this sealed

USE READER SERVICE £50

on virtually all Scag walk-

spindle lasts longer than tradi-
tional ball bearing spindles.

No mulching mower can mulch
under all conditions. But mulching
with a Scag gives you the cutting
options you need to get the job
done. See your local Scag dealer
for a demonstration today.

SIMPLY THE BEST

POWER EQUIPMENT

Subsidiary of Metalcralt of Mayville, Inc

D00 Metalera

Same As Cash Lease Special. Low advance. Easy payments. Ask your dealer for details.



Certification
(continued from page 50)

ponents and conduct and evaluate
water application distribution
tests. Additionally, the applicant
must be able to study and deter-
mine uniformities and efficien-
cies as well as troubleshoot and
make recommended changes or
repairs to an irrigation system.

The Certified Water Manager is
also required to have a thorough
understanding of irrigation design
principles. The certification pro-
cedure parallels the design and
contractor certifications with pas-
sing of a specialty test for comple-
tion.

Thedesign, contractor and wa-
ter manager exams use the same
general test at Step II; therefore,
onceanindividual has passed the
Step II exam they may take any
of the Step III certification tests
aslong as the applicant meets the
experience requirements of that
specialty.

IRRIGATION AUDITOR. The 1A’s
most successful certification pro-
gramtodate is the Certified Land-

scape Irrigation Auditor program.
More than 500 have already passed
this testing category.

This program is very popular
in the Western United States, es-
pecially California, where a pro-
longed drought has created ma-
jor demands on existing water
supplies. The water auditor pro-
gram is a hands-on certification
where an individual assesses an
existing irrigation system and
determines how the system can
be improved, updated and man-
aged to save water.

To obtain certification, a can-
didate must attend atwo-day semi-
nar to learn the auditing proce-
dure. A two-hour test, when
passed, completes the certifica-
tion process. The audit uses spe-
cialized equipment and computer
programs to help the auditor de-
velop the most efficient, water-
conserving irrigation schedules.
The auditor certification process
requires no previous experience
or further testing.

IRRIGATION INSTALLER. The as-
sociation currently is developing
acertified irrigation installer pro-

gram. This program is envision-
ed to parallel the auditor program
with the candidate attending a
one-day seminar or being provided
with astudy guide as preparation
for the certification test. As with
the Certified Landscape Irriga-
tion Auditor program, this pro-
gram will consist of only one test
with no experience prerequisites.

WHY CERTIFY? Applicants who
have successfully completed the
certification process are listed in
the IA’s annual certified specialist
directory. IA members who are
certified are also noted in the
association’s annual membership
directory. Certified individuals
also receive a certificate recogniz-
ing their accomplishment.

Certified specialists, (water
managers, designers and contrac-
tors) also receive an identifica-
tion card for each specialty in
which they are certified along
withaspecialist seal or stamp for
plans and literature. An annual
fee of $25 is required to keep cer-
tification up-to-date, and re-cer-
tification may also be required in
the future.

Certification demonstrates to
prospective clients and customers
that the individual they are deal-
ing with has a minimum of three
years of irrigation-related expe-
rience (or two years, plus accept-
able education credits), has suc-
cessfully passed a series of ex-
aminations covering both general
and specific irrigation topics, and
has agreed to follow a Code of
Ethics set up by the Certification
Board of Governors.

For more information on IA
certification programs or an ap-
plication, contact the Irrigation
Association, 1911 North Fort
Myer Drive, Suite 1009, Arling-
ton, VA 22209-1630; or contact
Denise Stone, IA Certification
Manager, 703/524-1200. L

The author is a consultant with
Eastern Irrigation Consultants
Inc., Pepperill, Mass.

Editor’s Note: Certification is a
growing issue inthe irrigation in-
dustry. If you know of a certifica-
tion program in your area which
wasn 't highlighted in this article,
please send us the details.

& efco)

Professional Hedge Trimmer

Anti-vibration

Electronic
Ignition

(Backpack model with interchangeable hedge tri
and brushcutter attadmmer?tgs also av:igble.)

Powerful 30cc commercial-grade engine
30" Double-sided, dual reciprocating blades

immer

For the dealer nearest you & more information call:

1-800-447-1152
Tilton Equipment Company

Importers / Distributors / Manufacturers

Model TS-330

Heavy-duty all ball-bearing gear box

IT
PAYS
TO
ADVERTISE
IN

THE
LAWN &

LANDSCAPE
MAINTENANCE

CLASSIFIEDS

T0 PLACE

AN ORDER, CALL

Chain Saws « Trimmers « Brushcutters « Chipper/Shredders « Blowers
» Pressure Washers « Water Pumps « Wood Splitters « Mister/Dusters
» Post Hole Augers « Complete line of accessories

Dept. RPM, P.O. Box 68, Rye, NH 03870 In NH call 431-9087
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THE NATIONAL Turfgrass
Evaluation Program was initiated
in 1980 to coordinate uniform
evaluation trials of turfgrass
varieties and promising selections
in the United States and Canada.
Tests are conducted at universities
and some private institutions with
most states evaluating at least one
NTEP test.

Since its inception, the NTEP
has collected information on more
than 50 turfgrass characteristics
from approximately 800 experi-
mental and commercial cultivars
encompassing 17 turfgrass spe-
cies. Annual progress reports
containing data collected the pre-
vious year are released for each
species tested. A final report con-
taining all data collected is pro-
duced at the end of the testing
period. These progress reports
are available to anyone who re-
quests them.

The number of experimental
and commercial cultivars in
NTEP tests has increased great-
ly in the last few years making
decisions about varieties more
difficult for consumers. The cur-
rent national perennial ryegrass
test, for instance, has 123 entries.

To use NTEP information ef-
fectively, it’s important to know
how to correctly interpret the prog-
ress reports. For each variety
studied, information is compiled
and presented intables and charts
and bound into booklet form.
While each variety is self-con-
tained, standard information per-
taining to soil type, climate con-
ditions, irrigation and so on is
presented consistently from re-
port to report.

Seed trials showing a variety
with and without endophyte.
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SEED RESEARCH

UNDERSTANDING
TURFGRASS

UALITY
TINGS

Interpreting national
turfgrass evaluation program
progress reports can aid
in turfgrass selection.

By Kevin Morris

Table A, for instance, will al-
ways provide information pertain-
ing to “‘Locations, Site Descrip-
tions and Management Prac-
tices.”” This section provides the
reader with information on soil
type and pH, levels of soil phos-
phorus and potassium, whether
the test was conducted in sun or
shade, the amount of nitrogen and
irrigation applied and the mow-
ing height.

COMPARE APPLES TO APPLES.
Make sure the tests from which
you are considering data are man-

aged in a similar manner as your
site. Data from a Kentucky blue-
grass test mowed at one inch and
irrigated to prevent any stress
would be of little value to you if
your site is a non-irrigated home
lawn.

Table B— “Locations and Data
Collected” — summarizes the
datathat each location collected.
This is especially helpful for
monthly quality data as some lo-
cations may collectdata fromonly
one or two months within a year.
In this case, the data presented
for that location is not represen-

tative of a cultivar's performance
for an entire growing season.

Turfgrass quality ratings are
collected monthly and areanover-
allvisual evaluation of each grass.
Quality ratings encompassall the
factors that affect the quality of
aturfstand including genetic col-
or, density, percent ground cover,
disease and insect injury, heatand
drought tolerance and uniformi-
ty. In past research, we have found
that most researchers evaluating
NTEP tests emphasize color and
density when rating turfgrass
quality.

Turfgrass quality is contained
intables 1-3inall NTEP progress
reports. Table 1 displays data from
each test location and an overall
average (mean). To best use this
table, determine what locations
are the closest geographically to
your location. The overall average
is useful to gauge the cultivar’s
performance over many locations
and is helpful in regional and na-
tional marketing. However, na-
tional averages can be misleading
tothe average consumer working
within only one city or state.

Table 2 gives the same turfgrass
quality databut presents it foreach
month collected. Evaluation of
this table can lead to a greater
understanding of the varieties that
perform better or worse during
particular months or seasons.
Many people use this table when
trving to put together blends of
varieties. Anindividual may want
toblend a grass that performs well
inspring but poor insummer with
a good summer performing grass.

FIELD APPLICATION. When con-
sidering data from any NTEP
table, there is a figure at the bot-
tom — the “LSD Value" that

(continued on page 56)
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A Deere that doesn't mind
being a gofer

It’s not easy being all things to all people.
Especially when you have to carry all of those things.
But the John Deere AMT"® 626 All Materials Transport
thrives on wearing many hats.

You want to cart a dozen sacks of concrete mix over
delicate turf? No problem. Haul building supplies through a
foot of mud and muck? Piece of cake. Dump several hundred
pounds of sand into a bunker? Go right ahead.

The AMT transport goes places where
others fear to tread. The difference is high
flotation. With only 5.5 psi of ground

pressure, the AMT transport leaves nary a track
on turf. This same flotation also keeps it moving
through sloppy situations.
And while the AMT transport may be considered
a gofer, it can haul like a horse.Ten of them, in fact. That’s
the power inside the overhead valve, John Deere “K” Series engine.
Giving the AMT 626 the ability to
carry a 1000-pound* payload. And
pull a 1000-pound trailer.
No matter what the job may ask for, the 626 All
Matenials Transport will respond. See your dealer for
more facts. Or call 1-800-544-2122.

*Including 200 lb. operator and 200 lb. passenger

NOTHING RUNS
LIKE A DEERE’

P .
JOHN DEERE
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TURFGRASS QUALITY OVER LOCATIONS

ENTRY
BLACKSBURG
MIDNIGHT
ASSET
PRINCETON 104
ECLIPSE

LSD VALUE

CA3  DC1  KS2.
57 14 73
6.2 17 83
58 39 80
55 17 80
55 17 73
05 15 11

MD1  NJ2  MEAN
6.1 70 65
65 68 63
45 64 6.2
66 74 6.2
62 68 6.2
1.7 12 s oles

This quality chart provides a sample of information found in tables 1-3 in the NTEP progress reports.

Quality Ratings
(continued from page 54)

needs attention. LSD (least sig-
nificant difference) value is a stat-
istical tool todetermine if the dif-
ference in cultivars is a real dif-
ference or just happened by
chance. To determine if a statis-
tical difference exists among two
cultivars, you need to subtract the
cultivar with the smaller value
from the cultivar with the larger
value.

If the difference between the

two numbers is not as large as the
LSD value that is at the bottom
ofthatcolumn, then no statistical
difference exists between the two
cultivars for that particular char-
acteristic. An example follows:

® Turfgrass Quality

® Entry A 60

® Entry B 5.5

® LSD Value 0.6

Entry A has a mean turfgrass
quality rating of 6.0, Entry B has
a turfgrass quality rating of 5.5
and the LSD value is 0.6. In this

case, no statistical difference ex-
ists between Entry A and B for
turfgrass quality. Keep in mind,
however, that you must use this
LSD value for each table and each
year as cultivar performance can
vary greatly depending on the
location, the trait you are inter-
ested in, the month and the year.

Table 3 gives a ranking of quali-
ty ratings over each location. This
table is useful for quickly deter-
mining the general performance
of cultivars over different loca-
tions and regions. No LSD value

is present at the bottom of this
table; therefore, todetermine stat-
istical differences among culti-
vars, consult the LSD values
found in Table 1.

Data on a number of “descrip-
tive” turfgrass characteristics in-
cluding genetic color, density and
leaf texture are collected by one
or more locations for each test.
With these descriptive character-
istics, it is helpful to have data
from many locations and to use
an average of these locations.

This approach of looking at
overall averages is different from
the approach for turfgrass quali-
ty (looking mainly at local aver-
ages) because the cultivar differ-
ences thatexist with these descrip-
tive characteristics primarily
come from each evaluator’s pref-
erence for a certain color or leaf
texture, rather than from a dif-
ference in the environment or
management of the turf.

Percent living ground cover can
be collected in spring, summer
or fall. Percent living ground cov-
er is designed to express dam-
age caused by disease, insects,

(continued on page 58)

FOR SKID LOADERS, FRONT

LOADERS, BACKHOES AND CRANES,
AND OTHER HYDRAULIC MACHINES.

TURN YOUR PICKUP LOWE -
INTO A DUMP TRUCK IN WORKS

LESS THAN ONE HOUR.

E & Dumper is the original hy-

draulically operated dump
unit for pickup trucks. With E-Z
Dumper vou can unload your
pickup truck bed in under thirty
seconds with the turn of a key.
You'll never have to unload your
truck by hand again!

The E-Z Dumper can hold and
unload up to 4,000 Ibs. or two
cubic vards of firewood, topsoil,
gravel, mulch, grain, or whatever,
depending on the weight-carrying
capacity of your truck.

Just slide the dumper into your
truckbed, secure it with bolts and
holes already on your truck, and
vou're ready to go. We even
include the hydraulic fluid!

A Durable Investment.
E-Z Dumper is designed to take a
beating from the toughest loads,
from two yards of cordwood to
two tons of crushed stone, while
providing you with vears of
reliable service.

So give yourself (and your
back) a break. Call Valley Manu-

BETTER!

LOWE™
THE NAME WE USE
WITH FAMILY PRIDE TO

HONOR THE WORLDS' VERY FINEST
QUALITY HYDRAULIC ATTACHMENT
TRENCHERS AND AUGERS. FOR FREE
INFORMATION ON OUR SUPERBLY
ENGINEERED PRODUCTS, CALL TODAY:

1-800-356-9180
FAX 1-608-629-5666

Easy To Install And Operate.
Do-it-yourself installation of E-Z
Dumper is a breeze. No altera-
tions are needed for most trucks.

facturing, Inc. toll free at 1-800-
233-5532 for the name of the
E-Z Dumper dealer nearest you.

LOWE MANUFACTURING COMPANY
POST OFFICE BOX 275
MADE IN READSTOWN, WI 54652 U.S.A

£2Z Zimpoer

237 East Main Street ® Waynesboro, PA 17268-9962 ¢ 1-800-233-5532 « 1-717-762-1211
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[_earn How To Protect The Birds
And The Beses...

Plus Pets, Children And Trees#

Mauget tree care seminars feature tree
health and environmental protection as
key discussion topics.

But our informal seminars are de-
signed to answer to your questions, too.
In fact, two-way discussion has been one
of the most important parts of past sem-
inars. Bring us your questions about the
environment, diseases, insects, nutrition,
pruning, spraying, and wounding. No
other tree care seminars provide more
practical and useful information about
tree health. Mauget micro injection

Annual seminars are open to all Green
Industry firms — owners, managers
and applicators.

This year, put
another tool to
work in your
business. Learn
how to keep
trees healthy
and protect the
environment.

Sign up fora
Mauget seminar

utilizes a closed system to protect the

Artistic Arborist
Phoenix, AZ
Arizona. New Mexico
Nevoda
(800) 843-8733
(602) 265-1423 FAX
January 15,

Albu

querque, NM
February 14, Phoenix, AZ
March 5, Las Vegas, NV
Enfieids Tree Service
Elkhorn, NE
ND. Eastern SD, NE. MN. CO,
Western 1A, MO, KS, OK,
Southeast WY
(402) 289-0804 FAX
(402) 289-3248 (Phone)
(800) 747-8733
January 24,

Oklahoma City, OK
January 34, Kansas City, MO
February 10 Laramie,
February 15, Bismarck, ND
February 29, Denver, CO
March 13, Elkhorn, NE
March 27, Bloomington, MN
Guardian Tree Experts
Rockville, MD
MD, VA.DC
(301) B81-8550
January 30,

Galthersburg, MD
Michigan Injection Systems
Grana Rooacs Mi
Michi
(800) 23-3780
616) 364-4558

ebruary 5, East Lansing, MI

Seminar dates, cities,

and distributor mar-
keting areas are

Mauget seminar
in your area.

today.

»
' B

Mauget Microdnjection Seminars

Warne Chemical Co
Rapid City, SD

Western SD, WY

(605) 342-7644

B800) 658-5457

ary 6, Rapid City, SO

February 18, Evanston, WY
February 20, Casper, WY
Forrest Lytle & Sons. Inc
Cincinnati, OH

SW Ohio
&513) 521-1464

ebruary 7, Cincinnati, OH
The Tree Doctor Inc
Hendersonville, NC

NC., SC, North Georgia
(704) 253-8733

704} 891-TREE

ebruary 11, Athens, GA
February 13, Charleston, SC
February 19, Durham, NC
February 20, Charlotie, NC
Gem Spraying Setvice
Jerome, ID

ldaho

(208{ 733-4206

(800) 869-7744

February 17, Pocatelio, ID
Fobmaly 18, Twin Falis, ID
February 19, Boise, ID
February 20, Lewiston, ID
Liqui-Green Lawn & Tree Care
Peoria. IL

linois. Eastern 1A

300% 243-5211
LBOO 747-5214

ebruary 28, Chicago, IL
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Protessional Tree Care
& Injection

Winter Pork, FL
Central & South Florida
407) 647-3335

800) 356-4351
February 26, Wes! Palm, FL
February 28, Miami, FL
March 4, Fort Moyonl Fl

March 13, Orlando FL
Lonphear Supply Division
Cleveland, OH
Ohio, W. VA
(216) 384-4704
&%20] 332-TREE

rch 2, Mayfield, OH
March 3, Columbus, OH
March 4, Toledo, OH
Prueft Tree Service
Lake Oswego, OR
Or n, Washington
(503) 635-3946
800) 635-4294

rch 6, Portiand, OR
Arbortech Inc
Belleville, IL 62221
$1. Louls Area
(648)233-2900
Canadian Shadetree

Service Ltd
Lochine. Quebec, Can
H8S 4E6

Quebec

(514) 634-7046
D.H.D. Systems Inc
New Berlin, Wi 53151
Wisconsin

(414) 784-3556

Farm and Forest
Research Lid
Oakvilie, Ontario, Con
L&) 5A2
Ontario
(416)827-1134
Harrod's Tree Service
Fort Worth, TX
Northern Texas
(817) 2469730
Micro Injections Inc
Tampa, FL 33618
Tampa Area
(813) 964-1060
Poulson Tree Service
Billings, MT

Montana

(406) 259-5109

R.C. Humphreys

St. Francisville, LA 70775
Loutsnono So MlsSxSS:DpI
(504) 63

Releat Tree Consu"oms
Indianapalis. IN

Indiana

(317) 259-7228
Sclentific Tree Care
Panama City, FL
N.FL.S.GA. S AL
(904) 763-5049
Torget Chemical Co
Cerritos, CA 90704
Californic

(243) 8659541

Tree Clinic

Austin, TX

Eastern & South Texas
(512) 454-1411

Tree Injection Products
Company

Knoxville, TN

KY. TN, N. AL. MS, AR

(615) 522-0533

Tree Inject Systems

Clarence Center, NY 14032

CT, DE. MA, ME, NH, NJ, NY,

PA, R VT

(746) 744-3343
Tree Lawn Inc

El Paso, TX 79922

El Paso Area
(915) 584-5455

Trees of Hawail Inc
Ewa Beach, HI 96706
Hawail

(808) 682-5771
Utah Sprayin,
Sandy. UT 84l

Utah
(801) 566-5773

Service
0

save froes
e ——

J.J. Mauget
Company

2810 N. Figueroa Street
Los Angeles, CA 90065



Quality Ratings

(comtinued from page 56)

drought, etc. This differs from
density ratings which are designed
to rate the number of living plants
perunit area (excluding damaged
patches). Ground cover ratings
are useful to determine the survi-
val of turfgrasses through various
stresses. Many people use ground
cover ratings to determine how a
grass survived the summer stress
period and consequently, how the
percent ground cover changed
(how well the grass recovered) in
fall.

Certain diseases such as leaf-
spot, red thread, dollar spot and
brown patch occur quite frequent-
ly and uniformly in test plots.
Therefore, the NTEP often con-
tains data from several of these
diseases in each progress report.
Since disease organisms can vary
from one location to another, it
is important to choose varieties
that have resistance to a particular
disease at several locations even
though no data for that disease
may have been collected at test
sites nearest your location.

Inaddition, tracking a cultivar’s
response to diseases over several
years gives a better indication of
the true disease resistance under
different environmental condi-
tions.

Many diseases occur infre-
quently ifatall intest plots. Many
diseases, when they occur, donot
distribute themselves uniformly
across the test area, making an
accurate estimation of resistance
or susceptibility difficult.

Diseases such as summer patch
and necrotic ring spot seem 1o
show their characteristic frog-eye
symptoms only after significant
levels of thatch are produced
(usually 2 to 4 years after estab-
lishment). Diseases such as pow-
dery mildew occur mainly in
shade. Some diseases are preva-
lentonly incertain locations (i.e.
stem rust in the Pacific North-
west).

Making decisions concerning
resistance to these infrequent dis-
cases should follow these guide-
lines:

® Be careful using only one
year's data from one location to
determine resistance.

¢ [fyouchooseto evaluate data
from only one or two locations,
look closely at the LSD value. A
high LSD value that shows little
statistical differences among all
entries probably indicates that dis-
ease was not distributed uniform-
ly enough across the plot area.

® Only consider resistance 10

e

About 800 test
cultivars have
been viewed

since 1980.
T

diseases that are problems in the
region your company services.

Data on resistance to certain in-
sectpests isoccasionally reported
for NTEPtests. Often, insects do
not appear uniformly across an
entire test or in numbers large
enough to cause significant
damage. Therefore, when a high
insect populationdoes occur, the
resulting data can be very bene-

ficial. Even though only one of
two locations may report data on
insect resistance, this data can be
very useful in determining some
level of resistance or susceptibi-
lity.

The NTEP progress reports
also contain small amounts of data
of several traits including vertical
growth ratings, sod strength, win-
ter kill and wear tolerance.

NTEP tests are shown at field
days inmany states each year. This
isagood opportunity tosee varie-
ty differences firsthand and dis-
cuss these with turfgrass research-
ers. However, keep in mind that
you are looking at these varieties
on only one day of the year and
their appearance changes some-
times daily during the growing
season.

NTEP progress reports contain
information collected during an
entire growing season and are
good to investigate after atten-
dance at field days. The reports
canbe obtained at no charge from
Kevin Morris, National Director,
National Turfgrass Evaluation
Program, BARC-West, Bldg. 001,
Room 333, Beltsville, MD 20705.
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This 150 H.P. Jet Powered

Dixie uses our Standard
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! ht or dealer prep;
suggested price in .S dollars,

Back
Issues

LAWN &

 LANDSCAPE
MAINTENANCE

magazine are

Indicate which issues
you want and send a check or money
order covering full payment to:

LAWN &
LANDSCAPE
MAINTENANCE

; 4012 Bridge Ave.,
Cleveland, OH 44113

available for $2.50 each.
|
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David Turner, President
Turner's Landscape Management
Phoenix, Arizona

-
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“AFTER 9 YEARS, OUR ECHO
BLOWERS ARE STILL GOING STRONG’

“In our business, it's not
unusual to have to replace power
tools every two or three years,”
says Dave Turner of Turner's
Landscape Management. "‘So the
fact we're still using the same
Echo blowers we purchased back
in 1982 is really something.

“And we don't handle these
blowers with kid gloves either.
They're used day-in and day-out
and get bounced around a lot."”

Mr. Turner, whose company
has 38 employees and a fleet of
10 trucks, adds, “We're also long-

time users of Echo line trimmers. SEND FOR OUR FREE CATALOG. ;

Like the blowers, they not only 4506578 Ir;(corpgr;tecg

do a great job but are very akwood Roa { @
dependable. Lake Zurich, IL 60047 THE RIG“T m0l

USE READER SERVICE 747 * Line trimmers and power blowers. Survey results available on request

"That's important when
you've got customers who
demand top-notch work at all
times, such as the Biltmore
Commerce Center and the
luxurious Pointe Residential
Properties here in the Scottsdale
area.

“We like to keep spare parts
on hand, and with Echo they're
easy to get. But the way these
tools are holding up, our supply
of replacement parts gathers a lot
of dust.”




PRUNING

WITH A
PURPOSE
Proper pruning

takes plenty of practice

and an understanding
of plant needs

By Steve and Suz Trusty

PRUNING SHRUBS IS a nec-
essary part of most full mainte-
nance programs. When done pro-
perly, this task improves the vigor
of the shrubs and adds to the beau-
ty of the landscape. When done
poorly, pruning can distort a
plant, distracting from the land-
scape and even threatening plant
health.

Pruning must have a purpose,
with every cut made to achieve
aspecific result. Toattack a plant

Sheared hedges and shrubs
add a formal touch to the land-
scape scene. Photo: Steve

Trusty

with pruners, loppers and saws
simply because pruning is part of
the contract is unfair to the plant
and to the customer.

Skillful pruning is an acquired
technique, built on simple basic
principles and honed with prac-
tice. Anemployee skilled in prun-
ing will accomplish the job more
quickly and with better results.

Plan to designate one person on
each maintenance crew as the
pruner. When the workload al-
lows it, assign a second employee
as anassistant. The assistant will
be able to learn pruning tech-
niques by observationand super-

TREES & ORNAMENTALS

vised practice. This assistant can
also remove trimmings from one
area while the more skilled in-
dividual moves on to the next.

Select quality tools that are stur-
dy enough to perform well under
heavy use, yet are lightweight
enough not to fatigue the operator.
When practical, allow the person
who will be using the tools to
make the selection.

Individuals differ in their at-
titudes toward such features as the
fit of the tool to the hand; coated
or non-coated blades; a metal,
wood or cushioned handle; and
the placement of locking devices.
Giving the user control over the
selection of tools usually pays off
in the efficiency of their use and
the care taken to preserve them.

Additionally, sharp, well-main-
tained tools are easier to use, cut
faster and make cleaner cuts. Fol-
low the manufacturers’ directions
for care.

Match the tools to the job. As
a general rule, when one tool
meets strong resistance or re-
quires so much pressure that it
is uncomfortable to operate, move
up to the next tool.

TOOLS OF THE TRADE. Hand
pruning shears are used for the
small cuts on stems and branches
up to % of an inch in diameter.

Pruning shears are either by-pass
oranvil. By-pass shears have two
sharp, curved blades which move
scissor-style to cut through the
plant. Anvil shears have one
sharp, top blade and one flat sur-
faced blade. The stem is cut as
the sharp blade moves through it
and strikes the flat surface. By-
pass shears are less likely to crush
the plant stemand generally make
a cleaner cut.

Long-handled lopping shears
have more cutting power and may
be used on brances from % of
aninchto | % inches indiameter.
Loppers have by-pass cutting
blades and a variety of features.
Some have bumpers to stop the
action of the blades and stress on
the tool once the cut is made.

Some are gear driven or have
ratchet action to increase their cut-
ting power. Handles may be
woodenor metal, and come indif-
fering lengths. Longer handles
give more leverage and greater
cutting strength, but put more
stress on the handle.

Larger branches will need to
be pruned with pruning saws. Saw
teeth will vary, with coarse teeth
giving a faster, but rougher cut.
Some pruning saws are double
edged, with fineteethon one side,
coarse teeth on the other. Curved-
bladed saws are usually fine-
toothed and allow reaching into
tight spots. Bow saws are coarse
toothed, lightweight and easy to
use because leverage and reach
can be adjusted according to the
position on the bow the saw is
gripped.

Pole pruners, saws and chain
saws are useful for pruning trees,
but seldom necessary when trim-
ming shrubs.

Shearing is a specialized type
of pruning, cutting and shaping
the soft, outer foliage of shrubs.
It is used primarily for shaping
hedges and some types of ever-
greens. A hand hedge shear has
two long, sharp blades that cut
with scissor-like action. Power
hedge shears may be battery-run
or electric, or operate as part
of an interchangeable gas or die-

(continued on page 62)

FEBRUARY 1992 » LAWN & LANDSCAPE MAINTENANCE



You aren't born smart. Thats why theres

such a thing as experience.

“With equipment,
like a lot nfthings in the
lawn-care business, you
learn the hard way.

[ put the equiva-
lent of five years of "home-
owner use on a trimmer
in five days.

Same thing with
chain saws and backpack
blowers. I bought the dis-
count-store brands first,
before I knew better.

But after my first
Stihl, I never even looked
at another brand.

I need toget the job
done in the least amount
of time, solcangoontoan-
other job and make more
money. Its that simple”

FJobn Frick

Owner, Grassroots, Cincinnats, OH
-

Stihl makes chain saws,

/7/(!"‘(7'], J)h/ frillillltTS./l)r /)7'(!—

_/miuml/s who J(‘/)t'm/ on their

tools for a living;
Stihl. For the part of you
that promised

youd never compromise.
USE READER SERVICE 40




Pruning

(continued from page 60)

sel operated system.

With power shears, two blades
move quickly back and forth, cut-
ting the part of the plant that comes
in contact with the blades. The
distance between the cutting ex-
tensions on the blades determines
the size of the plant material which
canbeeffectively cut. Small open-
ings between the extensions may
not accommodate larger branches
and stems, and “chew” or “shred”
the plantinstead of cutting cleanly.

WHY PRUNE? Use pruning to con-
trol the size of a shrub; train the
form or shape of plant growth;
create a more pleasing appear-
ance; increase or decrease flower-
ing or fruiting; improve plant vig-
or; or rejuvenate an old or over-
grown plant.

Unfortunately, there is no one
right way to prune shrubs. The
timing, amount and type of prun-
ing needed varies with the goal
you wish to achieve, the type of
plant, its growing cycle and your
geographic region. There are,

however, some basic guidelines
that will make pruning easier.

Shrubs fall into one of three
general categories. Deciduous
shrubs shed their leaves annual-
ly. Evergreen shrubs have foliage
that is green year-round; and are
classified eitheras needled, such
as yews and junipers, or broad-
leaved, such as rhododendrons
and hollies.

Deciduous shrubs are often
chosen for the landscape because
of one or any combination of their
seasonal contributions — beauti-
ful spring or summer flowers, col-
orful winter fruit, shades of fall
foliage or branch color and abili-
ty to form in winter or very early
spring. Needled evergreens are
usually selected for their contri-
bution of form and color. Broad-
leaved evergreens are chosen for
flowers, fruit, foliage or a com-
bination of features.

Understanding why a shrub was
placed inits landscape setting will
help you determine how to prune
it. Prune a spring flowering shrub
to encourage blossoming; a yew
to form the desired shape and
stimulate dense foliage.

Itis generally best to follow the
natural shape of any type of shrub
during pruning. It’s easier to
maintain the plant in this form and
it's usually the most graceful and
pleasing to the eye.

Before pruning, spread a tarp
under the plant. Trimmings will
fall on the tarp, making clean-up
easier and faster.

Shrubs grow from the top and
from the ends, or tips of their
branches. Mainbranches radiate
from the ground or from a heavy
central stem. Side branches angle
off from the main branches or
stems.

Buds formed at the ends of
branches are terminal buds; the
main buds formed along the bran-
ches are lateral buds. Smaller,
nearly inconspicuous buds may
also be present along the branches
or hidden under the bark. These
are dormant buds, which serve
as a backup to the regular buds
in case something threatens the
life of the plant.

TRIMMING DECIDUOUS SHRUBS.
When removing entire side bran-
ches, cut all the way back to the

natural juncture; that is, to the
branch from which the branch you
are removing originated. When
removing entire main branches,
cut back to the central stem, or
to the ground, depending on
where the main branch originated.

For branches that originate
fromacentral stem, there will be
a small ridge, or collar, which is
underneath the branch just where
it emerges from the main stem.
Make the cut at the outer edge of
this ridge. This will result in a
small, open wound, a bit oblong
inshape. Do not seal this wound,;
studies have shown that clean, un-
treated cuts close as quickly or
more quickly than treated ones.
(There are certain exceptions.
Check with the local extension
service for pruning recommen-
dations in your region.)

When trimming portions of a
woody branch, rather than remov-
ing the entire branch, you will
prune back to just above a bud.
Make the cut approximately %
of an inch above the bud, not so
close as to touch the bud itself,
and not so far from the bud as to
leave a stub. Make aslanting, rath-

oo Ramps

LOADING
RAMPS

For a FREE
Full Line
Brochure of the
°"“°°"°“ Finest, Most
"'"“"‘ Economical

Trouble

' Meeting
Lawn Care
Customer
Expectations?
Try lowering the
“crossbar”. Educate

your customers so
they will understand

and Accessories,
write or call:
GERED MARKETING
Producers of
LOAD-EZE Products

2200 42nd Street North
Wisconsin Rapids, Wl 54494
(715)424-4434
Ask for Don (Snook) Stofley
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Signs
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1-800-328-4009
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erthanastraight cut, with the high
side of the slant on the same side
of the branch as the bud. Always
cuttoabud emerging onthe outer
side of a branch. Growth will
angle in the direction of the bud,
outward and upward from the
branch.

With deciduous shrubs, you
may remove up to one-third of the
plant. First cut away any broken
or damaged branches. Older,
woody stems can be pruned to
ground level. Then trim back long
branches to encourage the devel-
opment of side shoots.

In hot, humid regions where
fungus conditions frequently af-
fect shrubs, thin out the center of
the planttoallow better air move-
ment. In regions with harsh, dry
summers keep the shrubs more
dense for better cooling.

Spring flowering shrubs should
be pruned one or two weeks after
blooming has been completed.
Next year’s flowers will form on
the new wood that develops dur-
ing the current year.

Summer flowering shrubs will
bloom on old wood. They may

period of late winter and early
spring, or in midsummer, after
they have finished flowering.

Certain shrubs, such as roses,
have more complex pruning needs
that will require special training
of your personnel.

Don't prune any deciduous
shrubs during the late summer or
early fall. You may stimulate a late
flush of growth that would make
the plant highly susceptible to ear-
ly frost and cold damage.

TRIMMING NEEDLED EVERGREEN
SHRUBS. Needled evergreen
shrubs are trimmed to contain or
shape growth. Those with deter-
minate growth (branches that
radiate from the trunk in whorls),
suchas spruce, firand most pine,
will not put out new growth along
the inner portion of the branch,
beyond the point where green
foliage is actively growing. Trim-
ming into the plant beyond this
point will resultin bare branches.

Also, when lower branches
are removed, that portion of the
plant will remain bare. No new
branches will develop from the

minate needled evergreens, such
as yews and arborvitae, have
branches that radiate more ran-
domly. A few of the indeterminate
shrubs will put out growth from
dormant buds along the stem, but
it’s wise to avoid such deep prun-
ing except when attempting to save
a badly damaged plant.

Trim determinate evergreen
shrubs only as needed to main-
tain the desired shape. Trim the
new growth back to a bud. On
pine, trim back only the candles,
removing up to two-thirds of the
candle, before the needles have
fully developed.

To remove damaged branches
or thin out uneven growth, cut
back to intersecting branches or
to the main stem. To fill out and
thicken thin plants, trim back the
terminal bud of side branches to
encourage growth from the lateral
buds.

Start trimming spreading nee-
dled evergreen shrubs from the
bottom of the plant. Make each
cutsothatitis shielded from view
by the upper branches.

Most of the indeterminate ever-

ing dormancy or periods of slow
growth. Yews, which are prone
to winter sun and wind damage
incolder regions, are best pruned
in early spring, after the damage
has become apparent.

TRIMMING BROADLEAVED EVER-
GREENS. Since most broadleaved
evergreens are relatively slow
growing, they require only occa-
sional pruning. Remove dead,
broken, damaged or diseased
branches, cutting back to branch
junctures. Minor pruning and
reshaping should be done just
prior to periods of rapid growth,
usually in the early spring.
Again, many plants in this cate-
gory, suchasrhododendrons and
azaleas, have special requirements
that call for additional training.
There’s great satisfaction in
watching a plant develop to its full
potential because of proper prun-
ing. With skilled technicians on
your crews, be prepared for many
compliments from your accounts.

Theauthors are partners in Trus-
ty & Associates, Council Bluffs,

be pruned during the dormant

lower part of the shrub. Indeter-

greens should be trimmed dur-  Jowa.

Here's the Secret
to Healthier ,

¢ Palm trees transplanted
or lacking manganese
or magnesium have ;| ¢
difficulty producing £ §
Chlorophyll & growth ;  #
may be stunted. '
Lutz Palm tree
spikes are w7
unmatched in their ability to restore
and hold healthy green growth.

» Fast/Feeder drives spikes quickly.

o After 6 months, 50% of a Lutz/Spike
continues to feed while palms treated by
broadcasting
already show
decline.

&

For detailed information write:
Lutz Corporation
501 Ford Street » Oregon, I1 61061
or call (815) 732-2383

B

* Low cost
e Highly effective
* Easy to apply
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RECURRING BILLING SOFTWARE

Designed for the Lawn and Landscape Industry
The Billing Clerk with Accounts Receivable ™

Compare some of our features:
Unlimited number of customers. + Statements, invoices, late charges, past
Recurring billing mode for automatic due notices, aging report, sales reports,
billing of maintenance fees (weekly, sales tax, discounts, customer ledger,
monthly, quarterly or cycle). labels, Rolodex® cards, plus much
Unlimited service/product codes. more.

Save and recall service invoice detail. + PC/MS DOS 3.0 or higher compatible
Prir)lt: on forms, blank paper and self-
mailers.

Special Limited Offer - Regular Price $179

with 640K RAM and hard disk required.

Here's what some
of our customers say: Call Now!

oo o oo suppor. - 1avesanesrooree | =80 0-880-0887
\X

Dorothy Williams, AR

“Just a note 1o let you know how much we enjoy using your
program. We had outgrown the basic program that we'd used
for four years and your program was gxactly what we were

tutorial excellent”.
Ed Wegner, IL

“Love your software. Works like a
24K gold charml”
Don Stoddard, GA

213 Congress, Ste. 200 « Austin, TX 78701 « (512) 629-7400 + FAX (512) 629-4341

USE READER SERVICE #69
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PUTTING A LID ON

NSURANCE

OSTS

Effective, formal safety
programs can result in
reduced injuries as well as
significant discounts by
many Insurance carriers.

By Tom Garber

INSURANCE COSTS continue
to escalate at a time when busi-
nesses are being asked to provide
expanded coverages. It’s not un-
common for landscape industry
companies to spend 10 percent of
gross revenues on various types
of insurance. Insurance costs rank
second only to payroll for many
companies.

For most companies, the *‘big
three”” insurance coverages are
business liability, workman’s
compensation and health insur-
ance. Ofthethree, only healthin-
surance is “‘optional.”

Consequently, containing or
reducing insurance costs has be-
come an important business skill.

CONTROLLING COSTS. Establish-
ing a clear idea of what your in-
surance needs are is the first step
required to contain insurance
costs. Important questions need
to be answered before you seek
insurance quotes:

* “How high should our colli-
sion deductable be?”

* “Should our health insurance
program include dental coverage?”’

* “How much liability insur-
ance do we really need?”

Rich Akerman, president of
Northwest Landscape Industries,

0

BUSINESS MANAGEMENT

Tigard, Ore., insists that his com-
pany produce a clearly written set
of specifications before request-
ing insurance quotes.

“We want to be in the driver’s
seat when it comes to establish-
ing our actual insurance needs,”
Akerman said. Clear specifica-
tions should result in receiving
“apples to apples” competitive
proposals from insurance com-
panies.

Akerman also believes that
companies can save money by

e
Companies

committed to

safety programs
will see dramatic

savings.
TS

consistently “shopping” their in-
surance needs inthe marketplace.
There is something to be said for
loyalty, however.

Companies who shop around
too often may have difficulty get-
ting good quotes after a while. Joy

Estes, of Van Gilder Insurance in
Denver, believes that companies
should stay with their insurance
carriers for at least three years
before seeking competitive pro-
posals. Estes has found that the
loyalty demonstrated by a three-
year relationship “means that I
can get more bids and better prices
for my customers.”

She cited a recent case where
one of her customers was “hit”
with a 22 percent increase for its
health insurance policy. Because
of a three-year “loyalty factor,”
Estes was able to present more
options to her customer to eight
carriers resulting in a 37 percent
savings for the same or better cov-
erage.

SAFE BUSINESSES SAVE MONEY.
Business liability and collision in-
surance is a major cost that can
often be contained or reduced
when companies commit to anef-
fective safety program.
Effective programs go well bey-
ond safety signs in the shop and
seat belts in trucks. Safety pro-
grams that are effective result in
atleasttwo types of costs savings:
Reduced injuries, accidents and
damages save money without
question; and companies that
achieve these positive results by

means of a formal safety program
are usually offered significant dis-
counts by their insurance carrier.

David Frank, president of
David J. Frank Landscape Con-
tracting, Germantown, Wis. , pro-
vides his employees with more
than 30 hours of in-house pro-
duced safety videos.

“Our company’s safety pro-
gram has resulted in huge savings
each year since we committed
ourselves to it,” Frank said.

Part of this process is convinc-
ing employees that the company
is serious about safety. Verbal pro-
nouncements about the impor-
tance of safety will seem insincere
toemployees who are required to
ride unprotected in the back of a
pickup truck. Frank’s company
offers substantial financial incen-
tives to his employees for safe
operations inanefforttounderline
the importance of safety in the
firm.

The important elements of an
effective company safety program
include employee training, safe-
ty rules and company commit-
ment. Increasingly, companies
are requiring employees to view
safety videos and receive train-
ing prior to their initiation into
“on-the-job-training,”

(continued on page 66)
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Roger Albrecht, president of Nitro-Green
Corporation, says that weed control is the
most important single item in customer

satisfaction. “Excellence in weed control
can be summed up in one word," says
Albrecht . .. “Trimec!”

Weed Control in the
Environmental Age

A leading lawn care franchisor
who has set a goal of eliminating
all broadcast spraying of
herbicides freely

discusses how

TRIMEC" fits
his basic strategy

to accomplish

this end.

Everett Mealman, Chairman

and Chief Executive Officer
PBI/Gordon Corporation

Roger Albrecht is president of Nitro-
Green Corporation, which has 38 fran-
chisees scattered over 15 different
states. In addition to liaison with the
franchisees, he manages two locations
in California, primarily to keep abreast
via hands-on experience,

“All business is local," says Albrecht,
“so there is no royal road to success that
will universally apply to all of our
locations, But there are three basic
fundamental realities that do apply.”

TRIMECH is a registered trademark of PBI/Gordon Corporation

Albrecht sums them up this way:

M People who pay money to have their
lawns taken care of realize that perfection
may not always be possible, but they
appreciate our efforts to strive for it.

B Efficiency is the key to growth, so every
dollar for chemicals, labor, and equipment
in a landscape maintenance budget must
be justified.

B Environmental stewardship is good bus-
iness.

“These realities have caused us to set a
goal on every property of totally eliminating
all broadcast spraying of herbicide and
replacing it with spot-treatment of the
appropriate Trimec Complex as needed,”
says Albrecht.

“We want to be pro-active on environ-
mental issues,” continues Albrecht. “We
want to be able to tell our customers that
we are not spraying any herbicides to chase
phantom weeds.

“Obviously, such a program has to be
built over a period of time,” says Albrecht.
“We like to start out a new customer with an

& PBI/Gordon Corporation, 1992

USE READER SERVICE #38

early broadcast of Trimec . . . either Super
or Classic, depending on the weather. We
want the ultimate degree of weed control
that’s possible so we can start a program
to thicken up the grass so weeds can't get
back in.

“When the program matures, we want to
be able to rely entirely on Trimec spot
treatment to eliminate broadleaf and
grassy weeds. Crabgrass is usually our
biggest problem, but we have absolute
confidence in Trimec Plus to handle any
crabgrass or nutsedge that shows up.
And what a plus, since it knocks out
broadleafs, too."

There is nothing like Trimec

Albrecht says that because of his
desire for hands-on experience, he has
tried every herbicide that has come
along. “Perhaps you can imagine,” says
Albrecht, “how many times I hear
salespeople say ‘hey, this is just like
Trimee, and I can save you a few
dollars.’

“I could write a book about the folly of
trying to save money on Trimec substitutes,”
laughs Albrecht, “but I'll simply remind you
of our position that every expenditure in an
operating budget must be justified, and
there is no expense that equals the cost of
a call-back.”

Why Trimec is superior

Trimec herbicides are Complexes, not
formulator tank-mixes of ag-grade chemi-
cals. To make Trimec, three acids are
reacted together to form a unified salt. This
salt is then formulated with wetting agents
and disperants, and is analytically moni-
tored continuously during formulation.

This unique process makes every droplet
of every Trimec formulation an exact mirror
image of the total, and thus precisely
optimizes the intended synergistic activity.

The differences between a tank-mix and
a Complex become major when the goal is
weed control in the environmental age.

PbLI /cordon
corporation

1217 West 12th Street
P.O. Box 4080
Kansas City, MO. 64101

TRIMEC

BROADLEAF HERBICIDE

765-192



Insurance Costs
(continued from page 64)

In Tigard, Northwest Land-
scape Industries requires several
days of training before a new em-
ployee joins a crew and safety
rules are clearly articulated in the

employee handbook.

Safety rules need to be careful-
ly explained and reinforced on a
regular basis. Many companies
accomplish this through regular-
ly scheduled safety meetings.
Weekly “tailgate” talks offered by
field supervisors or foremen can

be an effective means of *‘preach-
ing” safety. And, when these talks
can be documented, insurance
carriers are impressed and costs
come down.

Many companies have been
assisted in the development of
their safety programs by insur-

ance companies who know the
green industry such as MRP,
Sedgwick James and CNA. CNA
alone insures more than4,000 in-
dustry companies and has jointly
produced with the Associated
Landscape Contractors of Ameri-
ca numerous publications and

STRETCHING YOUR DOLLARS THROUGH SAFETY

BY ADOPTING simple guidelines for con-

trolling accidents and losses, landscape
professionals should be able to work with
their insurance brokers to lower insurance
costs.

The Associated Landscape Contractors
of America suggests the following mini-
mum guidelines when establishing a safety
program:

A written safety program should be

» available for review by both manage-
ment and employees. The program is to
contain as a minimum:

* Management’s statement of policy re-
garding accident and injury control.

e Safety rules established and enforced.

® The details of a safety training program.

® Health hazard recognition program.

® Description of the duties, functions
and responsibilities of persons administer-
ing the safety program.

® Drivers checked for competence and
safe driving records.
® Program to control injury to the public
and damage to property is in effect.
Regularly scheduled safety committee
» meetings with the minutes recorded.
All accidents investigated, corrective
s action taken and records maintained.
Management provides a safety orienta-
» tion session for all new employees and
employees that changed jobs.
A continuing program of effective
» material handling and manual lifting
established and enforced.
Personal protective equipment safety
» standards established and enforced, i.e.,
eye, head, foot, hand protection, etc.
A fleet safety program is established
s and contains as a minimum:
A list of employees authorized to operate
company cars and trucks.

® Drivers assigned to operate a specific
vehicle.

* State motor vehicle records on all driv-
ers obtained before hire and on all existing
drivers on a frequency consistent with the
size of operation.

® Drivers with poor past driving records
not permitted to operate company vehicles,
i.e., records indicating convictions for
driving while intoxicated, multiple moving
convictions, etc.

® Drivers physical competence to drive
verified when required by interstate regu-
lations.

® Basic on-the-job training for new ope-
rators.

® Preventive maintenance program.

A complete set of safety guidelines is
available from ALCA, 405 N. Washington
St., Suite 104, Falls Church, VA 22046;
800/395-2522.

NEW

SPREADER

Prevents Clogging = Stops Streaking

= 100% filtering
of product

m Assures free flow of
all granular products

= Increases production

°“|V$1 6.00

Plus shipping and handling.
Ohio residents add 6%
sales tax.

A MUST FOR ALL GRANULAR APPLICATIONS

To order write or call: PO Box 45463
Westlake, OH 44145

(216)835-4166

(216)937-5517

* Lesco & Scotts spreaders only
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$13.50
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Piston Pumps

SWITCHES FOR
REWIND REEILS

> GAUGES (R speclopeds

STRONG ENTERPRISES, INC.

Hyk

25% DISCOUNT ON
WNWW

Medium pressure diaphragm pumps.
tputs 1o 13 gpm.

10 580 psi. with oul

High pressure diaphragm pumps. to
850 psi. with outputs 1o 50 gpm

WIND MIOTORS

REPLACEMENT REEL
$7.00 EACH SWIVEL JOINTS
REEL MOTORS * . 12" $21.00
$120.00 4" $32.00

FLUSH BASE MOUNT

MAY BE mmmwmmm

PRICES GOOD ON COD SHIPMENTS ONL)
/ SOME PARTS OR PUMPS
PRICES LISTED DO NOT INCLUDE OUTBOUND FREIGHT CHARGES
WE SHIP THROUGHOUT THE UNITED STATES AND LATIN AMERICA
for complete details and information write or call:

E STRONG ENTERPRISES, INC.

14090 SW 144 Avenue Rd.
In Florida (305) 235-0967, Outside Florida (800) 228-0905

, Miami Florida 33186
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safety videos.

David Minor, president of Mi-
nor’s Inc. in Fort Worth, Texas,
credits these materials with the
success of his company’s safety
program.

“I had no idea how to start a
safety program. The CNA/ALCA
safety manual, the videos and
other materials have allowed our
company to develop a program
that works well for us,” Minor
said.

Interested companies can easily
access a variety of resources to
help them develop a safety pro-
gram and promote safer opera-
tions. But, this commitment to
training and safety costs money
upfront. Significant savings come
later.

WORKMAN'S COMP: BANE OR
BENEFIT? Many companies strug-
gle with the difficulties caused by
workman’s compensation pro-
blems. A minority of doctors, chi-
ropractors and attorneys build
their businesses on *“work comp”
claims.

The most effective way to con-
trol work comp claims is to es-

tablish an effective Occupational
Injury Management program, ac-
cording to Don Brown of CNA’s
Loss Control Division.

Brown recommends that com-
panies ‘‘manage” employee in-
juries from start to finish. He
recommends that companies
develop a system of medical care
providers including a “‘company
doctor.” When anemployee is in-
jured, companies should provide
transportation to the designated
medical care providers.

“I know from experience that
when employees feel the company
doesn’tcare, they can fall into the
hands of attorneys and doctors
who specialize in work comp
claims,” Brown said.

He also recommends that com-
panies keep in close touch with
the injured employee during the
recovery period. “‘Call regularly
and show them that you care,” he
said.

Animportantstep inthe claims
management program is to get the
injured employee back to work
as soon as possible. Eldon Dyk,
vice president of Allen Keesen
Landscape in Denver, said that,

“we find something productive
forthemtodo whether it’s helping
inthe office or pushing abroom.”

Employees whossit idly at home
for weeks at a time are far more
likely to respond to work comp
television ads than are those who
are being paid for productive
work.

Another important factor in
controlling workman’s compen-

i
it’s not
uncommon for
landscape firms
to spend 10
percent of gross
revenues on

sation insurance costs is to make
sure that your broker has your
employees classified correctly.
Many companies are penalized
each year with higher costs re-

sulting from an insurance broker
who is ignorant of our industry.
Try to work with insurance pro-
fessionals who know the industry
and don't be afraid to compare
notes with your peers. One con-
tractor in Denver saved $20,000
after comparing his employee
classifications with a friendly
competitor.

Most permanent employees
consider health insurance to be
the most important benefit intheir
compensation package. The best
way for companies to control
health insurance costs is through
a “‘costcontainment program’’ in
which a company indicates its
willingness to work with the insur-
ance carrier rather than against it.

It means a “‘managed” health
care program that gives the car-
rier some control over costs as op-
posed to an “open” system that
allows the insured to make all the
decisions about accessing health
care services.

Most “managed” health care
systems are health maintenance
organizations, HMOs, or pre-
ferred provider organizations,
PPOs. HMOs like Kaiser Per-

he Lawn

Solution

State-of-the-Art
Lawn & Tree Care
Management Software

Don’t buy any other system
until you have seen “The
Lawn Solution’. The
advantages will be obvious.

FOR MORE INFORMATION CALL

.. Aa e

- e | 2098
e S'oult?:ielc;e
COMEANY Michigan 48034
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TTI050E2* Twin Tank
2 12v Motors
2 Piston Pumps
50 & 100 Gal. PCO Tanks

(216) 453-0770

3425 Middlebranch Rd., N.E. Canton, OH 44705
Call today for information on our full line of Protank Spray Systems.

*Custom orders welcome

@ C&S TURFCARE EQUIPMENT, INC.
INTRODUCES THE PROTANK® FAMILY

S N

TS100G19*
3H.PIC.
Diaphragm Pump

100 Gal. PCO Tank

(800) 872-7050

TS200* Tree Sprayer
8 H.P. Gas Engine
14GPM Diaphragm Pump
6:1 Gear Reduction

Ty
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manente require that employees
use their system of health care.
PPOs encourage employees to use
a specific network of contracted
doctors and hospitals.

Intheory, insurance carriers are
willing to offer companies lower
rates in exchange for their ability
to “manage’ health benefits. One
example of a cost containment
program is the ‘“‘case manager.”
When an insured becomes ser-
iously ill, the case manager — a
trained nurse — is assigned the
task of securing the best possible
care at the lowest cost.

“If you want lower health in-
surance rates you need to allow
the carrier some say in how the
benefits are delivered,” said Estes
of Van Gilder Insurance.

Estes pointed out that com-
panies can save money in the
health benefits arena by sup-
plementing their health insurance
coverage with a “‘cafeteria plan”
known as Section 125 by the In-
ternal Revenue Service. A cafe-
teria plan is an employee benefit
that is essentially a flexible spend-
ing account.

This account is meant to pro-

specifications.

' Shop insurance needs in the market-

\' A place.

vide employees with health bene-
fits not covered by health in-
surance programs. These benefits
would include eye glasses and or-
thodontics, for example. A Sec-
tion 125 Plan allows companies

7

/9. You Need
= Tree City USA

City trees add the soft touch of
nature to our busy lives.

Support Tree City USA where
you live. For your free booklet,
write: Tree City USA, The National
Arbor Day Foundation, Nebraska
City, NE 68410.

The National
¥ Arbor Day Foundation

BEFORE RENEWING
OR BUYING INSURANCE

Produce a clearly written set of

/ Establish a safety program to contain or
reduce costs. Employee training, safety

rules and company commitment are critical.

Establish an in-house program to
“manage’” employee injuries from start
to finish. A cost containment program can
also control health insurance costs.

\ j Make sure your employees are
classified correctly by your broker.

to use payroll deductions to pay
for the premiums. Employees are
able to pay for necessary health
services and products with pre-
tax dollars, often resulting in sav-
ings on income taxes of 20 per-

cent to 28 percent.

Companies also benefit by re-
ducing payroll taxes by as much
as 10 percent. These programs re-
quire care in their development
because of IRS regulations. Estes
recommends that companies seek
the help of an employee benefits
consultant.

Controlling or reducing insur-
ance costs requires a lot of hard
work. Large corporations often
are able to use full-time staff
members who devote all theirtime
to these efforts. The small busi-
ness operator has no such luck.
Still, an on-going commitment to
this effort usually pays off in
substantial ways. For most of us,
the key element is not full-time
staff, but hard work, knowledge
and commitment to the process.

The author is president of Col-

orado Landscape Enterprises,

Westminster. Garber also serves

on LLM’s advisory board and is

president ofthe Associated Land-

scape Contractors of Americaand
an active member of the Asso-
ciated Landscape Contractors of
Colorado.

TREE CITYUSA

The National Arbor Day Fondation
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BRUSHKING' S-3

PROFESSIONAL QUALITY PRUNING SHEAR
¢ FORGED ALUMINUM HANDLES
* COMFORTABLE VINYL GRIPS
* PRECISE BLADE ADJUSTMENT
* SUPERIOR PERFORMANCE
¢ ALL PARTS AVAILABLE
¢ PRICED BELOW COMPETITION
¢ CUT-AND-HOLD MODEL S-4
* GUARANTEED

WHY PAY
MORE?

ASK FOR OUR CATALOG FEATURING:
* BRUSHKING-BRUSHCUTTERS
* BUDDING & GRAFTING KNIVES
* PRUNING SAWS & KNIVES
* SHEARING KNIVES
* PRUNING SHEARS, LOPPERS
o GEWA™ INJECTORS/MEDICATORS
MANUFACTURER AND EXCLUSIVE IMPORTER

OF PROFESSIONAL HORTICULTURAL
& LANDSCAPE MAINTENANCE TOOLS

BRUSHKING'

4173 DOMESTIC AVENUE

NAPLES, FLORIDA 33942
PHONE FAX
(813) 643-6368 (813) 643-3914
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Congressman Seeks
Quality Standards

REP. AL SWIFT, D-WA, recently in-
troduced legislation to establish compost
quality standards.

The National Waste Reduction, Recyc-
ling and Management Act, or H.R. 3865,
would require the Environmental Protec-
tion Agency to establish standards for all
compost products and elevate composting
as a recognized ingredient of waste man-
agement.

The proposed legislation also provides
for community-based decision making on
matters of solid-waste management. The
bill would require local governments to do
a full cost accounting of waste-manage-
ment methods, permitting a side-by-side
comparison of composting with other
waste management techniques.

Market incentives for compost products
are included in the bill. Within 18 months
of enactment, the administrator of EPA is
required to prepare guidelines for federal

LANDSCAPERS’ CONTRIBUTION

TO COMPOSTING

Economic incentives
for landscapers to com-

| Vard Watte

post yard waste have
significantly increased
recovery rates in Long-

 Longmeadow  Wellesley

Source: Instituts for Local Self-Reliance

- Residential
Yard Waste

meadow, Wellesley and
Upper Township, Mass.
Longmeadow land-
scapers pay moderate
tipping fees at local

{1 disposal sites ($23 per
ton); or dump their yard
waste for free at a 100-
acre farm where the
town's collected leaves
are tilled into the soil. As
a result, Longmeadow
diverted an additional 7
percent of its waste from
disposal in 1989.

Upper Twp.

procurement of compost made from yard
and other organic wastes.
The bill also would exempt organic

materials to be composted from interstate
fees on the transportation of municipal
solid waste.

—

Imler
Measuring Wheels

The Professionals’ Choice

To order or for information call toll free

1-800-433-1764

In Ohio call

(614) 486-9068

or write:

Imler Industries Inc.
1117 Broadview Ave.
Columbus, Ohio 43212

Original and Folding
Models Available

IMLER
INDUSTRIES &) INC.

_
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NAME THAT WEED

Yellow nutgrass is just one of many weeds that Pennant® prevents.
So now you can choke out your worst weeds without beating up on
ornamentals and warm-season turf.

PENNANT

©1992 CIBAGEIGY Corporation. Always read and follow label direction:
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0BG Onmﬂons Beg’ns municipal areas of Dade County and facility; and 15.3 percent recycle and sell

makes it illegal for residents to mix yard or give away the end product.
WM was'e P Iy ““Siﬂg waste with garbage or trash; place yard About 77.2 percent of respondents said

OBG Operations, Syracuse, N.Y., began waste at the curbside for collection as gar- they make limited use of landfills; of those,

processing wood waste and leaves at its bage; or deliver yard waste mixed with 53.5 percent said they recycle all chips

Cicero Wood Recovery division. OBG is a | other trash to any of the county’s 21 trash and wood; 35.2 percent recycle only wood

subsidiary of O’Brien Gere Co., also based | and recycling centers. chips; and 11.3 percent recycle only wood.

in Syracuse. County, municipal and commercial waste Costs of debris disposal averaged $31
The company charges a base tipping fee haulers must also comply. per ton for chips; $37.50 per ton for logs

of $35 per ton for wood wastes including In Orlando, the Solid Waste Manage- and $35.50 per ton for stumps.

brush, limbs, lumber and pallets, but of- ment Bureau and Leu Botanical Gardens

fers volume discounts for large-scale gene- | have designed a compost demonstration

rators and long-term contracts. site at the 57-acre botanical garden. Y’MBY P" ram Oﬁered
It sells the wood chips, mulch and leaf The site demonstrates different methods

compost to nurseries, landscapers, indi- of converting yard clippings and leaves in- in Fa”fax oun'y

vidual homeowners and others. to fertilizers. Fairfax County, Va., launched a yard

debris management and source reduction
program named Yes In My Back Yard.

Florida Deals NAA Members Respo"d The YIMBY program consists of backyard
With Yard Waste Ban | to Debris Disposal 11553 A g

leaves and brush; landscape alteration;
Time’s up for residents of Florida to learn The National Association of Arborists sur- | and grasscycling — leaving grass clippings

new methods of yard waste disposal. Last veyed its members on debris disposal/re- on the lawn.

month, yard wastes were banned from cycling and found that 48 percent of mem- As part of the plan, the Department of

Class I landfills, in compliance with the bers were involved in recycling in one Public Works, Fairfax, sponsors seminars

1988 Florida Solid Waste Management Act. | form or another. Seventeen percent of its and expects to distribute 500 composting
In response, a Dade County, Fla., or- active membership responded. bins this year.

dinance now mandates the separation of Among its findings: 55.3 percent leave Last year, yard waste collection and

yard trash from other types of solid waste. | debris in some form with their clients; composting programs diverted 28,760 tons

It applies to the unincorporated and 29.4 percent take debris to a recycling of yard debris from the landfill. L

CALL
TOLL-FREE

[ZILEE  800-456-0707

Banner Style _ |
. ;1’ I?y t;nlnrs | To place a classified ad. |
* 7 ink colors : ici ia i i

o & fing sizes For display advertising media information. |
* Hangs vertically

PESTICIDE

for easy reading To order or renew a subscription or correct
* Custom print

available your mailing address. ‘

Rigid Style

e Durable

. SOFTWARE

» Attached PVC

“Safety Staff" Mr. Accountant the ultimate -
* Low Cost landscapers accounting package
Accounts Receivable « Invoices « Statements « Aging Reports « Truck

West of Rockies East of Rockles Routes  Plant List « Proposals * Accounts Payable « Payroll =+ General
Ledger » Equipment Maintenance « Menu Driven « Simple to Use
800/552-FLAG 800/942-5816 ity ' iven « Simp

Corirn, oA 93428 Nelgh NE 66758 Customization Available
o Demo SPS Consulting Complete

Fax: 805/927-1601

Available 1032 Raritan Road - Cranford, NJ 07016 ~ Program
BLACKBURN (908)272-1398 $695.00
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NORM GOLDSMITH has been appointed
sales administration manager at Cushman.
He is responsible for the administration of
dealer sales order processing, as well as
sales forecasting.

Mike Hoffman, director of marketing
for The Toro Co.'s commercial products
division, has assumed the additional respon-
sibility of service operations management.

Toro’s irrigation division recently pro-
moted Delancey Spain 10 key accounts
manager in the Orlando/Jacksonville/
Tallahassee area of Florida. She has been
with the company for more than five
years, most recently as district sales and
specification manager for the division.

Also within the division, Teofilo Men-
dez Lynch was named area manager for
Mexico and Central and South America.
Mendez Lynch previously operated a land-
scape contracting firm in California.

Goldsmith Hoffman

Management changes at Pennington
Seed resulted in the following personnel
moves: Brooks Pennington Ill, lcgal
counsel for the company, now also serves
as vice president of finance; and Dan Pen-
nington is now vice president for all Pen-
nington Seed manufacturing divisions.

Also at Pennington, Richard Best was
named vice president for distribution opera-
tions. This is a new position within the

company. Keith Kelly now serves as vice
president for product development, spec-
ializing in lawn and garden chemicals and

fertilizers. Steve Triplett was named direc-

tor of national accounts.
Dr. James Murphy is the new turfgrass

extension specialist for Rutgers University.

He is a recent graduate of Michigan State
University.

Tim DeMars was named director of mar-
keting communications for Husqvarna. De-

Mars oversees all aspects of advertising
and marketing communications. Previous-
ly he was an account executive with Lee
DeForest Communications.

Husqvarna also named Steve Woods its
new lawn and garden marketing manager.
Woods has more than 25 years of sales
and marketing experience in the lawn and
power equipment business.

Yazoo Manufacturing named several

BILLMASTER does it ALL

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

7 Quick Professional Invoicing

“ Complete Tax Reports

7r Route & Job Scheduling

vr Unlimited Training & Support

v Delinquency and Aging Reports

¥r Mailing Lists / Track Expenses

vr And Much More for only $695.00

CALL FOR FREE DEMO DISK

Please Specify Disk Size 5" or 3"

(800) 572-8713 BILLMASTER

by Customized Business Software

USE READER SERVICE £10

NAME THAT WEED

Yellow foxtail is just one of many weeds that Pennant® prevents.
So now you can choke out your worst weeds without beating up on
ornamentals and warm-season turf.

PENNANT

01992 CIBA-GEIGY Corporation. Always read and follow label directions
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personnel changes: Chris Sharp was named
marketing manager of dealer and govern-
ment sales; Howard Day is now vice presi-
dent, marketing support and service; Mike
Hammer is territory manager; and Troy
Berry is technical plant manager.

American Cyanamid’s agricultural divi-
sion reorganized its vegetation and pest
control department into three operating
units: industrial vegetation products, turf
and ornamental products and specialty
pest control products.

Under the reorganization, Dr. A, Thomas
Perkins joined the department as business
manager, turf and ornamental products:
Charles Galley Jr. was named business
manager, specialty pest control products;
and Lisa Dry was appointed marketing
communications manager.

Bill Schaut was promoted to inside/out-
side sales representative for the industrial
division of Briggs & Stratton. Schaut joined
the company in 1989 as an inside sales
representative for the lawn and garden
division.

John Schmidt was appointed northern
California district manager for Netafim Ir-
rigation. He is responsible for irrigation
sales and marketing to landscape contrac-
tors, landscape architects and distributors.

ISK Biotech named Gerald Harrison
senior technical supervisor, North Caro-
lina. Previously, he was senior technical
supervisor, Georgia.

Harrison is responsible for directing,
implementing and monitoring all field
development activities with experimental
and proprietary ISK Biotech products in
the Mid-Atlantic states.

Randy Malkin is Rain Bird's new pro-
duct manager for the commercial division.
Malkin joined the company in 1989 as an
area specifications manager for southern
Nevada and the northern portion of
Southern California. He has more than 18
years in the irrigation and landscape
industries.

Also at Rain Bird, Don Fisher was named
product manager in charge of rotors for
the contractor division; John Holmquist
joined the contractor division as district
sales manager for the San Francisco Bay
area; and John Terry joined the commer-
cial division as technical services manager.

Richard Valentine has been named tech-
nical staff consultant for the Verti-Drain
aeration system and turf overseeder prod-
uct lines. He is a former superintendent at
the Merion Golf Club in Ardmore, Penn.

Ampel Corp. has appointed Thomas

Anderson as president and chief operating
officer. Anderson recently was an account
executive with the Millhiser Smith Insur-
ance Agency, Cedar Rapids, lowa.

Henderson Manufacturing has added
four members to its sales and engineering
staff. They are: Denis Duppong, engineer-
ing manager; Glenn Beck, western region-
al sales manager; Tom Noland, central
regional sales manager; and Ted Ruder,
eastern regional sales manager.

Agri-Diagnostics Associates promoted
Jim Donovan (o the new position of sales
and marketing manager, turf and orna-
mentals. Previously, he was national sales
manager for turf.

Russell Hayworth joined Turf-Seed Inc.
as Southwest marketing manager. He now

markets all Turf-Seed varieties and blends,

and is involved with new product develop-
ment and testing throughout the South-
western United States.

Dr. Joseph Duich was named technical

adviserand consultant for Tee-2-Green Corp.

In December, he retired from Penn State
University where he was professor of turf-
grass science for more than 36 years.

Nicholas “Nick” Owens was appointed
president and chief operating officer of
L.R. Nelson Corp.

THE SAFE CHOICE IN
LOW PROFIL.E EDGINGS

N AR

SAFE FOR ALL
PLAYGROUNDS

LANDSCAPE AREAS,
OR RUNNING TRACKS

Over the years some landscape
architects and contractors have told us ~
they didn't like the look of round top
edgings, so we created two styles that
are unique in the industry: SUPER-EDG

SLIM-EDG™

and SLIM-EDG.

BRICK PAVER & LANDSCAPE EDGINGS
FOR SAFETY & LOW MAINTENANCE

AN AL BAY A

0

THE BEST
GUARANTEE
IN THE

O/ EDGING INDUSTRY

SUPER-EDG™

Py OLY-OLA will do whatever it
| takes to make you and your
customers satisfled and happy!

Edging minimizes hand trimming
and helps contain mulches, such
as stone and bark, within the bed
area. "It will also help to keep
more water in the planting beds by
eliminating surface runoff.

*Penn State University Research Project 1986
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THE METER-MAN measuring wheel is
available in 34 models. Standard, commer-
cial and industrial wheels read up to
1,000, 10,000 and 100,000 feet/meters,
respectively.

The 25-inch diameter 79 series is de-
signed for rough agricultural terrain. The
12-, 31- and 60-series wheels are rimmed
with durable rubber tread for accurate
measure even on smooth, hard surfaces.

Circle 126 on reader service card

New features have been added to the Ir-
ritrol MCPlus, Dial and IBOC controllers.
From Hardie Irrigation, the MCPlus and
Dial controllers now feature non-volatile
memory that holds programs forever, even
after power failure. Also, a self-diagnostic
electronic circuit breaker overrides shorted
stations and alerts the user of problem
stations.

The two controllers also have a pro-
grammable valve test and programmable
rain off, which allows the controller to be

|

Product Spotlight

BARRICADE® WG, a preemergent herbicide for the lawn maintenance and golf
markets, received Environmental Protection Agency registration.

Barricade provides season-long control of key weeds such as crabgrass and goose-
grass with a single application. The product’s residual is said to control grassy
weeds all season. It will also control annual bluegrass, common chickweed,
henbit, knotweed and prostrate spurge among others. Barricade is designed to

control turf weeds as they germinate by

Circle 125 on reader service card

set to an off status of | to 7 days

The IBOC controller is battery operated
and has new housing and improved cir-
cuitry.

Circle 127 on reader service card.

The Line-Ward -2 Line Layer installs ir-
rigation pipe or cable with little effort. It
maneuvers in tight turns and is ideal for
“leaky™ or “porous’ pipe irrigation sys-
tems.

inhibiting root and shoot growth.

Also available is a boring attachment
that bores under drives or roadways. It
can be installed in 60 seconds with no
[ tools, bolts or pins,

| Circle 128 on reader service card

Sea Green soluble seaweed powder from
Soll Technologies Corp, is formulated 1o
provide nutrients and growth hormones to
turfgrass. The powder is reconstituted to
treat one acre with 50 to 100 gallons of

Sprayers on Skids
Sprayers ont Ttucks

Sprayers Customized

100 to 1000
Gallon Units
5-50 GPM
1-6 Tank Units
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NAME THAT WEED

Crabgrass is just one of many weeds that Pennant® prevents.
So now you can choke out your worst weeds without beating up on
ornamentals and warm-season turf.

P E

992 CIBAGEIGY Corpors

N N

Alway

A N

w labe! deectior

USE READER SERVICE £29

LAWN & LANDSCAPE MAINTENANCE + FEBRUARY 1992

73



site, It is available for Bobcat, Bunton,
Exmark, Jacobsen, Scag and Snapper/
Kees walk-behind equipment.

Circle 130 on reader service card

water and can be tank mixed with foliar-
applied pesticide sprays.

Applied in the fall, it helps to increase
turf resistance to winter kill and frost
damage. Spraying newly seeded or sodded
grass helps initiate root growth.

Circle 129 on reader service card

Eliminator Trallers introduced its new
model A-58LS landscape trailer. It offers
steel construction with steel mesh or
treated plank flooring, 4-inch rails with
stake pockets, wheels, fenders, DO.T.-
approved lights, reflectors, ball and wiring.
Circle 131 on reader service card

J. Thomas Distributors introduced a three-
piece rear wheel assembly that allows
both the tire and the pulley to be unbolted
from the rim. The assembly is designed
so that flats can be repaired on the job

Greenlee offers a line of outdoor lighting
fixtures to meet a variety of needs. The
Bullet series includes a number of sizes
and mountings for uplight and downlight
applications and is easily concealed
among shrubbery or plant material.
Low-level fixtures in the Pathway series
can be used to create borders, accentuate
features and illuminate paths. Other fix-
tures for diverse applications are available.

Circle 132 on reader service card

Encore Manufacturing Co. now has a
mulching kit that adapts to and retrofits all
Encore 48-inch PRO-line mowers, in-
cluding 1988 models.

No new holes need to be drilled to

adapt the kit. Mulching kits for additional
Encore intermediate commercial mowers
will soon be available.

Circle 133 on reader service card

Green Clip is a new print media clipping
service for marketing, public relations and
advertising managers in the green indus-
try. The service tracks references to com-
pany names, personnel and competitive
products. More than 400 state and na-
tional industry magazines, newspapers and
newsletters are scanned daily for clients.
Green Clip will only service companies,
institutions and associations that are in-
volved in landscaping, irrigation, agricul-
(continued on page 76)
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Get an immediate return on
your investment in equipment...

Today more than ever, you need value and quality to make money.

Think about it. Your customers
demand quality work that is done on
time. You will have loyal customers and
get an immediate return on your invest-
ment in equipment only if you buy value
and quality.

BlueBird means value and quality. BlueBird prod-
ucts are your ticket to satisfaction and fast return
on your investment. Made in the USA, BlueBird
products are famous for long life and low main-
tenance. Call today for information and the
name of your distributor. BlueBird
International, 2778 South Tejon,
Englewood, Colorado 80110. Phone
303/781-4458. Fax 303/781-1873.

Lawn
Seeders

These BlueBird moneymakers pay
off right now for you!

Bluskirg
nternatona
-

Lawn Aerators
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.‘: Introducing new low-dust CHIPCO® RONSTAR® brand G oxadiazon herbicide.
N N
Thanks to a cellulose-based granule derived from recycled paper, your favorite

herbicide is now available in an easier-handling, remarkably low-dust formulation.

Of course, you still get the same dependable control of 25 broadleaf and

grassy weeds—including goosegrass, crabgrass and Poa Annua—that you've come to

expect from CHIPCO® RONSTAR® G. And you get this proven control all season long

@M Rhone-Poulenc Ag Company, 2 TW. Alexander Drive, Research Triangle Park, NC 27709 CHIPCO and RONSTAR are registered trademarks of Rhone-Poulenc.
As with any crop protection chemical, always read and follow instructions on the label. & 1991 Rhone-Poulenc Ag Company
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Remember Ilow You Aml
Your Best Friend
Made A Great Team?

With The Andersons' Tee Time* fertilizers plus
TEAM" you've got a friend you can count on to
stand up against nasty neighborhood weeds trying
to bully in on your turf.

asik us abowuik:
Tee Time 19-3-8 or 25-3-8 fertilizer formulations
incorporating TEAM pre-emergence herbicide.

These and many other proven, high-performance turf
care products are available now from your nearest Tee
Time distributor.

For more information, call toll free:
1-800-225-ANDY (2639)

the professional’s
partner®

TI\ R
C seaa®

Andersons

B TEAM is a trademark of DowElinco, €

1992, TeeTime is a trademark of The Andersons
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{continued from page 74)

ture, interiorscaping and nursery businesses. Clippings are mailed
once a week.

Circle 134 on reader service card

Stonco Lighting is offering an improved version of its TLB
decorative surface bracket. The TLBIS offers a lower starting
temperature with no tradeoff in lumen output. Typical applica-

tions include entranceways and stairwells. It mounts horizontally
or vertically.

Circle 135 on reader service card

DEER-AWAY Big Game Repellent from IntAgra is formulated to
protect trees and plants from deer damage. Available in liquid
spray or dry powder, it's designed to provide protection for more
than two months, even in rain.

The active ingredient is inedible egg solid. The product repels
deer by its odor.
Circle 136 on reader service card

A heavy-duty, self-feeding brush chipper is available from
Vermeer Manufacturing Co. The Vermeer 1220 chipper is
designed to handle large diameter tree limbs, brush and con-
struction waste materials. It comes equipped with a hydro-
statically controlled vertical feed roller system, which makes
large, bulky and bushy material easier to process.

Other features include variable speed control from 0 to 120
feet per minute, a 30-gallon fuel tank, pusher fan, electric
brakes, lockable tool and battery box and engine hood. For safe-
ty. the discharge chute pivots 270 degrees to prevent chips from
being directed at the operator.

Circle 137 on reader service card
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The Danziger series of 12 New Guinea
impatiens varieties is being introduced in
the United States and Canada by Fischer
Geraniums, U.S.A.

The series offers large flowers and ex-
cellent performance under extremely hot
weather conditions, according to the com-
pany. New varieties include: Danlight, a
light pink flower with a purple blotch and
stripes of purple: Danshir; and Rondo, a
blood-red flower with dark green foliage.

Circle 138 on reader service card

for residual control. Quart containers are
now available.

Circle 143 on reader service card

Woods midsize commercial mowers are
available in 36-, 48- and 6l-inch cutting
widths. They feature hydrostatic transaxle
drive, Kohler Magnum series 4-cycle en-
gines, fingertip steering and large 8-inch
disc brakes.

The heavy-duty mower deck is designed

to resist flexing and maintain a quality
cut. Blade spindle housings are custom-
designed cast aluminum with sealed dou-
ble ball bearings and top access grease
fittings.

Circle 144 on reader service card

Super Turf Fertilizer from O.M. Scoft &
Sons offers an extended feeding from 12
to 14 weeks, initial greenup with uniform
growth and maintenance levels of available

The Converta-Cart changes from a cart o
a trailer in up to one minute. The steel
bed is 30-inches wide, and 36-inches long
with 12-inch-high solid side boards. Load
capacity is 9 cubic feet. A removable
board allows for back end dumping.

As a trailer, the 10-inch tongue height
provides compatibility with most riding
mowers and small garden tractors. The
1/4-inch by 2-inch solid bar tongue exten-
der allows for adequate wheel clearance.
Weight capacity is 300 pounds using a
5/8-inch axle

Circle 139 on reader service card

Green-T liquid fertilizer contains triazone
nitrogen, a new controlled release nitro-
gen source. It features low burn potential
and high stability.

Green-T is compatible with turf chemi-
cals and can be used with a regular spray
program. It is 100 percent water soluble.
Circle 140 on reader service card

Banjo Kentucky bluegrass from Interna-
tional Seeds offers heat and shade toler-
ance and superior resistance to brown
patch disease. It can be used to increase |
stress tolerance in bluegrass blends and to
add strength and structure to turf-type tall
fescue sod.

Circle 141 on reader service card

Legacy is a low-growing, turf-type peren-
nial ryegrass from LESCO. It features a
high level of endophyte, dark green color,
fine leaf texture, good density and a dwarf
growth rate.

Legacy has demonstrated improved mow-
ing quality, density and heat and drought
tolerance. It offers improved resistance to
leaf spot, brown patch and stem rust, and
is broadly adapted as a premium turfgrass
in cool-humid and cool-arid zones.

Circle 142 on reader service card

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.

L
ICE CONTROL SPREADERS FOR
DUMP TRUCKS

HENDERSON

MINI 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
maintenance hauling

and winter ice control

needs, check

firstwith. . . “TRe ) MZ

ICE CONTROL SPREADERS FOR
PICKUP TRUCKS

Lawn and Garden Products offers SAF-T-
SIDE, a suffocating oil for control of
aphids, whiteflies, mites, mealybugs and
other insects in ornamentals, vegetables
and citrus.

It can be used by itself or mixed with
other biological or chemical insecticides

LAWN & LANDSCAPE MAINTENANCE * FEBRUARY 1992

HENDERSON MANUFACTURING
C n of Willknight, Inc

P.O. Box 40 * Manchester, IA 52057 » (319) 927-2828

Dealerships available in selected territories
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phosphorus potassium. It can be used on
fairway-height grass.

The fertilizer incorporates Scotts’ new
Poly-S™ technology, which combines
polymer and sulfur in a coating for con-
trolled-release turf fertilizers. Residual is
programmed from two to six months, ac-
cording to the application.

Circle 145 on reader service card

Permaloc now offers 1/8-inch by 3-inch
aluminum edging. Included are one clip
and two heavy stakes.

Circle 146 on reader service card

American Excelsior Co. offers Quickgrass,
a dyed green wood excelsior erosion con-
trol blanket with photodegradable netting
applied to one side.

Made from Aspen curled wood fibers,
Quickgrass is designed to prevent erosion,
assist in germination, protect seedlings
and provide the appearance of natural turf
instantly. Rolls are 180 feet long and 48
feet wide. One roll covers approximately
80 square yards and weighs about 80
pounds.

Circle 153 on reader service card -

|
|
|

FYL..

Meet the satellite family. The Rain Bird satellite controllers brochure outlines key
features and specifications for these water management aids.
Circle 147 on reader service card

Grow your business. Nursery Supplies Inc. has launched a free, quarterly newslet-
ter to inform growers of industry trends and business strategies.
Circle 148 on reader service card

Thomson Publications revises guide. The “Tree, Turf and Ornamental Pesticide
Guide” includes information from basic manufacturers’ labels and Environmental
Protection Agency summaries.

Circle 149 on reader service card

Reduce the risk of Lyme Disease. ““The Comprehensive Deer Tick Control Manual,”
published by EcoHealth Inc., discusses landscaping techniques and chemical op-
tions for deer tick control.

Circle 150 on reader service card

Chain saw training on video. The National Arborist Association offers a two-part
VHS video series on chain saw use and safety and chain saw selection and
maintenance.

Circle 151 on reader-service card

Wild about flowers. A program for long-term wildflower maintenance is outlined
in Applewood Seed Co.s 1992, 24-page catalog. More than 100 wildflower species
and nine regional mixtures are offered.

Circle 152 on reader service card

‘ 2
@’ Green Garde Division

312-644-2830

Buy a sprayer that lasts...
Year after year!

For the times you need a compression sprayer, buy a
Hudson professional sprayer from Green Garde®

Built with you in mind, Hudson
professional sprayers feature...

¢ Strong, maleable steel pump handles.
¢ Heavy-duty Kem Oil™ hose.

o Efficient brass or polyamide
pumps that pressurize
with fewer strokes.

» Viton® (fluorocarbon) soft parts.

* Exclusive Roto-Valve™ or
thrustless brass shut-offs.

« TeeJet® or TeeJet adaptable
brass nozzle assemblies.

* Choose stainless or Endural®
epoxy-coated galvanized steel or heavy-duty
\\\ | poly in a variety of sizes and configurations.

Call or fax now for your Hudson
professional sprayer catalog.

green H.D. HUDSON MANUFACTURING COMPANY

500 N. Michigan Avenue ¢ Chicago, IL 60611-3748
gardex FAX: 312-644-7989

)

CALL
TOLL-FREE
800-456-0707

To place a classified ad.

For display advertising
media information.
To order or renew

a subscription
or correct
your mailing address.

LAWN &
LANDSCAPE

MAINTENANCE
MAGAZINE.

Call us. We're here to serve you.
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CUSTOMER SATISFACTION CRITICAL TO ACCOUNT RETENTION

IN THE LAWN MAINTENANCE mar-
ket, it’s a well-known fact that a company
is only as good as its last application.
That’s why Randy Zweifel, president and
owner of Lawn Managers, makes it a
point to understand his customers’ needs.

He gives them high-quality service with
the personal attention they expect from a
small company. And with the lawn main-
tenance market nearing saturation, custo-
mer retention has been the key to success
for the St. Louis, Mo., company.

“Our excellent staff who is familiar
with the industry and with the customers
has been a factor in our success,”

Zweifel said. “All of our personnel are
properly trained and licensed, so they're
familiar with our products and pesticide
usage in general. This training ensures
safety to the customers as well as to the
individual.

“The market has pretty much stabilized,”
Zweifel added. ““So keeping the customers
we have today is the reason we are suc-
cessful. Our customer base has stayed
about the same for the past three years,
with our total production dollars up about
6 percent this year.”

Zweifel emphasized that providing per-
sonal service has kept his customes call-
ing back. Since 1979, when Zweifel started
the company, he has stressed personal ser-
vice to ensure customer satisfaction. That
helped turn his one-man service into the
seven-man company it is today, providing
various lawn maintenance programs to
more than 1,800 residential customers in
the St. Louis area.

Providing personal attention to so many
customers can be tough, especially around
the spring burst. Too often, homeowners
call to start a lawn service when they see
the weeds — after crabgrass has germi-
nated. “Then it normally takes two treat-
ments — a postemergent to kill the crab-
grass that has already come up, and a pre-
emergent to stop the weeds that haven’t
yet germinated.”

Dimension™ turf herbicide from Mon-
santo Co. has helped Zweifel in this battle
against crabgrass, by widening the win-
dow of application. “Dimension controls
the germinated crabgrass prior to tillering
and also works as a preemergent. This
saves us time so we can service more peo-
ple,” he said.

Yet, more important than servicing more
people, the herbicide enables him to ser-

vice these customers better. ‘‘Customers
don't tell you that their crabgrass and
weeds are gone. That’s what they expect
from a lawn service. But they will tell you
when the weeds aren’t gone,” he added.

Zweifel said he’s satisfied with the per-
formance of preemergents in his arsenal,
but appreciates the postemergent control
Dimension provides. Compatibility with
fertilizers and other broadleaf weed con-
trol products is a plus.

The company has been doing some ad-

vertising and direct mail to build its cus-
tomer base, but customer referrals account
for 40 percent of new business.

The company sends out surveys every
year to each of their customers asking for
comments on the services they have re-
ceived in the past year. “We get an excel-
lent response,” he said. “We even pay for
the return postage, which really adds to
the cost of the survey. It's expensive and
time-consuming, but this is important to
us and to our customers.” "
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Control At Your Fingertips

Powerful Doane System computer software
helps you manage your landscaping business.

e * Detailed job costing
o » Produces fast, accurate bids
« Prints itemized work orders
* Scheduling/Routing
* Recurring and AIA billing
o « Fully integrated accounting
« Prints financial reports
» Tracks inventory and equipment
* Free brochure

Contact: Doane Agricultural Services Company
6443 SW Beaverton-Hillsdale Highway, Suite 305
Portland, OR 97221 « (503) 297-9035

1-800-367-7082

DOANE
SYSTEM

26041 Pala
Mission Viejo, CA 92691
(714) 587-8488

(800) 292-3488

FAX: (714) 951-2656
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Permanent Landscape Borders

Create profits

marketing

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.

USE READER SERVICE #20

8l




Lawn & Landscape

MAINTENANCE

Calendar

MARCH 1

The Ohio State University Agricultural Techni-
que Institute sponsors the 1992 Spring Garden
Preview, Agricultural Research and Develop-
ment Center, Wooster, Ohio. Contact: Dr. Gary
Anderson, OSU/ATI, 1328 Dover Road, Woos-
ter, OH 44691-4000; 216/264-3911.

MARCH 3

Nassau Suffolk Landscape Gardeners Associa-
tion, 24th Annual Professional Turf and Plant
Conference, Huntington Town House, West
Huntington, N.Y. Contact: NSLGA, P.O. Box
489, Brightwaters, NY 11718; 516/665-2250.

MARCH 3-5

6lst Massachusetts Turfgrass Conference and
16th Industrial Show, Springfield Civic Center,
Springfield, Mass. Contact: Mass. Turf &
Lawn Grass Association, PO. Box 489, Hadley,
MA 01035; 413/549-5295.

MARCH 12

Integrated Pest Management: Issues and Fron-
tiers for the Professional Horticulturist, Swar-
thmore College, Swarthmore, Penn. Contact:
Penn State Cooperative Extension, Box 20, 1015
Route 113, Creamery, PA 19430; 215/489-4315.

MARCH 12-13

New England Landscape Exposition, sponsored
by the New Hampshire Landscape Association,
Holiday Inn, Manchester, N.H. Contact: Guy
Hodgon, 18 Debbie Lane, Eliot, ME 03903; or
call NHLA, 207/439-5189.

MARCH 14-22

1992 New England Spring Flower Show, Bay-
side Exposition Center, Boston, Mass. Contact:
Massachusetts Horticultural Society, Horticul-

tural Hall, 300 Massachusetts Ave., Boston,
MA 02115; 617/536-9280.

MARCH 19-20

Dr. Alex Shigo presents a lecture and workshop
on tree care, Marylhurst College, Lake Oswe-
go, Ore. Contact: John Kirkland, Tree Care
Educators, 6005 S.E. 70th Ave., Portland, OR
97215; 503/254-0482

MARCH 19-20

National Institute on Park and Grounds Man-
agement presents Athletic Turf Management
Seminar, Roanoke, Va. Contact: NIP&GM, PO.
Box 1936, Appleton, WI 54913-1936; 414/
733-2301.

MARCH 20-21

Xeriscape West '92, sponsored by the Western
Chapter of the Associated Landscape Contrac-
tors of Colorado and the Colorado State Uni-
versity Cooperative Extension, Hilton Hotel,
Grand Junction, Colo. Contact: CSU Coopera-
tive Extension, Tri River Area, 303/244-1834;
or Ciavonne and Associates, 303/241-0745.

MARCH 23-24

National Institute on Park and Grounds Man-
agement presents Athletic Turf Management
Seminar, Providence, R.I. Contact: National
Institute on Park and Grounds Management,
PO. Box 1936, Appleton, WI 54913-1936;
414/733-2301.

MARCH 24-25

Turfgrass Pest Management for Professionals,
sponsored by University Extension, University
of California, Davis. Contact: UC Extension,
University of California, Davis, CA 95616;
916/757-8777.

MARCH 26

Conifer Identification Course, Graham Visitors
Center, Washington Park Arboretum, Seattle,
Wash. Contact: Center for Urban Horticulture,
University of Washington, GF-15, Seattle, WA
98195; 206/685-8033.

MARCH 26-27

Understanding the Urban Tree, sponsored by
Rainbow Treecare, Pheasant Run Resort, St.
Charles, Ill. Contact: Rainbow Treecare, 4601
Excelsior Blvd., St. Louis Park, MN 55416;
612/922-3810 or 800/369-3810.

MARCH 2729

Associated Landscape Contractors of America,
Student Field Days, Cal Poly Pomona, Calif.
Contact: ALCA, 405 N. Washington Street,
Suite 104, Falls Church, VA 22046; 703/241-
4004.

APRIL 4

Xeriscaping: How to Create a Drought-Resis-
tant Landscape, University Extension at the
University of California, Davis. Contact: UC
Extension, 916/757-8777.

APRIL 6

Agriculture and Green Industry Computer Expo
'92, Doubletree Hotel, Ventura, Calif. Contact:
University of California Cooperative Extension,
702 County Square Drive, Ventura, CA 93003-
5404; 805/645-1451.

APRIL 29-30

Green Tech "92, sponsored by the California
Landscape Contractors of America, Long
Beach Convention Center, Calif. Contact:
CLCA, 2021 N St., Suite 300, Sacramento, CA
95814; 916/448-2522. o

Up to 16" in depth

Dime

center of the machine.

Any Machine
Electric Start Optional

Fast Parts Delivery & Service

Our unique, patented design centers the
800 Ib. total weight directly over the
4-wheel drive with the blade in the exact

® Smallest Turning Radius Of

Choose the Most
Maneuverable Line
Laying Machine on the
Market. The Line-Ward L-2.
Don’t Settle For Less.

® You Can Literally Turn On A

® With Your Line-Ward, You
Can Actually Make Right Angle
Turns

Call For A Free On-Site
Demonstration Or, Write For
Our Free Color Brochure

Line-Ward Corp.
liln;_—\, 157 Seneca Creek Road
o -| Buffalo, New York 14224

(716) 675-7373
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Side By Side

(continued from page 32)

Moore said. “Maintenance bids come in
from $1,200 to $12,000, and nine times
out of 10 you end up with an adverse rela-
tionship.”

After a project is bid, Moore explained,
his site-management firm inspects it regu-
larly and, after completion, reviews it reg-
ularly with the maintenance contractor
and the owner. Problems not identified in
construction can be dealt with, and liability
issues can be addressed. Work orders are
sent directly to the maintenance foreman.

“It’s more work for (the maintenance
contractor), and the owner trusts us as
long as the project looks good.

“The owner should know his maintenance
budget while the project is still on the
drawing board. In the eight years we've
been doing this, the price for contracting
(through maintenance and site manage-
ment) has been lower than the total price
owners had been paying before.”

SETTING STANDARDS. New Alliance doesn't
take credit for the warming relationship
between its landscape architects and other
segments of the green industry. But it has
raised the issue of better working relations
to a new level since its inception.

“We have opened the door to good com-
munications through our New Alliance
meetings across the country,” said Peter
Kirsch, ASLA director of marketing. An
industry-wide perception that communica-
tions and cooperation among its segments
is improving will only spawn improved
relations, he said.

One of New Alliance’s early goals, in
fact, is nearing reality. It’s expected that
by the end of March, New Alliance will
publish the combined specification guide-
lines of its four sponsoring associations as
well as other related organizations whose
input is being sought.

Likely to participate, along with the
four charter members of New Alliance,
are the National Bark and Soil Producers
Association, National Arborists Associa-
tion, International Society of Arboricul-
ture, American Sod Producers Association
and the Professional Lawn Care Associa-
tion of America.

Other green industry associations are al-
so being solicited for their standards. All
participating associations will receive copies
of the completed manual to provide to their
memberships.

The manual ““‘will mark a new era of
understanding™ for all the groups, particu-
larly landscape architects and landscape
contractors, said Thornton, ALCA's New
Alliance representative.

“The landscape architect needs to con-
vey how they want a job done; the land-
scape contractor has to know information
on pricing and plant material, using AAN

standards; PGMS has its own set of stan-
dards,” Thornton said. The manual will
serve the industry as a reference resource
— “a joint set of standards for what we
think is the right way to do things” — ra-
ther than a literal “how-to” guide, he
emphasized.

Admitting “there’s still a lot to be de-
sired from an overall standpoint,” it’s
“better than nothing,” he said.

Beyond the benefits of better-coordinated,
better-designed, better-built and better-
maintained projects and the hope that
greater efficiencies in the process will re-
sult in an improved business climate for
all involved, the growing unity among
segments of the industry can pay another
dividend as well. As the general public
sees the results of cooperation and com-
munications, its appreciation of the green
industry as a “profession” will grow, many
observers say.

“We're not just pickup and shovel peo-
ple,” stressed Toby Johnson, president of
TreeCrest Landscape-Design Inc., Stone
Mountain, Ga. “There’s a perception, and
we have to educate people of the profes-
sionalism in the landscape field.”

Thornton cited McDonald’s Corp. for
doing as much as anyone to raise the
public’s level of appreciation of good land-
scaping. “They don’t put up buildings and
blacktop without plantings,” he said. “The
restaurants look better, and they do bet-
ter.” Disney parks, too, have “‘taken land-
scape architecture to a whole new realm.
They combine sights, smells and sounds.
Everything is put together so well.”

“A lot of the general public may not know
the intricate details of plant growth and de-
velopment, but they do know what looks
good,” said Michigan State’s Schutzki. “Curb
appeal is how they judge the industry.”

At the corporate level, for example, a
headquarters project can project the image
of how a company deals with the com-
munity and can affect how the community
perceives the company, he said.

“The sophistication of landscaping does
have a bearing on what’s needed to create
curb appeal,” Schutzki said.

There's a major image problem with
public perception of the industry today,
said Maxwell-Miller. “This industry will
probably never be like the American
Medical Association. There will never be
a time when someone who needs land-
scaping work feels they need to go to a
member of ALCA or ASLA.

“Most people are never exposed to the
process. But if developers and general
contractors, our clients, start to absorb
what we're doing together, they’ll get bet-
ter projects, more controllable projects
and they’ll see the ability of our teams to
give them quality.” L3

The author is an Edison, N.J., free-lance
writer.

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,
is compatible 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
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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 publisher
before the first of the month preceding publica-
tion and be accompanied by cash or money
order covering full payment. Submit ads to:
Lawn & Landscape Maintenance magazine,
4012 Bridge Ave., Cleveland, OH 44113. Fax:
216/961-0364.

BUSINESS FOR SALE
FLORIDA BUSINESS

Lawn maintenance company, established 10
years. Room for growing. Beautiful 8-room house
also included in area of business. One flat fee
takes all — must sell — moving back up North.
Orlando, Fla. area. Call 407/834-2692.

BUSINESS WANTED
CHICAGO AREA

Growing landscape company will buy accounts
orentire landscape business in Chicagoland area.
Call 312/736-6615.

FOR SALE

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

COMPUTER SOFTWARE

LAWN
ASSISTANT

To get a FREE 90 page informa-
tion booklet on the #1 software
for the lawn and tree care industry

Call Toll Free:
1-800-422-7478

Real Green Computers
3130 Crumb Rd Walled Lk MI 48390

FINANCING

LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $500,000. Free
recorded message: 707/448-0270. (NKS8).

SPINDLE ASSEMBLY

Premium

Complete
Spindle |

Assembly I
Long Shaft

Fits Bobcat, Exmark, and Snapper/Kees '
Part#: JT-130 Cost: $45.00 each

INEXPENSIVE. Locates, traces underground
drain, water pipelines of clay, PVC, ABS, steel
and cement. Bloch, Box 18058, Cleveland, OH
44118. 216/371-0979.

COMPUTER SOFTWARE

An integrated 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, OH 45014; 513/829-1585.

EQUIPMENT CATALOG

ENGINES, EQUIPMENT, COMMERCIAL
MOWER PARTS AND MOWERS! Get your
FREE catalog from Landscapers’ Supply Corp.
By calling 800/222-4303 or, in New York,
914/429-8300.

COMPUTER SOFTWARE

Your free GARDENWARE program (the custom
computer program for landscape maintenance

services) is waiting to be claimed. GARDEN-
WARE will reduce your management, bookkeep-
ing and paperwork duties by more than 75 %.
GARDENWARE will give you more time to get
more accounts and expand your business. GAR-
DENWARE will save you time at work and give
you more time for your friends, your family,
YOURSELE Call us. Order your free GARDEN-
WARE program. If you like it, buy it. If youdon't
like it, don’t buy it. It's that simple, that easy
and that fair. It's FREE. Call us 800/266-8135
code -GWLLM91. GARDENWARE is a prod-
uct of: Zipper Software, 1980 Cliff -225, Santa
Barbara, CA 93109.

COMMERCIAL MOWER PARTS

| $$$ SPECIALS $$$

HA-801S Control Handle
OT-436S  Oil Filter—Kawasaki
SA-101S  Spindle bearing
LC-50S  Wheel belt—B,K,E
LC 80S Blade to Blade —
52-inch Bu
LC-201AS Small Idler—B,K,E 4.99
CC-841S  Grass Bag—Snapper 17.95

Offer expires March 31, 1992.

FREE CATALOG: 800/343-4333
LAWN CARE PARTS UNLIMITED

2.99
4.99
5.49
9.95

3.99

COMPUTER SOFTWARE
EASY Landscape Estimator — $26 Custom bid-

sheet gives you all the basics and more, use with
or without Lotus 123. 100% flexible and un-
limited. Phenomenal printing. Lotus macro, 30-
minute tutorial. 717/824-1472. FAX: 717/824-
0770. AMEX, VISA, check. Custom Software,
488 N. Main St., Wilkes Barre, PA 18705.

TREE SERVICE/EQUIPMENT

Tree service and/or equipment, 20 miles south
of Chicago for 10 years. '73 Ford F 700 with
50-foot Skyworker and Chipbox, $13,000. 70
GMC 5500 with 20-foot Prentice loader, $10,000.
"87 Vermeer 665A Stump Grinder, 700 hours,
$12,000. '88 Morbark Eager Beaver 12-inch chip-
per, Cummins Turbo, all options, 1,400 hours,
$12,000. 708/798-7900.

HYDROSEEDER

Must sell TI2o Hydroseeder. Excellent condi-
tion/like new. Purchased March 1991. Used once
this season. Priced tosell, $13,000. Banks & Banks
Landscaping Inc., Mo. 314/388-3863.
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SPREADER CARRIER

EXTERNAL SPREADER CARRIER
Redesignedtolet youloweryourtailgate. Carry
your broadcast spreader empty or full the safe,
secure, space saving EXTERNAL way.

* Eliminate spills and
turnovers

* Gain 25 cu. ft. of space

* Reduce back strain and
lifting height

* Mounts simply to all
bumpers or flatbeds

129.95 Plus Adaptor
(specify brand of spreader)
ESC, Inc.
201 Cherokee Circle, Little Rock, AR 72205

(501) 221-7384 « Fax (501) 224-7826
CawL Anp Orper Yours Tobay » Money BAck GUARANTEE

LAWN SPRAY TRUCK

1985 Chevrolet I-ton lawn spray truck. Diesel
with 56,000 miles. 300-gallon fiberglass tank.
D30 Hypro Pump, Hannay reel, 300-foot hose,
5-h.p. Hondaengine with oil alert. Asking $8,850.
Call 616/669-0500.

SPRAYER

1985 FMC Stainless steel sprayer with 60 gpm
pump 1,000-gallon capacity — electric hose reel
with 300 feet of 3/4-inch spray hose and FMC
gun. Ready to spray. $9,500. Ph. 412/539-3226.

SPRAY EQUIPMENT
WHOLESALE, MEETING, CENTRIFUGAL,
TURBINE, ROLLER, PISTON AND
12-VOLT PUMPS.

Complete Line of Spray Equipment
Sandia Inc.

806/546-2242

REPLACEMENT ENGINES

LAWN MOWER ENGINES, WHOLESALE
PRICES 2- THROUGH 20-H.P. Free shipping
onmostengines: Briggs, Kohler, Kawasaki, Hon-
da. Send for discount price list $2. Engines Plus,
36 Hovey Road, Monson, MA 01057.

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: LLM,
Box 325, 4012 Bridge Ave., Cleveland, OH 44113.

LANDSCAPE MAINTENANCE
SUPERVISORS

Rapidly expanding landscape maintenance firm
seeking experienced, quality individuals to be
field/working supervisors. Tremendous oppor-
tunity to grow. Full benefits. Contact: Tandem
Landscape Co., 33W480 Fabyan Parkway, West
Chicago, IL 60185. Attn: Glenn Kedzie.

GROUNDS MAINTENANCE/
LANDSCAPE/LAWN CARE

Expanding grounds management firm in Cin-
cinnati and Columbus seeks qualified and ex-
perienced personnel to fill openings in grounds
maintenance, landscape construction, lawn care,
irrigationand flower care. Quality conscious in-
dividuals knowledgeable in ornamentals, turf-
grass, landscape installation, lawn mowing, ir-
rigation service, pest management and flower
care should respond. Outstanding compensation,
year-round work,, benefits and advancement op-
portunities available. Letter or resume to PRO-

11488 Deerfield Road, Cin-
cinnati, OH 45242. Atin: Clayton Sheeler
513/489-2433, days.

SALES/MARKETING

to LLM, Box 357, 4012 Bridge Ave., Cleveland,
OH 44113.

SALES REPRESENTATIVE

A leader in Erosion Control/Revegetation pro-
ducts seeks territory sales representative. Ex-
perience inthe industry a plus. Excellent oppor-
tunity. Salary, commission, vehicleand full bene-
fit package provided. Send resume to Walter But-
man, Sales Manager, Conwed Fibers, 1985 Tate
Blvd. SE, Suite 350, Hickory, NC 28601.

MAINTENANCE DEPARTMENT HEAD

Fairfax, Va.-based company seeks quality con-
scious person to take charge of our special ser-
vice department. Applicant should have train-
ing and experience in all phases of application,
pest management, turf establishment and tree
pruning. Reply to Blade Runners Inc., 3170
Draper Drive #7, Fairfax, VA 22031.

LANDSCAPE DESIGN/SALES

If you have been around enough to know that
selling in a landscape design/build/maintain firm
means being a combination private eye, psy-
chologist, logistician, public relations expert,
accountant and horticulturist as well as a land-
scape designer, you might find our company a
fantastic place to ply your trade. Compensation
packages tailored to the individual. Send resume
to: Landscape Creations, Inc., 8534 Macon Road,
Memphis, TN 38018.

FOR LEASE

Scapes Inc. is looking for a professional in-
dividual to fill the sales and marketing posi-
tion in our Washington, D.C. office. Must be
hard working, dedicated and have extensive
background in commercial landscape sales.
Excellent compensation for a highly motivated
person. Resumes will be accepted by fax or

mail only. (Conﬁdential)./
Fax: 404/956-0140

1355 Terrell Mill Road
Bldg. 1482, Suite 150
Marietta, GA 30067

LANDSCAPE MAINTENANCE/
SUPERVISOR

Central New Jersey landscape firm looking for
aggressive, experienced maintenance field/work-
ing supervisor. Great opportunity for growth with
firm. Commercial and residential clients. Must
have atleast two-year degree in horticulture. Reply

HYDROSEEDING EQUIPMENT

HYDROSEEDING UNIT & TRAILER — 350
gpm/50 PSI, skid mount 300-gallon tank, manual
reel, 100-foot hose, 10-h.p. Briggs I/C engine,
manual start, nozzle kit (4 nozzles). Model
3001-30. TRAILER OPTION — single axle steel
deck trailer for single 300-gallon hydroseeding
unit. Model 3001T. POND FILL SYSTEM —
suction hose and 3-way valve. Model HDPFS-01.
AIR GAP FILLWELL — 7-inch air gap for
hydrant fill. Model PSAGF-01. LEASE RATES:
$500 Down Payment; 24 Payments at $275 or
36 Payments at $218; Purchase Option of $550.
Cash Price $5000. Call Scott Sargent, BUSH
LEASING INC. 800/766-2874.

LANDSCAPE FACILITY

In Colorado: Complete nursery and/or landscape
contractor sales facility. Office, dark rooms, lath
sheds — Excellent frontage. "2 mile from town
in good central location. Sprinkler system.

303/772-8773. June or Roland.
eee -

1o place an order, write 10 I.AWN &
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T

Order your

1991
TECHNICAL
RESOURCE

GUIDE

M T

FIFTH EDITION

* More than 60 pages of technical information.

* Includes research on insects, weeds, irrigation and
mowing as well as other valuable industry information.

* Articles indexed and categorized according to subject
matter.

* A guide that can be referenced over and over again.

M

PRICE:
$5.00 per copy (payable in advance)
25% discount when you order four or more directories.

Enclosed is a check or money order for §
Please send _ copies of the

T
1991

TECHNICAL
RESOURCE
GUIDE

Name S

TR, T NS

Address

v SR . State __ e R T

Make check payable to:
LAWN & LANDSCAPE MAINTENANCE Magazine
4012 Bridge Ave.

Cleveland, Ohio 44113 TN
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Water

In recent years, water conservation andthe  water has always been our goal. As an
preservation of natural rivers have become  industry leader in low precipitation-rate tech-
topics of increasing concern. Hopefully, action  nology, we believe that water used wisely is
follows concern, and the first act of conserva-  never wasted.
tion is to stop wasting what we have. We're working smarter to make our most

At Hunter Industries the efficient use of  precious natural resource go farther for all of us.

Working

Hunfer i

Hunter Industries (] The Irrigation Innovators PN
1940 Diamond St. [0 San Marcos, CA 92069 [0 619 / 744-5240 [0 FAX: 619 / 744-7461
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Dacthal.
For everything it doesnt do.

— Dacthal doesn't
let weeds get out of
control. On crabgrass,

— Dacthal doesn't let :
annual chickweed,

you down. It means
healthier turf and a
difference you can see.
And that makes you
look good with your

spurge, foxtail, Poa
annua, and over 15
other annual grasses
and broadleaf weeds,
Dacthal is the proven
customers.

preemergent herbi-

cide performer.

— Dacthal doesn't
leach, because it isn't
water soluble, and it's
biodegradable. too.  Dictkal doesive
stress or damage roots,
because turfgrass root
systems have a high
tolerance for it. And
that means less stress
— Dacthal doesn't and worry for you.
damage roots regrowing
after drought. And
don't worry about
newly sprouted turf*
either. Dacthal is the
right choice 1n hlgh

stress situations.

Dacthal WeZS Tl oyt

ISK Biotech Corporation,
Turf & Specialty Products Division
*Of uniform greening and | 1o 2 inches in height

5966 Heisley Road, PO. Box 8000, : : e
? Always follow label directions carefully when using turf chemicals
Mentor, OH 44061-8000. ® Registered trademark of ISK Biotech Corporation,

USE READER SERVICE #4341




