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For "Real" Pre-emerge Values... 

R EGÊSTAR 

Regal Star 
RegalStar® is an innovative 

formulation of two selective 
herbicides, oxadiazon and 
benefin impregnated on slow-
release, non-burning Regalite™ 
(nitrogen). This unique for-
mulation allows turfgrass 
managers to weed and feed in 
a single application for season-
long results. Costly multiple ap-
plications not required. 

RegalStar ® is the real value in pre-emergent 
herbicides. Results prove it! 

# Season-long herbicidal control of crabgrass, 
goosegrass, crowfoot, and many annual broadleaf 
weeds, including spotted spurge, chickweed and 
knotweed with one application. No escape weeds. 

# Easy to apply—non hydroscopic urea-formaldehyde 
(Regalite™), stays free-flowing for excellent place-
ment. Season-long, non-burning nitrogen for uniform 
growth. 

# Because RegalStar® does not prune roots, it is the 
preferred product to grow in all vegetatively planted 
grasses. 

# RegalStar® has established new standards for turf-
grass excellence. 

RegalKade,N1 is prodiamine 
impregnated on Regal 
premium fertilizers. It controls 
crabgrass, annual bluegrass, 
crowfoot, chickweed and 
many other annual grass and 
broadleaf weeds in establish-
ed turf and landscape or-
namentals. RegalKadeIN1 pro-
vides all the values of the Di-
Nitro Analine (DNA) pre-
emerge products plus: 

# No yellow stains on sidewalks, clothing or 
equipment. 

# Single application for summer-long control, or 
winter-long control. 

# Stays where its put, no leaching due to insolubility. 

# Effective over newly seeded grasses, including 
over-seeded turf. 

Economical—all for less money. 

*For added value, sign up for the Early Order Discount Program available on all Regal Pre-emergent 
Herbicides. Anticipate your needs and place your order before September 30th. 

"Setting New Standards For Turfgrass Excellence" 

P.O. Box 900 • Alpharetta, Georgia 30239 • 1-800-621-5208 
USE READER SERVICE #51 
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BECAUSE THE professional lawn and 
landscape maintenance industry is so frag-
mented, it's no wonder that no two people 
think alike about the viability of the green 
industry. 

While a strong majority of those we talk 
with remain optimistic about their busi-
nesses — both in the short- and long-term 
— contractors, suppliers, distributors and re-
searchers all hedge their bets when dis-
cussing the actual state of the industry. 

Sure it's prosperous, but it's that very 
prosperity that has attracted so many to start 
up a service firm or engineer some new 
products for this high-growth market. This 
is all well and good. After all, it is an entre-
preneurial market and this is America. Let 
them give it their best shot and if they're 
strong enough, they'll survive. 

This is nothing new to lawn and landscape 
professionals; they have been faced with 
tremendous competition and fly-by-night 
companies since day one. What makes the 
1990s different is that business savvy and 
financial responsibility must rule the roost. 
The fast track to the top might have worked 
in the 1970s and 1980s, but today's profes-
sional must make adjustments to survive the 
complex business climate. 

Long-time industry experts are predicting 
next year's landscape profile to look much 
the same as this year's. Construction growth 
will remain spotty for the first half of the 
year, with a hoped for resurgence in the sec-
ond half of 1994. 

Corporate and resort area philosophies 
will remain focused on the small landscape 
project rather than the massive, eye-catch-
ing displays. Both contractors and manufac-
turers need to become leaner, need to make 
the tough decisions about which products 
and services to market, need to know how 
far they can drop their prices without dam-
aging profit and break-even levels and, 
above all, must know who their customers 
are and what it takes to satisfy them. 

Diversification continues to be a legiti-
mate way to grow a business, but it must be 
carefully executed. Irrigation installation 
and maintenance, aeration, lighting and pes-
ticide applications remain the top new ser-
vice additions. All provide good profit po-
tential if they're integrated with precision. 

Price cutting seems to be at the crux of 
what's angering our readers. While it ap-
pears more prevalent in the lawn care mar-
ket, prices across the board are generally too 
low for the beneficial services being 
provided. 

All too often, a newcomer enters the mar-
ket and proceeds to underbid the established 
firms in order to get a foothold in the mar-
ket. Traditionally, the customer who accepts 
the service at the lowest price is happy at 

first for saving himself or his firm money, but 
gradually becomes dissatisfied with the cus-
tomer service and the quality of the job he is 
receiving. Ultimately, the client may call his 
previous service firm back, looking for a 
quick-fix to his landscape nightmare. 

But the damage has been done. The fact that 
services were once offered at lower price lev-
els puts the idea in the customer's mind that 
landscape services are worth only a certain 
amount. That situation is magnified in today's 
business climate because when the economy 
is down, a dollar is a dollar and no matter 
what the repercussions, budgets must be 
preserved at all costs. 

In essence, economic growth, social respon-
sibility and environmental protection are the 
keys to survival in today's green industry. 
And at the crux of these issues is change. If 
the lawn and landscape professional cannot 
adapt to the changing green industry, he has 
no right conducting business in it. 

There's no question that the future will 
bring new rules and regulations from the En-
vironmental Protection Agency, the Occupa-
tional Safety and Health Administration, the 
Department of Transportation and so on. 
Professionals servicing residential, commer-
cial and golf course properties must address 
these issues and adapt appropriately. 

Those participating in the green industry 
can no longer afford to turn the other cheek, 
waiting for someone bigger and stronger to 
take the lead on legislative and economic is-
sues. All players must provide a professional 
front by taking responsibility for your actions 
and those of your workers, by following li-
censing regulations and certification oppor-
tunities and by making the lawn and land-
scape maintenance industry as respectible and 
legitimate as possible. — Cindy Code • 
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Free Demo Disk! 
Version 4.01 

Complete Training 
Video now Available! 

Mow it down fast. With CLIP, the 
Computerized I^twn Industry software 
Program that cuts down your paper-

rk to ju 
At the push of a button or the 

work to just minutes a day. 

click of a mouse, CLIP handles your 
most time-consuming chores. Routing. 
Billing. Financial reports. Scheduling. 
You can even use CLIP to monitor 
crew activities throughout the day. 
And now we've upgraded CLIP for 
even easier use. 

What's all this mean? You'll spend 
less time with paper and more time 
with people. You'll make fewer errors. 
You'll service your customers better. 
And you'll increase your business. 

Never used a computer? No 

Simply key in injoriruitwn and CUP tracks your 
scheduling and routing. 

problem. CLIP's easy-to-use menu 
guides you every step of the way. 
just supply the customers and jobs, 
and CLIP does the rest. 

You also get complete user 
support through our CLIPnotes 

newsletter, direct helpline, and 
annual users conference. 

What's more, CLIP grows as your 
needs grow. When you're ready, you 
can add other modules such as 
general ledger, payables, and payroll. 

So cut yourself a break. Call 
the latest CLIP 
free demo 
disk right now. 

or 

Specify 
IBM disk size 
when ordering. 

For a free demo disk and sample 
print-outs, call: 

1-800-635-8485 

ŒB0ÎP •••Cuts Paperwork Down To Minutes A Day. 
€> 1993 Sensible Software Inc.. 18761 N. Frederick Ave., Suite F. Gaithersburg. MD 20879. (301) 330-0604 



INFLATION RESURFACED in July after 
vamoosing in June. Its disappearing act had 
marked the first time in two years that 
consumer prices did not increase. The 
Federal Reserve plans to continue to slowly 
raise short-term interest rates to stave 
inflation and maintain continuity. 

Economic activity continued to expand 
slowly to moderately in June and the first 
half of July, according to the Fed. Single-
family home construction remained strong 
in many areas. Residential and commercial 
construction were Minneapolis' strongest 
sectors. Housing activity continued to 
increase in Chicago, but growth slowed 
somewhat. The West Coast reported strong 
housing markets for most regions. Southern 
California and western Washington stood 
out as exceptions. 

Commercial real estate remained sluggish 
or weak in most areas of Atlanta, Ga.; 
Dallas, Texas; and Richmond, Va. 

Manufacturers reported generally sluggish 
output growth, although conditions varied 
among regions. Cleveland, Ohio, noted 
strong demand for steel and heavy truck 
components. Chicago cited modest 
slowdown in industrial expansion. 

Source: Bureau of taba Statistics 
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WEATHER REPORT FAIRLY NORMAL, FOR NOW 
THE NATIONAL WEATHER Service's 60-day outlook for October 
and November calls for at least a 55 percent chance of above normal 
temperatures in a horseshoe pattern covering the eastern, southern and 
western fringes of the country. 

The likelihood of extra warmth rises to at least 60 percent over 
coastal regions of North Carolina southward through Georgia and the 
eastern half of Florida, over southeast Texas, over southwest Arizona 
and southeast California and finally over west-
central California. 

There is at least a 55 percent chance of below 
normal temperatures over the interior northern 
half of the country extending from Montana, 
Wyoming and Colorado eastward to western 
New York. Likelihood for subnormal 
temperatures rises to more than 65 percent 
over Minnesota and northern Wisconsin and 
the upper peninsula of Michigan. 

There is at least a 55 percent probability of 
above median precipitation over the Great 
Lakes area and Ohio and Mississipppi river 

basins as far south as western Tennessee and northeastern Arkansas. 
The likelihood for above median precipitation rises to at least 60 
percent in northern Illinois and Indiana along with eastern Wisconsin 
and all of Michigan. 

No area holds more than a 55 percent probability of below median 
precipitation anywhere in the United States. Some regions will not 
depart significantly from normal temperatures or precipitation. • 

* Rainfall h ill be slightly below normal in the West and Southwest, but not below average. 
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We're committed to you 
from the ground up. 

"Gfaited 
Horticultural Supply The name and the organization 

are new — United Horticultural Supply — 
designed specifically to serve golf 
course superintendents, landscape and 
lawn care professionals in addition to 
the nursery and greenhouse industry. 

United Horticultural Supply provides 
a broadbased line of premium quality, 
environmentally sound products. 

Our professional turf product line 
includes fertilizers, chemicals and 
seed. Many of these items will be mar-
keted by United Horticultural Supply 
under the TURFGO™ brand name. 

GROWER'S CHOICE ™ will be the 
brand label for many of our nursery, 
greenhouse and non-turf specialty 
market products. 

Each geographic division of United 
Horticultural Supply is backed by the 
United Agri Products company and is 

part of a strategically designed system 
of warehouses, inventory and transpor-
tation networks. 

These divisions are designed to 
provide you with unparalleled service 
by being tailored to meet local needs 
while at the same time uniting 
together on national concerns. 

If United Horticultural Supply is the 
type of company you are interested in 
doing business with, call (800) UHS-6417 
for information on the representatives 
in your area. 

United 
Horticultural Supply 

Working To Enhance Our World 

USE READER SERVICE #40 



"WHY DO I NEED A COMPUTER?" 

"WHAT AM I GOING to do with a 
computer anyway? I've gotten along 
fine without one so far." 

Does this sound like anyone you 
know? If so, maybe it's time to revisit 
the computer issue. After all, there are 
an estimated 60 million personal 
computer systems in use in the United 
States today. Another 10 million per-
sonal computers will be sold this year. 
Obviously, there is something to this 
computer thing; or millions of people 
have been fooled. 

The fact is every business, regardless 
of the type or size, can benefit from to-
day's computer technology. And the 
reason you need a computer? Well, there 
are several. 

If you are in the lawn maintenance busi-
ness, you would go broke pretty fast if you 
didn't have good, reliable mowers and trim-
mers. If you install irrigation systems, you 
need the right tools and equipment to quickly 
and correctly put the systems in place. 

Whatever your business, without the right 

Computers are becoming as vital to the green 
industry as other traditional products. 

equipment, productivity suffers and the abili-
ty to compete is limited. Just as the right 
equipment is needed to manage a job in the 
field, the right equipment is needed in the 
office to manage the rest of the business. In 
today's market, a business without a com-
puter is like a lawn maintenance company 
without a good mower. 

In order for a business to compete and 
grow, it must be well-managed. Custom-
ers must perceive the business as profes-
sional in every way. A personal computer 
is an excellent way to take control of re-
quired daily management and enhance a 
firm's overall image. 

Many in the green industry have already 
taken advantage of computer technology. 
Some estimates indicate that as many as 
70 percent of the market uses computers. 
Unfortunately, not everyone takes full ad-
vantage of them. Outdated, slow computer 
systems, high prices or computer phobia 
all contribute to the lack of use. 

During the past two years, computer 
prices have dropped substantially. In fact, 

prices for the most powerful personal com-
puters are at an all-time low. These same com-
puters come with virtually everything needed 
to take immediate control of a business. Many 
include integrated business software consist-
ing of word processing, spreadsheet and 
database applications, as well as Microsoft 

(continued on page 10) 

INTRODUCING ANTI-FREEZE FOR 
SPRINKLER SYSTEMS. 

Below 32° a sprinkler system no longer sprays water. It spreads 
trouble. Icy limbs snap and break. Valuable plants and trees freeze 
and die. Sidewalks, roads and driveways become danger zones. 

But now there's the Freeze-Clik freeze sensor. It shuts off sprinklers 
before a freeze. And before water is wasted. When temperatures rise 
above the 37° setpoint, it resets the system's controller automatically. 

Freeze-Clik installs easily and comes with a five-year warranty. 
It also comes from Glen-Hilton Products, inventors of Mini-Clik, the 
best-selling rain sensor in the world. For the nearest distributor, call 
8 0 0 - 4 7 6 - 0 2 6 0 o r 804-755-1101 world- E R E E 7 E - P I I I I 
wide.The cost is so reasonable, it's a good 
way to break the ice with any customer. Become ice Makers. 

Accounts Receivable • In-
voices • Statements • Sales 
Tax/Finance Charge Com-
putation • Aging Reports • 

Truck Routes • Chemical Ap-
plication Reports • Plant List • 
Plant Inventory • Lead Track-

ing • Proposals • Accounts 
Payable • Payroll • Check 
Writer • General Ledger • 
Mailing List • Equipment 

Maintenance • Completely 
Menu Driven • Simple to Use 

• Customization and Multi-
user Version Available 

5) 1993 GtwvHdon Products Richmond^ 

Designed for landscape construction, ir-
rigation, chemical & maintenance com-
panies. 
We will setup the software for ANY type 
of form. 
Complete program $695.00. 
Demo available. 

SPS Consulting 
1032 Raritan Road-

Cranford, NJ 07016 
(908)272-1398 
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It was the dog or the tree and, 
frankly, the bite looked worse 

than the bark." 

; ( I p c r ' 

CNA works with ALCA to provide 
hassle-free, guaranteed vehicle repairs. 

Repairing damaged vehicles used in your land-
scape contracting business usually involves a lot 
of wasted time and effort shopping for estimates. 
Plus there is the down time of the vehicle and 
concern about the quality of the repair work. 

The CNA Insurance Companies can solve this 
problem for you with our special Vehicle Repair 
Program. Its part of the business insurance pro-
gram CNA designed especially for the Associated 
Landscape Contractors of America. 

CNA will recommend a repair shop which does 
quality work quickly and for a fair price. And CNA 
guarantees the work. 

The comprehensive insurance program includes 
commercial property commercial liability commer-
cial auto and workers' compensation, plus a variety 
of optional coverages. 

To learn more about this business insurance pro-
gram customized for ALCA, call 1-800-CNA-6241. 

CNA INSURANCE WORKING HARDER FOR YOU. 

ENDORSED 
BY: ALCA 

Available in the Continental U.S. only. This program is underwritten by one or more of the CNA Insurance 
CNA Financial Corporation, the parent company of the CNA Insurance Companies/CNA 

USE READER SERVICE #40 

For All the Commitments You Make® 

CNA is a registered service mark of the 
Chicago, IL 60685. 



Industry Viewpoint 
(continued from page 8) 

Windows software for DOS-based computer 
systems. 

Technology has worked in favor of those 
with computer phobia. While overall capabi-
lities have increased, user friendliness and 
ease of learning have substantially improved. 

The first personal computers, introduced 
around 1981, were more difficult to use and 
did little more than a glorified typewriter. 
Software available at the time was command-
oriented, meaning the user had to know spe-
cific commands and type them in to accom-
plish a certain task. Today, software incorpo-
rates ease of use with menu driven or graph-
ically oriented operations. Instead of 
memorizing commands, the user can select 
from menu items or from pictures (called 
icons) which represent a specific task. 

Simple menus and a graphical user interface 
(GUI) make learning and using today's sys-
tems easier. And, with so many computer su-
perstores, finding additional help is no prob-
lem. 

Is a personal computer really easy to use? Is 
it worth the investment? The first thing to 
remember is that a computer is nothing more 
than an unintelligent box. It will only do what 

the user tells it to do. If you know what you 
want to accomplish, there is a software appli-
cation available to tell the computer what to 
do to get the job done. 

The right computer can do wonders for a 
business. A computer can help manage crews 
and projects, keep track of payables and 
receivables, generate professional proposals 
and bid packages, help design the landscape 
and irrigation system, schedule irrigation 
rotations and/or manage complete irrigation 
systems automatically. 

When used for accounting functions, it's 
easy to track business performance. Less 
time is spent on paperwork, making more 
time available to pursue new business oppor-
tunities. Customers receive accurate and 
professional billing which can help improve 
the turnaround time of receivables. 

Reports can be quickly generated to help 
management assess the health of the busi-
ness. Timely reporting allows the right de-
cisions to be made more quickly, possibly 
correcting or heading off potential problems. 
Proposals are consistent, quick and profes-
sional. 

Because a customer's perception of your 
company is affected by the quality of the 
proposal, a professional package can make 
the difference in one company being selected 

over another. Making use of industry specific 
software programs for design can substan-
tially add to the proposal package. Computer-
ized design programs also allow for easy 
revisions should the customer want changes. 

Accurate customer files, including propo-
sals, contracts, billings and the installed de-
sign are easy to store and retrieve. This makes 
ongoing maintenance of the project easy. 

In many states, requirements have been im-
plemented for landscape and irrigation de-
signers to provide environmental impact re-
ports, sophisticated designs and water-use 
reports. The intense calculations required to 
provide many of these reports take only min-
utes on a computer, but may take hours by 
hand. Increasing demands on designers in-
creases the importance of computerizing a 
business. 

With prices so low, and computers and soft-
ware easy to learn and use, the biggest chal-
lenge is deciding which system and what 
software to buy. There are a lot of things to 
consider before making the decision. And, 
with so many choices in hardware and soft-
ware, it only makes sense to do some home-
work before you buy. — John Elliott. • 

The author is a director with Irrigation 
Technologies Inc., Houston, Texas. 

From The HydroSeeder® People 

READY... AEM... FIRE... 
Fire up your mulching productivity with the Finn AEM Spreader! 
The AEM (Alternative Environmental Materials) Spreader distributes mulch, bark, compost or other bulk products 
much faster than conventional methods, with a fraction of the labor required. A patented rotary airlock conveys 
material through a 4-inch hose for precise discharge. The AEM does not adversely affect existing landscapes, so 
your crews stay on schedule regardless of weather. The AEM Spreader: 

• Saves up to 50% on material and labor 
• Handles wood mulch, compost, and other bulk material 
• Allows precise, even control of material 
• Provides consistent productivity from start to finish 
• Has 25 cubic yard per hour capacity 
• Conveys material up to 200 feet 

Call 1-800-543-7166 for a FREE AEM Spec Sheet. 

Leading The Industry From The Beginning. 

• F i N N 
CORPORATION 

9281 LeSaint Drive, Fairfield, OH 45014 
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News in Brief 
NEWS DIGEST 

Kawasaki Certified 
For Two-Stroke Engine 
KAWASAKI MOTORS Corp. recently re-
ceived California Air Resources Board cer-
tification for a two-stroke engine aimed 
specifically at the hand-held utility market. It 
is the first company to receive CARB certi-
fication for that type engine. 

Kawasaki's TE40, a 40.2-cubic centimeter 
engine, reduces emissions while delivering 
2.4 h.p. The engines are sold directly to ori-
ginal equipment manufacturers, where they 
are resold as powerplants for backpack 
blowers. 

The California standards, effective Jan. 1, 
1995, are eventually expected to be adopted 
nationwide. They require the reduction of 
hydrocarbon, nitrogen oxide and carbon 
monoxide emissions. 

Illinois Pestidde Bill 
Nullifies Lotal Laws 
Illinois recently signed into law a controver-
sial bill that prohibits nearly all Illinois 
counties and municipalities from regulating 
pesticide use through local ordinances. 

Illinois Gov. Jim Edgar signed the bill 
despite strong opposition from environmen-
tal groups and suburban officials. 

Under the new bill, Chicago remains the 
only municipality allowed to control the use 
of pesticides on lawns and inside buildings. 
The new law voids active local ordinances in 
at least six communities, according to the 
Golf Course Superintendents Association of 
America. 

New Bark Beetle 
Found in Midwest 
A year ago, it was discovered that pine shoot 
beetles had infested nurseries throughout six 
Great Lakes states. Now the U.S. Department 
of Agriculture reports another exotic bark 
beetle, Ips typographus, has taken residence 
near Erie, Pa. Follow-up surveys are being 
conducted to determine how far the beetles 
have spread, according to the American 
Association of Nurserymen. 

EarthGro, Harmony 
Sign Agreement 
EarthGro Inc. signed an agreement with 
Harmony Products to distribute 
Harmony's high-analysis, slow-release, 
organic-base turf and garden fertilizers in 
the Northeast. In return. Harmony will 
become sole Eastern manufacturer of 
Eathgro's natural fertilizer products. 

The five-year agreement sets perfor-
mance requirements for both companies. 

Restrictions Proposed For 
Lawn and Garden Equipment 
THE METROPOLITAN Washington (D.C.) Council of Governments has proposed banning 
commercial and residential use of gasoline-powered lawn and garden equipment within its 
jurisdiction on "ozone alert days." The proposal is part of an overall plan to get MCOG's 
regions online with a federal requirement to reduce ozone contaminants by 15 percent. 

MCOG is comprised of the governments for the District of Columbia and 18 surrounding 
metropolitan counties in Virginia and Maryland. 

The proposal, slated for public hearing in early November, would prohibit using gas-powered 
lawn and garden equipment on days the 
MCOG forecasts ozone alerts. The MCOG 
monitors wind speed, predicted wind speed, 
cloud covers and temperature to help it fore-
cast whether the ozone level is in a "healthful 
range," said Trevis Markle, assistant director 
of MCOG's department of environmental 
programs. 

Commercial use of equipment would be re-
stricted on a lottery number basis. Each com-
mercial operator would receive a sticker with 
a number on it, one through five. Each ozone 
alert day would be assigned a number. When 
the commercial operator's number comes up 
on a certain ozone alert day, he would not be 
allowed to operate equipment that day. 

'There would be a one in five chance that on 
a given day there is an ozone alert commercial 
operators would not be allowed to operate that day," Markle said. Homeowners would be 
prohibited from using gas-powered equipment on every ozone alert day. 

The American Association of Nurserymen, American Landscape Contractors Association and 
representatives of local landscape contractors met with MCOG in mid-August to protest the 
proposal, claiming it places unreasonable demands on lawn and landscape service operators. 
The groups fear the proposal would serve as model legislation for other metropolitan areas. 

"The proposal is riddled with difficulties," said Ben Bolusky, director of government affairs 
for A AN. "Number one, you have the question to what degree of certainty can ozone alert days 
be forecasted with accuracy. Number two, the enforceability is the whole other question. What 
are you going to have, lawn mower police?" 

Bolusky also said landscape contractors would have difficulty juggling schedules to avoid 
mowing or operating on "ozone alert days." 

AAN and ALCA plan on submitting alternative methods for cutting down ozone pollution, 
such as reducing spillage and evaporation of gasoline. 

"(Lawn industry groups) have indicated they would rather be given credit for purchasing new 
equipment meeting higher emission standards," Markle said. 

MCOG's plan to reduce emissions also calls for high-tech inspections of motor vehicles; new 
recovery nozzles at service stations; reformulated paints, stains and varnishes; reformulated 
consumer products; and controls on autobody refinishing. Within the green industry, the group 
also proposed setting up an incentive program for turning in old equipment for scrap parts. 

"Scrapping old equipment won't work because new, cleaner gasoline-powered equipment 
won't be available in the Washington, D.C., area until at least 1997," Bolusky said. 

Markle said the proposal places restrictions on lawn and garden equipment because an EPA 
report produced last year showed non-road, gas-powered equipment produced "unexpectedly 
high" levels of emissions. 

"The category kind of called attention to itself. Our committee came up with 137 tons per day 
emission reductions. We looked high and low for them. We thought this would be preferable 
than going to very expensive measures in the transportation system," he said. 

MCOG must submit its proposal to the U.S. Environmental Protection Agency by Nov. 15. 
The plan, which reduces emissions by 15 percent from 1990 levels and negates emissions ex-
pected through growth, would become effective in November 1996. 

Governments nationwide must meet a federal standard for reducing ozone pollution. About 
100 communities nationwide currently violate the federal standards, Markle said. He has not 
heard of any other government considering plans that ban the use of lawn and garden equipment 
on certain days. 

Proposed regulations would restrict the 
use of gasoline-powered mowers and other 
equipment on "ozone alert days." 
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Ohio EPA Cuts Yard 
Waste Regulations 
The Ohio Environmental Protection Agency 
plans to virtually eliminate restrictions on 
facilities that compost only yard waste, after 
Ohio Gov. George Voinovich received 
numerous complaints from municipalities 
that meeting strict regulations set last year 
proved too costly. 

The governor last November issued a 
moratorium on enforcement of the state's 
fledgling regulations that had created three 
classes of composting operations. Two of the 
classes applied to yard waste, differentiating 
them by size of operation. 

The EPA's new regulations, expected to go 
into effect this month, exclude yard waste 
facilities under a new Class 4 from most 
restrcitions, including setting a turning 
schedule or requiring inspection of the final 
product before it is sold. 

'They essentially remove any site criteria 
and operational requirements for yard-waste-
only compost sites," said Mike McCullough, 
unit supervisor of the EPA's solid-waste 
planning commission. "All compost site 
operators will have to do is submit a very 
simple registration form to the EPA." 

The rule changes upset some private and 

public sector composting managers who al-
ready invested time, money and research in 
setting up site preparations and equipment to 
meet the strict standards. 

Ed Janesz, organic recycling development 
manager for Kurtz Bros, in Cuyahoga 
Heights, Ohio, claims the rules, particularly 
in combination with pending landfill regula-
tions, will encourage companies to stockpile 
yard waste without turning it, monitoring it 
or maintaining quality control — essentially 
"creating an aboveground landfill." 

"We're not at all pleased with this decision. 
It's jeopardizing our environmental ethics. 
Ohio has gone from being the leader on reg-
ulating yard-waste facilities to becoming the 
laughing stock," he said. 

Class 2 regulations governing facilities 
which compost materials in addition to yard 
waste remain intact. "But who in their right 
mind would go into Class 2 with closure as-
surances when they can compost just yard 
waste without regulations?" Janesz said. 

The changes may prevent companies that 
already complied with Ohio's strict require-
ments from bidding competitively against 
companies that simply meet the new regula-
tions. Kurtz Bros, plans to combat under-
bidding with better technology and aggres-
sive marketing. 

"I think at the early juncture we're going to 
bite the bullet on some of these things and 
we're not going to be able to bid extremely 
low to compete with these groups," Janesz 
said. 

Janesz speculated that resistance from 
private composting facilities may eventually 
cause Gov. Voinovich to consider stricter 
measures for composting yard waste. He and 
Kurt Princic, composting specialist for Ohio 
EPA's Northeast District Office, believe such 
a move won't happen for at least a year. 

New RISE Task Fortes 
To Tatkle the Issues 
The Responsible Industry for a Sound En-
vironment has formed three task forces to ad-
dress container management, education about 
pesticides and consumer/retail issues. 

Dr. Molly Cline of Monsanto's Solaris 
Groups heads the Container Management 
Task Force, formed to identify key issues, 
gather information on packaging, recycling 
and disposal innovations and plan strategies 
for the specialty pesticide industry. 

Bob Rosenberg of the National Pest Control 
Association serves as chairman of the School 
Task Force, which is charged with assisting 
the U.S. Environmental Protection Agency in 

Save now... 

Green Garde® Swivels! 
New RDM plastic swivels... 
for low pressure applications to 400 psi. 

I Teflon® filled bearing 
reservior sealed by 

Viton® o-rings. 

Improved Green Garde high pressure 
swivels... for use up to 3000 psi. 

• Now with grease zerks 
and Teflon impregnated 

Viton o-rings for longer life. 

regular list price of your next Green 
Garde swivel purchase when this ad is 
presented to your participating Green 

Garde Distributor. Offer expires December 31, 1993. 

$5 off 

ÌW 
green 
garde> 

Participating distributors will be credited $5 on their next swivel 
purchase for each original ad submitted 

Green Garde Division 
H. D. Hudson Manufacturing Company 
500 N. Michigan Ave. • Chicago. II 60611 
Tel: 312 644-2830 Fax: 312 644-7989 
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RECYCLE 
YARD WASTE 

The Baker 
Commercial Chipper 
Shredder offers complete 
debris clean-up. Chip limbs 
up to 6" thick. Shred 1" tree 
trimmings and turn giant leaf 
piles into mulch in min 
utes with the unique 
vacuum kit. 20-23 
HP trailerable 
models are 
available and two 
PTO models. 

For more information, call us at 1-800-945-0235 

Bake r 
Y A R D W A S T E M A N A G E M E N T 

S Y S T E M S 

500 N. Spring Street 
P.O. Box 997 
Port Washington,WI53074-0097 
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developing an integrated pest management 
brochure and workbook for schools. The 
task force also will develop its own industry 
informational package to introduce IPM to 
school officials and school-related associa-
tions. 

Additionally, RISE named Dr. Thomas 
Perkins of American Cyanamid interim 
chairman of the consumer issues task force, 
which met for the first time in August. The 
task force will identify, prioritize and 
address key issues related to the retail/ 
consumer specialty pesticides market. 

EPA Moves to Improve 
Pestidde Regulations 
The Environmental Protection Agency plans 
to submit to Congress within six months 
legislative proposals on pesticide use re-
quirements that could affect non-food crops. 

The proposals would focus on pesticide 
use reduction and reform of the pesticide 
reregistration program, and seek to improve 
pest management standards, said Carol 
Browner, EPA administrator. 

The pesticide reform proposal alters the 
Federal Insecticide, Fungicide and Rodenti-
cide Act and the Federal Food, Drug and 
Cosmetic Act. It probably would only affect 

non-food crops for chemicals used on both 
food and turf. Those chemicals could be 
subject to follow-up regulatory review, said 
Michael Scott of EPA's Office of Communi-
cations and Public Affairs. 

Bio Grounds, 
Sustane Merge 
Bio Grounds Keeper and Sustane Corp. 
signed a letter of intent to merge, pending 
completion of financial transactions. The 
merge is expected by early November. 

The new company, performing under the 
name Sustane Corp., will become one of the 
country's largest producers of organic and 
biological products for the lawn, garden, turf 
and agricultural industries. 

David Henderson, managing general part-
ner of Founding Partners II, a Minneapolis 
venture capital fund participating in the fi-
nancing arrangements, becomes president 
and chief executive officer of the merged 
company. 

Craig Holden, president and founder of 
Sustane, will serve as executive vice presi-
dent and chief operations officer. Thomas 
Duffey, president of Bio Grounds Keeper, 
was named executive vice president of sales, 
marketing and administration. 

"Organic lawn and turf products have shown 
steady growth during the past five years, and 
we expect that growth to continue," Duffey 
said. 'This merger will allow us to combine 
and strengthen our new product research and 
development programs." 

IA to Install New 
Of titers For '94 
The Irrigation Association will install its new 
officers at this month's International Irrigation 
Exposition and Technical Conference in San 
Diego, Calif. 

The new officers are: Joe Goecke, Valmont 
Irrigation, president; Jack Buzzard, Rain Bird, 
president-elect; Sam "Bo" Duke, Russell Dan-
iel Irrigation, vice president; Louis Toth, 
Aqua-Lawn Inc., treasurer; and Bill Koonz, 
Koonz Sprinkler Supply, past-president. 

The board will consist of: Jim Clare, Golden 
State Irrigation Service; Michael Donahue, 
Aquamaster Irrigation Products Ltd.; Nick 
Dvorak, Growth Marketing Associates; Mich-
ael Muffett, Muffett & Sons Inc.; David Rans-
burg, L.R. Nelson Corp.; Sue York, Ewing 
Irrigation Products; Glenn Moore, Glenmore 
Landscape Service; Larry Cammarata, Certi-
fied Consultants Ltd.; and Jackie Robbins, 
Irrigation Mart. • 

FREE DEMO PROGRAM! TURFCO EDGE-R-RITE 
MULTI-PURPOSE 

TURF EDGER 

Just like a small sod 
cutter, the Blade does 
not spin, the oscillating 
motion does not throw 
debris. 

Self-propelled and push 
models available. 

Rugged design for 
commercial use. 

Disc Blade 

1 

Optional Blades: 

^ Disc Blade for cutting straight edge 
along sidewalks and driveways. 

Right Angle Blade for golf course . 
sand traps, and flower beds. 

^ "V" Blade for removing a strip of turf Right Angle Blade 
along a sidewalk. 

Turfco Mfg., Inc. 
1655-101st. Aveneue NE 
Minneapolis, MN 55434-4420 
(612) 785-1000 Fax (612) 785-0556 

Write or call 
for detailed 

literature 

TURFCO 
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Lawn Genius™ Software 
Wr i t t en by industry experts for 

lawn, tree, and landscape contrac-
tors. Complete, simple to install 

and use, and best of all, at only 
$695.00, Lawn Genius pays 
for itself fast! 

Let Lawn Genius handle your 
scheduling, routing, bill ing, 
state reporting, and communi-
cation needs. This total man-
agement program installs in 
minutes, but saves you hun-
dreds of hours, while giving 

you a critical professional edge. 

Order your FREE demo disk 
and explore the most profitable 

investment you can make. 

Genius TM 

Brilliant Software Solutions 

1-800-357-5757 
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I I ITS VERY SUIII 
AGAS ENGINE 

If a diesel pump stands between you and a low 
cab forward, we've eliminated the obstacle. This is 
the power you want, with the convenience and 
familiarity you couldn't get - until now 

INTRODUCING THE NEW GMC FORWARD W4 GAS. 
Let's talk power. The W4 Gas is equipped with the 

GM 57L V8. Itfc the most powerful engine you can get 
in a Class 3 low cab forward (LCF) - 300 lb-ft of torque, 
for starters. And 190 horsepower, 40 more than the most 
powerful diesel available in a Class 3 LCE It also runs 
on regular unleaded gasoline. Efficient electronic fuel 
injection and the standard 38-gallon gas tank give 
the W4 Gas plenty of range between trips to the pump. 

There's a lot more to like, too. 
Him-on-a-dime maneuverability 

The driver's forward positioa 
the panoramic visibility, 

power steering the tilt/ 
telescopic steering wheel 
and the adjustable dri-

ver's seat all chip in to 
make the machine 
easier to maneuver. 
Which is important in 
the tight spots on 
urban and commercial 

routes. 

Forward has a tight 
turning radius, ibu 'll 
appreciate that when 
you have to deliver in a 
tight spot. 

MORE BODY VOLUME. 
The shorter cab lets 

you go with bodies up to 
18 feet, longer than con-

ventional cab trucks and 
| K ' | | cutaway vans with the same 

J overall length. So you can 
move more in every load. 

Quite simply, its the most Easy access. You can 
powerful standard engine - and . . .1 , . 
the only gas engine youU hnd- 8 e t a t t h e engine and other 
m its class. inner workings in an instant, 
because the cab tilts forward 45° And without even 
tilting the cab, the driver can check Quids. 

Speaking of the driver, the W4 Gas also makes 
things easier there, too. The cab is easy to get into, 
spacious and comfortable once you're in. (It'll even 
seat three if necessary.) It's easy to drive, even for 
inexperienced drivers. 

WORK GETS DONE. MONEY GETS MADE. 
The GMC Forward W4 Gas makes your 

choice very simple. Its combination of LCF con-
venience and productive intelligence with a gas-
powered strength gets the work done quickly, 
efficiently. No nonsense. No hassles. With a 
dealer network that's the same way. For more 
information or a dealer's name and number, 
call 1-800-462-8782. 

OFFICIA L SPONSOR GM, GMC GMC Thick and Forward are registered 
V i i b t M C ^ ^ i } S A 9 4 f G e n e r a * M o t o r s Corporation. © 1993 g m Corp All Righ 
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Association News 
For more information ••• i 

CC 
114 S. Pitt St. 
Alexandria, VA 22314 
703/739-2401 

ALCA 
12200 Sunrise Valley Drive 
Suite 150 
Reston, VA 22091 
703/620-6363 

INA 
P.O. Box 190107 
Boise, ID 83719 
208/344-7111 

NJTA 
P.O. Box 340 
Milltown, NJ 08850 
908/821-7134 

ITF 
One Illinois Center 
111 E. Wacker Drive 
Suite 200 
Chicago, IL 60601 
312/616-0800 

THE COMPOSTING Council took over the 
Source-Separated Composting and Organics 
Recycling Association to hasten SCOR's ef-
forts to, among other things, establish a nat-
ional program to promote backyard compost-
ing and develop a flexible economic model 
for compost collection, processing and 
distribution. 

The move will strengthen SCOR's ability to 
promote composting source-separated organic 
materials. The fledgling association formed 
last May and, after two meetings, decided "it 
would be worthwhile for the group to merge 
with an existing organization already involved 
in composting efforts," said Craig Benton, 
SCOR spokesman. 

The group, acting under the name of The 
Composting Council, set immediate project 
priorities which include publishing a com-
posting facility operating guide, forming 
model legislation and regulations and 
establishing product quality guidelines, user 
specifications, standard product testing and 
validation procedures. 

Other key components include expanding 
databases with electronic access, producing a 
use-based market study and certifying and 
training operators, marketers and designers. 

The Associated Landscape Contractors 
of America s Executive Forum Jan. 23-26 at 
the Hyatt Regency Waikoloa in Hawaii will 
focus on "The Exceptional Landscape Emp-
loyee: How to Select and Develop Quality 
People." 

Attendees gather in discussion groups 
based on their companies' sizes and incomes 
to explore techniques for selecting, coaching 
and motivating employees. Discounts for 
early reservations are available through 
Dec. 20. 

ALCA is also sponsoring an education 

seminar with the Texas Association of Land-
scape Contractors Dec. 3 in Dallas. Speaker 
Frank Ross of Ross-Payne and Associates, 
Barrington, 111., will discuss pricing work in a 
competitive market. 

In other news, 1994 scholarship applica-
tions for ALCA's Student Field Day program 
are due Nov. 1. Scholarships are awarded to 
students in the landscape/horticulture field. 
The awards ceremony takes place on the last 
day of the Student Field Days, which runs 
March 17-20 at the University of Tennessee 
in Knoxville. 

MULCH MONSTER 
The crisis in the waste management industry and 
the restrictions that apply specifically to "green 
waste" make the AmeriQuip 250 Chip N Mulch 
the right product at the right time. 

The 250 is built tough for commercial use. A 
suspended trailer, big capacity mulcher, large 
shaft and bearings, dual purpose design and a 
16 HP OHV engine are all standard equipment. 
For more information, call: 

(800)824-9776 

AmeriQuip 
1480 Arrow Hwy., La Verne, CA 91750 

(909)392-2033 Fax (909)392-4651 
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The Idaho Nursery Association named 
Paul Bosarge of Boise its new executive 
director. Bosarge succeeds Sherry Sass who 
resigned for personal reasons shortly after 
assuming the position several months ago. 

Bosarge, new to the nursery business, plans 
to spend his first year learning the industry. 

"The INA board has set out reasonable 
goals. I'm looking at the first year as a tran-
sition year. After that time I can look at pro-
jects and evaluate where to take them. Right 
now the major focus is the trade show in Jan-
uary. It has enjoyed a high level of success," 
he said. 

Bosarge runs the Association Management 
Co. in Boise and recently served as marketing 
director of the Appaloosa Horse Club in 
Moscow, Idaho. 

The New Jersey Turfgrass Association 
and Rutgers University continue to expand 
Project DREAM — the Demonstration of Re-
search, Experimentation and Management — 
a 60,000-square-foot field and demonstration 
area for displaying results of turf research. 

About 40,000 square feet of the university-
owned property is currently being used for a 
variety of demonstrations. The innovative 
research field includes a new, 900-square foot 
putting green, which was laid with washed 

sod in an experiment to see how well the sod 
enhances growth of different bentgrass 
varieties. 

The field also holds 19 experimental plots 
of bluegrass, ryegrass, fescue and other 
grasses. Future plans include adding plots of 
warm-season grasses such as buffalograss, 
zoysiagrass and bermudagrass. The New 
Jersey Irrigation Association and national 
Irrigation Association intend to donate a 
censoring system which will gauge how much 
water is needed for various types of irrigation. 

"This showcase of turfgrass diversity, we 
believe, is the first of its kind to be developed 
solely for demonstration purposes," said Jo-
seph Bianco, project coordinator. "The project 
gives landscapes a place to show people what 
different types of turf and varieties look like 
side by side, and how different maintenance 
practices, such as mowing pattern, cutting 
height and fertilization, affect turf" 

Facilities include a laboratory for students to 
conduct experiments and a demonstration area 
showing how different compost bins work. 

The project so far has totaled an estimated 
$14,000 to $18,000 in labor, material and 
equipment, most of which was donated. 

The Illinois Turfgrass Foundation's North 
Central Turfgrass Exposition will feature a 

Landscape Contractors Program and Lawn 
Care Symposium Dec. 1. The event runs 
Nov. 29 to Dec. 1 at the Pheasant Run Resort 
in St. Charles, 111. 

The Landscape Contractors Program pro-
vides an overview of wetlands development 
and the permit process for the maintenance of 
weltands after installation. The program will 
be presented by Dick Young of the Kane 
County Forest Preserve. 

The Lawn Care Symposium features 
discussions on the history and future of lawn 
care, diagnosing turfgrass problems, timing 
herbicide applications and fast germinating 
turfgrass species and cultivars for overseed-
ing and repair. 

The NCTE also features a trade show with 
150 exhibits and turf products. 

IN BRIEF...The American Water Works As-
sociation has published the "Water-Efficient 
Landscape Guidelines" handbook by Richard 
Bennett and Michael Hazinski. The 176-page 
book reviews examples of current water use 
ordinances and provides water conservation 
guidelines for design irrigation and mainte-
nance of commercial, industrial, public and 
residential landscapes. Cost is $32 for 
members and $40 for non-members. Orders 
can be placed by calling 800/926-7337. • 

FocalPoint 

Who in this 
industry has 92% 

customer retention? 
We do. Our newsletter clients come 

back because their clients keep 
coming back. We can show you how. 

The easiest customer relations move you'll 
ever make is to get Focal Point producing your 
newsletters. Call for our new catalog of green 

industry newsletter programs and services. 

1-800-525-6999 

Making you look good in print 
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EH-12 HEAD 

EH-12 EMITTER 
FILTER A BETTER IDEA BY DESIGN 

A logical idea — Drip irrigation in a 
head —twelve individual pressure 
compensating outlets. The patent-
ed filter is built right into the unit 
and good filtration is what makes 
drip work. 

Drip irrigation designed for 
landscape — not adapted to it. 
Call or write for more information. 
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COVER STORY 

Contractors 
View Market 
With Wary Eye 
In a time of economic and 
environmental uncertainty; 
successful lawn and landscape 
professionals need to gain a strong 
business understanding to secure 
a profitable future. 

By Cindy Code 

DESPITE A MIXED bag of reports from across the country, 
future prospects for growth in the lawn and landscape mainte-
nance industry are decent, with above average prospects for 
growth to those who assimilate appropriately. 

But don' t go counting your blessings just yet. To survive in the 
1990s, contractors must learn to adapt by working smarter, using 
new technology and managing employees and resources more 
effectively. 

Although the year started slowly, most suppliers and lawn and 
landscape professionals rebounded through the summer months, 
offering year-end predictions of 12 percent to 20 percent growth 
on average. 

Business concerns have become a primary focus for the 
contractor who is determined to survive the changing landscape 
profile. The successful contractor seeks adequate compensation 
for his services, provides training and recognition programs for 
his employees and works side by side with his customers to 
provide not only attractive landscapes, but to inform the general 
public about the benefits of lawn and landscape services. 

Price undercutting and deep discounting remain a 
major concern to many — midsized firms in particular 
— as they struggle to maintain their role in a changing 
environment. The past two years have signified an indus-
try in which the million dollar companies are getting 
bigger; the small, one- and two-truck operations are hold-
ing onto their local accounts and picking up new ones here 
and there; and the intermediate sized firms are often strug 
gling to hang onto their identity in a much tighter and more 
competitive marketplace. 

Overall economic growth in the first half of 1993 did not meet 
expectations, but low interest rates have been an optimistic force 
for the housing market which influences the green industry. In 
some cases, low interest rates have led to refinancing of existing 
loans, allowing more disposable income for consumers. 

In a market that is far from reaching its true customer potential, 
lawn and landscape firms are growing by taking customers away 
from other contractors rather than bringing new customers into 
the market. This trend is more prevalent in some areas than others, 
and is tied to the ability of the lawn and landscape professional to 
retain accounts rather than search for new customers. Addition-
ally, on the lawn care side, it's been said that customers aren't 
jumping ship as quickly because they're beginning to think 
product usage is similar from firm to firm. 

On the supplier side, firms are getting leaner and meaner; 
introducing name changes to project foresight and environmental 
images; and entering intojoint marketing agreements to increase 
market share. Suppliers are also aiming to attract the small, 
business operator who is perhaps more inclined to visit a Kmart 
or local garden center than purchase products from a commercial 
distributor or dealer. 

Even without competition from the retail market, there's a 
tremendous amount of rivalry among commercial product sup-
pliers. Industry trade shows, including the International Lawn 
Garden and Equipment Expo, saw the debut of a large number of 
new products for the commercial landscaper. All the talk about 
growth translated into strong sales this year, but too many people 
entering the marketplace stole some of the pie from long-time 
market players. 

Expect more of that next year as both commercial and con-
sumer manufacturers alike have identified the lawn and land-
scape market as one for significant growth. 
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Lawn care is 
consistently competitive, 
but entering the field isn't as easy as 
it used to be. "You have to decide if 
you're in it for the long-term," said 
Rick Steinau, president, Greenlon 
Lawn Care Services, Cincinnati, 
Ohio. "If they're starting from 
scratch, they' 11 sell on price 99 per-
cent of the time. They don't have 
any overhead and they give away 
the service. They come and they go 
all the time." 

Many of these fledgling compa-
nies go into business without the 
proper licensing or certification, 
taking the chance they won't get 
caught. It used to be a safe bet; 
however, the tide could be turning 
as more pressure is placed on local 
and state governments to reverse 
this trend. 

Likewise, while the industry 
avoided another Capitol Hill show-
down with Sen. Joseph Lieberman, 
D-Conn., common public opinion 
does not bode well for the comings 
and goings of field operators who 
are often not well-trained. 

Bob Andrews, president of The 
Greenskeeper, Carmel, Ind., has 
taken steps to alleviate operator/ 
customer discrepancies by assign-
ing a specific individual to handle 
the same service route on an ongo-
ing basis. The hope is to cement 
solid relationships. 

"It's a big help. I don't see the 
jumping around from lawn care 
firm to lawn care firm that I used to 
see. The customers are happy," 
Andrews said. 

Overall , 
dealers and dis-

tributors are said to be 
carrying low inventories. 

Product choices seem to depend 
on individual lawn and landscape 
firms and the region of the country 
in which the work is performed. 
Contractors said they are more likely 
to choose a product first and name 
second, and the industry is more 
likely to see a mixed use of prod-
ucts today than 10 years ago, partly 
because there are more viable 
choices. 

Current methods of distribution 
are being challenged by Home De-
pot, Kmart and Wal-mart among 
others as they search for one-stop 
shopping. 

"In the OPE market today, there 
is more competition for tougher 
and tougher sales," said David 
Zerfoss, president of Husqvarna, 
Charlotte, N.C. "And even service 
—once the domain of the indepen-

The 1990s represents a shake-out 
period in the green industry. 
Those who are smart and 

aggressive will survive, those 
who aren't, won't. Illustration: 

Milan Kecman 

dent dealer—may be up for 
grabs. 

"I see a clear — if chal-
lenging —way around this 
obstacle: One, respond to 
the customer better than 
ever before, and two, be a 
low-cost provider of high-
quality products." 

To assist dealers in the 
field, Husqvarna has in-
creased advertising and 
product promotions, upped 
warranty shop rates and 

added dealer-development 
training programs. 

FIELD ACCOUNTS. The recur 
ring challenge in the lawn and 

landscape industry is to control la-
bor costs. Sure, it's a balancing act, 
but since material costs represent a 
relatively small percentage of over-
all costs, controlling labor and train-
ing employees are fundamental to 
achieving maximum value — par-
ticularly in today's volatile economy. 

"It 's rebounding," said Gary 
Thornton, president of Thornton 
Gardens, Maineville, Ohio, "but the 
overall commercial market here is 
slow...although a lot of new stuff is 
getting started. It will expand con-
siderably in the next couple of years, 
but residential development can't 
maintain its current pace. There's 
too many big fancy subdivisions." 

Thornton Gardens has been suc-
cessful this year working on the in-
between sites — residential devel-
opments with planned entrances, 
meeting areas and clubhouses. A 
recent local acquisition also boosted 
maintenance numbers by providing 
the firm with 40 percent more work. 

"It was the first time we ever went 
through a merger. We had always 
grown internally, but this opportu-
nity presented itself," Thornton said. 
"It brings in some built-in business; 
certainly some economies of scale." 

Thornton Gardens was forced to 
hold a quick sale of nursery materi-
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als because of the market glut. 
Doug Masters of The Andersons, Maumee, 

Ohio, said his company experienced a 10 to 12 
percent sales increase this year, aided by a par-
ticularly good insecticide season. Some of the 
growth is attributed to new pesticide products 
opening new doors for the formulator and the 
acquisition of a portion of the customer list from 
the former LaRoche Industries. 

"We're not convinced the industry is still 
growing. With all the consolidation going on in 
the industry we see a lot of trading of customers 
among them," Masters said. "Overall, we're 
optimistic...if not for a tremendous amount of 
growth then for a steady piece of the business. 

But the only growth we're seeing is when one 
buys another. 

"Where we see our new growth is getting to 
the smaller lawn care folks. Those who buy two 
to three pallets at a time. We know the big guys 
and they know us. Where we have trouble is 
getting to the smaller, lawn and landscape con-
tractors." 

The Andersons hope to find new customers 
through current distributors and their own turf 
centers. 

"We know we have to open some other av-
enues. It's more labor intensive but there's a lot 
of business out there," Masters said. "We see the 
big guys buying more locally, using less sophis-

PERFORMANCE 
TRIM RITE LAWN SERVICE 
Kansas City, Missouri 
Owner: Jack Robertson 
• Founded: 1975 
• Three Mowing Crews 

100% Commercial Accounts 

"When we started 
using Encore mowers 
we cut 23% off our 

labor costs on each 
job! These were the 
same size machines -
36" and 48"-but they 
work faster and don't 
give us breakdowns." 

Encore PRO-Line mowers 
give professional cutters 
a reliable performance 
with a minimum of main-
tenance. Quality features. 
Heavy-duty performance. 
That's the value of a PRO! 

• A set of double V-belts 
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vides positive drive and 
minimizes slippage. 

• Deck reinforcement 
channels under the belt 
shield assure blade 
alignment and an even 
cut. 

I Yoke-style casters on 
the front wheels give 
added strength and 
longer bearing life. 

I A diagonal left comer on 
the cutting deck helps 
operators trim close 
without scuffing trees. 

I Five-speed Peerless 
transmission. Welded 
steel deck. Front 
bumper. Radial cut, .203 
thickness, high-lift 
blades. Smooth 10" front 
caster tires. Excellent 
clearance and curb-
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Ask your dealer for an Encore! 
For more information on the 
complete Encore PRO-Line, 

call your dealer or send in the 
reader response card. 

MANUFACTURING CO.. INC. 
P.O. Box 888 • Beatrice, NE 68310 

Phone: 402/228-4255 
FAX: 402/223-4103 

Quality you'll ask for again and again 
USE READER SERVICE #23 

ticated products today than they used to." 
Masters sees the traditional N-P-K products 

frequently used over the slow-release fertilizers 
because lawn service operators want to service 
the turf on a more frequent basis. In essence, they 
have educated the customer that every time they 
come out to their property, they have to put down 
a fertilizer. "We'd rather see them go out on a 
property, use slow-release products and skip a 
fertilization." 

Mark Yahn, president of Ground Control 
Landscaping, Orlando, Fla., said sales were up 
this year, but the increase only served to return 
the Firm to levels set in 1991. The company's 
sales were off by 20 percent in 1992, but a good 
year—primarily in construction and to a lesser 
extent in maintenance — bolstered sales. 

"The construction climate is much improved," 
Yahn said. "The number of bids and jobs getting 
built are improving. A lot of buildings are report-
ing high occupancy, and development deals are 
less fragile than before." 

Some increased work from Disney World and 
a strong comeback in affordable, multi-family 
housing have led to the general improvement. 
Resort time shares, which at one time had re-
placed much of Ground Control's multi-family 
work, are also coming back. 

"We're doing well overall. We're profitable, 
but we're not setting the world on fire," Yahn 
said. "We've re-evaluated what we want to do 
and we're well poised to get a good piece of the 
action. We see consistency in construction sales 
and a steady backlog. That was the key to our 
success in the early years, and the only bad years 
we had were when we ran out of backlog." 

Neal DeAngelo, president of DeAngelo Broth-
ers, Hazleton, Pa., is frustrated with the increas-
ing number of so-called entrepreneurs entering 
the market, but chalks it up to something every 
growing industry goes through. In the mean-
time, he hopes the cutthroat pricing does not 
devastate the industry. 

"The 10-to 15-year-old business is getting hit 
from all ends with no place to run," DeAngelo 
said. "We just have to wait until the pricing 
rebounds — which won't be for a couple of 
years, until they (price-cutters) get squeezed out 
or learn how to price their services." 

Rich Akerman, president of Northwest Land-
scape Industries, Tigard, Ore., said the challenge 
to attract and retain accounts will continue through 
the 1990s, forcing landscape firms to get leaner 
or get out of the business. 

The construction arena is tough in Oregon. 
Prices are down and there are fewer jobs with 
more bidders for each project. Consequently, 
maintenance is more competitive with both lawn 
care and landscape firms scrambling to pick up 
maintenancejobs. 

"It makes you better and more efficient with 
your customer service efforts," Akerman said. 
"I'm still optimistic about the future because 
those who are aggressive will find ways to get 
better. Unfortunately, only a small percent of the 
industry is professional. There's lots of nice 
people, but they don't understand the business." 

Pricing is a concern for Akerman as well. He 
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hasn't initiated a price increase in two years and 
may have to decrease prices because of intense 
competition and a mediocre construction out-
look for 1994. 

Harmony Products, a fertilizer supplierbased 
in Chesapeake, Va., reported sales in the first six 
months of 1993 equal to all of 1992. President 
Mark Nuzum said he's extremely optimistic that 
sales will continue to increase in 1994. The 
organic fertilizer is selling well to the small lawn 
care and landscape operator, but not as quickly to 
the large, traditional chemical lawn care firms. 

Despite a soft European economy, Jacobsen 
reported international sales success. "Jacobsen's 
growth around the world has been occurring at a 
gratifying rate," said Eric Smitsdorff, vice presi-
dent of marketing, adding that worldwide sales 
have been strong as well. 

New construction is up about 10 percent to 20 
percent in Louisiana, according to Dan Standley, 
owner of Dan's Landscaping and Lawn Care in 
Gretna. The full-service operator has gotten out 
of the residential market, and is satisfied with his 
grounds management success in the commercial 
field. 

Standley said he's making more money with 
less labor which he attributes to more hands-on 
involvement in the business, improved training 
and a four-day work week. 

"I'm very optimistic. If we do what we say 
we're going to do, when we say we're going to 
do it, for the price we say we're going to do it, 
we' 11 be in this business for a long time," he said. 
"You're only as good as your last job, so you 
have to make every one count." 

IRRIGATION PERFORMANCE.California, per 
haps the state suffering the most from economic 
doldrums, has some good news to report. A 
recent study showed that the state's landscaping 
industry will generate retail sales of nearly $7.5 
billion this year and $8.5 billion in 1994. 

Optimistic? Maybe, since California busi-
nesses are continuing to move out of state (al-
though recent losses in the defense industry have 
motivated the state to become aggressive in 
efforts to retain business), and attracting new 
hires remains a difficult task for all employers. 

And irrigation manufacturers, who once 
judged a good year from a bad year on sales in 
California, are looking to make dollars in other 
regions as irrigation went down the tubes this 
year in California. Micro and drip irrigation con-
tinue to make inroads, however. 

"The economy dipped off dramatically. Ev-

Drought was a major concern for 
the Northeast and Southeast 
regions of the country this year. 

erything there is predicated on the 
construction industry which came to 
a screeching halt," said Larry Keesen, 
vice president of Keesen Water Man-
agement, Aurora, Colo. "Manufac-
turers are feeling it in a major way. 
Design people are the best predictors 
of what's to come in the future and 
next year looks kind of mediocre." 

No significant amount of commercial work 
was reported in California, but Texas is mount-
ing a recovery and Florida is strong. 

Toro of Riverside, Calif., reported a 10 per-
cent to 12 percent nationwide increase in sales 
over 1992. 

"We've had a good year. Sales were down in 
the Midwest, but the rest of the country was quite 
active and California held its own," said Mark 
Painter, international contractor sales manager. 
The largest sales came from its residential/com-
mercial division 

After Toro's irrigation division lost money in 
1992—the first time since 1963—the manufac-
turer instigated a large restructuring effort to 
combat an inflated expense structure. Added 
were a new director of marketing and sales, three 
new national sales managers and layoffs totaling 
about 50 people in the plant. Restructuring natu-
rally led to some attrition in upper level manage-
ment, but Painter said the firm added, not sub-
tracted, to its field personnel. 

"We've experienced a $17 to $18 million 
upswing in profits since last year," Painter said. 

The Midwest and Northeast have contributed 
to the steady development of the irrigation indus-
try, although lingering side effects from this 
year's flood may affect 1994 sales. In general the 
Midwest economy is less volatile leading to an 
increase in the number of people requesting irri-
gation services. Irrigation is viewed as a more 
affordable commodity today, where it used to be 
viewed as only for the affluent. 

On the West Coast, landscape architects are 
still specifying irrigation systems and irrigation 
contractors are handling installation. Elsewhere, 
landscape contractors are getting involved in the 
business and contributing to the expansion of the 
service. 

"It continues to be a growth area. As they get 
into business they want to broaden their line of 
services," Painter said. 

To tap into the growth market, Hunter Indus-
tries, whose headquarters is in San Marcos, Ca-
lif., opened an irrigation office in Cary, N.C., two 
years ago. The plant, which is fully operational, 
includes manufacturing, sales and support and a 
training facility. 

"We see the benefits there already," said 
Charles Huston, director of sales. "It gives us a 
strength position in the East, a complete ware-
house and name recognition." 

Huston said Hunter's sales are on par with 
those of a year ago. Numbers were slightly 

(continued on page 70) 
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green tint to the yellow dormant turf, 
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GROWTH PROSPECTS 

Patience Spells 
Progress 
In Today's Economy 

LAWN AND landscape mainte-
nance contractors across the United 
States cite fair to middling sales 
revenues for 1993, and predict 1994 
will bring only slightly higher fig-
ures. Many foresee moderate 
growth for their companies in the 
next few years, while a number of 
companies battle to simply hold 
their own. 

Growth opportunities still exist 
in lawn care, landscaping, nursery 
and irrigation maintenance and in-
stallation, reported contractors, but 
deterrents such as underbidding, 
post-recession cautiousness and 
extremely stiff competition restrain 
companies from prospering. Where 
contractors could budget a 15 per-
cent to 30 percent annual growth 
rate five years ago, revenue increases 
of 5 percent to 10 percent are more 
the norm today. 

Lawn and landscape mainte-
nance companies rated growth op-
portunities within the industry from 
very good to generally poor. The 
responses seemed to depend chiefly 
on geographical location, market 
size, company size and 
market positioning. 

"Overall, I foresee a 
pretty stable long-term 
market showing minimal 
growth with pockets of 
growth niches," said Lan-
don Reeve, president of 

Renovation and design 
projects are on the rise 
in the green industry. 
Photo: Green View Co. 
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Lawn and landscape 
maintenance firms 

rate growth opportu-
nities in the industry 
from poor to very 

good, depending on 
geographical region 

and other factors. 
Most continue to cite 
underbidding, a sour 

economy and stiff 
competition as the 

leading deterrents to a 
healthier market. 

By Cathy Hoehn 

Chapel Valley Landscape, Wood-
bine, Md. "I see the industry becom-
ing more and more competitive with 
less growth as markets mature." 

Future growth prospects appear 
brightest in the Midwest and North-
west, where people are filtering in 
from California and other saturated 
market areas, and dimmest in the 
Southeast and West. Cities like 
Boise, Idaho, and Austin, Texas, 
continue to see growing popula-
tions and expanding economies. 
Other markets such as Atlanta and 
Orlando, which have become glut-
ted, face fierce competition and tire-
some bidding wars. 

Competition appears particularly 
evident in government bidding. 
"People go in and bid low price and 
won't provide what they promised," 
said Ben Chambliss,ownerof Maxi-
mum Maintenance in North Fort 
Lauderdale, Fla. "One county job 
required 26 operations in 26 loca-
tions. Our bid was $1 17,000 a year. 
The low bid was $40,0(X). The high 
bid was $225,000a year. They took 
the lowest bid. With bids that low, 

it's next to impossible to 
perform according to 
specifications. The coun-
ty will end up firing them 
and putting (the project) 
out to bid again." 

To sharpen their com-
petitive edges, contractors 
are deftly seeking areas 
of the market not widely 
developed. Though they 
vary by region and each 
company's profile, note-
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worthy areas of growth in resi-
dential and commercial markets 
include seasonal decorating, add-
ing plant color, hydroseeding, 
curbing and edging, artscaping 
and, in a few regions, designing, 
installing and servicing irrigation 
systems. 

Companies don't always have 
to work hard at developing niches; 
these areas of growth often de-
velop naturally through meeting 
clients' needs, according to Den-
nis Dautel, chief executive officer 
of Clean Cut, Austin, Texas. 

"A company goes out and gets 
the best maintenance account. In 
the past, it never really did irriga-
tion. All of a sudden, it gets de-
mand from the customer, and is 
forced into that business whether 
it wants it or not," he said. "Once 
that company is mature, 10 years, 
million dollar sales, it will find 
that its customers need mainte-
nance involving all different as-
pects of services—arboriculture, 
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horticulture, irrigation. Some might 
think they've gotten into a niche 
when it's really growth." 

BEATING THE ECONOMY. De-
spite cautious growth estimates, a 
number of companies are reporting 
higher revenues in 1993 than in 
1992. 

"This year, we're seeing a better 
year than last year. In a period of 
recession, that was our slowest year. 
I think we' re going to recover what 
decrease in revenue we had," Reeve 
said. "We're going to see a 15 to 17 
percent increase over last year, 
which is a lot in a year, but is also 
coming off a very slow year. We'll 
probably be back to where we were 
two years ago." 

Contractors recognize that the 
economy governs growth patterns, 
and thus position themselves to take 
greatest advantage of their particu-
lar markets. 

Maintain, based in Dallas, Texas, 
recently downsized, reducing one-

time-need volume and becoming 
more selective in its client base. 
"We realized it's more cost-effec-
tive to be selective in the types of 
jobs we take on. The higher the 
price, the fewer jobs we need to take 
on, yet we make the same amount 
of money," said Jimmy Rhodes, 
general manager at Maintain's Fort 
Worth office. 

"We've been in the business 25 
years," he said. "It cycles with the 
economy. We were struggling for 
awhile. Others are now suffering 
where we did two years ago. We' re 
on the way back out. This is one of 
the best years we've had in the last 
five or six years. Our volume is 
down but our profits are up. Now 
we just hope to rebuild and grow." 

Landscaping serves as the back-
bone of Maintain's $4.5 million to 
$5 million business (compared to 
about $7 million six years ago), 
supporting a range of services in-
cluding lawn maintenance, instal-
lation and irrigation. 

Bud Christy, owner of the mid-
sized Lucas Tree Expert Co., Port-
land, Maine, is representative of a 
numberof companies keeping busy 
by staying on top of current busi-
ness, with no desire to diversify or 
expand right now. "We do a lot of 
tree work, as well as design/build, 
maintehance, lawn care and 
hydroseeding. Very few people in 
our area offer all the services we do. 
We'll steadily increase what we 
have. We're not looking to get into 
everything; just do what we're do-
ing better," he said. 

Green View Landscaping, a $ 15 
million to $20 million company in 
Dunlap, 111., that has six locations 
throughout the state, finds its retail 
business neatly ties together its ser-
vice package. 

"We started landscaping in a 
small town of 150,000 more than 
25 years ago," said Thomas Hoerr, 
company president. "We offered 
other services to get volume up. We 
started in landscaping, then nurs-

Maintenance projects are a natural 
add-on for companies whose 
construction divisions are 
struggling. Photo: Clean Cut. 

ery, sod production, retail, irrigation 
and maintenance lateron. We started 
the nursery to have a reliable source 
of product. I think it all works well 
together. We get a lot of sales leads 
from the retail division." 

Chambliss hopes to grow Maxi-
mum Maintenance from $500,000 
to a $ 1 million firm. The growth rate 
thus far has crawled due to continual 
price wars. "It seems like every time 
we started making progress, we lost 
a couple of small accounts strictly to 
price. Because people don't play by 
the same rules. They don't have com-
pany insurance, proper licensing, 
don' t do things above-table. We can' t 
compete." 

Chambliss concedes increasing 
the growth rate from about 4 percent 
to 10 percent will take patience, hard 
work and a few sizable new accounts. 
"I'd like to pick up the pace a little 
bit, but not at the expense of taking 
business for the sake of taking busi-
ness," he said. 

Chambliss and a partner are con-
sidering establishing a landscape and 
construction management company 
to serve a mostly retiree community. 
"We would act like a broker, sub-
contracting all the work, from mow-
ing to painting, so we wouldn't have 
a heavy overhead. We would try to 
maintain a high level of service and 
not get too large so we could keep 
ourexpensesdown," Chambliss said. 

FINDING NICHES.Someofthe same 
companies that a few years ago di-
versified into many different ser-
vices are the very ones now narrow-
ing their scope to a particular spe-
cialty. These contractors find they 
did well in one area, but overex-
tended themselves when they broke 
into new markets. 

Drake Snodgrass, owner of 
Drake's 7 Dees, Portland, Ore., hopes 
to avoid making that mistake. "We 
continue to focus on what we're 
doing. We won't delude ourselves 
by going into some new area like 
tree care or spraying services," he 
said. "We do offer some backpack 
spraying for plant material. If the 
customer has large trees that have 
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DISCOVERING THE NURSERY MARKET 
ALTHOUGH IT seems the general trend is for nursery owners to delve 
into lawn and landscape maintenance, some landscaping companies are 
opening either wholesale or retail nursery operations as well. 

"More often, I think nurseries get into the landscape construction busi-
ness, which then leads to landscape maintenance. But it seems like a lot 
of old-time landscape companies that have been around 20 to 30 years 
are starting up nursery operations. Nursery owners have better profit mar-
gins than landscape contractors, but it's a completely separate business," 
said Dennis Dautel, chief executive officer of Clean Cut, Austin, Texas. 

A landscape contractor's success in the nursery market rests largely on 
the same factors as other aspects of their business, primarily the economic 
climate. "The wholesale nursery business moves as fast as the economy," 
said Peter Carlin, owner of the Shadow Oaks Nursery in Sarasota, Fla. 
"When the economy picks up, there's more demand." 

Carlin claims retail nurseries in Florida cannot compete with the larger 
garden centers such as Kmart's. His nursery used to stock a variety of 
trees, but now only supplies oak trees. When those run out, he will close 
the nursery and focus on lawn care and grounds maintenance. 

'Today it's easier to buy plants rather than maintain stock. We started 

out as a landscaper providing our own plants. It's too difficult to maintain 
unless it's on a large scale," he said. "Prices have come down. Plants are 
cheaper now than they were 10 to 20 years ago." 

In the California market, wholesale nurseries are seeing similar woes, 
while the retail market is going strong. "People are traveling less, spend-
ing less, and doing more gardening. During a recession, home gardening 
increases. People start doing projects on their own," said Lebo Newman, 
owner of Redwood Landscaping in Santa Rosa, Calif. 

For companies not in the nursery business, Dautel believes the best 
way to guarantee receiving good plant materials at low prices is to buy 
through small farms rather than large retail centers. 

"So many small farms out there sell nursery stock that if you commu-
nicate with them and get prices out of them, you'll find somebody will-
ing to give you an excellent price to put cash in their pocket," he said. 

Clean Cut maintains a database report on nurseries, classified by how 
many different types of plants they have. "We'll do a report, depending 
on what material we need, and fax out a list of what we need. We get 
quotes back and buy at the cheapest price. It boils down to we're paying 
our-selves that good profit and getting good quality plants." 

problems, we'll subcontract." 
Drake's 7 Dees, which offers 

mostly landscaping services and 
minimal lawn maintenance, con-
centrates on creating landscapes that 
require minimal maintenance. 

"If s a matter of water conserva-
tion, as well as time conservation. 
The perfect yard is one that is gor-
geous all the time and you don't 
have to do anything to it," Snodgrass 
explained. "You can't attain that, 
obviously, but you can get a lot 
closer than you could years ago. It's 
scary that we (as an industry) con-
tinue to create landscapes that are 
impossible to take care of, so that 
economically we're forced to do 
less." 

The company is working its way 
into offering more maintenance, an 
approach reverse of what other com-
panies in the market have done. 
"Pro-Grass and ChemLawn started 
in lawn fertilization and spray appli-
cations and are now expanding to 
horticultural services. We started 
with those services and are going 
toward lawn fertilization. They're 
broadening and we're narrowing. 
And we're both ending up at the 
same spot, probably," Snodgrass 
said. 

Irrigation design, installation and 
maintenance, novelty niches in 
some regions and commonplace in 
others, remain price competitive in 
most markets. In Austin, Texas, for 

example, "if you want to keep up, 
you'd better have excellent irriga-
tion services or you will lose ac-
counts," Dautel said. "The last few 
days, we've picked up a quarter 
million dollars work in irrigation. 
Other contractors couldn ' t perform 
the services well." 

Good irrigation technicians are 
few and far between, he said. "It's a 
specialty. Guys that are good at it 
aren ' t paid enough. If they ' re really 
good at it, there's the potential they 
will find another management po-
sition that pays." 

Bob Broughton, owner of Em-
pire Landscape Contracting in 
Hamilton, Mont., said his com-
pany's irrigation business is doing 

"phenomenally well." He has heard 
mixed reports on how other irriga-
tion service companies in the Mid-
west are faring. 

Hydroseeding and concrete curb-
ing and edging are areas of growth 
in the Midwest and Central regions. 
Eric Olson, owner of The Lawn 
Co., Boise, Idaho, finds residential 
customers are beginning to ask for 
hydroseeding service, particularly 
for larger properties. "Sod prices 
are still relatively reasonable. It gets 
expensive on larger properties, 
however," he said. 

Broughton is considering hydro-
seeding, but has already tapped into 
niche markets in artscaping, curb-

(continued on page 28) 
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4-wheel drive with the blade in the exact 
center of the machine. 

• Smallest Turning Radius Of 
Any Machine 

Electric Start Optional 

Fast Parts Delivery & Service 

• 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. 
157 Seneca Creek Road 
Buffalo, New York 14224 
(716) 675-7373 
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Grass Pavement 
Design load bearing pavements in areas where 

drainage and the natural beauty of grass are 
desired with the Geoblock® porous pavement 
system. 

Made from post-consumer recycled plastic, 
the Geoblock system is a series of high-strength, 
3'x1' interlocking blocks. When interlocked 
together, the Geoblock system distr ibutes 
concentrated or heavy loads to adjoining blocks; 
creating a flexible structural br idge over the 
subbase. As a result, you can use standard 
pavement design procedures with the Geoblock 
system, just like you would with asphalt. 

And that's not all. When sodded or seeded with 
grass, the Geoblock system blends in with the 
surrounding turf. It also protects the crown of the 
grass and prevents compact ion and deareation 
of the soil. The finished appearance is a beautiful, 
green lawn. 

Installation is easy because the Geoblock 
system requires less site preparation, less 
subgrade improvement, less excavation and 
less granular backfill than other porous 
pavement systems. 

For easy-to-follow design and installation 
information, call 800-548-3424. 

Presto Products Company 
G E O S Y S T E M S Products Division 

r® P.O. Box 2399, App le ton , Wl USA 54913-2399 
414-739-9471 Fax: 414-738-1418 

PRESTO. GEOBLOCK and GEOSYSTEMS are registered trademarks of PRESTO PRODUCTS COMPANY 
C 1993 PRESTO PRODUCTS COMPANY 
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Growth Prospects 
(continued from page 26) 

ing and building concrete walk-
ways and patios for residential and 
some commercial clients. 

"We' re seeing more of a demand 
for water gardens—a little oasis off 
the patio, or fountains and water-
falls," he noted. "We have a display 
garden, and put in a mountain 
stream. Water bubbles out of a large 
boulder and streams down to a pool. 
It draws a lot of attention." 

David J. Frank Landscape Con-
tracting, Germantown, Wis., finds 
seasonal decorating for commer-
cial and residential clients a fruitful 
market. "It's not hard to promote. 
We do a real business, both for 
interior and exterior," said com-
pany owner David Frank. 

HOT SPOTS. Each contractor 
pointed to segments of the market 
they find most troublesome or re-
warding. Dautel noted that com-
mercial lawn and landscape main-
tenance, particularly for office com-
plex properties, is on the rise in 
Austin, Texas. "Real estate is pick-

ing back up, although it's not near 
what it was in the early to mid-80s. 
Companies are experiencing more 
growth because construction is up." 

Frank noted a similar trend in the 
Milwaukee area, but said it was due 
to a glut in office and retail space. 
"Office buildings are only renting 
half of the available space. Rather 
than cutting back on landscaping, 
they are trying to make the property 
look two times better to attract po-
tential tenants," he said. 

Dautel contends housing is gen-
erally going up throughout the na-
tion, which increases the call for 
professional landscaping. "As hous-
ing and food costs lower, taking up 
a lower portion of overall income, 
people have more money to buy a 
nicer car, a house, whatever, and 
make their property look better." 

Construction in California is 
"way down," except in public works 
and single-family homes, accord-
ing to Lebo Newman, owner of 
Redwood Landscaping in Santa 
Rosa, Calif. Companies offering 
lawn, landscape and irrigation ser-
vices are building markets in reno-
vation, modification and upgrades. 

Nursery businesses face mass 
marketing competit ion from 
superstores like Wal-mart and 
Kmart, forcing companies in retail 
to corner specialty markets. 

"Our garden center can't com-
pete with Wal-mart. So we offer 
bigger material, specialty material 
not found at the large retail centers. 
That's our niche. I think our five-
year plan is that we will build on 
that," Hoerr said. 

Commercial business, at least in 
the mid-Atlantic area, has stagnated 
and will remain so for two to three 
years, Reeve said. "That's going to 
keep the whole growth pattern very, 
very tight." 

FUTURE GROWTH. The five year 
outlook, according to most con-
tractors, is continued slow growth. 
The professional status of the in-
dustry will continue to elevate as 
companies become more service 
and product oriented. And consum-
ers will become increasingly aware 
of the value of lawn care and land-
scaping. 

Larger companies will increase 
in number, particularly as govern-

ments require stricter licensing and 
enforce environmental regulations. 
Midsized companies are expected 
to encounter most difficulty sur-
viving, while small companies con-
tinue to come and go. "There's al-
ways room for small companies to 
start and to exist. The growth is 
what kills companies," Reeve said. 

Companies continuing to under-
cut the market while trying to main-
tain their size will end up dropping 
prices 30 percent, driving the mar-
ket even deeper into tough times. 

The overall message? "It's a 
tougher market. More demanding," 
Reeve said. "A lot of companies 
floated along for a number of years, 
just kind of doing work and not 
paying attention. Now they're find-
ing it difficult to exist. There's more 
regulation, more concern for the 
environment, more competition, 
less work, more need for training, 
more liability, more risk in the mar-
ketplace. You've just got to be 
sharper." • 

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

Tracking 

Business Trend s 
CONTRACTORS IN the lawn and 
landscape service industry remain 
optimistic about their short- and 
long-term economic futures, despite 
pressing concerns about govern-
ment regulations, price cutting, in-
surance and high costs of doing 
business. 

A recent Lawn & Landscape 
Maintenance market trends survey 
showed that 83 percent of the con-
tractors responding to the survey 
are optimistic about their busi-
nesses' short-term economic future, 
and 84 percent look for a bright 
long-term future. Last year, 83.6 
percent of respondents believed 
their firms would pick up in the 
short term — six to 12 months — 
while 89 percent anticipated good 
growth in the long term. 

After a slow start this year, most 
service contractors made up ground 
in the critical summer months. Al-
though flooding in the Midwest, 
drought up and down the East Coast 
and a generally erratic economy 
rightfully raised some anxiety, 
many categorized 1993 as a good 
sales year overall. 

While the economy and the 
weather can't always be forecasted, 
other concerns—regulatory, busi-
ness and peer-related—are gener-
ally manageable, but nevertheless 
keep cropping up. Case in point: 
Contractors responding to the sur-
vey believe lack of professional-
ism, government regulations, find-
ing and retaining good workers and 
price cutting hinder the industry's 
overall growth. Other barriers pin-
pointed include insurance, high 
costs of doing business, too much 
competition, taxes, worker's com-
pensation costs, refuse disposal and 
the negative image of the profes-
sion. 

Some progress has been made 
this year in improving the green 

Things are looking up, 
report contractors, despite pressing 

issues hindering the lawn and 
landscape industry. 

industry' s image. Various state and 
national associations are working 
proacti vely to prevent onerous leg-
islation from enactment. Perhaps 
most noticeable this year was the 
lack of a spring lawn care media 
blitz in the consumer media. Sen. 
Joseph Lieberman's, D-Conn., 
much anticipated lawn care hear-
ings never came to pass, and well-
placed industry sources have 
handled much of the criticism from 
the press. 

Throughout the green industry, 
groups are also working to place 
articles and broadcast spots about 
the benefits of a properly cared for 
landscape. 

The industry has seen consis-
tent, moderate to above-average 
growth over the last 20 years, in-

cluding about 12 percent annual 
growth during the recent recession. 
Many contractors anticipate cur-
rent sales trends to continue through 
1993 and the first half of 1994. 

GROSS SALES. The largest per-
centage of survey respondents — 
26.4 percent — expected their 1993 
gross sales to finish in the $ 100,000 
to $249,999 range, and 16.4 per-
cent in the $50,000to $99,999 spec-
trum. Slightly fewer than 15 per-
cent anticipated grossing less than 
$50,000. About 16 percent pre-
dicted their 1993 gross sales will 
top $1 million. 

Companies surveyed average 8.5 
employees year-round, with six 
added during peak season. The larg-
est percentage of respondents, 26.1 

ACRES MAINTAINED 
Please estimate the total acreage you maintain in 

each of the following categories. 

Average 
per 

respondent 
(Weekly) 

Average 
per 

respondent 
(Annually) 

Single-family 31.8 1,806.7 

Multi-family 8.9 190.6 

Commercial/Industrial 33.9 2,156.5 

Government/Institutional 5.6 93.7 

Total 80.2 4,247.5 

Commercial/industrial properties offer most acreage for maintenance. 

percent, reported their companies 
were founded between 1986-90; 
20.6 percent between 1976-80; 17.8 
percent between 1981-85; 11.1 per-
cent between 1971-75; 9.4 percent 
between 1961-70; 8.3 percent be-
fore 1960; and 6.7 percent between 
1991-93. 

Percentage-wise, gross sales 
across the board remained about the 
same, although the upper level cat-
egories — namely $500,000 to 
$999,999 and $2.5 million and above 
— increased significantly. 

The green industry is still ex-
tremely fragmented with million-
dollar companies, medium-sized 
firms and small, specialty shops high-
lighting the lawn and landscape pro-
file. Industry downsizing is evident 
in the 1990s with some erosion of 
the medium-sized companies taking 
place. The trend of the million-dol-
lar companies buying out smaller 
firms will continue; but the exist-
ence of the neighborhood service 
operation is generally not in danger. 

The highest revenues for lawn 
and landscape contractors still come 
from single-family and commercial/ 
industrial properties. Contractors in-
dicated, on average, that 51.3 per-
cent of their revenues come from 
caring for single-family homes, 33.1 
percent from commercial/industrial, 
7.8 percent from government/insti-
tutional and 7.8 percent from multi-
family clients. 

Contractors pointed to single-fam-
ily and commercial/industrial prop-
erties as the largest total acreage they 
maintain. Firms that responded main-
tain an average of 2,156.5 acres an-
nually for commercial/industrial 
sites. On single-family properties, 
respondents said they maintain an 
average of 1,806.7 acres annually. 

SERVICES OFFERED. Lawn and 
landscape service professionals con-
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tinue to offer a wider range of ser-
vices to become more competitive 
in the marketplace. "Property mana-
gers who had a narrow scope five 
years ago have broadened their ser-
vices. That's good for the industry 
and stimulates growth," said David 
Frank, owner of David J. Frank 
Landscape Contracting, German-
town, Wis. 

Based on overall dollar volume, 
firms estimated that most of their 
business revenues are derived from 
mowing (25.8 percent), landscape 
installation, (17.9 percent), fertili-
zation (11 percent) and pruning/ 
trimming (9.9 percent). Other ser-
vices ranked highest to lowest are: 
pesticide application, landscape 
design, fall cleanup and seeding. 

Although hydroseeding fell low 
on the list of service revenues (0.6 
percent), a number of contractors 
are analyzing its potential value. 
"Hydroseeding is just coming into 
demand here for reclamation areas, 
some highway things. A lot of 
homeowners are asking for it, which 
surprises me," said Bob Broughton, 
owner of Empire Landscaping, 
Hamilton, Wis. "As a landscape 

BUSINESS OPTIMISM 
Are you optimistic about 

your businesses' short-term 
economic future? 

Are you optimistic about 
your businesses' long-term 

economic future? 

Most contractors remain optimistic about their economic futures. 

architect, it is something I specify 
quite a bit. There are a lot of advan-
tages as long as you have a large 
supply of water." 

Companies indicated that irriga-
tion installation and maintenance, 
aeration, lighting and nursery stock 
top the list of services that will most 
likely be added in the next two 
years. As contracting companies 

struggle to find their niche, some 
services like mowing and pesticide 
applications are just as likely to be 
added as discontinued. 

Fewer than 15 percent of the 
respondents own greenhouses for 
nursery operations. But more than 
one-third have set aside holding 
areas for nursery operations, slightly 
higher than reported last year. The 

11.7 percent whose companies in-
clude growing nursery operations 
average 24 acres for holding areas. 

Pesticide use remained consis-
tent. Approximately one-half of all 
survey respondents indicated that 
in the past two years, there has been 
no significant change in the overall 
volume of pesticides applied. 

Of those who did report a change, 
however, herbicides (for turf) was 
the only category of pesticides 
where more respondents saw their 
applications increase rather than 
decrease during this time period. 
For most of the other categories, 
especially insecticides and fungi-
cides (for trees and ornamentals), 
respondents reporting decreased 
applications outnumbered those 
reporting increases by a margin of 
more than two to one. 

More than half the respondents 
believe use of drip irrigation is in-
creasing throughout the industry, 
although only about 24 percent of-
fer the service themselves. Just un-
der 25 percent install low-volume 
drip irrigation, and slightly fewer 
than that maintain the systems. 

(continued on page 32) 
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ECOLOGY & 
MANAGEMENT 

S T. KARL DANNEBERGER, Ph.D 

FINALLY, AN ADVANCED TURFGRASS MANAGEMENT BOOK 
for the turfgrass professional which goes beyond the introductory level. 

TURFGRASS ECOLOGY AND MANAGEMENT ...is the first professional turf 
management text devoted to advanced environmental ecology. This pioneering work addresses the 
wave of the future and is a must for all professionals. Chapter highlights include discussions of light 
and nutrients as resources, physiological responses to temperature, population dynamics, predator 
disturbances and much more. 

RESERVE YOUR COPY TODAY. Hardbound, single copies only $39 plus $5 ship-
ping/handling per copy. Quantity discounts available upon request. 

Y E S , I'm interested in purchasing copy(s) of TURFGRASS 
ECOLOGY AND MANAGEMENT. I understand my purchase will be 
shipped within six to eight weeks of payment. I also understand 
that I can return my book(s) within 15 days for 100 percent refund 
if I am not totally satisfied. (Ohio residents only add 7% sales tax.) 

• Bill me 

Charge my E H VISA E D MasterCard 

Card # 

Expiration Date 

Signature 

Name: 

Title: 

Company Name: 

Address: 

. State: City: 

, -Lawn & Landscape 
Published by: MAINTENANCE 

Zip Code: 

4012 Bridge Ave. 
Cleveland, OH 44113 
Call 800/456-0707for information on 
volume, discount prices. 
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firn The 
Original... 
And Still 
The Best 

TruGt e e ° 
Grass 

Make off-colored 
grass as green as early 

summer grass with 
Tru-Green Grass Paint. 

Tru-Green is easy to 
use and perfect for 

troublesome areas on 
athletic fields, golf 
courses and lawns. 

Tru-Green is the 
patented, water 

soluble grass paint 
specially formulated 

for use with 
conventional liquid 
sprayers. Tru-Green, 

the low cost, low 
maintenance way to 

make dormant, sparse 
or drought damaged 

grass green again. 

Home of RegalStar"1 

REGAL CHEMICAL COMPANY 
P.O. Box 900 • Alpharetta.GA 30201 

Phone: 404-475-4837 
Toll Free: 1-800-621-5208 
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CLIPPINGS DISPOSAL 
Do you, the majority of the time. pick 

up grass clippings or leave them on the ground? 
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More grass clippings are left on commercial properties than residential. 

Business Trends 
(continuedfrom page 30) 

In the arena of alternative products and treat-
ments, 50.3 percent offer organic fertilizers. Of 
those who offer organic fertilizers, 18.6 percent 
said customers request their use. About 41 per-
cent offer biological pesticides, based on 8.2 
percent customer requests. Only 16.2 percent of 
all respondents believe biological pesticides are 
as effective as traditional products and 32 per-
cent of respondents believe organics work as 
well as traditional products. 

A majority of the Firms (69.9 percent) do their 
own pesticide applications. Just under one-third 
subcontract, mostly because they don't have a 
license or are concerned about liability, high 
insurance, strict regulations and safety. 

Composting remains low on the totem pole of 
services offered. While nearly one-third of the 
firms claim that 90 percent of their waste is com-

posted, less than 1 percent of the respondents' 
revenues is derived from yard waste compost 
services. 

On a positive note, the number of contractors 
getting involved in composting is gradually in-
creasing, as is the number of companies leaving 
clippings on the ground. Contractors are more 
likely to leave clippings on commercial proper-
ties (68.2 percent) than on residential accounts 
(55.4 percent). 

A growing number of contractors seem to be 
accepting public work. Twelve percent said they 
maintain an average of 1.8 municipalities. An-
other 20 percent of the Firms are considering 
delving into that market because they can make 
more money, it's steady work or they felt the 
need to diversify. Others said they won't break 
into that Field because it's too competitive, doesn't 
pay enough money, municipalities don't pay on 
time or the municipalities have their own in-
house maintenance. • 

ALTERNATIVE CHOICES 
Does your business offer alternative products/treatments such as: 

Organic 
Fertilizer 

Biological 
Pesticides 

Use of alternative products is increasing. 

32 OCTOBER 1993 • LA WN & LANDSCAPE MAINTENANCE 



A U N I F I E D I N D U S T R Y 

W O R K I N G T O W A R D 

A C O M M O N G O A L 

Nearly every key issue affecting one part of the Specialty Pesticide 

Industry affects the entire industry. 

RISE (Responsible Industry for a Sound Environment) is bringing 

industry leaders together to identify critical public issues and 

legislation, and address them as a unified body. 

We're proud of our industry's commitment to enhancing and 

preserving the environment. And we're committed to educating policymakers 

and the public about the environmental, health and safety 

benefits of proper pesticide use. 

A wide variety of companies and organizations are already members 

of RISE. They have contributed to successful projects like federal and 

state environmental symposiums and our consumer 

publication, "Pesticides in Your Environment" 

If you're a manufacturer, formulator, distributor, supplier or associa-

tion involved with the use of specialty pesticides, we invite you to join RISE 

and participate in our future success. 

For more information, call RISE at 

(202) 872-3860, or write to 1155 15th St. N.W., 

Suite 900, Washington, D.C. 20005. Risporsèif Industry lor t Sound Enwonintnt 



TAKE SEASON-LONG, 
CONSISTENT CONTROL 

DISTRIBUTED BY: AG RESOURCES. INC. AGRA TURF AGRI TURF. INC. THE ANDERSONS BENHAM CHEMICAL CO. CANNON TURF SUPPLY. INC., 
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Unsurpassed control of crabgass and other grassy weeds tops the 
list of reasons to use Barricade. Add up all of Barricade's out-
standing features and it's also the best value of any 
preemergence herbicide in the industry. 

And when you combine top performance with down-to-earth 
value you not only satisfy customers but also your bottom line. 

SEASON LONG C O N T R O L 
Up to 26 weeks of effective weed control with one application 
to give you satisfied customers and reduced labor. 

MINIMIZED STAINING CONCERNS 
Allows you to control crabgrass in tough-to-treat areas — 
curbsides, walkways, along fences and walls. 

AND 
KEEP VALUE 
DOWN 
T o EARTH 

LOWER RATES 
Rates up to 4 times less active 
ingredient for lower 
environmental load and less 
hassle in storage and handling. 

LOW SOLUBILITY 
Eliminates leaching concerns. 

Barricade 
HERBICIDE 

CRABGRASS PREVENTER 
kONFERTIL IZER ^ 
31b* (Met* Sr^-c CM* 

VERSATILE PACKAGING 
In convenient 1/2 lb. water 
soluble packets and with 
quality fertilizers to save time 
and provide your customers with 
greener, more weed-free lawns. 
For the low down on high performance Barricade, 
call your distributor or I -800-435-TURF. 

of Sandoz Lid I WDSando/ Agro In« 

LEA'S GREEN MEADOWS. INC. 
TEMPLE HILLS. MD 

LEBANON TURF PRODUCTS. INC.. PENAGRO T&O PRODUCTS PENNINGTON ENTERPRISES. INC.. PROFESSIONAL TURF SPECIALTIES, INC.. REGAL CHEMICAL, CO. 
LEBANON. PA BOONE. NC MADISON. GA ST. CHARLES. MO ALPHARETTA. GA 

TURF INDUSTRIES. INC. 
HOUSTON. TX 

TURF PRODUCTS LTD.. INC. 
W. CHICAGO. IL 

TURF SUPPLY COMPANY 
EAGAN. MN 

UNITED HORTICULTURAL 
SUPPLY. SALEM. OR 

VIGORO INDUSTRIES. INC. 
WINTER HAVEN. FL 

WILBUR-ELLIS COMPANY 
KENT. WA 
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Fusing 

Green Industry 
Alliances 

ASIDE FROM SOME 
predictable expansion 
through buyout on the 
part of large mainte-
nance firms such as En-
vironmental Care Inc., 
based in Calabasas, Ca-
lif., this year's mergers 
and acquisitions are al-
most all going on in the 
specialty pesticide side 
of the business. 

That's not to say 
there isn't any fallout to 
maintenance contrac-
tors. 

As ServiceMaster's 
T r u G r e e n / C h e m -
Lawn, Barefoot Grass, 
Lawnmark and others 
continue to build their 
organizations — in 
other words, as chemi-
cal applications become 
more and more tied up 
with a few, strong play-
ers—the likelihood in-
creases that the repu-
table lawn and land-
scape maintenance con-
tractor will get cut in on 
joint bidding exercises, 
in conjunction with the 
sprayer. It's already become a way 
of doing business, and will prob-
ably grow, according to executives 
representing some of the industry's 
leading chemical companies. 

And then there's another matter 
to think about. 

Although some big chemical 
applicator firms made enormous 
mistakes trying to add mowing ser-
vices, and have since gotten out of 
that line—ChemLawn's failure is 

When an industry reaches a level of 
maturation that makes it difficult to grow 

through first-time customers, what better way 
to grow than to acquire established businesses 

with legitimate customers? 

By Bob Gitlin 

Consolidation and 
mergers are fairly 
common in today's 
green industry. Photo: 
The Lawn Co. 

public record; they've 
admitted the error them-
selves — there is still 
the possibility that the 
revived, organized, 
merger-driven con-
glomerate, once it settles 
down and gets its core 
act together, may take a 
more controlled, edu-
cated foray into main-
tenance. 

Many landscape pro-
fessionals, eyeing great-
er financial security, or 
looking to retire, may 
want to spruce up a class 
act even more and there-
by command an attrac-
tive sale price. 

According to Patrick 
Norton, president of 
Barefoot Grass, Colum-
bus, Ohio, "We might 
look around for good 
maintenance compa-
nies to acquire. We 

don't know that much about that 
business." 

Norton's admission is probably 
directly related to Barefoot's awe-
some financial health (it's pub-
licly traded). Because knowledge 
is key. These traditional chemical 
companies now know they have 
to buy the expertise; maintenance 
contracting is a whole other ball 
game. 

(continued on page 38) 
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A confusing - often 

conflicting - web of local 

pesticide regulations is making landscapes 

unfriendly in municipalities across the country 

Keeping pesticide regulation authority at the 

state and federal levels is a major goal of AAN. 

SUA' 

K E E P O F F 1 . 

How AAN is fighting 
the one pest worse than aphids, 
mites and Japanese beetles. 

£ 
i j e f t unchecked, they can he as 

devastating to your business landscape 

as an infestation of Japanese beetles. 

Especially if you do business in 

multiple jurisdictions. 

WTiat are they? They're conflicting 

local pesticide ordinances. And they 

can stymie your plans by prohibiting 

the use of necessarv t reatments in one 

locale, while imposing unreasonable 

posting and notification in another. 

AAN is leading the fight against an 

explosion of local pesticide ordinances. 

From your state capital to Washington. 

Already, AAN has prodded 36 states to 

prohibit local ordinances, and we're 

working to introduce a federal bill that 

will ensure your state's 

right to continue doing so. 

As a member of AAN, 

you'll stay on top of this issue. As well 

as other issues that affect your ability 

to do business: Such as proposed 

changes to the Noxious Weed Act, 

which threaten to restrict your use of 

non-native landscaping plants. 

In short, AAN membership brings 

you the information you need to start, 

maintain and grow your business. 

Why face an uncertain landscape 

alone? Join AAN. We're 

gaining ground for 

landscape professionals. 

For more information on pesticide preemption and other issues important to landscape 
professionals — or to learn how you can become a member of AAN — tear out this ad, 

and mail it with your business card to: American Association of Nurserymen, 
1260 I Street, N.W., Suite 500, Washington, DC 20006. 
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Mergers & Acquisitions 
(continuedfrom page 36) 

Barefoot Grass this year acquired 
Ever-Green's lawn care business, 
providing it with about 100,000 
new customers in nine cities. 

Additionally, some much needed 
buyouts are taking place among 
equipment manufacturers. To name 
a few: LESCO bought out At water 
Strong, Aliens acquired Gravely, 
Simplicity bought out Tornado, 
Monsanto purchased the assets of 
Chevron Chemical Co. 's Ortho 
Consumer Products Division; 
Fiatallis North America and a pri-
vate investment group acquired 
Fiatallis' Woods Division — the 
list goes on. Elsewhere, manufac-
turers carried out streamlining and 
consolidation to stay lean. 

CROSS-MARKETING. As some of 
the big spraying organizations po-
tentially take an educated look at 
offering lawn and landscape main-
tenance services, the aggressive 
landscaper looking to sell his op-
eration should bear in mind that 
certain benefits may accrue. 

Such an arrangement, according 
to Norton, would probably involve 
c ross -marke t ing be tween the 
chemical application and lawn and 
tree care aspects of the business. 

The reason consolidation is not 
taking place to any significant de-

"As far as 
ChemLawn is con-

cerned, that 
wounded animal is 

up on its feet. 
We're not going to 

take any guff 
anymore/' 

gree within the lawn and landscape 
maintenance industry, explained 
Marty Erbaugh, president of 
Lawnmark, Hudson, Ohio, is that, 
to a large extent, the marketability 
of the landscape company begins 
and ends with the customer percep-

tion of the trustworthiness of the 
proprietor. 

"In mergers and acquisitions in 
the landscaping business — the 
general, broader industry of land-
scape contractors—valuations tend 
to be a lot lower. Most buyers look 
at a landscaper's business as the 
landscaper—that 's the value. The 
value is in the owner, who gener-
ally speaking is the salesman and 
the boss and the head service guy," 
he said. 

Lawnmark itself has expanded 
to new size through intelligent ac-
quisition including the purchase of 
Nature's Helper. 

Never fear, there is a shakeout to 
maintenance contractors in all this 
merger and acquisition activity 
among chemica l appl ica tors , 
Erbaugh added. 

"Landscapes who also do spray-
ing may now — seeing what they 
can get for a well-run operation — 
want to unload that part to one of 
the big boys, and stick to their core 
talent." 

"We have tried in the past enter-
ing the maintenance area, and for us 
it just didn't work. It was a little too 

labor intensive," said Paul An-
deregg, president of All Green 
Corp., another weed-feed-and-in-
sect-control sprayer, based in 
Marietta, Ga., that's grown consid-
erably due to acquisitions. "With 
the exception perhaps of the com-
mercial sector, we saw no point 
being in it. Certainly not in the 
residential area." 

SERVICEMASTER CONFLICT. In 
terestingly, the industry's biggest 
conglomerate—TruGreen/Chem-
Lawn, which finally fell into place 
after years of often tortured corpo-
rate jockeying for ownership (pre-
vious owners. Waste Management 
and Ecolab, respectively, have fallen 
by the wayside) — caused some 
acrimony among franchisees. 

ServiceMaster, a huge conglom-
erate itself modestly involved in 
chemical lawn spraying, basically 
shut down its own spraying opera-
tions in order to run its new proper-
ties, TruGreen (which it first ac-
quired) and ChemLawn (which 
came next). Some ServiceMaster 
franchisees brandished promises of 
non-compe t i t iveness as their 

grassroots 
marketing 
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BADGER ASSOCIATES 1-800-822-3437 
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BUYING A 
THERE IS NO end to the errors of commission and 
omission made in the buying of businesses. It's a 
complex procedure and you don't get to practice — 
most people do it only once. How do business buy-
ers most frequently undermine their chances to 
succeed as owners? 

• By acting under pressure and buying a company 
that's a poor personal fit. 

• By paying too much money up front, leaving 
insufficient working capital. 

• By placing too much faith in existing manage-
ment and failing to bring in new blood. 

• By assuming that sales will remain stable after 
the acquisition — not realizing that competitors view 
a change in ownership as an opportunity to strike at 
existing customer base. 

BUSINESS 
• By acquiring a business in which the buyer has 

neither experience nor, ultimately, any real interest. 
• By assuming that the technology is proprietary 

and therefore cannot be duplicated. 
• By underestimating how difficult it is to change an 

established company' s culture. 
• By assuming unwanted inventory, divisions or 

real estate can be quickly disposed of to reduce debt. 
• By failing to realize that the market is more mature 

than it appears, leaving little room for growth. 
• By learning too late that the seller, by retaining 

title to real estate or equipment, can continue to extract 
serious capital from the business. 

• By relying too heavily on a contract with the 
seller, leaving the legal system as the main recourse in 
disputes. — Inc . magazine 

franchiser set up shop down the 
road from them. 

"We had 123 complaints," said 
Don Karnes, president ofTruGreen/ 
ChemLawn based in Memphis, 
"which have all been resolved ex-
cept for two. Some franchises went 
independent. Some we bought. 
Some we traded territories for. I 
don't see how you get that done 

without being reasonable." 
The part of the transition that 

was the real bear, he said, was deal-
ing with the PR beating ChemLawn 
had taken for years from environ-
mentalist activists. The company, 
once gleaming with brilliant ex-
ecutive talent and fast on its feet, 
was dingy and in disarray. 

'Their overhead was outrageous. 

Throughout the business, we in-
stalled incentive pay for salesman 
and specialists; that helped. We in-
stalled a new computer system 
throughout the company. As far as 
ChemLawn is concerned, that 
wounded animal is up on its feet. 
We're not going to take any guff 
anymore. ChemLawn is the largest 
profit contributor within Service-

Master as of today," Karnes said. 
The lawn service powerhouse's 

1993 sales projections approx-
imate $420 million, he said. 

Guys like him — looking at 
less-than-fortuitous results of mow-
ing forays taken by both 
ChemLawn and TruGreen — 
know better than anyone: labor-
intensive maintenance requires vet-
eran expertise. 

"Our philosophy right now is: 
we like to work with large mainte-
nance companies. This involves 
subcontracting agreements. Those 
gentlemen know and understand 
that business. They work in it ev-
ery day, and they're good at it. 
ChemLawn knew nothing about 
it, didn't price it correctly, and 
didn't have the equipment to even 
take care of jobs that they were 
selling." 

Though Karnes is proud of the 
renewed vibrancy of the firm he's 
heading up, Don Smith, president 
of Square Four Inc., Oklahoma 
City — a ServiceMaster franchi-
see, and one of the two still-unre-
solved dispute complainants — is 
unhappy with Karnes' suggested 
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SPRAY GUNS 
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resolution to Smith's competitive 
conflict complaints. He feels as if 
the no-compete contract he has is 
worth about as much as a century-
old Indian treaty. 

"Theiroffice is within two miles 
of my office," Smith said. "Karnes 
was operating TruGreen activity 
out of Oklahoma City from 1988-
90 and losing money. In 1990 they 
merged with ServiceMaster, which 
asked me if I would take it over and 
do something with it. I said yes, 
stipulating the non-compete clause 
to protect me, within 100 miles. 
They agreed to this, wrote it up and 
I signed. Within three months I had 
it turned around. A year later they 
bought a ChemLawn branch in 
Oklahoma City." 

ServiceMaster has pulled sup-
port from Smith's business. He 
wants them "to at least be honest" 
and stop competing with him. "Let 
me operate the branch here in Okla-
homa City, or do something along 
those lines. They just want to return 
the money I paid for the franchise 
and make it go away." 

"I got nailed," said formerChem-

Lawn franchisee Doug Birckhead, 
who still runs a lawn care business, 
Town & Country Services, in 
Charlottesville, Va. "They said they 
were going to stay there, and they 
had more money than I did to fight 
them. I got bought out at terms I 
would not have sold for under nor-
mal conditions." 

At one time, he said, TruGreen 
was competing with his ChemLawn 
franchise, which was fine. "But then 
ServiceMaster, which owned 
TruGreen, bought ChemLawn 
from Ecolab. At that point, they 
owned us, and they were compet-
ing with us, and I told them to get 
out because my contract forbade 
that. They said no. They said they'd 
offer to buy my customers at what-
ever they felt was right. Our lawyer 
said it would be a hell of a fight and 
we could run out of money before 
we won." 

BUYING ASSETS. Pest -extermina-
tion-based Orkin, which since the 
1950s has also been spraying 
Florida lawns, has — through an 
acquisition campaign begun 10 

years ago—expanded into 13 other 
states, accordi ng to a spokesperson 
at Atlanta-based Orkin Lawn Care. 
The company hasn' t made any new 
exterior purchases since 1990. 

But Orkin has made another 
foray in the green industry with a 
recent acquisition that vaulted it 
into a leading role in interior land-
scaping. 

Dick Ott from 1973 to 1990 ran 
The Botany Center, a prestigious 
company based in Knoxville, 
Tenn., which had contracts across 
the United States. Ott became vice 
president and regional manager of 
Orkin Plantscaping. His is a case 
study in how a manager's dirty-
fingernail experience can be folded 
profitably into a big, 92-year-old 
corporation's administrative effi-
ciencies. 

"I feel like I'm getting my Ph.D 
in plantscaping," he said. "Orkin 
knows way more about administra-
tion systems, routing and business 
systems; we know way more about 
plants, installations and design. 
Having a boss is something to get 
used to. On the other hand, I'm out 

of the business of worrying about 
cash flow." 

He sees more people like him 
moving from jobs to careers within 
the green industry, enjoying new 
salary and benefits security. 

"It's painful on the front end. 
Lots of people and companies have 
run their companies visually. We 
document everything on paper. You 
have to get used to more paper-
work. But the information gener-
ated enables and empowers people 
to make much better decisions. I 
didn't know all this stuff existed for 
multi-branch management." 

Obviously, a similar learning 
curve — and similar benefits — 
would accrue to the maintenance 
contractor who, in a conceivable 
scenario, is bought out by one of 
the big chemical-based conglom-
erates. 

Competing with Orkin's inte-
rior landscaping business is a Brit-
ish-run operation known as Ren-
toki 11 Tropical Plants, based in Ri v-
erwoods, 111. The United Kingdom 
company, having dabbled in that 
business for two years already, de-

Natural Lime Plus 
Neutralizes acid soil in 
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Finest lime product out 
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quick green up! 
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cycling and availability, better soil tilth and moisture retention. 
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cided to buy some potent capacity 
and expertise. Rentokill assumed 
control of Jerry Leider's Tropical 
Plant Rentals in 1988, and Leider 
became president of Rentokill's 
U.S. interior plantscaping opera-
tion. Rentokill Tropical Plants is 
doing work in 14 countries. 

"Things have to change before 

exterior landscape contractors be-
come attractive purchases, Leider 
said. "There's a lot more turnover 
in exterior maintenance contracts. 
Who'd want to buy them?" 

Takeover artists look for some 
level of consistency. 

"In the exterior business, what 
you do in Texas is a lot different 

Barefoot Grass has solidified its 
position by offering stock 
options and acquiring new firms. 

from what you do in Illinois or 
California," Leider said. "Besides, 
there are geographic differences in 
the jobs you do, supplies, etc. It's 
complicated." 

Environmental Care Inc. (which 
had already bought out Oy 1er Broth-
ers, a landscape construction firm 
out of Orlando), has, more recently, 
purchased the irrigation and main-
tenance divisions of Marvin' s Gar-
den & Landscape Services, Sara-
sota, Fla. 

Marvin Gross kept his design/ 
build landscape contracting busi-
ness. He said the sale solved cash 
flow problems. We wanted to 
downsize and become more profit-
able in what we felt was our exper-
tise." 

David Minor, owner of Minor's 
Landscape Services, Fort Worth, 
Texas, echoed the observation that 
there is little merger and acquisition 
activity in exterior maintenance. 
"The landscape business is the 

owner. Sure, maybe they did $1 
million last year. But once you buy 
them, are all the customers going 
to go away because he's out of the 
picture?" 

Nonetheless, Minor has done a 
little careful growing through ac-
quisition. Five years ago he bought 
Grounds Tech; last year, Grain 
Expectations' exterior landscape 
maintenance business. 

Many maintenance companies 
have flashed a leg trying to garner 
his interest, but Minor sees the 
"stubble under the hose." 

"They're not talking to some 
virgin who needs to buy their ex-
pertise," he said. 

"We get four or five calls a year 
from little guys wanting to interest 
us in the assets of their businesses. 
They always overvalue them. I 
know what it would take for me to 
go out and generate the same rev-
enue, hire sales guys and do the 
marketing." • 

The author is a Contributing Edi-
tor /oLawn & Landscape Mainte-
nance magazine. 
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Irrigation contractors and 
landscape professionals alike are 

becoming more proficient at 
selling and servicing the 

irrigation system in the residen-
tial and commercial environment. 

Photo: Mickey Jones 

THE DAY MAY be fast disap-
pearing when an irrigation system 
is looked upon as a frill in the de-
sign of commercial and residential 
landscape projects. In fact, the per-
ception of irrigation as a luxury 
may already be a thing of the past. 

While in some parts of the coun-
try, a reliable irrigation system has 
long been viewed as a necessity to 
conserve precious water, the im-
portance of irrigation to the contin-
ued health of a landscape design 
today is being acknowledged from 
coast to coast. 

"If you're spending $15,000 to 
$20,000 on landscaping, spend a 
little more to protect your $ 15,(XX) 
investment," said Michael Ritgert, 
Field manager-designer with Chapel 
Valley Landscape Co., Woodbine, 
Md. 

Irrigation today certainly has 
gone high tech with gizmos that 
determine what areas of a land-
scape need how much water, com-
puter software that helps design 
optimum watering patterns and 
even gadgets that "alert" a system 
about impending storms to make 
sure water won't be wasted when 
there's a downpour. 

Still, everyone in the Field doesn't 
subscribe to the Star Wars approach 
to putting water down on plant beds 
and on turf. Landscape architects, 
landscape contractors and irriga-
tion specialists, however, generally 
agree on the basics and also on the 
fact that no two installations are 
ever the same. 

"You can never do it by a 'cookie-
cutter' approach," said Eric Keesen, 
executive vice president of Allen 
Keesen Landscape Inc. in Denver. 

42 

"All manufacturers provide tables 
and charts to show how far to space 
the heads and how far to throw the 
water. But that's in a book, and in a 
book there's no wind, no slope to 
deal with. If we discover a dry spot, 
we're just going to put in another 
head anyway." 

Keesen's company began per-
forming irrigation work in Denver 
in the 1940s, and has evolved into a 
design/build/maintenance opera-

tion. Installation of irrigation sys-
tems is subcontracted after com-
petitive bidding. 

"We've found we get a good 
product when we do the design," 
Keesen said. "The irrigation design 
is part of the proposal. It's not al-
ways expected (by the client), but 
it's part of our basic package." 

BUDGET CONSIDERATIONS. 
About 60 percent of Keesen's busi-
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ness is commercial installations, 
but that commercial/residential 
split usually varies according to 
economic conditions, he said. 

According to Keesen, it's com-
mercial customers who are likely 
to be more resistant to spending 
when it comes to the design of 
their irrigation systems. 

"There's usually less money to 
put into it," he said. "Where we 
might want to put in six heads (for 
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IRRIGATION SALES 

Is Irrigation Becoming 

A Standard? 
As the 

importance 

of water 

conservation 
stretches across 
the country, 
contractors 
are finding 
irrigation an 
easier and 
necessary sell 

By Arnie 
Rosenberg 

an area), they'll just have one to 
cover the same area. In commercial 
work, you'll generally have larger 
expanses of grass." 

Residential customers, on the 
other hand, are more likely to agree 
to try out an intricate system. Spray 
heads are used more often than a 
rotary system for turf areas, and it's 
more common to design separate 
zones for irrigating plant beds and 
expanses of turf. 

"Homeowners want a little more 
of the flexibility a detailed system 
will give them," Keesen said. 

Moreover, the amount of money 
spent in initial commercial installa-
tions and the care an irrigation sys-
tem gets on an ongoing basis may 
also vary, explained Pam Sandlin, 
irrigation supervisor for Environ-
mental Care Inc., Sarasota, Fla. 

"Commercial accounts are some-
times the hardest to get to go with 
an underground system," Sandlin 
said. 'They're more budget con-
scious." 

Out-of-town ownership can cre-
ate a problem, she said. "A lot of 
shopping centers are owned and 
managed by companies on the other 
coast (of Florida). I've been trying 
for six years to get one center to 
upgrade its system." 

Still, larger, local projects will 
often commit the resources neces-
sary to keep an installation well 
irrigated. Sandlin said a large, local 
mall recently contracted to have an 
irrigation supervisor monitor its 
system full-time to make sure its 
investment in its "plush" landscape 
is protected. 

Even in non-drought areas, more 
attention is being paid to the intrica-
cies of irrigation systems than ever 
before. 

"We definitely are more detailed 
in the areas that are covered," Ritgert 
said. "It's not efficient to do broad-
based coverage, to water 360 de-
grees and get walks and patios along 
with lawns and bushes. We man-
age the water supply we have, not 
dump it." 

Detailing is critical if an irriga-
tion system is to meet the objectives 

set out for it, according to Ritgert. 
Drip irrigation is generally installed 
between mulch and the soil surface 
to provide water to root zones of the 
plant material. Over-watering, so 
that the plant material itself is 
drenched, encourages rot develop-
ment, he said. 

"In general, people are trying to 
move away from spraying plants," 
Ritgert said, "although no one I 
know uses a drip system on turf. 
They are doing that in Israel and in 
the Far East, however, but I'm not 
sure if we're technologically that 
far along yet." 

MARKETING BENEFITS. Office 
buildings consti tute most of 
Ritgert's irrigation business, and in 
selling a project, "our job is to ex-
plain to the client how it will benefit 
them and how (their landscaping) 
will look year after year. Irrigation 
is a standard feature." 

For residential customers who 
see their water bills every three 
months, though, conservation is a 
selling point. Where allowed by the 
local water authority, Ritgert will 
install a submeter on an irrigation 
job to measure the amount of water 
that goes into the landscape rather 
than in the sewer. 

"I try to have customers realize 
their sewer bill could be twice their 
water bill if they pay for the water 
that's used on landscaping. Over a 
period of time, the (submeter) pays 
for itself." 

Although water conservation is 
a paramount concern in California, 
potential customers don't have to 
be sold on the concept of including 
an irrigation system in theiroverall 

landscaping plans, according to Rob 
Lane, owner of Rockrose Land-
scapes in Santa Barbara, where rain-
fall averages only about 18 inches 
per year and is mostly concentrated 
in January and February. 

"We now have had two rainy 
years, and the local reservoirs in Santa 
Barbara are pretty full," Lane said. 
"But just because we're out of the 
fire doesn't mean we're not still in 
the frying pan. No one knows how 
deep the scars of the drought are." 

Most Californians remain con-
cerned with water conservation ei-
ther from ecological awareness or 
because of rising water prices, he 
said. Irrigation is not a matter of " i f ' 
it is installed, but a determination of 
what kind of system will be used. 

MAKING CHOICES. Lane, a land 
scape contractor who does some 
landscape and irrigation design as 
well, primarily services residential 
customers, and uses drip irrigation 
on most jobs. Xeriscaping — or us-
ing both plant materials and irriga-
tion methods which are suitable to 
drier climates—is a concept which 
has gained acceptance in other parts 
of the country after beginning in 
California. 

In addition, said Sandlin of Envi-
ronmental Care in Sarasota, 
xeriscaping includes educating cli-
ents about proper plant materials for 
a given environment, how and when 
to water and the most effective irri-
gation methods, such as low-vol-
ume irrigation. 

In California, Lane said, irriga-
tion is a "critical component" of land-
scaping. "I don't even think about 

(continued on page 46) 
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Irrigation Sales 
(continued from page 43 ) 

pushing it. I won't guarantee any 
landscaping unless I either install 
the irrigation or approve the plan." 

Even when a landscape uses 
drought-tolerant plant materials, it 
still needs adequate irrigation to get 
started. 

Generally, Lane said, pop-up or 
conventional spray systems are a 
part of turf areas and expanses with 
high concentrations of annuals, 
perennials, ivy and certain shrub 
varieties which spread their roots 
along the surface. 

Drip irrigation is both more ap-
propriate and more efficient to use 
on deep-rooting plants. 

"Unless you need real full-sur-
face coverage, I encourage drip," 
Lane said. "But drip has really been 
overused because of the drought. 
Everybody has been putting it ev-
erywhere, except lawns. People 
haven't been trained properly in its 
applications." 

In addition, he added, drip irri-
gation systems have unique prob-
lems. Breakage and blockage of 

lines and damage to surface emit-
ters can all diminish the effective-
ness of a drip-irrigation system. 

Other problems can plague drip 
systems as well, according to 
Keesen. Spray systems can be more 
easily checked, for instance. "If 

water is coming out (of a spray sys-
tem), it's generally working. But if 
a plant being watered by a drip 
system dies, it's difficult to deter-
mine if the irrigation failed or if 
other factors were at work. Further-
more, when crews dig up the dead 

Today's irrigations systems are 
more likely to include parts from 
a variety of suppliers. Photo: 
Mickey Jones 

plant and replace it, they may acci-
dentally, and unknowingly, cut the 
irrigation line. When the new plant 

RainCAD : Simplified Design in Less Time 
RainCAD Irrigation Design Software is power, productivity and professionalism all in one affordable package. RainCAD is easy to 
learn, and increases productivity by cutting design time over conventional "on the board" drawings. RainCAD allows expansion 
for the future with additional add-on modules for Landscape Design, Drainage, Accent Lighting, and other equipment data bases. 

FILES PROPERTY SPRINKLERS PIPING SECTIONING TEXT HYDRAULICS INFO 
I DETAILS BLOCKS EDIT UTILITIES HELP SNITCHES EQUIPMENT 

0 Points Distance: 50.52 Angle: 334.83° DX : 45.42 DY: -22.13 

Raìn^B/RD © 
Rain Bird Sales, Inc., Contractor Division, 155 North Grand Ave., Glendora, CA 91740 

RainCAD includes: 

Full function CAD capabilities with 
no additional software requirements 

Automated material takeoffs and legends 

Full on-line tutorial included 
Automatic and manual pipe sizing 
Supports more than 300 printers and plotters 
Comprehensive system hydraulic calculations 

More than 800 easy to customize symbols 

Compatible with other popular CAD programs 
Complete product installation details 

Expertly staffed toll-free support line 

Join the hundreds of users who have made 
RainCAD the standard in the industry ! 

Call 1-800-348-3243 NOW 
Be sure to ask for a copy of the 

RainCAD working demo (it's FREE). 
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dies, everyone is still confused as to why it didn't 
make it." 

Homeowners, like professionals, can just as 
easily damage a drip line, Keesen said, "or a 
valve can be stuck open and run for 24 hours 
straight. Tubes tend to get clogged in some 
applications, too. There's just not enough com-
fort in monitoring it yet for me." 

Weather is yet another variable to be taken 
into account not only when an irrigation system 
is being installed, but when it's being main-
tained as well, according to Dennis Axelrod, 
owner of A & D Greenworks in Santa Barbara. 

"The homeowner or gardener has to be at-
tuned to the weather, and seasonally re-program 
the controller or modify the computer program. 
You can't install it and forget it." 

In Lane's experience, homeowners will gen-
erally purchase a less-expensive irrigation sys-
tem, although a dependable controller is still part 
of the package. 

He'll draw the line, though, at using do-it-
yourself type irrigation systems, choosing in-
stead to purchase materials from a certified irri-
gation supplier even for the most budget-con-
scious client. That quality, he said, helps him 
stand behind his one-year guarantee on materi-
als he uses. 

HIGH TECH. Technology of the 1990s isn't lost 
on the irrigation industry. Today, such systems 
are already moving on from basic half-inch 
polyethylene tubing. 

Radio-controlled remote controllers are al-
ready in use in many applications because they 
make maintenance and service easier and more 

State of the art 
today is centrally con-

trolled irrigation instal-
lations that can spot 

mainline breaks. 

efficient. Instead of checking a system with two 
technicians — one at the controller and one 
watching each individual zone — one person 
can move the controller through each zone by 
remote signal, and save either manpower or the 
time it takes to walk back and forth from the 
control box. 

Some systems can now be designed with rain 
gauges to determine if an area has received 
enough rain to skip a watering cycle, and low-
volume drip systems let customers keep more 
control of their water management. Above-
ground emitters are becoming more common 
with drip systems to help identify problems 
more readily. 

Yet, what is now state of the art are centrally 
controlled irrigation installations with terminals 
whose screens can spot mainline breaks and 
stuck valves as well as identify their locations. 
Star Wars, indeed — it's even connected to a 

weather radio which receives warnings of severe 
storms and bypasses a watering cycle to avoid 
unnecessary watering and the spectacle of sprin-
klers running during a heavy thunderstorm. 

Some irrigation contractors, like Eric Keesen 
in Denver, still shy away from the newfangled in 
favor or the old reliable. 

"I don't sell what I'd call a 'Cadillac'," he 
said. "I don't sell the whistles and bells. I go for 
systems that I know do the job... that do well and 
last," Keesen said. 

On the other hand, Sandlin said, she'll put in 
top of the line if that's what the customer wants. 
"We try to sell the customer the best possible 
product that will do the job for them. It may have 

more zones and more applications, and we'll 
have to teach the customer all about it. It may cost 
more, but in the long run, it will be worth it." 

For Lane of Rockrose Landscapes in Santa 
Barbara, the opportunity to sell that 'Cadillac' 
doesn't present itself that often. 

'If someone wants the best, I'll give them top 
of the line componentry and they'll get more 
flexibility vs. a system that's very adequate. 

"If I can, I'll sell that," he said. "It's more 
expensive, but I'll make a little chunk more on it 
too." • 

The author is a University Heights, Ohio, free-
lance writer. 
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Hunter SPRINKLERS 
REUABLE, SAFE AND VANDAL-RESISTANT 
The Institutional Series 

Hunter Institutional Series sprinklers are the right choice for parks, sports fields, cemeteries and 
other large turf areas. They apply water without waste and are designed for safety and vandal 
resistance. Engineering excellence ensures reliable performance even in the toughest soil conditions. 

The Model 1-40 
With six interchangeable nozzles for greater site versatility and faster installation • Discharge rate 

can now be varied from 7 to 27.5 GPM and the radius from 45 to 74' • Adjustable arcs from 40° to 
360° • 31/2m pop-up clears turf for even water distribution • Drain check valve prevents erosion and 
reduces liability • Five-year, over-the-counter exchange warranty 

Model 1-40 ADS 
Gear-Driven For 
Quiet Operation 

Hunter The Irrigation Innovators 

1940 Diamond St. • San Marcos, CA 92069 • 619 / 744-5240 • FAX: 619 / 744-7461 
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THE 
HIDDEN 
MENACE 
Sometimes an irrigation glitch is not 

easily recognizable and requires 
the maintenance contractor to 

perform troubleshooting measures 
before arriving at a solution. 

By tarry Keesen 

PROPER REPAIR AND maintenance of irrigation 
systems is critical for efficient operation and longev-
ity. Systems that lack continued maintenance will 
undoubtedly have to be renovated or replaced. 

Irrigation systems are similar to automobiles or 
heating/cooling systems as they require regular main-
tenance by competent, knowledgeable and well-
trained individuals. It's sad to say, however, that the 
irrigation maintenance industry is lacking properly 
trained individuals. Many system maintainers think 
they know it all, when in reality they have much to 
learn about the latest techniques. 

Photo: Cypress Gardens, Florida 



I R R I G A T I O N T R A I N I N G S E R I E S 

As you read this article, make a 
mental note of the items not current-
ly being performed by your firm or 
those items that aren't being carried 
out correctly. (Refer to last month's 
article on preventive maintenance for 
check lists.) Be honest. Are you really 
Mowing these maintenance guide-
lines, or could you provide a better 
service for the owner of the irrigation 
system? 

Depending on the age of the system 
— how well it was designed and in-
stalled and if it has been properly 
maintained — the system should be 
operated, and every head inspected 
on weekly or monthly intervals. 

IRRIGATION TROUBLE-SHOOTING. 
Heads. Breaks in the irrigation sys-
tem allow soil to enter the structure 
and cause plugged valves and heads. 
City water supplies can often trans-
fer rust and soil into the irrigation 
system as well as non-potable water 
quantities. Likewise, if the water has 
a high mineral content, deposits can 
build up restricting the flow of water 
and leading to clogged nozzles. As the 
flow is restricted, pressure will in-
crease, uniformity will deteriorate 
and water will be wasted. 

If the wiper seal on a head is leak-
ing, operate the head and gently step 
on the top of the nozzle to force it 
down a few times. This may dislodge 
debris around the wiper seal and 
within the nozzle. If the seal is still 
leaking, remove the top of the head 

from the body, clean out the debris 
and replace the seal if it's damaged. 

Suspended solids in the water can 
cause abrasive action. This can en-
large the nozzle resulting in reduced 

operating pressure and radius and 
poor uniformity of coverage. An in-
consistent pattern may appear as a 
dry donut within the configuration. 
Use a set of drill bits to verify the 
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Q(At Left) Here, two heads are 
causing problems in the 
landscape. One head is broken 
and the second is set too low in 
the ground. 

nozzle size. Install a new, cor-
rect-size nozzle if the current 
nozzle is too large. 

Be careful when cleaning 
nozzles. Remove the nozzle from 
the head before cleaning, and 
flush the head with a jet of wa-
ter to remove any particles. At 
the same time, force foreign par-
ticles from the nozzle by spray-
ing in both directions. If the 
nozzle is still clogged, take a stir 
stick or other small plastic de-
vice to pick out the object. If it's 
still plugged, replace the nozzle 
with a new one of the same ori-
gin. Operate the head again and 
check for proper radius, arc of 
coverage and performance. 

Using a knife, wire or screw-
driver to clean a nozzle may 
score the inside of the nozzle 
surface. It may also disturb the 
distribution pattern and ruin 
the nozzle. 

When replacing heads be sure 
to match the performance to the 
previous head or to existing 
zone spacing and precipitation 
rates. Don't remove sod from 
around the head to help the 
spray trajectory. Not only is sod 
removal a real eyesore to the 
landscape, but the heads will 

plug easier if they are sitting in a 
mud puddle. Raise the heads or in-
stall new heads with a higher pop-up 
height. 

Valves. Slow-acting electric control 

valves won't open or close and may 
have a plugged orifice blocking the 
flow of water to and from the top of 
the diaphragm. To clean, remove the 
valve bonnet and use a small copper 
wire to clean the ports in the bonnet 
and body of the valve. Next, rinse 
with water. If possible, re-assemble 
and test. 

If the valve won't open, check the 
flow control to see if it is open. Next 
try the manual bleed valve. If this op-
erates the valve, check the solenoid 
and the controller for power with a 
volt meter or a good solenoid. If a 
clicking noise is heard when the 
power is applied at the solenoid, the 
solenoid is probably working. If no 
noise is heard, the solenoid should be 
replaced. If the solenoid is good and 
voltage is sent from the controller, the 
system most likely has a problem 
with the wiring between the control-
ler and the valve. 

Seeping valves are usually caused 
by particles imbedded in the rubber 
seat of the diaphragm or lodged be-
tween the diaphragm and the valve 
body. Over time, the diaphragm may 
stretch out or develop cracks which 
will cause it to seep and eventually 
stay in the open position. A weak 
spring can also be the culprit. 

Repair or replace? The decision of 
whether to repair or replace equip-
ment is dependent on costs, adequate 
performance and repairability. For in-
stance: 

1. Replacement is necessary if the 

irrigation system components can't be 
repaired due to unavailability of 
parts. 

2. The age and performance of the 
equipment may require replacement. 
Older heads that don't pop-up, and 
early model pop-up heads with a one-
to two-inch pop-up height are often 
blocked by the height of the turf and 
soil buildup. This results in blocked 
trajectory spray which causes wet and 
dry spots and runoff. Replace it with 
a head that will pop-up 3 inches or 
more depending on the rate of soil 
buildup and the height of the turf 
prior to mowing. 

An example of age and quality was 
quite evident when Keesen Water 
Management evaluated the irrigation 
system for a medical facility and 
found several leaks in the lateral 
lines. When repaired, another leak oc-
curred within the same zone. 

If the lateral line leaks in a differ-
ent location every time repairs are 
made, then the pipe may be defective 
or the pressure too high. We discov-
ered that the pipe was splitting be-
cause of a manufacturer's defect in 
the late 70s. The only solution for us 
was to replace all of the pipe. If the 
pressure is too high, install a pres-
sure-reducing valve to control it. 

3. Repairing and/or replacing equip-
ment usually depends on the cost of 
repair parts and labor vs. the cost of 
new equipment. The greater the cost 
of the equipment, the more likely it 
will be repaired. A well-trained, expe-
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rienced service person is worth a 
minimum of $15 to $20 per hour; 
costs which may bill out at $30 to $40 
per hour or more. 

Using an hourly rate of $30 per 
hour, let's compare repair vs. replace-
ment costs. A new 4-inch pop-up 
spray head with check valve and 
plastic nozzle costs about $3 plus 15 
minutes ($7.50) to replace for a total 
of $10.50, plus markup on materials 
and travel time. Repairing a 4-inch 
pop-up with a broken riser stem may 
cost as much or more than the cost of 
a new head ($3) and 10 minutes la-
bor ($5) for a total of $8.50 compared 

to $10.50 for re-
placement. 

Don't buy re-
pair parts for in-
expensive heads, 
buy new heads 
and use them for 
parts. If you're 
not sure what's 
wrong with the 
head, pull the 
pop-up assembly out of the body of 
the head and insert a new one. 

Small- to medium-radius internal 
drive rotors cost about $15 new and 
15 minutes to replace ($7.50) for a to-

tal of $22.50. These types of rotors 
are often more difficult to repair, 
may take 30 minutes or more to re-
pair the assembly and cost more 
than the price of a new head for a to-

Weather 

E7TM 

List Price: 
LMC14-
$397.00 

LMC19-
$462.00 

Commercial/Custom Residential Controllers 

* mafic. 

14 or 19 Stations 

Heavy duty U.L. and 
C.S.A. Outdoor Housing 

40VA Transformer 

Heavy duty terminal strip with 
ribbon cable quick disconnect 

Easy to use 

Flexible Programming 
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(At Left) Don't remove sod from 
around the head because the heads 
will plug easier if they are sitting in a 
mud puddle. 

tal of $30.1 would suggest buying a 
new head and inserting the assembly 
into the old body. The same size im-
pact rotors cost less and are usually 
easier to repair. 

Repair large radius rotors as well as 
valves, if possible, because of the in-
creased equipment cost and labor. 
This is particularly true when replac-
ing a valve. Electric 1-inch control 
valves range from $15 to $35 and it 
may be more cost-effective to canni-
balize new valves for parts. Valves 
running 1 1/2 to 2 inches may 
amount to $45 to $70, and may take 
several hours to replace costing a 

minimum of $75. Buy the parts and 
make the repairs to save on costs. 

Next month, lesson 17 will further 
discuss repair and maintenance is-
sues such as verifying pressure, pres-
sure reducing valve functions, pump 
maintenance and more troubleshoot-
ing and repair tips. • 

The author is vice 
president of Kees-
en Water Manage-
ment, 10700 E. 
Bethany Dr 
Suite 103, Au-
rora, CO 80014. 

IRRIGATION QUESTIONS 

1. How often should an irrigation system be 
inspected? 

2. Can city water suppl ies plug irrigation 
equipment? 

3. What c a u s e s nozzles to become oversized? 

4. When replacing heads what performance 
characteristics are important? 

5. What's caus ing the problem if the valve 
won't open, the flow control is open and 
the manual bleed valve opens the valve? 

6. Should 1- to 2- inch pop-up heads be re-
placed? 

Answers appear on page 69 of October ILM. 

Small ad. 
Big software value. 

8 
z 5 5 5 5 ^ 

CompuScapes is the proven 
value leader in lawn and land-
scape management software. 
Comprehensive and easy to learn, 
CompuScapes software provides 
powerful profit-building benefits. 

• Job Costing 
• Routing & Scheduling 
• Estimates & Workorders 
• Complete Accounting 

CompuScapes 
2653 Gravitt Rd 

Duluth, GA 30136 
(404) 447-5858 

Most rain sensors need frequent cleaning and repair. They waste 
costly service time. But Mini-Ciik is guaranteed to shut off sprinklers 
during rainfall and make any irrigation system more efficient. 

It all works because Mini-Clik's patented design is simple, from 
the way you install to the way you click in the precise settings. 

For the nearest distributor call Glen-Hilton Products, 1-800-476-
0260or 804-755-1101 worldwide. M | | | | ftl l l f n 

And get the rain sensor so depend- I v I I N r u L I I V r 
able,you'll never have to hold its hand. SavesYouMoneyOnARainyDay. 

£ 1989 Glen-Hilton Products, Richmond,Virginia 
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Trees & Ornamentals 
PREPARING TREES AND SHRUBS FOR WINTER 

IF YOU DON'T act now to 
prepare trees and shrubs for 
dormancy, they could be irre-
parably harmed. Most winter 
injuries are not apparent until 
spring, and by then it's often 
too late to repair damage. Pre-
vent winter damage by pre-
paring trees and shrubs for 
storms and low temperatures in 
the fall. 

"Proper moisture, mulching, 
fertilization and pruning are 
the best ways to prevent win-
ter injury," said Bal Rao, 
Ph.D., manager of research 
and technical development for 
The Davey Institute, Kent, 
Ohio. 

Mulch helps moderate soil temperature. Mulched soil does not get as 
cold as quickly In the winter as unmulched soil. Photo: Davey Tree 

MOISTURE. Too much water in areas that 
receive heavy winter precipitation can weak-
en plants, making them more susceptible to 
insect infestation and disease, Rao said. 
Planting trees and shrubs in well-drained 
areas can help prevent damage to plants. 

To determine if an area suffers from poor 
drainage, dig a hole next to an existing tree or 
shrub or at the site intended for planting. Fill 
the hole with water and let it drain. Refill the 
hole with water and gauge how long it takes 
the water to recede. If drainage averages less 

than one inch per hour, there is 
most likely a problem. 

If good drainage is not readily 
found, either install drains or 
"mound up" topsoil where new 
plants will be established. 
Mounds drain much more easily 
than the surrounding soil. 

Proper drainage includes mak-
ing sure there isn't excess water, 
Rao said. Too much water can 
cause disease-generating fungi 
to spread. 

Installing drains helps prevent 
water from pooling around the 
plants. The two major types of 
drains are horizontal and 
vertical. Drainage tile or a 
French drain moves water 
laterally toward an outlet or a 

more permeable soil. The bottom of the 
trench should slope 1 percent to 3 per-cent 
toward the outlet. 

A vertical drain can penetrate an underlying 
hardpan within 3 feet of the soil surface. 

(continued on page 56) 

Billing Software 
The Billing Clerk with Accounts Receivable ™ 

Special Of fe r ! Free Sales Tracking/Inventory Module through 12/31/93 with the 
Purchase of The Billing Clerk with Accounts Receivable ™. That's a $179 value! 
Unlimited customers. 
Unlimited service/product codes for 
flexible one-time invoicing of special jobs 
like fertilizing, tree trimming/removal, etc. 
One-time invoices can be saved and 
recalled for future reference. 
Recurring billing mode (up to 14 
regular recurring cycles per customer) for 
automatic billing of maintenance fees. 
Complete accounts receivable. 
Reports include: late charges, past due 
notices, aging report, sales reports, 

customer ledgers, mailing labels, 
Rolodex® cards, plus much more. 
Customer notepad for miscellaneous 
information like special equipment 
needed, crew requirements, etc. 
Invoices or Statements print on pre-
printed forms, blank paper or post 
cards. Forms are widely available 
(through NEBS, etc.). 
Requirements include: PC/MS DOS 3.0 
or higher, 640K RAM and a harddisk. 

© FREE © Sales Tracking/Inventory Software! 
The Sales Tracking/Inventory Module works 
automatically as you send out one-time 
invoices. This module requires no extra time to 
set up. Finally you can quickly analyze your 
sales and track your inventory. Track how 
often you did tree removals and what your 
average charge was last year. Track how many 
fertilizer applications you did last season and 

what your total billings were for 
*TYTT T t h a t service. Track how much 
X J b ^ ^ A J fertilizer you used last season, how 

much you paid, and how much you 
have left in stock. 

\ \ i \ R E 3 ^ Í C . 1395 Bea r C r e e k R<L, New B r a u n f e U , T X 78132 
— — — — — — (210) 899-2100 • Fax (210) 899-2124 

Call Now! 
1-800-880-0887 

¡ S ^ a i 

•Plus 9.50 Shipping & Handling. 
Texas residents add $12.72 sales 
tax. Return policies do not apply 
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COMMERCIAL 
MOWER 

REPLACEMENT 
PARTS 

& m Á 

m 
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Large selection n of parta for 
Commercial lawn care Chainsaws 

equipment Trailers 
Lawnmowers Trimmers 

Parts include: 
(over 0500 parta) 

Blades Casters 
Beits Tail lights 
Filters Sparkplugs 
Pulleys Mufflers 

Monofilament line Engine parts 
Bearings Chain 

Oil Tires 
Catchers 

Free Catalog * Fast Delivery by UPS 
Call: 1-800-521-6848 * Fax: 313-477-1340 

RECREATIONAL LEISURE CORP. 
30717 W. TEN MILE RD. 
FARMINQTON, Ml 48336 

Quality parts since 1970 
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Attend the 1993 Green 
Industry €xpo in Baltimore... 

...and do we hove a conference for you! 

Conference dotes: November 14-17 
Trade Show dotes: November 15-18 

Baltimore Convention Center, Baltimore, Maryland 

In conjunction with the GIE 
trade show, the three sponsoring 

organizations have concurrent 
conference education programs for you 

to mix and match: 
three conferences in one! 

€ D U C n T 1 O N n L 

C O N F € R € N C € S 

Company: 

Address: 

City/State/Zip: 

Phone: ( J. 
Fax: ( . 

1 1 i ' i M 

A S S O C I A T E D L A N D S C A P E 

C O N T R A C T O R S O F A M E R I C A 

V&flS 
P R O F E S S I O N A L G R O U N D S 

M A N A G E M E N T S O C I E T Y 

Attend any sessions in the three educational conferences 
when you sign up with one of the three GIE sponsoring 

organizations. Topics range from industry 
technical to business management. 

• Send me information on all three conferences RIGHT AWAY! 

Name: 

P R O F E S S I O N A L 

L A W N C A R E 

A S S O C I A T I O N O F 

A M E R I C A 
P L C A A 

If you're in the 
lawn/landscape/maintenance business, 

this is YOUR educational opportunity. 

Àli 

Send to GIE Baltimore Conference, 12200 Sunrise Valley Drive, Suite 150, 
Reston, VA 22091; FAX (703) 620-6365. 

I I 



DESIGN IMAGING GROUP 

C o m p u t e r I m a g i n g f o r t h e L a n d s c a p e I n d u s t r y 

With the e c o n o m y l i n g e r i n g in 
a r e c e s s i o n , Woody's L a n d s c a p e 
c o m p a n y n e e d e d a w a y to w i n 
more of the a v a i l a b l e projec t s . 

"One of the best derisions I made 
for my landscape business was to 
buy an Imaging System. Since I 
started providing computer 
images. 1 win 8 out of 10 design 
and installai ion Jobs, including 
one for $650,000. If s 
easy to use-it had to be-I had 
no computer experience. " 

Our Customers Gain An Advantage On Their Competition Wood/. Land Map. 

Now redefine the way your landscape designs are proposed 
Increase your bottom line by offering this key service 

"Genesis / the n e w af fortable 
c o m p u t e r i m a g i n g s o f t w a r e from 
DIG, wil l h e l p y o u g r o w y o u r 
bus iness . Attract a n d exc i t e n e w 
customers . As y o u know, mos t 
people (80%) c a n n o t v i sua l i ze a 
fined d e s i g n from a b l u e p r i n t . . . 
n o w y o u can eas i ly s h o w them 
your photorea l i s t i c r e n d e r i n g of 
the ir f i n i s h e d project! 

Introductory Price $ 799.00 
Regularly $ 899.00 

It's easy to pay back your 
investment wi th a f ew jobs w o n 
with our n e w low priced 
"Genesis,"... the rest is all profit! 

I 'nMl i i fc fu l l t'«»lor rt'ii<l«*riiiKN l ike III it* on your coui|»ult»r 
( Shown lu re in IIIHCU A white) 

CALL US NOW at (818) 706-8786 or FAX us at (818) 706-8405 to receive information on how 
you can increase your overall sales with an imaging system from Design Imaging Group 
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SIMPLY THE BEST 
IRRIGATION DESIGN SOFTWARE 

• Big Time Savings 
• Greater Accuracy 
• A Professional Edge 

IRRICAD 5 
For Agricultural and 

Large Landscape/Turf 
J Systems. 

FASTQUOTE 
* For Residential and 

Small Landscape/Turf 
Irrigation Systems. 

Hi NELSON 
IRRIGATION CORPORATION 
Route 4, Box 169, Airport Rd.; Walla Walla, W A 9 9 3 6 2 (509) 5 2 5 - 7 6 6 0 Fax: (509) 5 2 5 - 7 9 0 7 

USE READER SERVICE #23 

Trees & Ornamentals 
(continued from pa^e 54) 

Holes should be dug or drilled through the 
hardpan and filled with soil slightly coarser 
than the native soil. Proper spacing of holes 
varies depending on soil texture and depth. 
For individual trees, one vertical drain may 
be sufficient; for groupings of plants, rec-
ommendations are usually every 6 to 10 feet. 

Insufficient amounts of water during winter 
may harm plants, as well. Winter conditions 
can produce frozen soil which prevents plant 
roots from taking up water. 

Evergreens — both needle and broadleaf 
— are particularly prone to drought damage 
because their foliage requires water even 
during dormancy. On a bright, sunny day the 
exposed plant part loses more moisture than 
it can take from the frozen or dry soil. 

Rao recommends watering evergreens 1 to 
12 inches deep in late November before the 
soil freezes. To ensure roots receive adequate 
moisture, place a can in an area being wat-
ered with a sprinkler. When the can has 
filled to 2 inches, enough water has been 
added. Evergreens should be watered any 
time during the winter that the ground thaws. 

MULCHING. Mulch acts as insulation, pro-
tecting the plants' root systems from low and 
high temperatures. "Mulched soil does not 
fluctuate temperatures as fast as the 
surrounding soil," Rao said. Mulch slows 
soil cooling in autumn, extending the time 
roots can grow. This is important because 
most plants' root systems do not take up 
water and mineral elements efficiently in 
cold weather. 

Mulching conserves soil moisture by in-
creasing water absorption and decreasing 
evaporation. Mulch should be applied no 
more than 3 to 4 inches deep. Excessive 
mulch can "suffocate" plants by preventing 
oxygen from flowing into the soil and 
carbon dioxide from moving out. 

Pile mulch 3 to 6 inches away from the 
trunk, rather than at the tree's base, to pre-
vent rodent activity. Mice in particular will 
nest in the mulch and injure the plant's 
trunk. Piling mulch around the stem also 
allows an environment in which fungi can 
grow, which can lead to decay. 

Although mulch doesn't completely eli-
minate weeds, it helps suppress them. Make 
sure a mulch is selected that doesn't contain 
herbicides, since the product will be taken up 
by trees and shrubs. Popular mulches include 
shredded hardwood bark, pine bark, com-
posted leaves and pine needles. Don't re-
move fallen leaves under the tree where there 
is no grass; they'll provide nutrients for the 
tree as they decompose. 

FERTILIZATION. Timing is critical when 
fertilizing trees and shrubs. "Do not fertilize 
in mid- to late summer using a quick-release 
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source because it may promote lush growth," 
Rao said. Plants may then fail to harden 
before lower temperatures set in. Quick-
release fertilizers can be applied in late fall, 
but may cause burning if used improperly. 

Subsurface liquid injection is one of the 
most common methods of fertilizer appli-
cation. Be sure to dilute the fertilizer with 
water before application. The mixture of 
fertilizer and water under pressure should be 
injected directly into the root system. The 
small injection site will not disturb a land-
scape's appearance. 

LOW TEMPERATURES. Frost may occur any 
time there is a sudden decrease in tempera-
ture. Unhardened plant tissue is most sus-
ceptible to frost injury. Frost damages leaf 
buds, leading to defoliation or distorted 
leaves. It causes the most damage in late 
spring when leaves have not replaced carbo-
hydrate reserves used in leaf development. 

"If there is not enough stored carbohy-
drates, it can weaken the tree, and nutritional 
stress results," Rao said. "Trees and shrubs 
are then subject to insect and disease 
problems." 

In areas that receive snowfall, deicing salt 
can leach into the soil. Salt kills plants by 
suppressing water uptake or even draining 
moisture from the plant tissue. By the time 
salt damage is apparent in late spring and 
summer, it may be too late for treatment. 

To help minimize damage from deicing 
salts, shovel snow and ice away from plants. 
Trees and shrubs should be planted about 30 
feet away from the edge of streets to avoid 
spray from road salt. In areas this is not 
feasible, try planting salt-tolerant species. 
Gypsum (Calcium sulfate) can help alleviate 
the effect of sodium chloride, the most 
common deicing salt. Gypsum is slowly 
soluble and should be applied to the soil 
during the period when deicing salts are 
applied, not after injury symptoms appear. 

STORM PROTECTION. Trees and shrubs 
should be reinforced to withstand winter 
wind, snow and electrical storms. Flexible 
steel cables help increase a tree's structural 
integrity. Multi-stemmed trees and those 
with narrow, V-shaped forks are especially 
susceptible to damage. 

A professional arborist should prune and 
inspect trees before cables are installed, Rao 
said. Thinning a tree's crown by removing 
dead and injured branches helps ensure 
proper wind movement. Decreased wind 
resistance means wind will blow through, 
instead of against, a tree's canopy. 

Trees can be equipped so that lightning 
will be conducted harmlessly into the soil. 
Lightning protection does not guarantee that 
a tree won't be struck by lightning, how-
ever. Trees that have been well maintained 
hold more potential for recovery. — The 
Davey Tree Expert Co., Kent, Ohio • 

When you're ready for a chipper/ 
shredder that can stand up to commercial 
use, turn to Bear Cat for power that lasts. 

Our shredding knives are serrated for 
cutting efficiency you won't find in a 
straight edge knife. They're heat treated for 
durability, reversible for double the cutting 
life. The chipping blades are tool steel — 
last up to three times longer than high 
carbon blades 

Bear Cats are built to last, with 7-gauge 
steel construction. Welded together, not 
bolted like other brands. With a 
dynamically balanced rotor for less 
vibration, less machine wear. 

Power. And the power to last. You'll find 
it all in Bear Cat chipper/shredders. Give 
us a call today. 1-800-247-7335 

Solid Power Against Yard Waste 

=CRAFH= . f f 

BEAR y CAT 

Chipper/shredder 
Crary Company, Box 849, West Fargo, ND 58078 

701-282-5520, FAX 701-282-9522 
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People 
LEBANON ANNOUNCED the following 
appointments: Dennis Faith was promoted to 
general manager of its Danville, 111., chemical 
manufacturing and distribution facility. Faith 
formerly served as division sales manager for 
the WonderGro Division. David Campo-
donico was named account manager of retail 
products, assisting in retail and consumer 
product sales; Todd Lineberger replaced 
Campodonico as Southwest account mana-
ger, in charge of sales in North Carolina, 
South Carolina, Georgia and Rorida; and 
Randy Clark was named territory account 
manager, responsible for expanding regional 
and lawn care product sales in a newly de-
fined South/Central region. Clark formerly 
worked with the Southern Farmers Associa-
tion and served as turf account manager for 
Agra Turf in southern Arkansas and northern 
Louisiana. 

Hardie Irrigation promoted Pete Johnson 
to general manager of product management 
and development at its Laguna Niguel, Calif., 
facility. Johnson spearheads new product de-
velopment and directs marketing, research and 
development and manufacturing efforts for 
turf, retail, agricultural and international 
product lines. He previously served as mar-

a : t . «í 
Lineberger Painter 

keting manager for the retail division. 
The Toro Co.'s irrigation division added 

three national sales managers to its opera-
tions in Riverside, Calif. Mark Painter. 
Western regional business manager since 
1989, was promoted to national and con-
tractor sales manager. Jeanne Cantu be-
came national specification sales manager, 
having formerly served as Toro's regional 
specification sales manager in Texas. Don 
Bulmer was promoted to national golf sales 
manager. He previously held various posi-
tions at the Riverside operation, including 
Midwest regional sales manager. 

ISK Biotech announced the following ap-
pointments: James Amodeo as process en-
gineering supervisor; James Boden as 
operations manager, responsible for man-

aging four manufacturing areas and plant-
wide maintenance; Bryce Anthony Danna 
to chlorothalonil II unit superintendent, in 
charge of production; and Scott Kuhn to unit 
superintendent of isophthalonitrile, respon-
sible for supervising the overall operation. 

Additionally the following were named to 
new positions: Stephen Hamm. unit super-
intendent of chlorothalonil I, responsible for 
production; Kurt Schwartau. business man-
ager for ISK Biotech Europe Ltd., in charge 
of business in most of Europe and Africa; 
Stephen Halter, formerly corporate mana-
ger, was promoted to North American mar-
keting manager, responsible for all United 
States and Canadian agriculture chemicals 
business; Geoffrey Jarrett. technical and 
business development manager in Orpington 
England, in charge of technical development 
and expansion; and Sangeeta Khattar re-
ceived expanded duties as registration spec-
ialist, responsible for Environmental Pro-
tection Agency product registration. 

Norand promoted Alan Bunte, director of 
strategic planning, to the new position of vice 
president of strategic planning. Bunte joined 
Norand in 1981 as project and account 
manager. • 

\ EVERYTHING FOR THE 
LAWN MAINTENANCE INDUSTRY 
CELEBRATING OUR 2 7 t h YEAR! 

200 gal. poly baffled tank 
5.3 Kawasaki with D-30 
Eectricreel 

300 ft. 1/2" hose 
Unit pre-tested & ready to use 
Custom built units available 

OLDHAM CHEMICALS 
C O M P A N Y , I N C O R P O R A T E D 

COMPLETE SUPPLIER OF T & 0 CHEMICALS 

1 -800-888-5502 
Or write: P.O. Box 18358, MEMPHIS , TN 38118 
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Visit us at the Green Industry Expo, Booth #902 
USE READER SERVICE #17 

USE READER SERVICE #52 
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Creative 
curb marketing 

Permanent Landscape Borders 

Create profits by offering 
your customers beautifulborders. 

26041 Pala 
Mission Viejo. CA 92691 
(714) 587-8488 
(800) 292-3488 
FAX: (714) 951-2656 

The Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and an 
important addition 

to your 
bottom 

line. 
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Products 
The Tazmanian Devil commercial mulcher/ 
chipper from V.M. Industries is constructed 
with a 3/8-inch steel plate and 12-gauge steel. 
Driven at 3,000 rpm by an 18-h.p. or 20-h.p. 
engine on a two-inch shaft, 24 hardened steel 
hammers quickly convert yard waste to com-
post. 

A chipper/shredder with dual-edged, car-
bon-treated blades is also available for 
branches and lumber up to 6 inches by 6 feet. 
A powerful exhaust system delivers compost-
able material to the truck, trailer or supplied 
nylon catch bag. 
Circle 126 on reader service card 

Rain Bird's 
Falcon series 
rotors, designed 
for sports fields, 
parks, schools, 
cemeteries and 
other large turf 
areas, are water-
lubricated and 
gear-driven to 
irrigate 38 to 62 
feet. The rotor's 

Rain Curtain nozzle delivers large water 

PRODUCT SPOTLIGHT 
The S22CB1 Vari-Mulch mower from Yazoo Manufac-
turing Co. features a mulching deck that allows operators 
to match the mower to mowing conditions. A lever is used 
to control the rate at which grass clippings are returned to 
the turf. Additionally, the mower can be adjusted to mow in 
heavy, wet grass without bogging down or stalling. 

The S22CB1 is powered by a 5-h.p., Briggs & Stratton I/ 
C engine and features a 22-inch cutting deck. It also offers 
four-wheel height adjustment and positive traction 
differential. 

Other features include 16-inch rear wheels, steel ball-bear-
ing front wheels, a self-adjusting idler system and a heavy-
duty cord belt. 
Circle 125 on reader service card 

droplets uniformly over the turf, even in 
windy conditions. It also reduces mainte-
nance time since no stator bushing change is 
needed when switching nozzle sizes. 

Falcon Rotors are available with wet or dry 
arc adjustment, pressure-activated wiper seal 
and color-coded nozzles. 
Circle 127 on reader service card 

American Lubricating Co.'s No-Smoke, 
Two-Stroke, Two-Cycle engine oil is billed to 
meet or exceed global specifications for air-
cooled, two-cycle engines. 

Widespread oil problems such as inconsis-
tent quality, frequent equipment failures and 
polluting exhaust smoke prompted the crea-
tion of new, strict international specifications. 

USE READER SERVICE #53 USE READER SERVICE #55 

LAWN & LANDSCAPE MAINTENANCE • OCTOBER 1993 

• T H E M U L T I - P O S I T I O N B L A D E S re hinged 
in the center to give you a scoop, straight or 
"V" blade—or anything in-between—anytime 
you need it! 

• T H E R A P I D - T A C H quick hitch system con-
nects in seconds. There's no crawling under 
your truck to hook up this snowplow. 

• 2 - Y E A R L I M I T E D W A R R A N T Y for c o m 
mercial as well as non-commercial users. 

• R U G G E D C O N S T R U C T I O N featuring a 
boxed in moldboard and super strong tube 
steel T-Frame. 

• U N D E R - H O O D electric hydraulic power 
pack. 

Boss Products Division, M.J. Electric. Inc., P.O. Box 788, Iron Mountain Ml 49801 
U S PATENT NUMBERS 4,074.448 4.658.519 

S « C « I « S « 
Customer Records 

Work Orders 
Invoices 
Payables 

Receivables 
Sales Reporting 
Plus Much More! 
800-441-2885 
Manor Software 

199 12th Street 
Avalon, NJ 08202 



The global specs were developed by the 
United States, Japan and Europe and are based 
on lubricity, detergency, exhaust smoke and 
exhaust system clogging criteria. 
Circle 128 on reader service card 

The LDT 500 trencher from the Wag Co. can 
be attached to a tractor's three-point hitch or 
mounted on the front end. Using the LDT 500 

on the front end and a Little Dipper backhoe 
on the back, a tractor operator can trench and 
dig connections simultaneously. Both the 
backhoe and trencher are easily detachable. 

The LDT 500 is available in 4-, 6-, 8- and 
12-inch widths. 
Circle 129 on reader service card 

Mycogen Corp. received approval from the 
Environmental Protection Agency for a num-
ber of turf and ornamental uses of its M V P 
biopesticide. 

MVP, an encapsulated bioinsecticide based 
on Bacillus thuringiensis (Bt), uses a Cell-
Cap® Encapsulation System to improve resi-
dual activity and field performance. 

MVP is approved for use on bedding 
plants, flowers, ornamentals, turf, shade trees 
and nursery trees. Labeled pests include 
armyworm, buckmoth caterpillar, diamond-
back moth, fall armyworm, loopers, omni-
vorous leafroller, tent caterpillar and tortix. 
MVP can be used alone or in a tank mix. 
Circle 130 on reader service card 

Bosmith's Non-Stop SL200 Series drip 
emitter is a single-outlet device designed to 
be field installed on standard 1/2-inch mpt 
risers. A barb connector for connecting to PE 
or flexible PVC tubing is optional. 

The heart of the SL200 is the continuously 
self-flushing Non-Stop emitter cartridge for 
clog-free operation. 
Circle 131 on reader service card 

Champion's Metalist Brass Inline Valve 
Series is available in 3/4-inch, 1-inch and 1 
1/2-inch sizes. The valves come configured 

as standard, dirty water, reclaimed water and 
pressure regulating. Features found on all 

(continued on page 64) 

THE COMPLETE BILLING SOFTWARE! 
• Quick professional invoicing. 

• Track multiple businesses, j; 

• Easy & reliable. • 

• General ledger & inventory. 

• Chemical tracking for B.E.C. 

• Tax A financial reports*| 

• Scheduling, routing, & mailing lists. % 

• Unlimited TOLL FREE training & support. 

• MUCH MORE FOR ONLY S695.00 
(Easy payment plan available) 

C A L L FOR FREE D E M O DISK! 
PLEASE SPECIFY DISK SIZE 3t/iOR 5W 

1-800-572-8713 u 
CUSTOMIZED BUSINESS SOFTWARE, GLEN ROCK, NJ K E 

USE READER SERVICE #23 
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TURFGRASS 
ASSOCIATION 

Turf and Grounds Exposition 
, November 9-12, 1993 v

 r " 

Rochester Riverside Convention Center, Rochester, New York 

Sponsored by the New Vbrk State Turfgrass Association in cooperation with Cornell University 

KEYNOTE SPEAKER 

Lou Piniella 
S E M I N A R S 

• Basic Residential Landscape Design 
• Environmental Risk Management 
• Turfgrass Management Back to Basics 
• Regulatory Issues 
• GCSAA Seminar. Irrigation Efficiency 

•M Ita meo. lor turVw 

FLESSI SENO MAIL TO: 
I : Con*»««. Progrwn NYSTA V 
• PKkMtor EihrtMting at »ad. Stow PO Bo. 612 
• NYSTA Mamtwronip ApphcMnn LMtram. NY 12110 

USE READER SERVICE #57 
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1 H Weather-matic offers the LMC series of com-
mercial controllers, which includes 14-, 19- and 
24-station models. 

The series features an industrial gray, high-
impact, thermoplastic housing which is U.L. and 
CSA listed for outdoor use. The housing includes 
a continuous hinging system that opens 240 de-
grees and a stainless steel latch. 

Other features include a heavy-duty terminal 
strip with quick-disconnect ribbon cable to allow 
fast removal of the operational panel and an 
easy-to-read, LCD information center with mode 
and station selection dials for quick programming. 

The LMC series is available with remote sen-
sor circuits, two independent programs, water 
budgeting, multiple start times, stack timing and a 
weekly/interval calendar with true odd/even wat-
ering. 

The list price for the LMC14 is $397. List price 
for the LMC19 is $462. 
Circle 140 on reader service card 

CETIKER 
® 

• An illustrated, two-page flyer 
from OETIKER details the firm's 
clamps which can be used in the 
irrigation industry. The flyer in-
cludes the most recent develop-
ments in the evolution of clamps, 
the OETIKER Stepless Ear® 
Clamp. The Stepless Ear Clamp 
provides a 360-degree seal that is 
state of the art in clamping. The 
flyer also details the basic 
OETIKER 1-Ear Clamp, and 
includes clamp specification, 
application ideas and tools needed 
for installing OETIKER clamps. 
Circle 143 on reader service card 

[RRfCALC 

• Irricalc Water Manage-
ment Software from Rain-
Bird Sales offers incredible 
power combined with un-
precedented ease of use. 
Irricalc includes three appli-
cations in one with advanced 
scheduling, average de-
mand analysis and annual 
water use estimation. 
Irricalc runs on virtually any 
DOS-based computer with 
VGA graphics (Mac version 
available soon.) 
Circle 141 on reader service card 

- J T U R F G O r 
• P « O W I O I * A L T U » n PÜOOUCT» 

ENGAGE 10G 
SOIL FUNGICIDE 

Engage PCNB Fungicide 
• New Engage PCNB from 
TURFGO stops turf diseases be-
fore they start — brown patch, 
helminthosporium leaf spot, dollar 
spot, snow mold and more. En-
gage PCNB is the effective pre-
ventive fungicide you need to 
protect your turf investment. En-
gage PCNB is a control fungicide, 
too. If a disease outbreak occurs 
before treatment, an application 
after the outbreak will engage the 
disease and wipe it out. 

Available exclusively from United 
Horticultural Supply. 
Circle 144 on reader service card 

• Send for information about 
Mini-Clik II, a rain sensor from 
Glen-Hilton Products, which 
keeps sprinklers from watering 
in the rain. This inexpensive 
control for most automated sys-
tems saves water and money. 
It's so reliable, it saves service 
calls. Glen-Hilton Products 
makes a new vandal-resistant 
enclosure for Mini-Clik, and 
produces other easy-to-install 
controls, freeze sensors, surge 
protectors and bypass 
switches. 
Circle 142 on reader service card 

H Amsoil Inc.'s AGGRAND natural 
and organic sprayable liquids are ef-
fective, convenient and economical. 

AGGRAND Natural Lime Plus is 
extremely fine lime with chelated 
iron. Rapid pH adjustment. Quick 
green-up. 

AGGRAND Natural Organic De-
thatcher decomposes thatch and 
releases thatch-bound nutrients. 

AGGRAND Natural Organic Com-
post Accelerator activates compost 
microorganisms. 

AGGRAND Natural Organic Ferti-
lizer is a complete nutrient package 
and bioactivator. It may be applied as 
a foliar spray for quick green-up. 
Circle 145 on reader service card 
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SS HANDY RAMP ENDGATE 

USE READER SERVICE #64 

40th 
ROCKY MOUNTAIN 
TURF CONFERENCE 
9c TRADE SHOW 

December 1, 2 & 3,1993 
at Currigan Hall • Denver, Colorado 

LAWN & LANDSCAPE SEMINARS 
Environmentally Friendly Pesticide Application Technology 

What You Should Know About Turf grass Sod Production 
Can Returning Grass Clippings Save Water & Fertilizer? 
Why YOU Should Plant Endophyte-Enhanced Varieties 

Kentucky Bluegrass Varieties Use Water Differently 
Turf & Landscape Insects I Have Come To Love 

Mowing Requirements Of Turfgrass Species 
Overseeding To Control Necrotic Ring Spot 

Alternatives To 2,4-D For Turf Weed Control 

For attendee 9 exhibitor 
information call or write to the 

Rocky Mountain Regional 
Turfgrass Association 

P.O. Box 29 
Franktown, CO 80116 % 

303-688-3440 

Proceeds Support Turfgrass Research 

Products 
(continued from page 60) 

models include low-pressure loss, rugged 
brass construction, manual, non-removable 
bleed screws and flow control. 

The valve line is compatible with most 
automatic controllers. 
Circle 132 on reader service card 

Impact Equipment's Electracart is a quiet, 
self-contained, portable spraying system con-
sisting of a 5-gallon removable tank with a 
quick-disconnect suction Filter. Operating on 
a 12-vdc, deep-cycle battery, the cart is de-
signed for minimum power consumption to 
allow maximum spraying time per charge. 

The Electracart comes with lightweight 
pneumatic tires, a 30-foot hose and a 15-inch 
adjustable spraying wand with locking 
trigger. 
Circle 133 on reader service card 

The HEFTEE 2000 Service Lift from 
McCanse Engineering, powered by a 110-
volt hydraulic unit, can lift machines up to 60 
inches wide, 67 inches high and 2,000 
pounds. 

The unit has fully adjustable, self-locking 
wheel cups and forks that reverse for open 
access to front or mid-mounted motors. 
Attachments are available for easy lifting of 
axles, engines, front-floating decks and walk-
behind mowers. 
Circle 134 on reader service card 

Intermatic offers shell-style and cobra-style 
landscape lights for flower beds, patio bor-
ders, driveways, walkways, paths and other 
landscaped areas. 

Both the CL612 and CL613 lights feature 
18-watt, bayonet base bulbs and 18-inch 
high, cast-aluminum fixtures with black ena-

(continued on page 67) 

Slips on and off like a regular endgate, no drilling required! Takes less than 30 seconds 
to install! Weighs less than 110 lbs. yet loads any object up to 2,000 lbs. without needing 
extra personnel. It mounts on the same latching system currently used on all full size 
lh - 1 ton pickup trucks and folds out into a ramp that allows any item to be loaded 
without backing into a ditch or using planks that can slip. Easily load: Riding lawn 
mowers, snowmobiles, ATV's, motorcycles, core aerators, etc... 
100% all steel construction. / O A m _ _ _ 
100% USA materials ^ ( 8 0 0 ) 7 8 3 - 1 0 6 9 
and labor. 

Creative 
Automotive 
Products Inc. 
435 Wilson St. N.E., 
Minneapolis, 
MN 55413 

( 6 1 2 ) 3 3 1 - 8 6 0 0 
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BRINGING LANDSCAPES TO LIFE THROUGH CAD 

LIKE SMART BUSINESS people every-
where, the employees at Mountain States 
Landscapes, a Lafayette, Colo.-based design/ 
build firm, are always looking for ways to in-
crease revenues and improve operating effi-
ciency. 

So when Don Reese — the self-described 
company controller, estimator and office 
manager — suggested that the company com-
puterize the landscape design process, owner 
Dennis Bulliung told him to go right ahead. 
Reese brought in his own home computer (a 
386-based IBM compatible, with a 280 mega-
byte hard drive and 4 megabytes of RAM), 
purchased LandDesignerPro® landscape 
design software from Green Thumb Software 
and got to work. 

That was two years ago. Since then, Reese 
— who also does all the designing — has 
completed numerous residential landscape de-
signs on the computer. LandDesignerPro en-
ables Reese to automate the entire landscape 
design process, from start to finish. And it 
plays an important part in tracking, estimating 
and ultimately containing overall design costs, 
which is a key concern of his. Having earned 
a degree in accounting, Reese is understand-
ably focused on the bottom line. 

According to Reese, using CAD offers a 
wide range of benefits. Most immediate is the 
freedom from time-consuming, labor-intensive 
re-draws when the client wants to change 
some aspect — large or small — of the 
proposed design. With the design on-line, 
Reese can quickly call it up, make the 
necessary changes and generate a new printout 
for fur-ther review. His design time for a 
typical 6,500 square-foot residential lot has 
decreased by more than 50 percent, shrinking 
from more than half a day to approximately 
two hours. 

Reese uses LandDesignerPro's integrated 
sprinkler design and test capabilities exten-
sively. With this feature, he can combine the 
sprinkler with the landscape layout and dis-
play actual coverage patterns on the screen, 
saving time, money and potential headaches 
for the homeowner. 

QUICK RESULTS. The Front Range of Colo-
rado, where MSL is located, is currently ex-
periencing a significant housing boom. As a 
result, Reese and his co-workers are doing a 
lot of work for homeowners in new subdivi-
sions. In most cases, the homeowner must 
secure formal approval for the landscape 
from the local homeowners' association be-
fore installation begins. 

By giving the homeowner a complete and 
professional-looking proposal, the design is 
more likely to be endorsed by the association, 
and MSL is more likely to get the installation 

Don Reese brought computerization to 
Mountain States Landscapes and a new 
standard to the company's image. 

business. A high-resolution computer output 
— of the plan or various elevation views — 
is an advantage when it comes to selling an 
idea, especially with customers who have 
trouble visualizing the finished landscape. 
(Reese used an Okidata 400 laser printer with 
his system; the software supports more than 
300 different printers, including color.) 

In addition, Reese submits a detailed mater-
ials list, plant list and cost estimate, so cus-
tomers can see "exactly what they're getting 
for their money," he said. 

As seasoned designers know, the difference 
between making and losing money on a par-
ticular project depends upon the accuracy of 
the materials and cost estimates. In fact, 
tracking costs is a critical part of Reese's 
function at MSL, and an important reason 
why the business has grown from annual 
revenues of $85,000 in 1990 to $675,000 last 
year. LandDesignerPro helps Reese accom-
plish this by allowing him to record and 
maintain pricing information in the system, 
and by automatically calculating quantity and 
cost for all materials used in each design. 

Every time Reese makes a change in a spe-
cific design, the associated cost and materials 
lists are instantly updated. For example, if 
Reese has designed a kidney-shaped area to 
be filled with 3 inches of bark mulch, the 
software will calculate for him the exact 
quantity of mulch required, and the correct 
cost — to the penny. 

Simplifying the bidding process gives 
Reese an edge. That's important when bid-
ding as many jobs as MSL does. Reese fig-
ures the company gets about 10 percent of 
total jobs bid. 

"The more you bid, the more you're going 
to get and the more selective you can be," he 
explained. And the more accurate the initial 
estimate, the better chance of coming in on 
budget, clearing a profit and making the cus-
tomer happy. MSL places a lot of emphasis 
on customer satisfaction, because about 85 
percent of business comes from referrals. • 

Controlled 
Release 

8 
_ 

Ask for 
CQRQN 

Quick green-up 

Long-term release 

Even turf growth 
MNM«NOHWMMMMMg«HHHI4mtK 

Reduced clippings 

Reduced leaching loss 

Enhanced rooting 
Low burn potential 

Clear liquid solution 
ICtNWWŴNMtNtMmgMWM 

Highly compatible 

CSRQN 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turff Tree & Shrub 
Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 
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NOV. 1-2 Southwest Outdoor Power Equip-
ment Show, Arlington Convention Center, 
Arlington, Texas. Contact: The Service Deal-
ers Association, 1946 S. IH-35, Suite 100-A, 
Austin, TX 78704-3693; 512/443-7999. 

NOV. 5 Drip Irrigation Systems for the Pro-
fessional Landscapes Athens Masonic Lodge, 
Davis, Calif. Contact: University Extension, 
University of California, 916/757-8777. 

NOV. 6 Professional Women in Horticulture's 
5th Annual Conference, The Sweetbrier Inn, 
Tualatin, Ore. Contact: Darlene Galster, Up-
date Management, 503/236-9740. 

NOV. 9-10 Business Short Course: Strategies 
for Tomorrow's Business Climate, Marriott 
Hotel, Worcester, Mass. Contact: John Bragg, 
Massachusetts Nurseryman's Association, 
508/534-1775, or Kathleen Carroll, University 
of Massachusetts Cooperative Extension Sys-
tem, 413/545-0895. 

NOV. 11-13 Fifth Annual Equipment and 
Supply Show, Delta Resort Hotel, Orlando, 
Fla. Contact: Landscape Maintenance Associa-
tion, P.O. Box 9125, Winter Haven, FL 33883; 
813/965-8604. 

NOV. 9-12 Turf and Grounds Exposition, 
Rochester Riverside Convention Center, Roch-
ester, N.Y. Contact: New York State Turfgrass 
Association, 800/873-TURF or 518/783-1229. 

NOV. 14-18 Green Industry Expo, Baltimore, 
Md. Co-sponsored by the Associated Land-
scape Contractors of America, the Professional 
Grounds Management Society and the Profes-
sional Lawn Care Association of America. 
Contact: GIE, 1000 Johnson Ferry Road, NE, 
Suite C-135, Marietta, GA 30068-2112; 404/ 
973-2019. 

NOV. 17-19 Composting Council's Fourth 
Annual Conference, Vista Hotel, Washington, 
D.C. Contact: CC, 114 S. Pitt St., Alexandria, 
VA 22314; 703/739-2401. 

NOV. 22-25 1993 Brighton Conference — 
Weeds, Brighton Centre, Britain. Contact: 
Sherrie Simpson, Conference Associates and 
Services/British Crop Protection Council, Con-
gress House, 55 New Cavendish St., London 
W1M7RE; 071 486 0531. 

NOV. 29-DEC. 1 North Central Turfgrass Ex-
position, Pheasant Run Resort, St. Charles, 111. 
Contact: North Central Turfgrass Exposition, 

111 E. Wacker Drive, Suite 200, Chicago, IL 
60601; 312/616-0800. 

DEC. 1 -3 40th Rocky Mountain Turf Conference 
and Trade Show, Currigan Hall, Denver, Colo. 
Contact: Rocky Mountain Regional Turfgrass 
Association, P.O. Box 29, Franktown, CO 80116; 
303/688-3440. 

DEC. 5-9 CSMA Annual Meeting, Fort Laud-
erdale, Fla. Contact: Chemical Specialties Manu-
facturers Association, 1913 Eye Street, NW, 
Washington, DC 20006; 202/872-8110. 

DEC. 6-9 Ohio Turfgrass Foundation Conference 
and Trade Show, Columbus. Contact: Phyllis 
Selby, OTF, 2021 Coffey Road, Columbus, OH 
43210:614/292-2601. 

DEC. 7-9 Georgia Turfgrass Conference and 
Show, Georgia International Convention and 
Trade Center, College Park. Contact: Georgia 
Turfgrass Association, 5198 Ross Road, Ac-
worth, G A 30102; 404/975-4123. 

DEC. 14 Roadside and Right of Way Vegetation 
Management short course, New Brunswick, N.J. 
Contact: Office of Continuing Education, Cook 
College, Rutgers University, 908/932-9271. • 
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Complete and return with payment to: 
T H E COMPOSTING COUNCIL 

114 South Pitt Street 
Alexandria, VA 22314 
Phone (703) 739-2401 
Fax (703) 739-2407 

City 

Statt-. Zip 

Telephone 

Fax Number 

Day of your arrival: 
• Wednesday • Thursday 
• Check (payable to 

The Composting Council) for 
enclosed. 

• Please bill my credit card: 
MasterCard or Visa. 

Amount 

Card Number 

Expiration Date 

Cardholder's Signature 

Room cost: $ 110 single, $20 additional 
person, 50 rooms have been reserved at 
a special rate of $97.75 for government 
employees. Please call the Vista Hotel 
at (800) 847-8232 for reservations, w 
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Products 
(continuedfrom page 64) 

mel finish. Cable connectors and ground stakes are also included. 
The lights require 12-volt current rather than the standard 120-volt, 

making them safer to use around pets and children. 
Circle 135 on reader service card 

The Compact Controller from Plastro Irrigation, one of the first 
computerized irrigation systems to use Windows graphic software, 
includes necessary functions for remote control irrigation of parks, 
golf courses, public 
gardens, turf, nurser-
ies and resorts. 

The Compact Con-
troller can be pro-
grammed with 
numerous instruc-
tions, including when 
to start and stop the 
watering cycle (up to 
225 start and stop 
times are program-
mable in any 24-hour 
period); duration time 
of each watering 
cycle which can vary 
from one minute to 24 
hours; water flow 
rate; and how much 
fertilizer, if any, 
should be added in 
each cycle. The sys-
tem also can be 
programmed for different cycles on different days of the week. 

Additionally, the controller can instantly identify any breaks in the 
water line, and retrieve and list the last 200 functions performed. It 
handles 16 or 32 different watering stations using the AC model, and 
12 or 24 different watering stations using the DC model. Each system 
can be adjusted to any valves, pumps, filters and fertilizer injectors. 
Circle 136 on reader service card 

The Hustler 4100 mower from Excel features a dual-hydrostatic 
drive system with independent pumps and direct drive wheel motors. 
This drive concept eliminates the need for high-maintenance chains, 
sprockets and transaxles. 

Combined with twin-lever steering, the mower provides zero-
degree radius turning. The operator can control speed, power, turns 
and braking with one hand. 

The Hustler 4100 can be matched with one of Excel's decks in-
cluding the 60- or 72-inch three-way decks which offer the option of 
side discharge, rear discharge or mulching. Other attachments for the 
4100 include the Hi-Lift BAC-VAC grass catcher, hydraulic edger, 
snow removal equipment and ROPS cab enclosure. 
Circle 137 on reader service card 

The SRS-2100 Aggressor tree trimmer from Echo, powered by a 
21.2 cc engine, can remove 4 1/2-inch diameter limbs up to 14 feet in 
the air. 

A 71 -inch shaft houses the four-strand cable drive. The throttle 
control grip is foam covered, as is an additional grip halfway up the 
shaft from the throttle. 

The Echo trimmer weighs 11.3 pounds and includes a 14.2-ounce 
fuel tank, purge pump-equipped carburetor and die cast aluminum 
gearbox. 
Circle 138 on reader service card • 

Fertilizers For All Of 
Your Seasons. 

For All Of 
Your Reasons. 
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34*3*8 
Fertilizer 

32*3*10 
Fertilizer 

21*28*7 
Fertilizer 

Professional 
Turf "Products 

Professional 
Turf" Products 

Professional 
Turf" Products 

1 J i 

Consistent. Reliable. Responsive. Flexible. 
These are a few of the characteristics you look for 
in a fertilizer supplier. According to our customers, 
they describe The Andersons quite accurately. 
The Andersons prides itself on having a full 
range of high-performance Professional Turf" 
fertilizer formulations ready to help you respond 
to your most stringent soil conditions and turf 
requirements. 
With over a dozen standard blends, you can 
depend on The Andersons fertilizer products to 
help you deliver the superior results you need to 
meet your customers' expectations and keep 
them happy throughout the year. 
For a full-line look at all we have to offer, call 
us today. 

The Andersons Professional Turf Products. 
Uniformly The Best In The Business. 

1-800-225-ANDY 
the professional's 
partner® 

T h e « « * 
Andersons 

©1993, The Andersons 
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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/ 
% 1-0364. 

BUSINESS OPPORTUNITY 
LAWN CARE PROGRAM 

NaturaLawn® of America provides the 
Green Industry a successful, growth-oriented 
lawn care program. Discuss the opportunities 
available to you by calling the leader in or-
ganic-based lawn care. The franchise opportu-
nity of the '90s. 800/989-5444. 

• • • 

IRRIGATION DISTRIBUTOR 
Distributor required for top-selling UK irrigation 
controller. Units operate 8-100 valves. Compre-
hensive specification at very competitive prices. 
HHI Electronics, Unit Gl'5. Rudford Ind Est, 
Arundel, W. Sussex BN18 OBD UK, Tel.: 01144 
903 730068. Fax, 01144903 732587. 

BUSINESSES FOR SALE 
LAWN CARE SERVICE 

EXCELLENT OPPORTUNITY. Lawn Care 
Service, well established, nine years old, cover-
ing three counties, room for good growth and 
many add-ons PLUS. Located in southern Ar-
kansas. Call after 5 p.m., 501/725-2450. 

• • • 

GARDEN CENTER/LANDSCAPING 
Established garden center and landscaping busi-
ness in Marquette, Mich. Owners retiring. Exten-
sive perpetual inventory. Contact: TIMBER-
CREST ENT. INC., 1460 M-28 East, Marquette, 
MI 49855. 906/249-3984 days, 249-3411 
eves. 

• • • 

TRIM/SPRAY BUSINESS 
Established trimming and spraying business. Solid 
loyal customer list. Could include office, home, 
equipment, workshop and nursery. Family owned 
and operated in Denver area for more than 50 
years. Mid-six figure gross. Can buy parts or 
whole thing. 303/279-1910. 

• • • 

LANDSCAPE FIRM 
Landscaping, construction and maintenance firm. 
Located in eastern Washington. Business, loca-
tion, home and all equipment included. Annual 
income of $250,000. Asking price, $385,000. 
509/786-3865. Ask for Chuck. 

FOR SALE 
LAWN CARE EQUIPMENT 

Hannay reels new in-the-box, E1526s, E1530s, 
$369; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, 
$54.95; glycerin-filled gauges, 0-60 psi to 0-
1,000 psi, $ 19.95; ChemLawn guns, $81.95; 
lawn spray boots, $ 16.95; lawn spray gloves, 
$ 1.95/pair. 
Call Hersch's Chemical Inc. 
800/843-LAWN — outside of Michigan 
313/543-2200. 

PIPE LOCATOR 
INEXPENSIVE. Locates, traces underground 
drain, water pipelines of clay, PVC, ABS, 
steel and cement. Bloch, Box 18058, Cleve-
land. OH 44118; 216/371-0979. 

INSURANCE 

COMMERCIAL INSURANCE FOR 
LAWN CARE OPERATORS 

M.F.P. Insurance Agency Inc. 
50 West Broad Street, Suite 3200 

Columbus, OH 43215 
614/221-2398 

Contact: 
Richard P. Bersnak, President 

or Jeanne Bartkus 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. Free 
recorded message: 707/448-0270. (NK8) • • • 

SPRAY EQUIPMENT 
WHOLESALE, METERING, 

CENTRIFUGAL, TURBINE, ROLLER, 
PISTON AND 12-VOLT PUMPS. 

Complete Line of Spray Equipment. 
Sandia Sprayer Inc. 

806/546-2242 

WORK CLOTHES 

TOUGH JEANS 
THAT CUT IT. 

Warmer in winter. Cooler in summer. New Dickies Work 
Jeans. Last longer. Fit better on your job. 
Feel better on your body. Guaranteed. 
Call for your free catalog today. 

TOLL-FREE 1-800-DICKIES 

PARTS CATALOG 
WHOLESALE PARTS CATALOG — 
Greenline's 1993 Full Line Catalog is now avail-
able. 120 pages full of mower blades, belts, 
pulleys, wheels, tires, pruners, sprayers, safety 
gear and hundreds of other items the professional 
landscaper uses every day. Buy direct and save 
BIG $$$. Call for your FREE catalog today! 
TOLL FREE 800/356-0171. Greenline, P.O. Box 
1648, Reidsville, GA 30453. 

LANDSCAPE MANAGEMENT 
SOFTWARE 

Building blocks 
for your company 

Ä Ä 

l ^ S l l l 
It takes the right tools to build a 
successful landscape company: good 
people, equipment, time and money. It 
takes a good management software 
program to pull these tools together to 
stay successful. SuperScape for 
Windows and Macintosh--//i? 
management tool for building a 
successful company. Call for more 
information and a free demo. 

SuperScape" 
Landscape Management Software 

A division of SoftQuest, Inc. 

800-299-9991 or 512-452-4500 

PROVEN STRATEGIES THAT WORK 
Lawn industry professionals take notice! Im-
pact your bottom line! Our book, Bidding and 
Contracts: Your Key to Success, was born of 
experience, not theory. 
Find answers to: 

• Why making the right bid is important. 
• What happens if you frequently bid low? 
• How to come up with a fair and profitable 

bid. 
• What will the market bear? 
• Why using contracts means more profit. 
• Plus much more. 

$42.95 includes postage and handling. Profits 
Unlimited, 3930-B Bardstown Rd., Louisville, 
KY 40218; 502/495-1351. A division of 
Wayne's Lawn Service Inc. since 1979. 
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C O M P U T E R S O F T W A R E 

Dynamic computer software will help you make 
money. Easy to install and use, it is designed to 
deliver operating improvements for lawn irriga-
tion service providers through enhanced sched-
uling, dispatch, estimating and billing. Account-
ing modules available. NorthEastern Research 
Associates, Woodmere, N.Y. Phone/fax: 516/ 
569-7450. 

• • • 

T R U C K S A L E S 

' 86 Chevy cab & chassis with molded fiberglass 
spray rig (375 gal.) with dry storage (1,000 lbs.). 
50,000 miles. Runs great, newer tires, good 
condition. $6,800 or best offer. Slide-in spray 
unit for Chevy S-10 or Ford Ranger, 150-gal. 
and 700-lb. dry storage capacity. Excellent con-
dition. $2,100 or best offer. Motz Sports Turf/ 
Lawn Care, 5055 Wooster Road, Cincinnati, 
OH 45226; 513/871 -3992; fax, 513/871 -5889. • • • 

L A N D S C A P E E Q U I P M E N T 

• JACOBSEN turf aerator: Honda 5-h.p. en-
gine, good condition. $800 or best offer. 
• STEINER turf tractor hydraulic reel mowers: 
Used once. Same as new. $5,200 or best offer. 

• Fertilizer spreader: Four-ton stainless steel 
hopper, dual rear distribution, tandem axle, high 
flotation tires, rebuilt undercarriage. Good con-
dition. $ 1,400 or best offer. Motz Sports Turf/ 
Lawn Care, 5055 Wooster Road, Cincinnati, 
OH 45226; 513/871 -3992; fax, 513/871 -5889. 

HELP WANTED 
M A I N T E N A N C E / C O N S T R U C T I O N 

LANDSCAPE DEVELOPMENT, INC., a large 
commercial installation/maintenance contrac-
tor in L.AWentura Co., Calif., is currently 
seeking high-quality MAINTENANCE SU-
PERVISORS, MAINTENANCE SALESPER-
SON, CONSTRUCTION FOREMEN. Please 
send resume to P.O. Box 205 Castaic, CA 
91310, or fax to 805/295-1969. 

• • • 

L A N D S C A P E DESIGN/SALES 

Established landscaping company is seeking a 
highly qualified motivated person for residen-
tial and commercial landscape design and sales. 
Candidate must have at least three years' expe-
rience and should exhibit strong management 
and personnel skills with a vast knowledge of 

Southeast regional plant material. Contact or send 
resume to: Mike Summers; Gradco, Inc., 7341 
Cahaba Valley Road, Birmingham, AL 35242; 
205/991-398 l.EOE 

• • • 

M A N A G E R 

KAPP'S GREEN LAWN seeking manager for 
our Cleveland and St. Louis facilities. Minimum 
three years' management/operations experience 
required. Excellent salary with large end-of-the-
year bonus based on performance. Health insur-
ance and new vehicle included. Starting package, 
$45,000 - $50,000, depending on past success and 
experience. Come work with an established, fast-
growing company that's on the move and "cares" 
for its employees! Send resume to Mike 
Markovich, P.O. Box 9038, Fort Wayne, IN 
46899-9038. 

• • • 

A R B O R I S T 

Established tree care firm looking for an indi-
vidual to assist owner in daily operations, sales 
and client contact. Applicant must possess skills 
in identification of plants, insects and diseases. 
Please send resume to Vince Winkler at P.O. Box 
1154, LaGrange Park, IL 60525, or call 708/420-
8919. • 

I R R I G A T I O N 
T R A I N I N G S E R I E S 

L E S S O N S I X T E E N 
Answers to questions on page 53. 

1. Every week or up to every 

four-week in te rva l s , depend ing 

on t h e qua l i ty of t h e sys tem. 

2. Yes, r u s t and o the r par t ic les 

can plug heads and valve por ts . 

3. Suspended solids in t h e w a t e r 

can cause ab ras ive act ion which 

will en la rge t h e nozzle. 

4. Match the pe r fo rmance to t h e 

previous head or to ex is t ing 

zone/head spac ing and precipi ta-

tion r a t e s . 

5. A bad solenoid or lack of elec-

tr ical power f rom t h e control ler . 

6. Yes, if t he tu r f h e i g h t a n d soil 

bui ldup blocks t h e t r a j ec to ry of 

spray. 
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Cover Story 
(continuedfrom page 23) 

affected by the Midwest flooding, 
the European economy (said to be 
in its worst shape since the end of 
World War II) and the California 
economy. 

He anticipates Hunter will expe-
rience growth in 1994, but that the 
sluggish economy will take another 
12 months to straighten itself out. 
San Diego, for instance, had fewer 
housing starts this year than in 1947. 

'The business has become more 
competitive. People who have fo-
cused on the DIY hardware indus-
try are now trying to get a better 
toehold in the professional mar-
ket" Huston said. 'To survive and 
grow, we're going to have to offer 
a lot more value-added education 
programs to support the industry." 

Rain Bird Sales Inc. of Glendora, 
Calif., introduced more than 60 new 
product models this year, repre-
senting 12 to 15 product families 
(both new products and product 
enhancements). 

The privately held company had 
a challenging year, and continues 

to strive to grow faster than the 
market, said Eric Pollard, market-
ing services manager for Rain Bird's 
contractordivision. The residential 
market is said to be improving; 
even California is showing glim-
mers of hope. On the commercial 
side, recovery has been slower and 
is said to be heavily weighted to the 
sunbelt states. 

"We still see lots of opportunity 
in the irrigation industry and we're 
investing in our research and devel-
opment," Pollard said. "Customers 
expect a reliable product." 

Pollard said Rain Bird is starting 
to see some new challenges in the 
irrigation industry. The competi-
tion is getting more intense and for-
mer niche players are fighting to 
gain a bigger piece of the pie. Rain 
Bird, too, has gone through a re-
structuring to place its business in a 
more competitive position. 

"It's a much more complex busi-
ness to manage. There are more va-
riables, more competitors and more 
competitive pressures," he said. "It's 
a balancing act among needs, re-
quirements and risk; not just do-
mestically, but internationally." 

Pollard expects the irrigation in-
dustry to grow more than 10 per-
cent domestically in 1994, but the 
market hasn't recovered from 1991 
and sales are now adjusting them-
selves to two years ago. 

"We used to rely more on just a 
few key areas for sales," he said. 
"These days it's a highly globalized 
marketplace. We spend more time 
and energy focusing on regional 
markets." 

SHRINK OR GROW? Still integral 
to the success of the lawn and land-
scape professional, diversification 
must be approached with extreme 
caution. The landscaper needs to 
identify the right market segment, 
the employees and the customers 
who can deliver a company vision. 

In Florida, Yahn predicts reno-
vation work will turn into a big 
market over the next decade. The 
firm has recruited a well-known 
landscape architect to head up its 
new design/build group which will 
provide all types of design, but pri-
marily for renovation. The firm 
hopes to sell renovation work which 
is linked to multi-year maintenance 

contracts. 
Andrews said his firm has no im-

mediate plans to diversify. In fact, 
he's noticed a retrenching of sorts 
occurring in which firms are going 
back to their business roots. In es-
sence, paying attention to the ser-
vices that made them money in the 
first place. 

While end-users are expanding 
to fill niches, some manufacturers 
are hoping for consolidation on their 
side of the business. 

"We' re hoping for consolidation 
at the supplier level," Masters said. 
"And we're hoping we can push 
some of it. We're looking to make 
some moves to boost our presence 
in the West and South." 

Deciding whether or not to di-
versify is a huge job. Knowing your 
market and your customers' needs 
and wants are two ingredients. More 
importantly, knowing how to price 
current and new services can make 
the difference between success and 
failure. • 

The author is Editor/Co-Publisher 
cf Lawn & Landscape Mainte-
nance magazine. 

Greener 
tomorrows 

begin today! 

Exclusive contour-hugging design 
stimulates growth and incorporates 
seed and fertilizer. Excellent for 
smoothing rough edges or preparing 
seedbeds in new construction. 
Breaks up and scatters aerifier 
plugs without clogging! Sizes 
from 4' to 24'. 3-pt. lifts available. 

Call or write for details. 
1825 West Hovey • L & L-10 

Normal, IL 61761 

800-682-6251 
F L E X I B L E H A R R O W S 

IPARMITER) 
USE READER SERVICE #59 

Progressive Electronics 
Model 521 

WIRE & VALVE LOCATER 
• Find Lost Solenoid Valves 
• Locate Wire Path 

And Depth 

lONGHORN, 

save 1 0 % I 
All The 
Equipment You 
Need To 
Troubleshoot 
Irrigation 
Systems 

$ 5 8 5 . ° ° 
(REG. PR. $650.00) | 

DALLAS. TX SAN ANTONIO. TX 
1-800-284-0205 1-800-284-0203 
Wholesale Irrigation & Landscape Supplies l 

USE READER SERVICE #63 

Have you ordered your copy of: 

TIIRFGRASS 
ECOLOGY0 

MANAGEMENT 
H T. KARL DANNEBERGER, Ph.D 

See p a g e 31 for more information. 
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JONSIRID 670 CHAMP 

T HAND-HELD POWER TO MEET 
THE TOUGHEST STANDARDS-YOURS 
For more than 35 years, we've been satisfying the tough demands of professional 
loggers around the world. And we know that landscapers and arborists share the 
same uncompromising demands for safe, dependable, high-performance equip-
ment. Which makes our complete new line of pro power products a natural fit for 
the way you work. So, get the tools that meet your standards. See your full-service 
Jonsered dealer today. 

•lonsered USE READER SERVICE #10 
Distributed east of the Rockies by: Tilton Equipment Co, Box 68, Rye. NH. Tel. 1-800-447-1152. 

Distributed in the Western States by: Scotsco, Inc., 9160 S.E. 74TH Ave., Portland. OR 97206-3989. 



WALKER helps CLEAN CUT make their name 

There's a place for "chop and drop" mowing at jet-like speed, 
but that wasn't what Dennis Dautel and Rex Gore had in mind when they 
started Clean Cut Inc. back in 1985. The Austin, Texas based company 
organized for high visibility landscape maintenance with a pursuit of 
excellence - and it shows with 16 environmental improvement awards in the 
past three years from national and regional landscape associations like ALCA, 
TALC, and PGMS. They wrote to tell us Walker is a part of all this: 

* We have been using your machines for the past four years and 
currently operate 12 machines. Your machines have given us a tool 
to produce quality turf in a fast, efficient and cost effective manner -
Walker has given us a "clean cut" while keeping maintenance costs 
low. Please accept our appreciation for producing a quality 
product which, in turn, helps us produce beautiful landscapes. * 

Discover Walker mowing quality and efficiency to help make your name, 
USE READER SERVICE #15 

WALKER MFG. CO. • 5925 E. HARMONY RD. • FORT COLLINS, CO 80525 • (303) 221-5614 


