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ANDSCAPE 
ENDEAVOR 

Conoco Worldwide Headquarters 
successfully combines an in-house 

staff with a contract crew to 
maintain its immense landscape 

setting in Houston. 
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ACCLAIM 
1EC HERBICIDE 

H o e c h s t I S 
R o u s s e l A 

A PRE WITH OUR POST 
Crabgrass escapes are almost impossible to avoid, even when using the best 
preemergence herbicide. But unsightly crabgrass and costly callbacks can be 
avoided by using the best postemergence crabgrass herbicide available, Acclaim® 
1EC Herbicide. Crabgrass treated with Acclaim just melts away, leaving no ugly 
brown patches that the older arsenicals commonly leave in lawns. 

Acclaim controls from the 1-leaf stage to just before seed head formation, and 
can be used safely on tall and fine fescue, bluegrass, ryegrass and zoysiagrass. It 
also lets you reseed fescue and ryegrass immediately after the spray dries* Best 
of all, you can treat 1,000 sq.ft. with Acclaim for just small change. 

This year, be ready for crabgrass escapes. Be ready with Acclaim... H o e c h s t B 
because no PRE is perfect. •Wait 3 weeks for bluegrass, zoysiagrass, bentgrass R o u s s e l A 

Follow label directions carefully. ACCLAIM and the name and logo HOECHST are registered trademarks of Hoechst AG. The name and logo ROUSSEL are registered trademarks of Roussel Uclaf S.A. 
Marketed bv Hoechst-Roussel Agri-Vet Company, Somerville, NJ 08876-1268 © 1993 

U S E R E A D E R S E R V I C E # 9 8 



VOLUME 15, NUMBER 2 

_ r Lawn k Landscape 
MAINTENANCE FEBRUARY 1994 

FEATURES 
Cover Photo: 
Dan Taglia, Conoco, 
Houston, Texas 30 

48 

m [.¿Ok 

p. 65 

Cover Story: Joint 
Landscape Endeavor 

Conoco Worldwide Headquarters successfully combines an in-house staff with a con-
tract crew to maintain its immense and diverse landscape setting in Houston. 

AC\ Innovative Designs 
" U Transform Ordinary Landscapes 
Today's most surprising and innovative trends in landscape design comes not in the tech-
niques used so much as the variety of hardscaping materials and services offered. 

Contractors Expect 
Interior Rebound 

Competitive pricing, underbidding and low construction forced the interiorscaping market to slump in the 
early 1990s. Today's leaner, tougher companies have armed themselves with quality service. 

CC Approaching Turf Weed 
U U Management Through IPM 
Scouting and mapping turfgrasses for weed infestations can provide lawn service con-
tractors with historical information to better control unwanted outbreaks. 

Mower Productivity Rates: 
Finding the Right Formula 

Figures derived by following strict formulas sen e as a valuable gauge, but often fail to 
factor in real-world conditions. 

70 Market Report: Trouble 
I L In the Twin Cities 

Price slashing, bidding wars and an overcrowded lawn and landscape maintenance 
market leave many contractors wondering, is relief ahead? 

Specialty Pesticides: 
The Legislative Front 

To ensure government pays attention to the lawn care industry's voice on key issues, 
professionals must rally forces to communicate their views clearly and concisely. 

Landscape Renovation 
Halts Erosion 

Three Southern California counties lost 300,000 acres of land in a recent string of 
forest and brush fires. Now maintenance crews must race to restore vegetation. 

07 Irrigation Lesson 20: Precise 
OI Bidding Leads to Profitable Jobs 
Don't let the unknown ruin what you think is a perfectly good bid. Prepare a thorough 
bid by visiting the job site and uncovering potentially hidden problems. 

65 

77 
83 

p. 48 
DEPARTMENTS 

• • • • • • • • • • • • • 

108 
Advertisers' Index 

18 
Association News 

6 
Business Watch 

105 
Calendar 

109 
Classifieds 

8 
Computer Bytes 

Editor's Focus 

22 
Landscape News 

12 
News in Brief 

104 
People 

98 
Products 

92 
Trees & Ornamentals 

LAWN & LANDSCAPE MAINTENANCE (USPS 657-470 ISSN KM6-154X) is published 12 times per year. Copyright 1994 G.I.E., Inc. Publishers, 4012 Bridge Ave., Cleveland, Ohio 44113. All rights 
reserved. No part of this publication may be reproduced or transmitted by any means without written permission from the publisher. One year subscription rates, $25 in the United States, $29 in Canada and 
$82 in other foreign countries. One year foreign airmail rate: $182. Two year subscription rate: $35. Subscriptions and classified advertising should be addressed to the Cleveland office. Second class postage 
paid at Cleveland, Ohio, and additional mailing offices. Postmaster: Return form 3579 to LAWN & LANDSCAPE MAINTENANCE, 4012 Bridge Ave., Cleveland. Ohio 44113. 

L4 WV <6 LANDSCAPE MAINTENANCE • FEBRUARY 1994 79 



Editor's Focus 
DO PASSION and good business sense mix? 

I'd like to think they do. Without job pas-
sion it's hard to turn a barren lot into a mag-
nificent landscape or turn your customer's 
vision into a living environment. Indeed, 
passion makes the creative aspects of the 
landscape — or any other profession for that 
matter — viable. 

But when it comes to dollars and cents, 
what role does passion play? When a con-
tractor is fighting tooth and nail for a con-
tract, or price cutting is running rampant in 
your business territory, passion is probably 
the last thing on your mind. It shouldn't be. 

You see, your customers have an innate 
ability to know if you're serious about your 
business or if you're simply trying to make a 
buck at their expense. And with the dour 
economic times this country has faced in the 
1990s, there are plenty of the latter. 

An important part of growing your land-
scape repertoire is knowing who your cus-
tomers and potential customers really are. 
What are their wants and desires? How much 
are they willing to spend? Do they want to 
see you and your crews on their properties or 
do they just want to view the end product? 
Do they want a lot of extras, or should you 
stick with the basics? 

Good business sense doesn't have to stop at 
the end of an invoice or a profit and loss 
statement. Passion is good business, and it 
should transcend your immediate business 
climate to build landscaping strength in your 
community, to promote professionalism in 
the industry, to further education among your 
peers and to build a national sense of 
understanding where landscaping needs are 
concerned. 

As we delve into the businesses of our 
readers each month, it's evident that the en-
trepreneurial spirit is alive and well. Most 
business owners broke into the industry from 
the ground up — literally — and have done 
quite well. 

Just because the green industry is continu-
ally evolving and increasingly complex, 
doesn't mean the original ideals of the 
business should be scorned. And they 
haven't been entirely. 

As witnessed late last year in Iowa, several 
lawn care operators came to the rescue of a 
fellow contractor who was seriously injured 
in a motorcycle accident. Because of his 
injuries, Doug Tyrell of Tyrell Lawn Care 
was in danger of losing a good chunk of 
business. 

Instead, the Iowa Professional Lawn Care 
Association coordinated its members to make 
the third-step application for Tyrell's cus-
tomers. Applicators donated their time and a 
supplier provided product to make this pro-
ject a reality. Needless to say, Tyrell was 
overwhelmed by the support from his peers. 

But on a much larger scale, do the majority 
of the industry's members demonstrate their 
overwhelming responsibility for the business 
which supports their firms, their livelihoods 
and their recreational activities? Does the 
landscape industry have an image beyond 
reproach? 

For instance, the debate over noise and air 
pollution as it relates to outdoor power equip-
ment is back in the news. In and around 
Chicago, suburban city councils are scramb-
ling to enact restrictions on the use of leaf 
blowers, limiting construction hours and, in 
some cases, contemplating restricting snow 
blowers, bug zappers and waste removal 
equipment. 

It's not just a problem centered in the Mid-
west. Cities in and around Los Angeles, San 
Diego and San Francisco are being chal-
lenged to impose some sort of restrictions as 
well as other hot spots in the Northeast and 
Southwest. By and large, these debates are 
being conducted without the knowledge and 
support of the prime users of the targeted 
equipment — landscape contractors. 

The same goes for federal administration 
officials charged with shaping the future use 
of pesticides in this country. Aside from the 
prominent industry participants in this debate, 
the rest of the users are strangely quiet. 

The ability to create and transform land-
scape settings gets in your blood. There's no 
doubt about that. But on some level, much 
higher than any one individual can achieve, 
passion is needed to promote the entire lawn 
and landscape industry. 

Somehow, the fervor and intensity that 
exists within separate firms must be linked to 
send a message of distinction to governing 
officials, customers and potential buyers of 
industry services. Let your passion be heard. 
- Cindy Code • 
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Mow it down fast. With CLIP, the 
Computerized Lawn Industry software 
Program that cuts down your paper-
work to just minutes a day. 

At the push of a button or the 
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 
7 d J HP 

Simply key in information and CLIP 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 CLlPnotes 

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 for 
the latest CLIP 
free demo 
disk right now. 

rr 
Specify 
IBM disk size 
when ordering. 

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

1-800-635-8485 

fj^Otp ...Cuts Paperwork Down To Minutes A Day. 
C 1993 Sensible Software Inc., 18761 N. Frederick Ave., Suite F. Gaithersburg. MD 20879, (301) 330-0604 
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Business Watch 
ECONOMISTS ANTICIPATE economic 
growth, which surged in the fourth quarter 
last year, to continue increasing through the 
first quarter, but to slow to a trickle around 
June due to higher taxes on the wealthy and 
reduced government spending. 

After that, growth in gross domestic 
product is expected to rise to a 3 percent 
annual rate in the fourth quarter as export 
markets in Western Europe start recovering, 
according to a semiannual survey of 51 
economists conducted by the Wall Street 
Journal. 

Additionally, experts expect long-term 
interest rates and inflation to remain near 
current levels for most of the year, with a 
slight increase around December. 

A majority of the economists surveyed 
anticipated that the Federal Reserve would 
boost the federal funds rate no more than 0.5 
percent, most likely in the first quarter, to 
help cap inflation yet keep long-term interest 
rates low. 

The tax increase on wealthy Americans 
may curb consumer spending in the third and 
fourth quarters, according to economists 
surveyed, but first and fourth quarter 
spending should hold steady. 
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SALES OF EXISTING HOMES • UNEMPLOYMENT RATE (°/ 
(Percentage change from preceding month) 

I +3.8% +3.4% +3.8% +3.4% 
+2.9% 

September October November 

Source: Notional Association of Realtors Source: Bureau of Labor Statistics 

WEATHER WATCH 

WHERE AND WHIN 
HURRICANES ROAR 

When to look for 
storms in each region: 
Red type: Main season 
Blue type: Storms likely 

Average number of tropical 
cyclones per 5-degree square of latitude and longitude 
• I 3 or more a year • 1 in 5 years to 1 a year 
M 1 a year to 3 a year • ! in 10 years to 1 in 5 years 

I None to 1 
JrHO^ear^ 

Source: National Climatic Data Center 

60-DAY OUTLOOK FOR 
FEBRUARY AND MARCH 

Temperature Probability 

The National Weather 
Service 60-day out-
look for February and 
March calls for at least 
a 55 percent chance of 
above normal tem-
peratures over the 
North Central and 
Western sections of 
the nation including 
northern sections of 
Maine and Michigan, 
the Upper Mississippi 
Valley, the Northern 
Great Plains, the 
Northern, Central and 
Southern intermoun-
tain regions and the 
North, Central and 
Southern Pacific coasts. 

There is at least a 55 
percent chance of above-median precipitation over parts of New 
Mexico, Texas, Louisiana, Florida, Georgia and the Carolinas. 

I Above average 
I Below average 

rrecipiiaiion rroDaDiiity 

I Above average 
I Below average 
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KU60TA RELEASES ANOTHER BEST SELLER 

Kubota Tractor Corporation's new compact, yet powerful GF1800E diesel front mower is 
a hit with professional mowing contractors. Ideal for commercial mowing jobs that demand 
maximum mowing performance and efficiency from a fuel-efficient, compact machine with 
outstanding maneuverabilty. 

Equipped with an 18-horsepower, liquid-cooled diesel engine, the GF1800E offers a choice 
of three shaft-driven, off-set mowers - 48" mulching rear discharge mower, 54" side discharge 

and 60" side discharge. The three mower 
decks feature a cutting height from 1"- 4". 
The GF1800E has a hydraulic brake, clutch 
and lift system. 

The sophisticated hydrostatic transmis-
sion features a single pedal to manipulate 
both speed and direction, eliminating shift-
ing and clutching. Front-wheel traction, 
differential lock and rear-wheel steering for 
tight turns lets you work efficiently on all 
types of grass without turf damage. 

A 3-cylinder engine, "speed set control" 
hour meter, full-tilt steering wheel, one-touch 
seat adjustment, semi-flat deck and reverse 
air system are standard. 

For the best quality cut, see your 
authorized Kubota dealer today. 

Kubota. 
For information write to: 

KUBOTA TRACTOR CORPORATION 
P.O. Box 2992, Dept. LLM, Torrance, CA 90509-2992 

Financ ing ava i lab le t h rough Kubota Credi t Corpora t ion . 
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COMPUTER 
BYTES 
HOTLINE 
Confused by all the com-
puter hardware and software 
choices? Call the Computer 
Bytes Hotline at (800) 348-
5886 for help in answering 
your questions. 

Lawn & Landscape Mainte-
nance has established the 
Computer Bytes Hotline to 
help you work through the 
hardware and software maze. 
If you don't know who else 
to ask, ask us! Talk to 
someone knowledgeable 
about computers and soft-
ware every Wednesday 
between 10 a.m. and noon 
and 1-3 p.m. Central Time. 
Your questions and problems 
will be shared with other 
readers in the monthly 
Computer Bytes column! 

This month's Computer 
Bytes Hotline is sponsored 
by Rain Bird Sales Inc.-
Contractor Division and 
Irrigation Technologies Inc., 
teamed in the development 
of industry specific software 
applications. 

Computer Bytes 
PURCHASING THE RIGHT PRINTER 

COMPUTERS AND 
software are just the 
tips of the iceberg in 
the world of office 
automation technology. 
To get the most from 
your investment, you 
will likely need to add 
peripheral devices to 
your system. 

There are many types 
of attachable devices 
that can increase the capabilities 
of your computer, such as printers, plotters, 
external hard drives, mice, tape backup units 
and scanners, to name but a few. 

Many of the popular peripheral devices 
will be discussed in future columns. This 
article focuses on the most important add-on 
feature, the printer. 

Deciding on the right printer can be as 
difficult as deciding what you want to be 
when you grow up. There are so many 
choices that selecting the one that's right for 
you requires a bit of thought. The good 
news is that having so many options avail-
able keeps pricing competitive. Prices range 
from the low hundreds to the thousands but 
most people spend between $300 and $1,600. 

DOT MATRIX. Dot matrix printers make 
impressions on the paper by pressing small 
pins into a ribbon. Most late-model dot 
matrix printers have 24-pin printheads that 
deliver letter quality printing. These printers 
generally fall into the low end of the price 
range but should not be looked at as "low-
end" printers. 

Advantages to dot matrix printers include 
printing speed and versatility. Dot matrix 
printers can print just about anything where-
as other printing technologies may have 
certain limitations. Other benefits include 
the option of wide-carriage printing and a 
low cost per page, which can be attributed to 
the low replacement cost of print ribbons. 

The drawback to dot matrix printers is they 
provide a lower resolution print than other 
types. 

LASER. Laser printers are referred to as non-
impact printers because, unlike dot matrix, 
there is nothing actually hitting the paper to 
form images. These printers use a laser 
beam to create an electrical charge on a 
rotating drum. The electrical charge attracts 
toner (or dry ink) and transfers it onto the 
paper. The paper is then fed through a 
heating element that melts (or fuses) the ink 
to the paper. This process leads to a much 
sharper printed image. 

Today's laser 
printers create 
printed output with 
600 dots per inch 
(dpi) resolution. 
The higher the dpi, 
the better the print 
quality. As a 
comparison, 24-
pin dot matrix 
printers typically 
achieve 360 dpi. In 
addition to higher 

print resolution, laser printers also print faster 
than dot matrix printers. 

Disadvantages to laser printers include a 
higher cost per printed page (up to six times 
more than dot matrix) and a higher price. 

INKJET. Inkjet printers actually spray ink 
onto the paper through tiny holes, or 
nozzles. These printers deliver a print 
resolution that rivals the laser printer but 
costs substantially less. In fact, many inkjet 
printers can be found at prices as low as 
some dot matrix printers. Inkjet printers are 
available in portable models. 

One drawback to the inkjet printer is that 
it costs more per page because the print 
cartridge must be replaced more often. 

COLOR. No doubt, color adds a lot to any 
presentation. Color printers are available in 
dot matrix, laser and inkjet models. How-
ever, the dot matrix printers are extremely 
limited in the color arena. If you want to 
add color capability you should probably 
consider the inkjet or laser printer. Fairly 
high quality color printing can be found in 
some relatively inexpensive inkjet printers. 

DECIDING FACTORS. When buying a 
printer, keep in mind what quality you need 
to achieve. If buying a second printer for 
outputting rough drafts, you may not need 
the higher quality of inkjet or laser printers. 
If this will be your only printer and the out-
put will be used for customer presentations, 
weigh the option of spending more to gain 
higher print resolution. 

It's important to consider all of your 
needs before purchasing a printer. Take 
ample time to make a sound final decision, 
just as you did when deciding what personal 
computer to buy. — John Elliot • 

The author is a director with Irrigation 
Technologies Inc., Houston, Texas. Readers 
are welcome to write to the author with 
questions or topics for discussion in future 
Computer Bytes columns. 
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Tree health, environmental protection, and new 
product registrations aren't the only discussion topics 
featured at Mauget tree care seminars. 

Each Mauget seminar includes t ime to answer 
your questions. Your concerns about the environ-
ment, diseases, insects, nutrition, pruning, spraying, 
wounding, and product performance are important. 

Mauget seminars prov ide the most practical and 

most useful in format ion for you to use in your busi-
ness. L e a r n about the re- int roduct ion of Fungisol® 
debaca rb fungic ide. Mauge t micro in ject ion ut i l izes 
a c losed sys tem to protect the env i ronment . 

Annua l seminars are open to all G reen Industry 
f i rms - owners , manage rs and appl icators. 

Cal l your Mauge t distr ibutor about a seminar in 
your area. Cur rent da tes and locat ions are be low: 

Micro Injection Training Seminars 

Tree Injection Products Co. 
Knoxville, T N 37917 
K Y . T N . N . A L , N . G A . MS. AR 
(615) 521-6055 FAX 
(615) 522-0533 
Jan 27, Memphis , T N 
Jan 28, Fayettevi l le, AR 
Feb 18, Nashvi l le, T N 
Feb 22, Louisvi l le, KY 
Mar 8, Atlanta, GA 
Mar 9, Montgomery , AL 
Apr 8, Gat l inburg, T N 
Jun 17, Gulf Shores, AL 

Enfield's Tree Service 
Elkhorn, NE 68022 
ND. Eastern SD. NE. MN, CO, 
Western IA. MO. KS. OK. WY 
(402) 289-0804 FAX 
(402) 289-3248 
(800) 747-8733 
Feb 11, Ok lahoma City, OK 
Feb 25, Denver, CO 
Mar 11, Elkhorn, NE 
Mar 18, Kansas City, M O 
Apr 1, B loomington, MN 

Releaf Tree Consultants Inc. 
Nineveh. IN 46164 
Indiana 
(317) 933-9351 
Feb 15, Indianapol is, IN 

Target Specialty Products 
Cerritos, CA 90701 
California 
(800) 827-4389 
Feb 17, Visalia, CA 

Guardian Tree Experts 
Rockville, M D 20852 
MD. VA, DC 
( 3 0 1 ) 8 8 1 - 9 0 6 3 FAX 
( 3 0 1 ) 8 8 1 - 8 5 5 0 
Feb 22, Gai thersburg, M D 

Mid West Arborist Supplies 
Grand Rapids, Ml 49505 
Michigan 
(616) 364-7616 
(800) 423-3789 
(Michigan Only) 
Feb 24, Novi , Ml 

Warne Chemical Co. 
Rapid City, S D 57702 
Western SD, Wyoming 
(605) 342-6990 FAX 
(605) 342-7644 
(800) 658-5457 
Feb 24, Rapid City, SD 
Mar 8, W y o m i n g 

D.H.D. Systems Inc. 
New Berlin, Wl 53151 
Wisconsin 
(414) 784-3556 
Feb 25, Mi lwaukee, Wl 

Pruett Tree Service 
Lake Oswego, OR 97035 
Oregon, Washington 
(503) 635-1524 FAX 
(503) 635-3916 
(800) 635-4294 
Mar 3, Port land, OR 

Arbor Care 
New Fairfield, CT 06812 
CT. West Chester County 
(203) 746-0776 
Mar 7, Syracuse, NY 
Mar 8, A lbany, NY 
Mar 9, Waterbury , CT 
Mar 10, Armonk , NY 

Northeastern Associates 
Fairfield. NJ 07004 
New Jersey 
( 2 0 1 ) 2 2 7 - 0 8 6 5 FAX 
( 2 0 1 ) 2 2 7 - 0 3 5 9 
Mar 9, To towa , NJ 

Prof. Tree Care & Injection 
Winter Park, FL 32792 
Central & South Florida 
(407) 647-3556 FAX 
(407) 647-3335 
(800 )356 -4351 (Florida Only) 
Apr 11, Cocoa, FL 
Apr 12, Fort Pierce, FL 
Apr 13, West Palm Beach, FL 
Apr 14, Fort Lauderdale , FL 
Apr 15, Miami, FL 
Apr 18, Naples, FL 
Apr 19, Fort Myers, FL 
Apr 20, Sarasota, FL 
Apr 21, Clearwater , FL 
Apr 26, Palatka, FL 
Apr 27, Port Orange, FL 
Apr 28, Sebr ing, FL 
Apr 29, Or lando, FL 

New England Arborware 
Norwood, MA 02062 
MA, RI. VT. NH 
(617) 255-0255 FAX 
(617) 769-0077 
(800) 242-9660 
Mar 14, Norwood, MA 

snVeïrees 

J. J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 
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What you're looking at is 
the way to go an entire season 

on a single herbicide application— 
a control zone in the top inch 
of soil that keeps weeds from 

germinating all season long. 
^ It can greatly reduce your 

If you like what 
Surflan does, but 
prefer a granular form, 
you can use XL* herbi-

i j . be applied over the top 

cide. It contains the same of delicate ornamentals. 

active ingredient as Surflan. 
Apply it in the spring, and you'll 

Surflan is so mild it can 

Management. It also 
contains information 
on better ways to 
control insects and 
diseases. For a free 

copy, mail the coupon, or call 
our toll-free number. Because 

Actually, the m< 
icture is contai 

use of postemergence herbi-
cides and handweeding in your 
ornamentals. 

We have three different pre-

get a full season of broad spec-
trum grassy weed control. 

And for woody ornamentals, 
you can use Snapshot* herbicide. 

How To Make Your First Roundup 
Your Last Roundup. 

Here's a way to make your first application of Roundup 

herbicide last all season. Mix 3 oz. of Surflan per 1000 square 

feet with \ oz. of Roundup per gallon of water and apply when 

weeds are less than 6" tall. Roundup will knock the weeds down, 

and Surflan will keep them from coming back for the rest of the 

season. Since Roundup is a postemergence herbicide, do not 

spray this tank mix on any desirable vegetation. 

emergence herbicides that make 
this possible. All of them are very 
gentle on your plants. And they 
bind tightly to soil particles, 
which makes them very resistant 
to leaching. If you're looking 
for grassy weed control, you 

can use Surflan* 
preemergence 
herbicide. Surflan 

is, in fact, so 
gentle that you 
can spray it 
directly over the 
top of delicate 
ornamentals. Yet 

one application gives you up 
to eight full months of control. 

USE READER 

Our preemergence 
herbicides set up a 
gentle control zone 
that keeps weeds 
from germinating 
all season. 

It controls 
both broadleaf 
and grassy 
weeds. A 
single appli-
cation lasts 
up to eight 
months. 
And it's 
available as a 
sprayable or in a granu-
lar form. 

We can show you lots of 
ways to control weeds more 
safely and effectively. They're 
explained in our 40-page book, 
The Nursery And Landscape 
Guide To Responsible Pest 

SERVICE #85 



st beautiful thing about 
ned in the top Tof soil. 

Mail to: DowElanco, P O . Box 33489, 
Indianapolis, IN 46203-0489. Or call: 
1-800-837-5024 

.Sta te _ 

Phone t . 
•Trademark of DowElanco. ©1994 DowElanco. 
Always read and follow label directions. 

% DowElanco 
The chemistry is right. 

you don't need a lot of 
herbicide to get beautiful 
results. 
Send me the following Management Guide(s): 
• Cool Turf, • Warm Turf. • Nursery 

and Landscape. 

Name» 

Company» 

Business Category: • Nursery • Lawn Care 
• Municipal • Landscape Contractor 

• Golf Course 0 2 

Addr 



News in Brief 
NEWS DIGEST 

Toro. Outboard Marine 
Settle Lawsuit 
The Toro Co. settled a long-standing lawsuit 
with Outboard Marine Corp. for $1.85 million 
resulting from its purchase of Lawn-Boy from 
Outboard Marine in November 1989. 

In the suit, Toro claimed that Outboard 
Marine failed to disclose an unreasonably high 
incidence of defective gas tanks on one of 
Lawn-Boy's product lines during the due 
diligence process. The problem was corrected 
by Outboard Marine shortly before Toro 
completed its acquisition. The settlement is 
said to cover all warranties and costs incurred 
in the lawsuit. 

TMI Punhases German 
Forage Program 
Turf Merchants Inc. purchased the turf and 
forage grass breeding program from KWS of 
Einbeck, Germany. The program, conducted 
by Dr. Fred Ledeboer in Aurora, Ore., has 
previously produced Bonsai tall fescue, Cy-
press poa trivialis and Patriot II perennial 
ryegrass. Ledeboer will continue to oversee 
the operation in Aurora. 

The purchase coincides with TMI's 10th 
anniversary. 

Vermeer Expands 
Parts Distribution 
Vermeer recently opened an expanded parts 
center. The 120,000-square-foot facility in 
Pella, Iowa, allows the company to improve 
accuracy and speed of parts delivery to Ver-
meer dealerships and customers worldwide. 

All parts and orders are computerized for 
greater efficiencies — speeding up processing 
by 30 percent. In 1993, Vermeer shipped 
more than 1 million parts per month, and 
plans to increase total parts shipped by 15 
percent this year. 

U.S. EPA Aims To 
Redute Pestidde Risk 
The U.S. Environmental Protection Agency 
formed an interagency group to explore both 
regulatory and non-regulatory approaches to 
pesticide risk reduction. 

Its investigation will include pesticides used 
in large volumes, pesticides that pose a high 
risk to human health and commodities that are 
consumed in the greatest quantities, especially 
by children. The EPA is expected to pursue 
commodity specific reductions in an effort to 
reduce pesticide use by October. According to 
the Responsible Industry for a Sound En-
vironment, the EPA will first seek to toughen 
up food safety laws and then try to reduce 
pesticides from children's playgrounds. 

AAN Survey Taps Landstapers 
As Leading Hortiwltural Buyers 
LANDSCAPE CONTRACTORS rank as the top buyers for small horticultural distribution 
firms, according to an American Association of Nurserymen survey. 

AAN surveyed 180 leading horticultural distributors recently to pinpoint how large a role that 
segment plays in the nursery market. 

About 14 of the 91 respondents (nearly 15 percent) indicated that sales to landscape contrac-
tors comprised more than 80 percent of their revenues. About 90 percent of the respondents said 
golf courses and recreation areas make up only 10 percent of their sales, trailed only by 
municipalities, development/property managers and retail sales. 

The high sales to landscape contractors were reported mostly by distribution centers with less 
than $250,000 annual revenues. None of the firms with $5 million plus annual revenues 
reported sales to landscapers to comprise more than 80 percent of their total revenues. 
Survey respondents forecasted sales to those same markets (landscape, municipalities, garden 
centers, golf courses/recreational areas, development/property and retail) would increase over 
the next three years. 

Distribution centers gave optimistic outlooks on anticipated changes in gross distribution 
center sales. More than half (51.1 percent) forecasted that overall sales would increase more 
than 25 percent in three years. Only 6.6 percent predicted any kind of decrease in sales; 84.4 
percent forecasted an increase. 

Based on overall survey results, AAN described the typical horticultural distributor as some-
one having the follow-
ing characteristics: 

• Is primarily a grow-
ing operation. 

• Operates one 
location. 

• Grosses $1 million to 
$2.9 million in sales. 

• Maintains 9 acres or 
less. 

• Has four to six full-
time staff members. 

• Services the Midwest. 
• Ranks fertilizers, 

pesticides and grass seed 
as their most important 
hardgoods. 

• Expects annual and 
perennial plants to be-
come increasingly im-
portant. 

• Believes on-time 
delivery is the most 
important customer service. 

• Has been in business for more than 15 years. 
The survey also called for respondents to rate specific product lines in three categories: 

container material, balled and burlap material and hardgoods and others. 
In the container material category, 64.9 percent of respondents rated broadleaf evergreens and 

specialty plants important, followed by conifer/evergreens (61.3 percent) and flower and shade 
trees/deciduous shrubs (55 percent). 

Only a handful rated ornamental grasses and specimen trees and shrubs as important. 
Similarly, ornamental grasses and specimen trees were rated as not important by the largest 
percentage of respondents. 

Almost 97 percent of the respondents reported that annuals and perennials are becoming more 
important, while more than 80 percent believe ornamental grasses, broadleaf evergreens, 
specialty plants, flowers and shade trees/deciduous shrubs as becoming more significant. 
Overall, specimen trees and shrubs are deemed to be losing market share. 

Hardgoods and other materials are considered important by only a few survey respondents, 
compared to container material or balled and burlap material. Slightly more than 25 percent 
rated fertilizers, pesticides and grass seed important. 

(continued on page 15) 

NURSERY SALES TO 
LANDSCAPE CONTRACTORS 

™ Percent of all sales 
£ • • Current 

3 year forecast 
S eox 

| - 46.7% 

¡ I 31.5% ^ 

i 8.9%gg | m * 
<10% 11%-25% 26%-50% 51%-80% >80% 

% of Total Sales to Landscape Contractors 

Source: AAN Hort. Distribution Survey 

Nearly 15 percent of survey respondents indicated that sales to 
landscape contractors comprised more than 80 percent of their 
current revenues. 
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News in Brief 
(continuedfrom page 12) 

Stotts Acquires 
Grate-Sierra 
The Scotts Co. of Marysville, Ohio, recently 
completed its much talked about acquisition 
of Grace-Sierra Horticultural Products Co., 
Milpitas, Calif., from a subsidiary of W.R. 
Grace & Co. and other investors. Grace 
Sierra makes specialty fertilizers. 

The purchase price was about $120 million 
and was financed through bank borrowings. 
Scotts will become the world's largest turf 
and horticultural products company boosting 
sales to almost $600 million. 

The acquisition is expected to add 
significantly to Scotts' future sales growth 
and earnings potential by expanding Scotts 
share of the horticulture, golf and consumer 
lawn care markets in the United States and 
overseas, as well as through marketing sy-
nergies and cost reductions to be achieved by 
the combination. The acquisition is expected 
to make a positive contribution to 1994 
operating cash flow. 

'The acquisition of Grace-Sierra is a major 
strategic turning point for Scotts and will 
serve to substantially improve our growth 

prospects, including development of inter-
national markets for Scotts brands through 
Grace-Sierra's global network," said Tadd 
Seitz, Scotts chairman and chief executive 
officer. "We also see a number of synergistic 
benefits arising from combining our 
respective consumer and golf businesses." 

Scotts also hopes to expand its market 
presence to professional growers, including 
outdoor container nurseries and greenhouses. 

Grace Sierra's worldwide sales for 1993 
reached approximately $115 million. 

Grace-Sierra operates fertilizer plants in 
California, Pennsylvania, South Carolina and 
the Netherlands. Potting soils and soil 
amendments are manufactured in Arkansas 
and South Carolina. 

California Registers 
Data On Pestidde 

California's Department of Pesticide 
Registration called on about 1,000 pesticide 
registrants to gather toxicological data on 339 
pesticide active ingredients. The data will be 
compiled and used as a source of information 
on potential chronic health effects for all 
pesticides registered in the state. 

Registrants were asked to provide detailed 
descriptions of the studies they plan to 

conduct, including a timetable for their sub-
mission to DPR. Registrants failing to comply 
may be subject to suspension action, accord-
ing to the Chemical Specialties Manufacturers 
Association. 

The current call-in notices affect some lawn 
chemicals, although the majority of products 
included have institutional, industrial or home 
uses. 

Rhode Island Proposes 
V0C Regulations 
The Rhode Island Department of Environ-
mental Management proposed a state clean air 
rule comprised of several regulations aimed at 
reducing volatile organic compounds, includ-
ing those in insecticides for lawns and gardens. 

The proposed rule regulates at least 13 cate-
gories of consumer and commercial products, 
and requires labels to include VOC content, as 
well as the date the product was manufac-
tured. 

The rule, proposed to go into effect July 1, 
limits VOC content in lawn and garden in-
secticides to no more than 20 percent. 

The Chemical Specialties Manufacturers 
Association opposes the regulations, saying 
they are a distorted, more restrictive version of 
California's standards. 

C & S TURF CARE EQUIPMENT, INC. 
B U I L D I N G Q U A L I T Y E Q U I P M E N T 

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

C & S P r o t a n k 8 S p r a y e r s 
• E L E C T R I C A N D G A S U N I T S 
• D E S I G N E D T O F I T I N 

A W I D E R A N G E O F V E H I C L E S 
• F I B E R G L A S S A N D 

P O L Y T A N K S A V A I L A B L E 
• D I A P H R A G M , P I S T O N , 

O R R O L L E R P U M P S 

Complete Sprayers...Ready to work 
(216) 966-4511 (800)872-7050 
6207 Dressier Fid., N. W „ N. Canton, O H 44720 

C u s t o m Orders W e l c o m e ! 

USE READER SERVICE #75 
LAWN & LANDSCAPE MAINTENANCE • FEBRUARY 1994 

Who in this 
industry has 92% 

customer retention? 
W e do. Our newsletter clients come 

back because their clients keep 
coming back. W e 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 

FocalPoint 

Making you look good in print 

U S E R E A D E R S E R V I C E #10 
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Norand, JAS Coiuepts 
Sign OEM Agreement 
Norand Corp. signed a multi-year OEM 
agreement with JAS Concepts to re-market 
the JAS PC-based (OS/2-32 bit) Data 
Communications Server, which will be 
designated the Advanced Communications 
Network (ACN) by Norand. 

The JAS server, said to offer significant 
advances in protocol and diagnostics, pro-
vides remote control for hand-held computers 
and integrates lap-top and remote PCs. ACN 
will operate with all 4000 Series hand-helds 
and future hand-held, pen-based and wireless 
computers offered by Norand. 

NYDEC Appeals 
DEET Ruling 
The New York Department of Environmental 
Conservation filed a last minute appeal with 
the New York State Supreme Court which last 
year overturned a New York State regulation 
banning the sale of insect repellents contain-
ing more than 30 percent DEET. 

The ban was to go into effect nearly two 
years ago. 

NYDEC proposed a blanket cancellation 
of the registration of products containing 

more than 30 percent DEET, based on 
alleged reports of adverse health effects. 

Stotts, Shemin 
Nurseries Form Alliame 
Shemin Nurseries signed an agreement to sell 
and distribute The Scotts Co. Professional 
products, including a broad mix of fertilizers, 
herbicides, insecticides, nursery stock and 
grass seed products. 

Shemin, a wholesale distributor of 
horticultural products, holds 10 locations in 
the Northeast, mid-Atlantic, Southeast and 
Midwest. 

The presidents of both firms said the two 
firms are compatible in terms of strategies 
and growth plans and that the alliance would 
provide a one-stop source for landscape 
professionals. 

Trees Plus Forms 
Two Sister Companies 
Trees Plus Inc., a landscaping and tree 
trimming firm in Phoenix, Ariz., divided its 
services into two companies: The Weed Co. 
and Trees & Turf. 

The Weed Co. offers comprehensive weed 
control applications twice a year for com-

mercial and residential properties. The Trees 
& Turf Co. offers deep-root fertilization. 

Hardie Awarded 
Exporter Honor 
Hardie Irrigation was named Exporter of the 
Year by the San Diego chapter of the World 
Trade Association. The award is based on 
growth of world trade business over a one-
year period. 

New Agency Focuses 
On Green Industry 
The Ag/Turf Division of Mona Meyer 
McGrath & Gavin is spinning off into a 
separate agency to be named Ceres Commu-
nications. Ceres is a wholly owned operation 
of Shandwick pic, the international public 
relations consulting company that also owns 
MMG. Den Gardner is chief executive 
officer and Ben Miller is president. . 

CORRECTION 
Riverdale's line of Tri-Power® herbi-
cide products was spelled incorrectly in 
the December Product and Literature 
Guide. 

The Billing Clerk with ^Accounts Receivable ™ 

C o m p a r e o u r f e a t u r e s : 
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 

1 mmmi 
] m n n n n M , 

K ü b S i l a 

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. 
Requirements include: 

PC/MS DOS 3.0 or higher, 640K 
RAM and a harddisk. 

U S E R E A D E R S E R V I C E # 7 8 

Imler 
Measuring Wheels 
The Professionals' Choice 

To order or for information call toll free 

1-800-433-1764 
In Ohio call 

(614) 486-9068 
or write: 
Imler Industries Inc. 
1117 Broadview Ave 
Columbus. Ohio 43212 

Original and Folding 
Models Available 

INDUSTRIES©) INC 

"Distributor Inquiries Welcome" 
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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: MAA CNA 

For All the Commitments You Make* 

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

lies. C N A is a registered service mark of the 
Chicago, IL € 
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Association News 
For more information 

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

GIE 
1000 Johnson Ferry Road, NE 
Suite CI35 
Marietta, GA 30068 
404/973-2019 

• • • 
RISE 
1156 15th St. 
Suite 400 
Washington, DC 20005 
202/872-3860 

GFBMA 
P.O. Box 7008 
Macon, GA 31298 
912/474-8411 

FTRF 
302 S. Graham Ave. 
Orlando, FL 32803 
407/898-6721 

THE ASSOCIATED Landscape Contractors 
of America elected Richard Akerman, North-
west Landscape Industries, Tigard, Ore., as 
its 1994 president. Other newly elected 
officers include Terry Anderson, Rentokil 
Inc., Riverwoods, III., as president elect; 
David Minor, Minor's Landscape Services, 
Fort Worth, Texas, as vice president of 
Finance; and Judson Griggs, Lied's Nursery, 
Sussex, Wis., as secretary. 

In other news, 13 of 16 members passed 
ALCA's certification exam during the 1993 
Landscape and Grounds Maintenance Con-
ference. ALCA plans to offer additional 
exams March 18 in Knoxville, Tenn., in 
conjunction with Student Career Days; July 
10 in Cincinnati, Ohio, in conjunction with 
the Ohio Short Course; Sep. 21 in Las Veg-
as, concurrent with ALCA's Interior Land-
scape Division Conference; and Nov. 15 in 
St. Louis, Mo., in conjunction with the 1994 
Landscape and Grounds Maintenance Con-
ference. 

The Green Industry Expo board elected 
George Gaumer of Davey Tree Expert Co., 
Kent, Ohio, as its new president. Gaumer is a 
member of the Professional Grounds 

Management Society. ALCA member 
Steven Glover, L&L Landscape Services, 
Santa Clara, Calif., serves as vice president, 
and Joe Williams (of the Professional Lawn 
Care Association of America), Lawn Master, 
Pensacola, Fla., is secretary/treasurer. 

Other ALCA members serving on the GIE 
board are David Luse, Arteka Natural Green, 
Eden Prairie, Minn., and Rick Doesburg, 
Thornton Gardens, Maineville, Ohio. PGMS 
members include Earl Wilson, Thornton-
Wilson, Loveland, Ohio, and Jeffrey Bourne, 

Howard County Parks and Recreation, 
Ellicott City, Md. PLCAA members include 
Dave Duncan, Monsanto Agricultural 
Group, St. Louis, Mo., and Lou Wierichs 
Jr., Pro-X Systems, Appleton, Wis. Execu-
tive directors serving on the board are Ann 
McClure of PLCAA, John Gillan of PGMS 
and Debra Atkins of ALCA. 

The Responsible Industry for a Sound 
Environment appointed Bob Yarborough 

(continued on page 20) 

A The WEE22SM® 

ERATOR 
Tested by Lawn Care Professionals! 

High Productivity! 
> Aerate up to 28,000 square feet per hour 
> Aerate up to 10 average yards per day 

THE TURFCO AERATOR is des igned to specifically meet 
the needs of today's commerc ia l lawn care and rental users. A 
r u g g e d , o n e - p i e c e f r a m e , e x t e r n a l dr ive c o m p o n e n t s , a n d a n 
industrial g r a d e eng ine m a k e THE AERATOR a m a c h i n e that 
stays on the job. 

Low Maintenance! 
> H e a v y duty side & front bumpers 
> Choice of B & S or H o n d a engine 
> Drive chain is protected from 

cores and soil 

Features: 
> Drum style front w h e e l for easy turns 
> 20" aerat ion width for higher productivity 
> 3/4" t ines for removing cores 
> 3 . 5 H P B & S Ind. Plus or 4 H P H o n d a engine 
> Operat ing s p e e d up to 2 6 0 feet /minute 
> Hea t t reated, sea led, and ful ly-enclosed 

drive chain 
> Most service parts avai lable locally 

Low Maintenance and High Productivity with The Turfco Aerator 

Call for more information 

TURFCO MFG, INC. 
Phone (612)785-1000 • Fax (612)785-0556 
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Both Come Bush Hog® T o u g h 
Some mowing jobs require only flat deck finishing mowers. Others are served better 

with air tunnel designs. They all demand rugged, long-lasting equipment and a quality, 
non-streak cut you can count on year after year. 

Now you can be sure you get it. Because Bush Hog® has made the choice easy by 
expanding its line of flat deck and air tunnel mowers to include overlapping models in 
sizes from 48 to 90 inches wide. 

Bush Hog's flat deck TH Series models for normal cutting conditions now come in 
48-inch, 60-inch and 72-inch wide models. Bush Hog air tunnel mowers for heavy-volume 
and wet conditions come in 60-inch, 72-inch and 90-inch models. All feature Bush Hog 
designed gearboxes, modern design and Bush Hog tough materials and construction. 

See them and the 17 other new products from Bush Hog at your Bush Hog dealer. 
They are part of Bush Hog's full-time commitment to designing and building the best 
support line equipment. 

BUSH HOG 
CORPORATION 

Building the Legend. 
Dept. L L M - 2 • P.O. Box 1 0 3 9 • Selma, AL 3 6 7 0 2 - 1 0 3 9 • 2 0 5 / 8 7 2 - 6 2 6 1 

Air Tunnel 
or Flat Deck? 
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Association News 
(continued from page 18) 

of LESCO and Richard Holzschu of 
DowElanco to its board of directors. Jan 
Novak of Monsanto/Solaris Group, who 
completed the board term of Dave Duncan of 
Monsanto Agricultural Group, begins her 
own three-year term in fiscal 1994. 

Yarborough also serves as RISE's new 
treasurer, and Novak as vice chairman. Scott 
Johnson of Rhone-Poulenc Ag Co. became 
chairman. 

RISE also recently added two seats to its 
board "to better represent all segments of the 
specialty pesticides industry," said a RISE 
spokeswoman. The 12-member board now 
includes Ron Fister of Sandoz Agro and 
Tommy Reeves of Oldham Chemical Co. 

In other news, RISE moved its offices 
across the street from its former location. The 
new address is: 1156 15th St., Suite 400, 
Washington, DC 20005. The telephone num-
ber remains 202/872-3860; the fax number is 
202/463-0474. 

The Georgia Farm Bureau Market ing 
Associat ion plans to implement a statewide 
plant-finding service for producers and buyers 
of horticultural plant material. GFBMA, in 

cooperation with several other green 
industry associations, is compiling a 
comprehensive listing of plants available 
from Georgia plant growers, including field 
nurseries, container nurseries and green-
houses. Landscape contractors will be able 
to access the listing by calling GFBMA's 
toll-free phone number. 

The service is geared mainly to increase 
sales for producers, but benefits landscaping 
firms as well by simplifying the search for 
hard to find plants. If specific plants aren't 
included in the listing, the bureau will con-
tact suppliers for the landscape contractor to 
locate the plant material. 

"That way we can keep sales in state, 
helping eliminate delivery problems and 
reducing shipping costs," said Ed Thornton, 
commodity specialist with the Georgia 
Farm Bureau. 

The bureau plans to initiate the program in 
spring, updating the listing weekly. 
Thornton said ultimately the listing will be 
updated daily and offered via computer mo-
dem. The bureau also plans to publish and 
distribute a quarterly plant material listing. 

The Florida Turfgrass Research 
F o u n d a t i o n opened doors to Envirotron, a 
3,100 square foot environmental research 

field laboratory on the University of Florida's 
campus in Gainesville. 

The new facility houses a research lab, 
growth chambers, environmentally control-
led greenhouses and a soil lab. The most dis-
tinctive feature is the rhizotron, a hoist sys-
tem that lifts 24 individual, glass-walled re-
search plots out of the ground so researchers 
can get a better look at root systems. 

The lab, one of the largest of its kind, was 
built to allow researchers and students to 
study and develop technology on the relation-
ship of turfgrass with various biological, en-
vironmental and cultural factors. Planned re-
search for the project includes studying 
ground water and runoff issues, seasonal 
growth patterns of all warm-season grasses, 
the effects of heat and drought on root 
development, alternate water sources for all 
turfgrasses and the development of new grass 
varieties for Florida. 

NEWS IN BRIEF .-The American Association 
of Nurserymen introduced a membership 
growth program, rewarding active members 
with a $100 A AN products/services cer-
tificate for each new member they recruit. 
Certificates are good for all A AN publica-
tions and meetings, including its convention 
and management clinic. • 

HANDY RAMP 
ENPGATE PRODUCTS 
• Install in seconds on full size 1/2 ton and 1 ton pickups using the 
same latching system — no assembly of ramp required. 
• Holds 2,000 lbs., yet weighs only 130 lbs. Center leg prevents 
ramp from collapsing and secures safe loading. 
• Load core aerators, large deck mowers, ATV's and power equip-
ment without using planks that can slip. 

Mr. Accountant is the time proven, 
complete business management 

system for only $695.00. 
Invoices-Statements-Job Costing-Sales 
Tax/Finance Charge Computation-Aging 

Reports-Truck Scheduling/Routing-Chemical 
Application Reports-Plant and Irrigation Part 

Inventory-Lead Tracking-Proposals 
Accounts Payable-Payroll-Check 

Writer-General Ledger-Mailing List-Equip-
ment Maintenance-Completely Menu 

Driven-Simple to Use-Customization and 
Multiuser Version Available 

Designed specifically for landscape main-
tenance, landscape installation, pesticide ap-

plication and irrigation companies 
Serving the green industry since 1987 

S P S Consulting 
1032 Raritan Road 

Cranford, NJ 07016 
(908 )272-1398 

F a x : ( 9 0 8 ) 2 7 2 - 8 7 2 9 

Call for FREE Demo Disk! 

Call today for our 
1994 Endgate Product 
Line catalog. 
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Work truck accessories and specialty products include: 
• Truck Bed Extenders 

(800) 783-1069 • Hide-Away Ramps 
^ ^ H T r i i r k R P H f i i i n r r i c Truck Bed Guards 

and more 

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

(612) 331-8600 



QUALITY YOU 
CAN DEPEND ON! 

PERFORMANCE YOU CAN TRUST! 

" I shopped around 
and found Tuflex to be very 
quality oriented. They ful-
filled our needs, were ex-
tremely accommodating 
and priced right. Tuflex 
stands behind their prod-
ucts; we have already or-
dered another truck from 
Tuflex and will look to them to satisfy our 
future truck needs." 

Bob Parenti 
Palm Beach Exterminating 
West Palm Beach, Florida 

1 

Tuflex will cus tom-
ize a spray system to 
m e e t y o u r n e e d s , 
f rom a pick-up to a 2 
ton cab and chassis. 
S e l e c t a s i n g l e o r 
multiple tank opera-
tion; include a mix-

was looking for some-
thing unique; a style that would 
help us stand out from the crowd. 

Custom trucks from 
Tuflex provided us 
with a look so sleek 
and professional 
that I ordered a sec-
ond truck a year 
later." 
Russell Potter 
Turf Specialties, Inc. 
Midland, Texas 

ing tank, dry box, fertilizer tank, one or two hose reels, fiberglass bed, 
sideboards. Just tell us what you need and we'll build a spraying system 
that will provide years of worry free service. 

TUFLEX MANUFACTURING CO. Toll Free: 1 800-327 9005 
1406 S.W. 8th Street Florida Customers: 305-785-6402 
Pompano Beach, Florida 33060 FAX: 305-785-6404 
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EMPLOYERS GO BACK TO SCHOOL FOR THEIR RECRUITMENT NEEDS 

At the student 
field days, contestants are asked to 
perform a variety of tasks to 
demonstrate their landscaping skills. 

opportunity for students to meet prospective 
employers in the industry and to discuss 
employment opportunities," said Chris 
Kujawa of Kujawa Enterprises Inc., and 

(continued on page 27) 

WITH MORE THAN 6 percent of the 
nation's work force unemployed, it's encourag-
ing to see businesses reach out to prospec-
tive employees. The 18th Annual Student 
Field Days is one example of industry 
lending a hand to promising job candidates. 

Sponsored by the Associated Landscape 
Contractors of America, the student field 
days bring landscape industry leaders to-
gether with some of the 
nation's brightest and most 
capable landscape and 
horticulture students. For 
three days, students com-
pete and demonstrate their 
skills in 

the areas of design/build, sales, surveying, 
equipment operation, plant identification, 
irrigation design, pest management and a 
host of other landscape areas. 

This year's event will be held at the 
University of Tennessee, Knoxville. More 
than 350 students, 30 schools and 50 indus-
try leaders are expected to participate. 

"The student field days offer a unique 

V EVERYTHING FOR THE 
) LAWN MAINTENANCE INDUSTRY 

CELEBRATING OUR 27th YEAR! 

» - A * 

200 gal. poly baffled tank unit 

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

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

OLDHAM CHEMICALS 
COMPANY, INCORPORATED 

COMPLETE SUPPLIER OF T & 0 CHEMICALS 

1 -800-888-5502 
Or write: P.O. Box 18358, MEMPHIS, TN 38118 

"GROUNDS FOR THE FUTURE" 
• T U R N L A N D F I L L C O S T S I N T O P R O F I T S 
• S O L I D , R E L I A B L E , H E A V Y S T E E L C O N S T R U C T I O N 
• F I V E P O W E R F U L W O O D C H I P P E R M O D E L S A V A I L A B L E 
• A S K A B O U T T H E N E W ' T A Z M A N I A N D E V I L " 

T H E T O U G H E S T I N C H I P P E R / M U L C H E R M A C H I N E R Y 

800-365-3999 
4032 Johnson Rd.* Chanute , KS 

800-568-6553 »Fax (316) 431-4227 

S E E K I N G NEW DISTRIBUTORS NOW! 

22 
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T 5 , 
professional success 

rarely comes without hard 
work. The Associated Land-
scape Contractors of Amer-
ica knows this and wants to 
invest in your business 
future. 

Why reinvent the 
wheel? More than 1,200 
landscape contractors have 
made ALCA their business 
adviser. This network of 
young, mid-sized and ma-
ture businesses is serious 
about their business future 
and have chosen to invest 
in the association that can 
take them to new business 
heights, not to mention 
improve their bottom line. 

Since 1963, ALCA has 
been attracting savvy 
landscape contractors who 
desire to gain a network of 
associates to share and 
adapt field experiences. In 
fact, ALCA members rate 
networking as their number 
one association benefit. 
Ask any of them...give a 
little of your time and 
receive a whole lot in 
return. It's as easy as picking up a phone and reaching out to 
peers across the country. Answers are sure to be inventive. 

ALCA members receive instant educational resources 
geared toward technical training, sales and marketing, 
employee orientation, customer relations, bidding, mainte-
nance strategies, managing your finances and government 
affairs, among other valuable lessons. 

As an ALCA member, access to key tips and strategies 
doesn't get any easier. Just read what the members say. 

anuary is our budgeting month and I just 
pfflled out a copy of ALCA's operating cost 
survey to give me industry perspective. Little 
things like that remind you of ALCA. Like any 
business, we're after value-added services. I 

noticed from the beginning a 
strong business inclination that 
permeated ALCA members. It 
provides a good focus on how to 
run a landscape business." — 
Michael Currin, Greenscape, 
Holly Springs, NC 

he real essence of the 
Executive Forum is that it's 
networking at its best. That's 
why it's so dynamic. You take a 
small group of contractors who 
have similar interests and put 
them together for three days. 
They develop a comfort zone 
with one another that is often 
carried on after the forum. The 
Executive Forum is the best 
investment anyone can make to 
help elevate a company to a 

higher level. Getting involved is the key to 
joining ALCA." — Rick Doesburg, Thornton 
Gardens, Cincinnati, OH 



LCA keeps me up to date 

the federal level, It's also 
increased my level of knowledge 
in the maintenance field allowii 
me to communicate with others 
who are experiencing the same 

A tfer attending one of ALCA's educational 
conferences, I was so impressed I immediately 
decided to support ALCA. I got hooked. As an 
organization it keeps us on the cutting edge of 
the industry. ALCA's video series on safety and 
equipment operations have become part of our 
orientation program. ALCA sets the standard." 
— Wayne Richards, Cagwin & Dor ward, 
Novato, CA 

« 
a, •LCA's educational resources are great. 
For instance when I received ALCA's Operating 
Cost Study, the insurance 
section jumped out at me. My 
ratio was different than most. 
So I put mine out to bid and 
saved $22,000. ALCA expands 
your horizons. Its members are 
forward thinkers who are 
always trying to expand their 
paradigm." — Ed LaFlamme, 
LaFlamme, LaFlamme Ser-
vices, Bridgeport, CT 

benchmarking is an important benefit of 
ALCA...you can't put a dollar value on it. If you 
want to do something in your own company, 
look to others in your own industry who are 
already doing it well. Study them, review their 
procedures and borrow their processes. 
Benchmarking never stops for us." — Tom 
Lied, Lied's Nursery, Sussex, WI 

professional needs. i U M offered avenues 
which provided me with die challenge and 
information on hwf to grow a maintenance 

9 .9 9 



|I£A's student field days is a chance for 
landscape students and contractors to foster 
relationships with the leaders of today and 
tomorrow. No matter if you're a small, 
medium or large 
company, ALCA has a 
niche for you. It gives 
you the opportunity 
to learn from the 
bottom up, 
particularly how to 
run a firm financially." — Eldon Dyk, Allen 
Keesen Landscape, Denver, C(H 

LCA is head and shoul-
ders above any association we 
belong to. The total quality 
management direction 
formulated and customized by 
ALCA for our industry is ben-
eficial. The greatest challenge 
is accepting change and getting 
started. But by comparing 
notes with other ALCA 
members, we're now on the 
leading edge." — JoAnn 
Smallwood, Smallwood 
Landscape, Naples, FL 

LCA enhanced my grounds management 
business. I implemented a four-day work week 
which reduced my overhead, labor and insur-
ance costs. When Wednesday rolls around the 
guys know they have a three-day weekend 

ahead if they get their job done. Additionally, 
I'm now set up on a monthly profit and loss 
statement...I now know if I'm making money 
or not." — Dan Standley, Dan's Landscaping, 
Gretna, LA 

Action Steps 
^Q&mmf 

today's competitive business 
environment, ALCA provides its members 
with a good business foundation to ensure 
they'll be around tomorrow and 10 years 
from now. 

If you want to make more money, lower 
your costs, meet quality people willing to 
share information, get involved. Let ALCA 
be your liaison to business success. 

/. Develop a business mindset. 
2. Display a desire to 

strengthen your bottom line. 
ß . Command a fiscally minded 

attitude. 
Jj, . Network with the industry's 

best business minds. 

£ Join A L C A 

ASSOCIATED LANDSCAPE 
CONTRACTORS OF AMERICA 

12200 Sunrise Valley Dr. 
Suite #150 
Reston, VA 22091 
703/620-6363 
800/395-ALCA 
703/620-6365 FAX 

"Serving interior and exterior landscape maintenance, installation and design/build contractors 



Landscape News 
(continued from page 22) 

student field days chairman. 
Kujawa, who has been chairing the event 

for the past six years, said that many 
landscape firms hire regularly from the 
student candidates. Particularly since many 
students attend two and three years in a row, 
giving contractors a chance to visit with the 
same students and see their skills mature. 

The competition has strengthened and 
evolved since Bob Calloway of Mississippi 
State initiated the concept 18 years ago 
because he realized students needed to do 
more than academic work to succeed 
professionally. Because of his pioneering 
efforts the Bob Calloway award — a 
traveling trophy — is awarded annually to 
the top performing school. 

Kujawa said that different locations are 
chosen each year for the field days. "We try 
to go coast to coast and to the Midwest. We 
always get an overwhelming response," he 
said. "We get a lot of perennial sponsors." 

ALCA student field days are made pos-
sible via the sponsorships of ALCA member 
firms and suppliers. Sponsors commit time, 
money and resources to the event. 

Throughout the three days, the enthusiasm 
is infectious. Students, sponsors and 
industry representatives meet for an opening 
ceremony followed by a get acquainted 
mixer. Education and equipment sessions, 
pre-qualification exams (where applicable) 
and opportunities to gain familiarity with 
the equipment are offered before the official 
start. Coinciding with these sessions, 
industry/student interviews are taking place. 

The daylong competition takes place on 
Saturday. Among this year's events are 
arboriculture techniques, construction 
estimation, exterior landscape design, 
exterior maintenance estimating, insect and 
disease identification, interior landscape 
design and interior maintenance estimating. 

In the morning, most are classroom 
events. From estimating a construction 
project to weed identification to business 
management problems, students vie for top 
billing. The pace picks up a bit outside 
when students go from building a brick 
patio to wood bench construction, to 
running a skid steer and assembling an 
irrigation system. 

Although every event is full, some of the 
more popular competitions involve sales 
presentations and wood and patio construction. 

"We try not to exclude anyone from the 
events they want to participate in," Kujawa 
said. "We emphasize participation and like 
to get everyone involved." 

Participants can enter four events and 
awards are given by event, by team and to 
superstars. To place among the top 
finishers, students and school teams must 
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score high in a number of events. Points are 
tallied at the event of the competition. 

"It gives students an opportunity to show 
the industry what they can do individually 
as well as what their schools have accom-
plished," said Eldon Dyk of Allen Keesen 
Landscaping, Denver, Colo. "It's also good 
for the industry because it gives contractors 
a great chance to meet with students across 
the country and find out what programs are 
being offered." 

The real spirit of the ALCA student field 
days begins long before the actual competi-
tion. Many two- and four-year colleges and 

universities hold their own competitions to 
determine who will get to go to the national 
event. 

Once they're selected, students either cover 
their own costs on their own or with help 
from their parents. To support their students, 
many schools hold plant sales and other 
events to raise money for the trip. Endow-
ments, sponsorships and grants from the host 
school are also possibilities. 

ALCA University, held in conjunction with 
the student field days, gives students a chance 
to earn a certificate for attending and com-
pleting four, one-hour discussion groups. • 

Quality you'll ask for again and again 

TRIM RITE L A W N 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-L ine m o w e r s 
give professional cutters 
a rel iable per fo rmance 
wi th a m i n i m u m of main-
tenance. Qual i ty features. 
Heavy-duty per formance. 
That 's the va lue of a PRO! 

• A set of double V-belts 
to each rear wheel pro-
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-
climbing ability. 

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 



Not everyone is 
lower cost of using 

You'll be happy to know you can now get 
the superior crabgrass control of Dimension® 
turf herbicide at a lower cost per thousand 
square feet. So you don t have to be afraid of 
the cost of using Dimension ... unless you're 
a clump of crabgrass! 

If you're not already using Dimension, now is the 
most affordable time to give it a try Dimension is 
flexible enough to fit any program. It offers both pre-
and early postemeigence control, giving you the 
widest application window available. 

You'll also like the fact that Dimension is 
completely non-staining and requires only low use 
rates. The liquid formulation tankmixes easily with 
other products. And now, you can also get 
Dimension as fertilizer granules. 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR DIMENSION TURF HERBICIDE. 
Dimension* is a registered trademark of Monsanto Company. 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ u _ _ Banicadc is a registered trademark of Sandoz. Ltd. Team is a registered trademark of DowElanco 
USE READER SERVICE #46 ©MonsantoCompany 1993 DIM-30003 



happy about the 
Dimension. 

Join the growing number of satisfied LCOs 
who've switched to Dimension. We'll be happy to 
give you the name of your distributor rep and our 
FREE guide, "Eight steps for stretching your spring 
season, without breaking your budget." Just send in 
the attached coupon or call: 1-800-276-1811. 

DIMENSION 
Turf Herbicide 

* Monsanto 
The toughest thing to emerge since crabgrass. 

V p C I I'd be happy to get a copy of 
X C ^ Ithe FREE guide, "Eight steps 

for stretching your spring season, 
without breaking your budget," plus 
the name of my distributor rep for 
Dimension10 turf herbicide. 

Name 
Title 
Company 
Address 
City 
State 
Phone( ) 
1. What crabgrass product are you currently using? 

A • Dimension B. • Barricade1 C. • Pendimethalin 
D.dTeanr E .d Other 

2. How satisfied are you with your current crabgrass program? 
F. •VoySatisfied G.DSatisfied 
H.D Dissatisfied I. • Very Dissatisfied 

3. How many square feet do you treat for crabgrass? square feet 
Mail coupon to: Dimension Lawn Care Guide 

P.O. Box 410143 
Chariotte,NC 28241-0143 

Dimension" is a registered trademark of Monsanto Company. 
O Monsanto Company 1993 DIM-30003-BRC 



CONOCO WORLDWIDE 
HEADQUARTERS 
LOCATION: Houston, Texas 

T H E SITE: 16 buildings, surrounded by lakes, 
interconnected with subsurface tunnels, ground level 

passages and second-floor walkways. 
T H E SCOPE: The complex interior has 

30 acres of highly detailed landscape, 1,700 mature 
trees, 9 acres of fully stocked lakes and a 1.4-mile 

jogging track. The headquarters has another 30 acres of 
maintained, manicured berms that serve as a visual and 

sound pollution barrier between 
the complex and the freeway. 

LANDSCAPE SUMMARY 
IN-HOUSE M A I N T E N A N C E STAFF: 6 full time in-

house, including the exterior maintenance 
coordinator, a landscape supervisor and four landscape 

workers who provide color change-outs, fertilization, 
aeration, pressure washing, lake 

maintenance, chemical application, irrigation 
and deep-root feeding of trees. 

CONTRACTOR SERVICES: Conoco also contracts 
with MBC Landscape Inc., an exterior maintenance firm 

that supplies 6 full-time (peak season) employees for 
mowing, edging, trimming, weed control and other 

maintenance services. 
OVERALL LANDSCAPE M A I N T E N A N C E 
OPERATIONAL COSTS: About $400.000/year. 

EXTERIOR MAINTENANCE 
COORDINATOR 
JOHN A. BEVIL 

AGE: 37 
FAMILY: Married for 15 years, one daughter. 

EDUCATION: Attended Sam Houston 
State University, Huntsville, Texas. 

LAST JOB HELD: General manager for Houston 
Landscape Systems. 

FORMERLY OWNED: Exterior Designs of Houston, 
a landscape maintenance company, 

sold in the mid-1980s. 
JOB RESPONSIBIL IT IES: Oversees landscape 

maintenance and irrigation, the chemical program, lake 
maintenance, jogging track repair and maintenance, 

cleaning of building exteriors, interior and exterior 
window washing, roadway maintenance and 

landscape design and installation. 

John Bevil, exterior maintenance coordinator for Conoco 
Worldwide Headquarters established a joint working 
relationship between in-house and contract crews to 

maintain the firm's landscape. Photos: Dan Taglia, 
Conoco, Houston. 
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COVER STORY 

J o i n t 
Landscape 
Endeavor 
Conoco Worldwide 
Headquarters successfully combines 
an in-house staff with a contract 
crew> to maintain its diverse land-
scape setting in Houston. 

By Julie A. Evans 

JOHN BEVIL IS AN "outsider" on the inside. As a 
former landscape business owner, Bevil learned the ins 
and outs of the industry, including hiring, scheduling, 
purchasing and bidding. He now uses that knowledge to 
his advantage as the exterior maintenance coordinator 
for Conoco Worldwide Headquarters in Houston. In his 
position, he has devised an uncommon but successful 
system of shared maintenance with an outside landscape 
maintenance contractor. 

Bevil's sole venture into business ownership fell 
victim to a troubled economy in the mid-1980s, he said. 
When the economy nosedived and the housing market 
crashed, Bevil sold his four-year-old landscape mainte-
nance company. Exterior Designs of Houston, and went 
to work for Houston Landscape Systems as general 
manager. 

In 1989, Bevil was offered the position of exterior 
maintenance coordinator forConoco Worldwide Head-
quarters, a large petroleum company that employs about 
2,300 employees and 300 contract workers at its Hous-
ton site. 

According to Bevil, Conoco wanted to bring mainte-
nance in-house and shed its exterior contractors to cut 

soaring costs. At that time, the majority of its mainte-
nance was provided by contractor services, costing the 
company a significant amount of money each year. 
Bevil jumped at the opportunity to create an in-house 
maintenance division for the company. 

"Coming from a landscape contractor background, 
they now had an outsider on the inside. They had the type 
of guy who used to bid on these properties working for 
them," Bevil explained. "I knew all of the tricks of the 
trade, all of the ins and outs, how contractors cut comers, 
and what they thought was important." 

At the time of Bevil's appointment, he helped to put 
in place and strengthen a water conserving irrigation 
program a responsible pesticide application program 
and a fertilization schedule for the five-year old site. 

According to Bevil, based on his experiences as an 
exterior contractor, "I came in to Conoco, knowing all 
that needed to be done," he said. 

Bevil decided that the company could save money 
and enhance control by bringing a number of formerly 
billable services in-house, including chemical applica-
tions, tree pruning and trimming, aeration, fertilization 
and color change-outs. Instead of paying a premium to 
a contractor annually for chemical applications, Conoco 
now only pays for materials and one employee's salary 
for a fraction of the cost, Bevil said. 

Similar cost savings were realized across the board in 
most areas. But there were other maintenance jobs Bevil 
considered too costly for Conoco to provide for itself, 
including mowing, trimming and edging. The reason? 

"The hardest and most difficult thing to do is keep 
lawn equipment running, maintained and operational on 
acontinual basis," he said. "To do so, we would have had 
to invest in the equipment and hire a full-time mechanic. 
We don't buy, store or own any lawn equipment. That's 
the contractor's responsibility." 

Bevil put a maintenance contract out for bid and 
awarded it to MBC Landscape Inc. in Houston, a $2 
million to $3 million landscape and installation firm. 
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Bevil specified a three-year con-
tract, basing annual costs on the 
hour unit price per worker, per site, 
rather than a fixed sum. MBC sup-
plied the man-hour price and to-
gether they hammered out an agree-
able hourly man-hour contract. 
MBC employees who maintain the 
Conoco site report directly to 
Conoco each day and spend their 
entire eight-hour workdays on site. 

If Bevil needs additional help 
with aeration, fertilization or any 
in-house responsibility, he can pull 
MBC employees away from their 
assigned tasks. "That's the beauty 
of it," Bevil said. "In the late fall, 
when no grass is growing, we can 
mulch the whole place using their 
six men and our five men and get it 
done in half the time. The same is 
true for fertilizing. We supply the 
fertilizer and they don't bill us extra." 

The shared maintenance strat-
egy has cut maintenance costs dra-
matically at Conoco. Bevil esti-
mates that the landscape portion of 
the maintenance budget, prior to 
the formation of an in-house de-
partment, cost the company three times 
what it now costs to maintain the 
landscape in a similar fashion. 

"We've cut away all the gravy 
from the contract. It's set up so that 

Aesthetics are a priority for 
Conoco, which has subtly 
reduced its landscape budget 
due to economic considerations. 

the property doesn't pay through 
the nose. If they (the contractor) 
work it right, it can be a lucrative 
deal for them." 

ENVIRONMENTAL CONCERNS. 
Under Bevil's direction, Conoco's 
landscape program has taken a de-
cidedly environmentally conscious 
approach. The amount of pesticides 
used in its application program has 
been reduced by 65 percent, ac-
cording to Bevil. He also said he 
uses the slowest-release fertilizers 
available on the market and has 
replaced two of six scheduled slow-
release treatments with organic fer-
tilizers. 

No pesticides are added to the 
fully stocked lakes, where employ-
ees are invited to fish at appointed 
times of the month. The company 
composts all of its yard waste and 
buys back its composted materials 
for mulch. A similar approach was 
taken with irrigation. Through 
modifications to the irrigation sys-
tem, the in-house staff has reduced 
water usage by more than 3 million 
gallons a year, Bevil said. The re-
ductions came from various tech-
niques, including proper nozzle siz-
ing and head spacing and the elimi-
nation of double coverage areas. 

Pest control strategies have taken 
an environmental turn as well. La-
dybugs are released weekly during 
spring, summer and fall months; 

and preying mantis egg cases are 
set out weekly. The maintenance 
team also set up martin birdhouses 
to accommodate 200 adult birds to 
cut down on the mosquito and other 
pest populations. 

"Conoco is dedicated and sensi-
tive to all of environmental aspects 
of its operation, not just oil fields 
and double-hulled oil tankers in the 
ocean. They have a large push in 
the company to do everything they 
can for environmental protection." 

According to Bevil, the land-
scape's appearance is none the 
worse for its environmental ap-
proach, but it does take some addi-
tional work. "We just put more 
effort into integrated pest manage-
ment, using natural means when-
ever possible," he said. 

Conoco has also devised a safety 
incentive program. Employees are 
rewarded with incentives when they 
have no safety violations or acci-
dents. In addition, maintenance 
workers are instructed to take extra 
precautions for the safety of corpo-
rate employees. As Bevil explained, 
the employees have the right of 
way for every mower, edger and 
trimmer. Maintenance workers are 
instructed to turn equipment off or 
down each time an employee or 
visitor walks by. 

"We've received letters from 
(headquarter) employees saying, 'I 
can't believe how responsible your 

workers are.' Even though this is 
not an oil refining facility, we con-
sider safety as important of an issue 
as they do." 

ECONOMIC CONCERNS. Because 
Bevil maintains a worldwide head-
quarters facility, he is doubly aware 
of the importance of the neatly 
trimmed, immaculately maintained 
landscape. "This is where the top 
management and all corporate em-
ployees do business, so we natu-
rally want this place to be a show-
case," Bevil said. 

Annual color is kept up to peak 
appearance by using more than 400 
flats for five to six color change-
outs each year. But the economy 
has dictated some cutbacks in the 
maintenance budget, including two 
maintenance employees. 

"The recent environment of 
Conoco has been aligned with the 
fact that the price of oil has been 
dropping," Bevil explained. "Con-
oco, out of respect and understand-
ing for its employees, has lowered 
its visual aesthetics respectively." 

In 1993, for example, Bevil's 
crew didn't overseed, and it re-
duced its use of color. This year, it 
is weighing whether or not to go 
ahead with its customary perennial 
ryegrass. 

"We cut back on the level of 
service but not the quality of how 
the service looks. When the eco-
nomy picks back up, we'll bump 
fertilizations back up to where it 
looks like a golf course year-round," 
Bevil said. 

That's not to say that the appear-
ance of the property has declined, 
Bevil added. "Conoco does not 
want to dimish the overall appear-
ance of the facility. The firm has the 
highest standards for property looks 
of any company anywhere." 

Mark Harris is president of MBC 
Landscape Inc., in Houston, a $2 
million to $3 million landscape 
maintenance and installation firm. 
His company is in the third year of 
its three-year contract to provide 
landscape maintenance to Conoco 
Worldwide Headquarters. 

Lawn & Landscape Mainte-
nance magazine interviewed Har-
ris to find out what its like to share 
maintenance responsibilities with 
the in-house team at Conoco's 
worldwide headquarters. 

( ^ Z How does your contract 
with Conoco differ from your other 
commercial accounts? 

(continued on page 36) 
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OUR 5-YEAR WEED-FREE 
GUARANTEE IS SOMEWHAT 

LONGER THAN THAT OF 
OTHER LANDSCAPE FABRICS. 

FIVE YEARS LONGER. 

Only one landscape fabric on the market is guaranteed to stop 
weeds. Only one. The fabric is Weed-XR, and our guarantee is very 
clear: If weeds penetrate Weed-X anytime during 
five years, we'll refund your money. 

How can Weed-X offer such a one-of-a-
kind guarantee? It's simple: Weed-X works. 
Seven leading universities across the country 
say so. When measuring weed penetration 
of fabrics, studies prove Weed-X to be up to 
ten times more effective than other fabrics! 
Ten times! 

That's not an empty advertising claim; 
that's documented research. 

It's not often a product stands so far out in front of its com-
petition. But Weed-X is such a product No other fabric comes close. 

We guarantee it 

WEED-X 
The Ultimate Porous Landscaping Fabric 
For information call or write Dalen Products, Inc. 

11110 Gilbert Drive, Knoxville, TN 37932 • 1-800-GQ-WEED-X (1-800-469-3339) 
USE READER 1993 Dalen Products, Inc. 
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G E T UP TO $ 8 0 C A S H BACK W H E N YOU BUY PRIMO. 



Now through April 1,1994, you're eligible to receive $15 cash back when you buy one 
quart of Primo". Or, $80 cash back when you purchase one quart along with two 1-gallon con-
tainers of Primo. 

Just fill out the information below, and mail it to Ciba Turf & Ornamental, Primo Rebate, 
P.O. Box 19900, Greensboro, N.C. 27419-9900. And be sure to attach a distributor's invoice 
to verify your Primo purchase. 

Limit one rebate per customer. To be eligible, purchase must fall between December 1, 
1993 and April 1,1994. All submissions must be postmarked by April 15,1994. Allow 6-8 
weeks for rebate return. Offer limited to states where Primo is registered and to turf manage-
ment professionals only. 

• $15 for 1 quart • $ 8 0 for 1 quart and 2 gallons 

Name 
Business Name _ 
Address 
City 
SSN/Tax I.D. 
For Ciba Use Only 

State Zip 

6150TT90A0 RAMAC 58960 Program 40304 
Primo is a registered trademark of CibaCeigy Corporation. Always read and follow label directions. LLM 2 



YÒUR G R A S S TO G R O W A LITTLE SLOWER. 
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When most people work 

nights, it's to get ahead. In 

your job, unfortunately, it's 

usually in order to catch up. 

It's times like these 

when Primo' for turf growth 

management could prove 

most useful. 

Because Primo reduces 

turf growth by half. Which 

can cut your work load con-

siderably. Not to mention 

that an extended mowing 

cycle can give you much 

more scheduling flexibility. 

So if you want to keep 

your mowing from getting 

ahead of you, or if you just 

want to reduce your labor 

costs, contact your Ciba rep-

resentative or authorized 

Primo distributor. 

Who knows, they just 

might help you get your eve-

nings back. 

mu 

§ 
P r i m i 
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Cover Story 
(continuedfrom page 32) 

A . Z I think the biggest thing is 
that it's more of a teamwork effort 
in the sense of scheduling people. 
We have to work together on what 
they're doing, instead of us coming 
up with our own schedule for our 
people. We have a full-time crew 
there, but in particular times of the 
year when things need to happen 
rapidly, we'll have to put other 
people out there. 

Q Z How do you allocate the 
number of people needed for the 
Conoco account? 

A . I The number of people was 
determined by Conoco. They 
wanted so many hours of work per 
year and they outlined it in their 
program. Additional hours are ne-
gotiated at the time of the particular 
task. It's a team work thing. We 
negotiate from time to time for la-
bor and people. 

C ^ I How do you communicate 

with your employees who are on-
site full-time at Conoco? 

i A l We have radiocommunica-
tions. They report directly to Con-
oco and let us know when they're 
going on-site by radio. They are 

here for routine meetings and are 
responsible for their own meetings 
as well. We communicate through 
the supervisor, who takes commu-
nications from our office to the job 
site. I think it's laid out pretty well. 
But they (employees) definitely 

The in-house staff is responsible 
for fertilization, but can call on 
the contract crew if necessary. 

have to be people who recognize 
Conoco's needs as well as our needs. 
We tend to put our higher-level 
people out there, because they have 
to wear two hats. 

Q Z John Bevil used to own a 
landscape business. How does this 
affect your communications with 
Conoco? 

A ! That has been a major bene-
fit — communicating with some-
one who knows the business, and 
who knows the problems. Most of 
our customers are building manag-
ers who don't always have a back-
ground in horticulture. Even our 
common language has been a great 
benefit. John and I also share a lot of 
thoughts and conversation. We 
meet at least monthly to discuss 
projects. 

C ^ • How do you allocate equip-
ment and its storage? 

(continued on page 38) 

TO BUYOUR 

IT PIVOTS 180 
SO YOU DON'T HAVE TO. 

Our innovative QuickTim/ handle system allows the operator to pivot 
the engine and 22" blades a full 180° to cut at virtually any angle while 
the rear handle remains in a safe, comfortable, upright position. 
Plus, our Sound Reduction Systeni significantly reduces 
engine noise for quieter trimming in resident-
ial areas. For even more reasons to buy the 
THT-210 and other Tanaka products, see 
your nearest Tanaka dealer or call (206) 481-2000. 

_..—More 
m IöLikeäAbolt 

Tanaka 
U S E R E A D E R S E R V I C E #58 

S ^ T K \ 
t r e n c h e r 

QUALITY, 

DURABILITY, 

AND SIMPLICITY 

MODEL 
TR12 

M A D E I N U . S . A 

Provides for: d igging shal low t renchesin short periods 
of t ime , d igg ing in hard- to-reach areas, e a s e of 
ma in tenance , and durabil ity. There 's no other mach ine 
built , d e s i g n e d , or pr iced like it on the marke t today. 
It c o m e s equ ipped with carbide t ipped, rock-type teeth 
cof d igg ing in all soil cond i t ions at d e p t h s of 6, 8, and 
12 inches. Ideal for your first t rencher , and perfect ly 
su i ted to c o m p l i m e n t bigger m a c h i n e s . 

for complete information please write, call or fax to . . . 

==_ C A R L S O N 
INDUSTRIES 

j I N I C 
• 25010 E. 5th St., Unit B, San Bernardino, CA 92410 
P.O. Box 917, Highland, CA 92346 

(909) 888-4882 • FAX (909) 889-5855 
USE READER SERVICE #65 

MasterCard & Visa Accepted 
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Work, work, work. 
That's all they ever do. 

Whether you're mowing a lot of 
lawn, unloading a ton of mulch or 
grading off a new yard, a Ford compact 
diesel tractor just plain works and 
works. Fact is, this reliable, hardworking 
machine helps make all of your 
landscaping jobs easier. 

Easy does it 
With a Ford compact tractor, it's 

easy for you and your crew to work 
your best. 

That's because it's easy to operate. 
Choose the transmission—including 

F O R D 

[\EWHOLLAI\D 

hydrostatic and shuttle shift—that 
matches the work you do most. A 
540-rpm PTO powers a wide range of 
implements and attachments. And 
optional 4WD increases your 
productivity on wet or muddy job sites. 

It's also easy to rely on. With its 
bigger cubic-inch displacement engine, 
heavy-duty rear axles and cast iron 
housings, this tractor just keeps working. 

U S E R E A D E R S E R V I C E #49 

Just as important, a Ford compact 
tractor is easy to maintain. With 
features like easy-to-reach routine 
service points and a hood that's easy to 
raise even with a loader or front blade 
attached. 

Long working relationship 
See your Ford New Holland dealer 

today and start a long-term working 
relationship with a Ford compact diesel 
tractor, available in nine models from 
16 to 43 gross hp. Then get to work, 
work, work. 

INEW HOLLAND 

The winning team 



Q Z Your contract with Conoco 
is on a man-hour basis. How does 
that compare to yourcontracts with 
other commercial clients? 

i A Z It is unusual for us to do it 
on an hourly basis. Typically, we 

would do a contract on a fixed sum. 
Conoco had a set criteria they were 
trying to perform. It's been fair to 
both parties: They can monitor 
hours and the rate is the all impor-
tant issue to me. And I think it's 
worked out for me. • 

Conoco's in-house staff works 
side by side with the contract 
crew from MBC Landscape. MBC 
employees report directly to the 
Conoco site on a daily basis. 

The author is a Contributing Edi-
tor to Lawn & Landscape Mainte-
nance magazine. 

Cover Story 
(continuedfrom page 36) 

i A l We purchase separate equip-
ment for that site and keep afull line 
there. We do all day-to-day mainte-
nance of equipment on-site. If we 
can't take care of a problem, we'll 
send our mechanic or we'll bring 
that equipment back to the shop. 

C ^ * Since youremployees work 
so closely with Conoco employ-
ees, do you ever fear that they'll 
hire away one of your employees? 

i A l It's always aconcem wher-
ever you have on-site people. Al-
though nothing is written into the 
contract about it, I think we're deal-
ing with ethical people. John and I 
would sit down and discuss it be-
fore it happened. If it were my per-
son going to him, I would have to 
agree that it would happen. As a mat-
ter of fact, we have exchanged people, 
but both of us knew about it in 
advance and it worked out for both 
of us. I would never hire one of his 
employees without asking him first. 

YAZOO 
Y a z o o M a n u f a c t u r i n g C o m p a n y , I n c . 
3 6 5 0 B a y S t r e e t 
J a c k s o n , Miss iss ipp i 3 9 2 1 3 
P h o n e : 6 0 1 - 3 6 6 - 6 4 2 1 or 8 0 0 - 7 2 3 - 9 4 9 6 

Y a z o o c h a l l e n g e d t h e c o m p e t i t i o n a n d w o n . Q u a l i f i e d d e a l e r s c a l l o r w r i t e f o r a f r e e v i d e o o f t h e Y a z o o C h a l l e n g e . 

Yazoo Created An 
Industiy StxÊteM 
With Its Front Cut 
Mowers... 

In t h e 1 9 6 0 s , Y a z o o 
i n t r o d u c e d its indus-

t r y - c h a n g i n g , f ront -cut 
r ider. T h e i d e a w a s to 
c r e a t e be t te r m a n e u -
verabi l i ty a n d visibility 
for t h e o p e r a t o r . 

But Y a z o o didn't 
stop there . T o d a y , 
Y a z o o is lead ing the 
front-cut industry with 
three m o d e l s e q u i p p e d 
for s m o o t h , responsive 
m a n e u v e r i n g . 

G r e a t m o w e r s 
b e g i n wi th innova t ion 
but a r e f in ished on ly 

! wi th g r e a t c r a f t m a n -
ship. 

For fifty y e a r s , 
Y a z o o h a s b e e n m a k -
ing t h e re l iab le , highly 
d u r a b l e m o w e r that 
k e e p s y o u a n d your 
c u s t o m e r s sat isf ied. 

U S E R E A D E R S E R V I C E # 7 6 
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Pop- l i te LUMASTONES TM 

Unique Low-Voltage Outdoor Lighting 

• HIDDEN BELOW GROUND 
DURING THE DAY 
Eliminates mowing or trimming problems. Since the 'Pop-Up Lite™' 
is below ground during the day, it does not interfere with walkways 
and landscaping. 

• POPS UP OUT OF GROUND 
AT NIGHT 
A remote photo cell activates timer to raise and turn on the lights at 
sunset. At the end of a cycle (4, 6, 8 hours or all night) the light turns 
off and retracts into the ground. 

~ 5 o o a w u i b. 

The 'Pop-Up Lite™' is a new concept in outdoor lighting. Designed to 
facilitate landscape maintenance and eliminate interference with 

walkways and landscape 
features. The 'Pop-Up Lite M' 
remains hidden underground 
during daylight hours. At sunset, 
a photo cell raises each light on 
the circuit and turns it on for the 
cycle length you set. At the end of 
the cycle, the light retracts into the 
ground until the next evening. An 
8-ft. to 10-ft. distance between 
lights is recommended, although 
this can be adjusted for individual 
landscaping needs. Now you can 

enjoy maintenance-free outdoor lighting that you can install with ease 
yourself. And remember, they only come out at night. 

_ Doobta p«otected ifwoafty 
beiigned motoi'Md kit »yitett 

_ Ov#flood protection for motor 

Glowing Stepping Stones to Light Your Way... 

Anew concept in low voltage outdoor illumination. Lighting 
that will guide you safely across your yard or through the 

garden. The easy to change bulb is weather protected so the 
LUMASTONES™ can be installed directly in a pathway or lawn 
and can be walked on like any other stepping stone. 

* • *" ^fi * 

- y 

L L i s J 

* * 

LUMASTONES™ are durable. They can withstand the extremest 
of temperatures, from desert summers to northern winters. They resist 
lawn and garden chemicals and are not affected by harmful sunrays. 

LUMASTONES™ can be installed in minutes to any existing 
12 volt system. 
TO PLACE AN ORDER OR FOR FURTHER INFORMATION PLEASE CONTACT: 

CORONA PLASTICS SALES & SERVICE, INC. 
1755 Commerce Street, Norco, CA 91760 
(909) 737-7439 • FAX (909) 737-0181 
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L A N D S C A P E D E S I G N 

Innovative design trends are evolving with hardscaping materials centering on a variety of stonework and railroad ties. Photo: DuBrow's Nurseries 

Innovative Designs 
Transform 0 

Ordinary Landscapes 
Todays most surprising and innovative trends 

in landscape designs come not in the techniques used so much as the variety of 
hardscaping materials and senices offered. 
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FAD DESIGNS come 
and go but the one con-
stant that remains in land-
scape designing is the 
ambiguity of what's hot 
and what's not. 

For the most part, the 
determination of which 
trends become mainstays 
and which fade away rests 
heavily on a particular re-
gion,clients' needsand pref-
erences and the designer's 
personal taste and style. 

Most landscape archi-
tects concur that the ma-
jority of today's innova-
tions center on hardscap-
ing—the types and range 
of services offered, as well 
as materials used. 

Water features, particu-
larly in residential settings, 
appear to be basking in 
their glory in the East and 
Midwest. Due to water 
conservation efforts on the 
West Coast and in the 
Southeast, however, the 
call for water designs in 
those regions is dwindling. 
The most innovative 
trends developing in hard-
scaping center on the vari-
ety of stonework offered 
by manufacturers. A pal-
let of new additives, partic-
ularly in concrete, gives 
designers more creative 
freedom in choosing shapes, 
contours, colors, textures 

and styles. 
Other regional design trends 

noted include integrating prairie 
grass into landscaped habitats, cre-
ating natural-looking or traditional 
settings and using increasing num-
bers of ornamental grasses, as well 
as perennials and other low-main-
tenance plants. 

HARDSCAPING. A surprising num-
ber of landscape architecture and 
design/build Firms are offering 
hardscaping services, including the 
design of patios, decks, walkways, 
site furniture, fountains, waterfalls, 
ponds and rock sculptures. 

Firms are Finding these services 
tie in neatly with landscape design, 
since they greatly impact the over-
all effect. "Hardscaping can make 
or break a design," said Heather 

Pallay, landscape architect for 
DuBrow's Nurseries, Livingston, 
N.J. "We place the hardscaping fea-
tures—decks, patios, whatever— 
in the landscape before we install 
any plant material." 

Requests for water features have 
waned in reduced water use areas, 
such as California and Florida, but 
architects in New Jersey, Illinois 
and Montana see a definite demand 
for that service, particularly at resi-
dential and small commercial sites. 

Whether those services gain 
popularity because of client requests 
or designer preference is difficult to 
determine. Whichever bears closer 
to the truth, designers and archi-
tects seem to relish the challenges 
presented by integrating such fea-
tures into their overall designs. 

"You can't have too much water 
in the landscape. If residential cli-
ents don't have a brook or pool, 
we'll integrate a fountain of some 
sort," said John Smith of John C. 
Smith & Associates, Far Hills, N.J. 

Small fountains and pools ap-
pear to be most popular with cli-
ents; ponds appear least liked by 
architects due to their difficult de-
sign features. 

"From the design standpoint, you 
have to make sure (a pond) mini-
mizes maintenance as much as pos-
sible. You also have to make sure the 
pumps are properly sized, and you 
get the Filters in. Lighting is also 
important," said Bob Broughton, 
owner of Empire Landscaping, 
Hamilton, Mont. "There's also the 
challenge of making clients aware 
there is quite a bit of maintenance 
that goes along with ponds." 

Van Neie, regional manager for 
The Brickman Group, Long Grove, 
111., finds stream beds and ponds 
hold the keen interest of clients. His 
own preference lies in creating wa-
terfalls for small commercial sites, 
set off by overhanging decks or 
rock outcroppings. "I might prefer 
(acertain style), but we always base 
our designs on a client's wishes. 
We collect input from them. What 
we draw comes out of that. We kind 
of massage their visions intoa work-
able solution." 

Manufacturers of hardscaping 
materials have produced an array 
of options in recent years. "We see 
a lot of different styles for walks— 
not just pavers, but concrete that's 
stamped with a pattern or is ex-
posed aggregate, where you can ac-
tually see the stone work," Brough-
ton said. 

A number of landscape archi-
tects choose to dabble with a vari-
ety of native and natural weathered 
stones, sometimes as a substitute 
for concrete. 

Based on client preference, Neie 
uses earthy and natural-looking 
types, such as flagstone and brick, 
for walkways and patios. "F ve seen 
increased use of Lannon stone and 
other types that have different tex-
tures. The Lannon is a great rustic 
stone. It has an informal appear-
ance," he said. 

Jeff Snyder, landscape architect 
for Chapel Valley Landscape Co., 
Woodbine, Md., recently worked 
for a landscape architecture firm in 
California where concrete is used 
in a variety of creative applications, 
including replacing natural stones. 

such as limestone, at lower cost. 
"They're doing a lot of exciting, 

creative things with concrete tech-
nology," he said. "They're using 
more materials mixed in the con-
crete to alter its color and texture. 
One company offers a line of benches, 
balustrades and railings made out of 
cement mix materials that give the 
impression of limestone." 

The advantage here is that it broad-
ens the designer's base for creating 
textures, shapes and configurations, 
often at a lower cost. In addition, 
concrete is one of a few materials 
that can be recycled and reused. 

Other alternative materials con-
tinue to gain popularity as well. The 
most innovative example stems from 
renowned landscape architect Peter 
Walker'sexperimentation with metal 
tree surrogates. 

"Walker has invested time and 
energy in creating plants without 
using plants," Snyder said. In par-
ticular, Walker designed a metal 
structure in the shape of a tree, over-
grown by plants, for areas where 
trees can't be planted. "It doesn't 
look exactly like a tree, but it gives 
the same effect." 

The concept, though considered 
bizarre by some, challenges design-
ers to think in broader terms of ma-
terials available, as well as their mul-
titude of potential uses. 

"Some designers are out of touch 
with what's available. They get in 
the habit of going by what's in their 
trusted catalog and don't try to find 
other materials that may work as 
well or even better," Snyder said. 
Other hardscaping trends noted in-
clude increased use of painted, cus-
tom-made fences for high-end resi-
dential and advanced technology to 
prolong the life spans of outdoor 
lighting systems. 

THE PERENNIAL QUEST. Clients 
preferences for perennials, a not-so-
new trend, continues to thrive, pre-
dominantly on the East and West 
coasts and in the South, according to 
landscape architects. 

"We're seeing a definite inclina-
tion toward increased use of peren-
nials and color and away from foun-

Water features are popular in most 
every landscape setting, although 
areas known for drought are 
cutting back. Photo: CLCA 
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dation plantings. Smith said. "I think 
we've used perennials on almost all 
of our jobs. We're staying away 
from standard lilacs and azaleas." 

Smith attributes the trend to a 
growing movement toward return-
ing to traditional-style landscapes 
and gardens. "It 's sort of going 
back to the 1930s and during World 
War 11 when everyone had perenni-
als and noticed them." 

He also bases the move on Ameri-
cans' seemingly increasing respect 
for English-type gardens. "People 
go over to England and like what 
they see. They want to bring a little 
back with them. Their tastes are 
moving from static conditions to 
gardens that are big and overgrown 
and that may require a little more 
work." 

Perennials remain popular be-
cause they're "nicely textured and 
visually pleasing," according to 
Wolfgang Oehme of Oehme, van 
Sweden & Associates, Washing-
ton, D.C. 

New perennial plants keep com-
ing available, providing fresh alter-
natives each season. "We like to try 
new plants, mix types that bloom in 

different seasons," Oehme said. 
He and Smith see amplified use 

of minor trees and shrubs adjacent 
to perennial gardens. "They blend 
nicely with the perennial gardens; 
providing a nice visual effect," Oeh-
me said. 

In general, Neie finds trees and 
turf are replacing ground covers in 

commercial and residential land-
scapes. "It boils down to a mainte-
nance issue. They cost much less to 
maintain. The value of the dollar 
typically relates to using small trees, 
incorporating less detail," he said. 
"Flowers always have a material 
cost. The first to go is annual color. 
There's more use of perennials, 

Traditional-style landscapes are 
returning as homeowners are 
spending more time at home. 

smaller bed mixes and fewer de-
tails." 

Pal lay is witnessing more con-
centrated stands of shade trees be-
ing implemented in residential de-
signs. "They improve the microcli-

(continued on page 44) 

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 PROPERTV SPRINKLERS PIPING SECTIONING TEXT HVDRAULICS INEO 
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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 (if s FREE). 
Rain Bird Sales, Inc., Contractor Division, 155 North Grand Ave., Glendora, CA 91740 
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W E P A S S T E S T S 

E V E N V O L V O H A S N ' T H E A R D O F , 

Slope Control tests, Blade Enclosure tests, Thrown Objects tests . . . even the most respected auto manufacturer 
wouldn't be checking these things. (Of course, you wouldn't see them trying to hug a grassy incline spinning a sharp 
metal blade at 18,000 ft. per minute either.) Needless to say, when you're mowing a lawn, safety is no less an issue. 

That's why Toro tests each ProLine model based on over 100 different criteria specifically related to mowing. And the 
results do more than satisfy ANSI standards. The fact is, in this field you can't buy a safer mower. 

If you'd like to know more about what separates Toros from Volvos (and everything 
else), call us at 1-800-348-2424. Or just stop by and see your ProLine dealer today. When you want it done right , 

USE READER SERVICE #82 

BD ProLine 



Landscape Design 
(continued from page 42) 

mate, help heat and cool homes, 
release oxygen into the air — and 
are low maintenance," she said. 

ALTERNATIVE TRENDS. While 
some clients may clamor for tradi-
tional settings, Smith concedes there 
is a growing demand for use of 
natives and "naturalistic type 
plantings, as opposed to shapes that 
take a lot of time." 

Ornamental grasses continue to 
grow in popularity, he said, al-
though "we're on the north edge of 
those, so we're a little limited in 
what we can use." 

He noted that Miscanthus is fre-
quently found in masses around 
plant bed borders, and that use of 
dwarf grasses and fountain grasses 
is on the upswing. "The fountain 
grasses are often used around pools. 
They're light in texture; they look 
comfortable." 

Certain warm-season plants are 
migrating northward, however, he 
reported. "Perhaps some plants are 
hardier than we thought, or we 

haven't tested them thoroughly. As 
they continue to survive, we push 
them a little more. One we're see-
ing more of in New Jersey is the 
Virginia magnolia." 

Neie noted a trend toward test-
ing uses of prairie grasses next to 
native grasses at residential sites. 
"That's very new here in the Chi-

"Some designers 
get in the habit of 
going by what's in 
their trusted cata-
logs and don't try 
to find other ma-
terials that may 

work better." 

cago area. The grasses are manicur-
ed to look natural. Reception has 
been good, although its still in the 
experimental stage." 

A growing trend Broughton 

noted is an increased use of tactile 
pavers that have bumps along the 
curbing that signal grade changes 
and other deviations in the land-
scape for the visually impaired. 
"They' re q ueu i ng de v ices, real ly," 
Broughton said. "The visually im-
paired can feel the raised bumps 
with a cane and know a change is 
coming in the pavement." 

Design techniques, often gov-
erned by personal taste and whim of 
the landscape architect, haven't 
seemed to fluctuate much in recent 
years. One trend Neie noted was 
unifying the landscape near high-
traffic areas. "The idea is to keep 
circulation patterns open. You look 
at the major circulation flows — 
how people traverse. Ifthey're walk-
ing, you obviously use more detail 
than if they're driving by at 35 or 50 
mph," he said. 

Otherchanges include increased 
detailed landscaping around entry 
features and storm management 
ponds. 

Interesting, but more concen-
trated trends, include integrating 
vegetable gardens into the land-
scape design; a search for deer-re-

sistant plants in the East and North-
west (some alternative solutions 
used thus far include increased use 
of fencing and grading changes); 
and use of plants in non-traditional 
settings, such as palm trees in New 
Jersey. "The palm trees were used 
indoors. They took them out at the 
end of summer," Smith said. "It 
was a kind of fun thing. You can try 
anything." 

Overall, designers are largely 
limited by budget, time and mate-
rial constraints, as well as client 
preferences, Neie said. "There are a 
number of design elements I'd be 
interested in trying, if I could find a 
receptive audience. 

"For commercial jobs, the busi-
ness place is driven by the value of 
the dollar. In high-end residential 
peopledon't mind something a little 
different, a little extra. Something 
that is a chai lenge to bu i Id and v ie w," 
he said. 

But, he added, they're also will-
ing and able to pay for it. • 

The author is Senior Editor of Lawn 
& Landscape Maintenance maga-
zine. 

More grass in one pass 
Bull ion's new, i m p r o v e d T u r f m a k e r S e e d e r he lps you g r o w 
thicker, m o r e un i form s t a n d s a n d s a v e u p to 5 0 % in s e e d costs. 
Its l e g e n d a r y prec is ion s e e d i n g he lps you get bet ter s e e d / s o i l 
contact , i n c r e a s e d g e r m i n a t i o n , faster e m e r g e n c e a n d th icker 
s t a n d s all w i th o n e p a s s s e e d i n g . 

T h e Tur fmaker is built t o u g h for longer, m o r e p rec ise opera t ion , 
fea tur ing a heavier , m o r e posit ive g round-dr ive system. A two-
p i e c e s e e d shaf t wi th cen te r a d j u s t m e n t o n t h e 10 ' m o d e l 
prov ides m o r e p rec ise s e e d i n g . O p t i o n a l t rack r e m o v e r kits, 
s c r a p e r s a n d s e e d b o x agi tator kits a r e avai lable . 

For m o r e in format ion o n Brillion's new, improved 
Turfmaker , s e n d this a d wi th your n a m e a n d a d d r e s s 
to Bril l ion Iron Works , Inc., Bril l ion, W l 54110. 
O r cal l us at 414 -756 -2121 or fax 4 1 4 - 7 5 6 - 3 4 0 9 . 

In addi t ion , meta l def lectors a r e 6 8 % st ronger 
a n d e x t e n d c loser to t h e g r o u n d to g u i d e 
s e e d b e t w e e n roller w h e e l s for e v e n 
s e e d i n g d e s p i t e w i n d y condi t ions. 
N e w glass-f i l led nylon s e e d m e t e r s 
e n s u r e c o n t i n u o u s accuracy . 

Turfmaker Seeders 
8 models, pull and 3 pt. hitch 
5'4", 8', 10' and 12' models 
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WHEN IT COMES TO 
GUARDING AGAINST WEEDS, 

T H I N K O F U S A S , 
MAN'S BEST FRIEND. 

The Andersons 
Proven Professional 
Turf,M Fertilizers 
Combined With 
TEAM™ Broad 
Spectrum Weed 
Control Get You The 
Results You Need To 
Turn Customers Into 
Friends For Life. 

f j ? .'•' 1*1 

Professional 
Turf" Products 

Professional 
Turf" Products 

Professional 
Turf" Products 

Standard Professional Turf fertilizer 
formulations incorporating Team 
include: 

• 2 5 - 3 - 8 
• 2 0 - 2 - 6 
• 2 0 - 5 - 5 

Each product is individually 
designed to meet specific nutrient 
requirements and deliver up to 16 
weeks of effective weed control. But 
you get more than effective-ness. 
You get efficiency, too, because you 
get two jobs done with one 
application. 

Team is a proven performer when 
it comes to crabgrass, goosegrass 
and many other pesky weeds. Plus 
it's labeled for use on most major 
turfgrass species. With The 
Andersons superior formulating 
capabilities you get clean, free-
flowing products for consistently 
great results. Use The Andersons 
Professional Turf fertilizers with 
Team and make your customers 
friends for life. 

the professional's 
partner® 

Andersons 
® 

For more information 
about our Professional 
Turf products, call toll-
free 1-800-225-ANDY 

™ T E A M is a registered trademark-of DowElanco 
© 1994 The Andersons 
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TAKE SEASON-LONG, 
CONSISTENT CONTROL 
T o NEW HEIGHTS 

SANDOZ sticides effectively. Read and follow label instructions carefully. Barricade is a registered trade ma 

DISTRIBUTED BY: AG RESOURCES. INC. 
BRANDON, FL 

AGRA TURF 
SEARCY. AR 

AGRI TURF. INC. 
HATFIELD. MA 

THE ANDERSONS 
MAUMEE, OH 

BENHAM CHEMICAL CO. 
EARMINGTON HILLS. Ml 

CANNON TURF SUPPLY, INC.. 
INDIANAPOLIS. IN 

ESTES. INC. 
WICHITA FALLS. TX 

FISHER & SON, CO. 
MALVERN. PA 

E.H. GRIFFITH. INC. 
PITTSBURGH. PA 

GEORGE W. HILL & CO. 
FLORENCE, KY 

HOWARD JOHNSON'S ENT. 
MILWAUKEE, Wl 

KNOX FERTILIZER CO. 
KNOX. IN 

KOOS/SHORE, INC. 
KENOSHA, Wl 



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 CONTROL 
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 
I ON FERTILIZER 

Barricade 
65** 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 1 - 8 0 0 - 4 3 5 - T U R F . 

Barricade 

LEA S GREEN MEADOWS. INC. 
TEMPLE HILLS. MD 

LEBANON TURF PRODUCTS. INC. 
LEBANON. PA 

PENAGRO T&O PRODUCTS PENNINGTON ENTERPRISES. INC., 
BOONE, NC MADISON. GA 

PROFESSIONAL TURF SPECIALTIES, INC., REGAL CHEMICAL, CO. 
ST. CHARLES. MO ALPHARETTA, GA 

TURF INDUSTRIES. INC. 

HOUSTON. TX 

TURF PRODUCTS LTD , INC. 

W.CHICAGO. IL 

TURF SUPPLY COMPANY UNITED HORTICULTURAL 
EAGAN, MN SUPPLY. SALEM. OR 

USE READER SERVICE #48 

VIGORO INDUSTRIES. INC. WILBUR-ELLIS COMPANY 
WINTER HAVEN, FL KENT. WA 



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

Contractors 
Expect 

Interior 
Rebound 

Competitive pricing, 
underbidding and low construction 

forced the interiorscaping market to 
slump in the early 1990s. Todays leaner, 

tougher companies have armed 
themselves with quality service 

and diversification. 

By Cathy Hoehn 
IN THE 1980s, if an interiorscaping 
firm's employees quit their jobs, 
the company simply hired replace-
ments without regard to cost. In 
fact, firms generally hired extra help 
to keep pace with client demand for 
elaborate plantscaping designs in 
malls, office parks, hotels and other 
buildings with high-traffic areas. 

In short, businesses boomed. 
Like many segments of the green 

industry, interiorscaping firms en-
tered the 1990s stung by increased 
competition, underbidding and a 
cutback in jobs because of a stag-
nant construction market. 

Large multi-service, deep-pock-
eted corporations had infiltrated the 
market, busily acquiring the top 
interiorscaping firms, along with 
their experience and expertise. Com-
petition suddenly became fierce, 
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pricing pressures increased and mid-
sized firms learned quick, hard les-
sons in frugality and efficiency. 

Since then, those mid-sized firms 
have mastered the key phrases of 
the 90s: marketability and customer 
service. 

"We concentrated on quality, 
clients and service. It's really paid 
off in this particular downturn," 
said Ray Brooks, owner of Plant 
People, a SI million-plus interior-
scaping firm based in Tucson, Ariz., 
which, despite the tight market, saw 
its best year in 1993. 

Companies gave mixed reports 
on the rate of recovery. Most said a 
return to a comfortable growth level 
will take a few years. "Growth has 
been strong in the last four or five 
months...The market has been flat, 
but I expect there will be slow growth 

over the next few years," said Gor-
don Crenshaw, vice president of 
market development for Orkin, 
which is owned by Rollins Inc. 

Crenshaw declined to give spe-
cific growth figures for Orkin's 
plantscape division, but said by re-
gion, the California market showed 
the least growth in 1993, the South-
east fared very well and the North-
west held its own. 

In general, mid-sized companies 
are expected to feel the most heat. "I 
think the squeeze may come to the 
mid-sized companies in the indus-
try. They need to do a certain amount 
of business to support their over-
head. Down the road, they will have 
a hard time," said Gary Mangum, 
vice president of Creative Plantings, 
Burtonsville, Md. 

Large companies which can rely 
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on their other services to recoup 
financial losses during the in-
teriorscaping market's downturn, 
remain mostly optimistic. As ex-
pected, conglomerates like Orkin 
and Rentokil Inc.- Tropical Plant 
Services, Riverwoods, 111., con-
tinue to watch for acquisition pos-
sibilities. 

STATE OF THE INDUSTRY.Over 
all, the interiorscaping market re-
mains sluggish. Housing starts and 
construction are picking up, how-
ever, which should help spur the 
interiorscaping market into some 
form of recovery. 

"The interior market has been 
tough the last couple of years. It's 
really slowed down our indus-
try," said Deborah Sparks, market 
manager for Foliage Plant Sys-
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Money was once no object in interiorscaping, but economic 
constraints have recently taken over. Photo: Rentokil 

terns. Pine Brook, N.J. "Clientsare 
often looking at cost-cutting mea-
sures so they're either asking us to 
hold the price they've had for years, 
or they're asking for a reduction in 
price. And competition is tough. 
There's not much brand new work 
going on. All competitors are look-
ing at each others' businesses a lot 
more closely than they ever did." 

"What companies are asking for 
now is plain, run-of-the-mill 
plantscaping service at the lowest 
price they can get," Brooks said. 
"It's different from when we first 
got into the market. Up until 1989, 
we were doing unusual landscapes. 
Money was almost no object." 

Office, warehouse, apartment 
and residential occupancy is all pick-
ing up, at least in Arizona, Brooks 
reported. "Housing is rebounding 

fairly well in town. It will be an-
other year before office vacancies 
start to dwindle to where they're 
actually building new high-rises." 

New construction won't include 
malls, hotels or major office parks 
for at least one to two years, accord-
ing to industry observers. To com-
pensate, interiorscaping companies 
are embarking on renovation pro-
jects. 

Office renovation has become 
central to Brook' s business. "Com-
panies are moving because of the 
office space glut. Pricing for office 
space has decreased, leaving com-
panies with money to spend on 
landscaping and interior design, he 
said. "We've gotten a good deal of 
business from that." 

Developers and architects con-
tinue to specify cost effective de-

signs with less space for 
atriums and plants, ac-
cording to David Mues-
sel, owner of Inner Gar-
dens Landscape, Hous-
ton. Muessel's clients, 
remaining budget con-
scious, are replacing live 
plant material with arti-
ficial silk ones to cut 
maintenance costs, a 
trend which Sparks said 
is not evident on the East 
Coast. Muessel cited a 
chain of banks that re-
placed all its live plants 
with artificial ones. 

Clients of Creative 
Plantings are spending 
more money on low-cost 
"curb appeal," integrat-
ing designs that lead up 
to the building entrance 
and "carry right inside," 
Mangum said. 

"They're dressing up 
outside and in. Anything 
from street trees and 
street tree planters—any 
flowers you add to the 
base of those street tree 
planters — to adding 
free-standing containers 
to the left and right of a 
door to define the en-
trance way and leading 
right inside." 

Even the largest companies feel 
slightly squeezed, Crenshaw said. 
"The economy took a big lick on 
this business, more than any of our 
other businesses. I think that has to 
do with who we're servicing. When 
dealing with hotels and office com-
plexes that have low occupancy 
rates, this is one of the first services 
to get cut." 

B ut the overal 1 market is far from 
doom and gloom, according to Dick 
Cottrill, president of Rentokil, 
Riverwoods, 111. 

"There are still some areas where 
office vacancy rates are increasing 
— Dallas and Houston in particu-
lar. But most of the other markets 
we're in — Chicago, Washington, 
Boston, Atlanta — in those mar-
kets, office vacancy rates are start-
ing to shrink," he said. 

CONSOLIDATION. The service in-
dustry has become the second larg-
est growth sector in the United States 
behind health care, according to fed-
eral government statistics. That fact 
is never more evident than in the 
green industry, where key players 
like Orkin carry the concept of one-
stop shopping to new heights. 

Orkin entered the United States 
interiorscaping market to seize what 
the industry portrayed as tremen-
dous opportunity, said Crenshaw, 
who guided the company's move 
into the market. 

"Before we (Orkin) go into any-
thing there needs to be big potential 
for where it can go in the future. The 
interiorscape industry was project-
ing, through its national associations, 
a billion dollar market. We thought 
it was big enough for us to look 
into," Crenshaw said. 

Interiorscape magazine recently 
ranked Plantscaping by Orkin the 
second largest interiorscaping com-
pany in the United States. The com-
pany reported S18.9 million in sales 
between Sep. 1,1992, and Aug. 31, 
1993, and boasts 10 branches na-
tionwide. 

The top contender in the market is 
Rentokil, a United Kingdom com-
pany which gained national recog-
nition when it purchased Terry 
Anderson's Tropical Plant Rentals, 
an Illinois-based firm, about five 
years ago. Rentokil, which manages 
13 offices nationwide, was ranked 
number one by Interiorscape maga-
zine in interiorscaping sales with a 
reported $66 million in revenues. 

Both Orkin and Rentokil expect 
to continue building their nests. 
Rentokil hopes to acquire a few more 
"good sized" companies this year, 
according to Cottrill. Crenshaw pre-
dicts "modest growth" for Orkin, as 
the company focuses on "trying to 
retain and keep customers happy 
and satisfied that we have already 
acquired. We spent a lot of money to 
get them. We don't want to just lose 
them." 

Crenshaw pointed out that even 
when times are tough, largely diver-
sified, deep-pocketed companies like 
Orkin hold adefinite advantage. "I'm 
sure (low construction) has affected 

L4 WV <6 LANDSCAPE MAINTENANCE • FEBRUARY 1994 79 



business, but we have so many 
things we can do to take up the slack 
from other sources, cross-market-
ing our own customers with our 
other services. 

"We have really continued to 
grow, whereas if we just continued 
to do same old thing we'd done for 
years, or done what people we ac-
quired had done, we'd probably 
have gone backward," he said. 

Some animosity exists between 
established interior companies and 
those who have entered the market 
by acquisition. Not uncommon, the 
smaller company owners hold the 
largercompanies generally respon-
sible for inciting price wars. "We're 
really seeing pricing pressures. We 
haven't raised our prices in four 
years, and we're getting underbid 
30 to 40 percent. Those companies 
are taking profitability right out of 
the business," Mueller said. 

On the other hand, Cottrill claims 
Rentokil charges higher than aver-
age prices and Sparks and Mangum 
agreed the larger companies have 
not underpriced the market. 

Crenshaw believes numerous 
smaller companies wrongly view 

large corporations as trying to domi-
nate the industry. 

"But that's not the case. For in-
stance, if you go into a town like 
Dallas, I think we're bigger than 
any other company in Dallas—the 
biggest of any individual compa-
nies — but not the biggest of all the 
others put together. So we would 

be a small percentage of the total," 
he said. 

One company owner (who 
wished to remain anonymous) sold 
his business to Rentokil last year, 
an agreement he almost refused. "I 
think everybody is skeptical and 
concerned. They want to know what 
these huge companies are doing...! 

Office renovation is becoming 
central to quite a few interior 
firms. Photo: Rentokil 

have a lot of friends in the industry 
that are perfectly happy with what 
they 're doing. They look at me and 
wonder what's going on in my 
head," he said. 

"I 've had a really good experi-
ence. When I was wearing the other 
hat, before the Rentokil deal, I never 
saw any price pressures from them. 
They have specific profit and 
growth goals. I have not seen any 
pressure to add business by selling 
the services cheaply," he said. 

In addition, his firm gained the 
benefit of Rentokil's vast research 
resources in the United Kingdom. 

MARKET POTENTIAL Industiy ob-
servers predict continued consoli-
dation among the larger compa-
nies, slow recovery of construction 
and office occupancy and increased 
renovations for malls and offices. 

"Interiorscaping is a viable mar-
ket. It's a service that is definitely 
needed. But companies have to be 
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P R E C I O U S G E M S . 

For Results Your Customers Will Treasure, 
These Turf Foods Are True Gems. 

Harmony and Earthgro 
offer you a complete 
selection of: 

- Organic 
- Natural 
- Bridge" Products 

that really perform. 

l iARVlONY 
^ In Tune With Nature® 

800-343-6343 
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Call Harmony for 
additional information, 
a free newsletter 
subscription, and 
for the location of the 
distributor nearest you. 

Earthgro 
The Xatural Choke ^ ^ 

800-736-7645 
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Pull more profit with 
the Ryan family of aerators 

Healthy business growth for you. Healthy, vigorous grass 
for your customers. Aeration is the way to accomplish 
both. For aerators that can handle everything from small 
residential lawns to wide open commercial grounds, there's 
nothing like a Ryan. Ryan has been 

helping professional lawn care operators pull in new 
business since 1960. It can do the same for you. 

Lawnaire IV-The Lawnaire IV is the highest-quality roll-
type aerator on the market, covering up to 21,000 square 
feet per hour. 

Lawnaire V-The Lawnaire Vs wide 26-inch aerating 
width provides excellent stability for aeration on 
sloped surfaces and can aerate up to 29,000 square 
feet per hour. 

Lawnaire 28-The Lawnaire 28 features 2.5-inch 
coring depth, up to 12 holes per square foot and aerates 

up to 24,000 square feet per hour. 

For a free brochure on aeration or the name of the Ryan 
dealer nearest you, call 1 - 8 0 0 - 2 2 8 - 4 4 4 4 . 

All Ryan aeration equipment is backed 
by Ransomes America Corporation 
Performance Engineered Parts Program. 

R Y A N 
6301 Ransomes America Corporation, 7900 West 78th Street, Suite 105, Minneapolis, MN 55439 
© Ransomes America Corporation 1993. All rights reserved. 

Driven to be the best 
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Control. Convenience. 
Affoidability A l l Wrapped 
Up In One Neat Little Package. 
Introducing PENDULUM' WDG 

PENDULUM" WDG herbicide is the over-the-top preemergent that 

controls more than 45 annual grasses and broadleaf weeds. At a surprisingly 

economical cost. 

In fact, PENDULUM provides the same level of control as other leading 
t 

preemergent herbicides, including Surflan1, but for less money per treated acre. 

Without harming labeled ornamentals. 

And thanks to our new pre-measured, water-soluble packages, PENDULUM 

is easier than ever to use. The bags dissolve entirely, and exposure to your 

employees is reduced. a v cyan amid 
V ^ F Agr icu l tura l P r o d u c t s D iv is ion 

Call 1-800-207-6910 to order, or see your distributor. «SX?osD~o1994 
Always read and follow label directions Trademark, DowElanco 
® Trademark, American Cyanamid Company 

WOO hwbicid* 

Keeps weeds from emerging. 
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Interiorscaping 
(continuedfrom page 50) 

ready to plan for the long-term. 
That 's where the money will be 
made. That 's why we're staying in 
it,"Muessel said. 

"What we need to watch is for 
building and construction to pick 
up significandy. There will be a little 

bit of a delay before it affects 
interiorscaping. I don't see that hap-
pening tomorrow. Maybe in a few 
years," Sparks added. 

Interiorscaping companies plan 
to focus more on customer service 
and to delve into some specialty 
niches, such as holiday decorating, 
plant rotation and exterior work. 
Orkin already offers holiday deco-

ration and exterior work in some 
markets, such as color beds, con-
tainerized plantings, special events 
and short-term rentals, Crenshaw said 

About 90 percent of Rentokil's 
business is interior maintenance of 
tropical and subtropical plants, 
Cottrill said. Blooming rotations 
used to be a separate service; now 
it's assumed to be part of the same. 

"There are some small services 
we occasionally get into, but no 
large-scale landscaping. Nothing 
that major. We have no intention of 
getting into the exterior business," 
Cottrill said. • 

The author is Senior Editor of Lawn 
& Landscape Maintenance maga-
zine. 

INTERIOR AND EXTERIOR: A BAD MIX? 
IT ISN'T UNUSUAL for exterior landscaping firms to delve into inter-
ior work, or vice versa, but the two services don't mix easily. There are 
tricks to offering both services well, according to company owners. 

The main challenge is hiring technicians with expertise in both, 
according to Ray Brooks, owner of Plant People, Tucson, Ariz. "The 
services are almost the exact opposite. Interiorscaping requires a different 
type of knowledge. You put in too much water or not enough, the air 
comes on and dries the plants out. Heat comes on and throws off 
everything." 

Crenshaw advised keeping the two entities entirely separate divisions, 
particularly for smaller exterior companies just entering the market. 

"I don't advise having an interior and exterior business unless they're 
completely separate divisions," he said. "If you are a small exterior com-
pany and are considering expanding to interior, I would think carefully 
because it's not the same technology as exterior. 

"As you get into it more, get more comfortable with it, you can start to 
bring in your other people — as long as you have a good foundation and 
they're a small part of it. You can start to train. But with no experience, 

to just go into it and start it would be pretty rough. As a matter of fact, I 
say you would have a real high rate of failure." 

Creative Plantings, a mostly interiorscaping firm, evolved its exterior 
business slowly. The same crews handle both the interior and exterior 
work, Mangum said."We probably did our first exterior work about 15 
years ago. As the business expanded, we added equipment and so on. We 
could compete with most any exterior company right now, but we just 
don't do larger scale projects. We just really stay away from them." 

Mangum has noted more interior companies getting into exterior than 
vice versa. "I think it's smaller scale, and it's usually work exterior folks 
aren't crazy about going after—small-scale stuff in the city, where you 
just have different things to be concerned with than in a larger commercial 
or any residential setting. 

"For example, you have parking tickets, people walking down sidewalks to 
the bus stop. We're used to dealing with that type of thing in people's 
hallways. In hotels, you have to be really sensitive to those kinds of things. 
To most exterior folks it's a different operation. Our people are really 
trained from inside out and I think that's a little bit easier of a transition." 

D E S I G N I M A G I N G G R O U P 
C o m p u t e r I m a g i n g f o r the L a n d s c a p e Indus t ry 

Each day the landscape 
business gets more competitive. 
Woetzel Landscaping needed a 
unique way to differentiate 
their company and services. 

m In the six months since l started offering 
computer images we have increased our 
dose ratejrom 30% to 75% of the deals we 
hid on. The software allows us to be more 
craatii »e, gii^es customers more confidence in 
their derision and wins us larger deals. 1 
can't unit for spring!" j,m Wo.u.4 

WofUfl Landscaping 
Midland Part. N.) 

G a i n t h e a d v a n t a g e o n y o u r c o m p e t i t i o n ] 

Only $ 899.00 ust price 
It's e a s y to p a y b a c k y o u r 
i n v e s t m e n t w i t h a f e w j o b s w o n 
w i t h o u r n e w l o w pr i ced 
"Genesis,"... the res t is all profi t ! 

CALL US NOW at (818) 706-8786 or FAX us at (818) 7068460 to receive In formation or video on 
how you can increase your overall sales with an iuiaging system from Design Imaging («roup 

$2889 
Models 30180. 30152 

•16 HP Kohler 52 Mower 
•Set-up and delivery extra. 

I p to 40% o f f o r i g i na l 
To ro P ro L i ne par t s 

POWER EQUIPMENT 
Fort Wayne, IN Toll Free 

219-432-9438 800-307-2114 

• Redefine the way landscape designs are proposed 
• Increase your bottom line by offering this key service 

"Genesis," t h e n e w a f f o r d a b l e 
c o m p u t e r i m a g i n g s o f t w a r e f r o m 
DIG, wi l l h e l p y o u g r o w y o u r 
b u s i n e s s a n d a t t r a c t a n d e x c i t e 
n e w c u s t o m e r s . A s y o u k n o w , m o s t 
p e o p l e (80%) c a n n o t v i s u a l i z e a 
f ina l d e s i g n f rom a b l u e p r i n t ... 
n o w y o u c a n e a s i l y s h o w t h e m 
y o u r p h o t o - r e a l i s t i c r e n d e r i n g of 
t h e i r f i n i s h e d projec t ! 
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YOU CAN AFFORD A SCAG. 
If you're looking for a new com-

mercial mower, compare durability. 
Then compare features, cutting 
performance and serviceability. And 
after you've done all that, then take 
a look at the price tag. 

There's a difference between 
Scag commercial mowers and the 
competition. And that difference 
amounts to simply a day of down-
time. A day your business can't 
afford to lose. 

Scag doesn't cut corners on 
quality. Scag's heavy-duty compo-

SIMPLY THE BEST 

DIVISION O F METALCRAFT O F MAYVILLE 
1000 Metalcraft Drive, Mayville, Wl 53030 

© 1993, Scag Power Equipment 94-01 

U S E R E A D E R S E R V I C E #49 

nents last longer than competitive 
machines. Compare Scag's decks, 
frames, controls and handles to the 
competition. You'll quickly see why 
a Scag keeps cutting, while others 
are in the repair shop. 

Don't trust your bottom line to 
anyone else. If you can't afford 
down-time, you can afford the 
trouble-free performance, high 
productivity, and outstanding 
profitability of a Scag. 



W E E D C O N T R O L S T R A T E G I E S 

Approaching 
Turf Weed 

Management Through 

IPM 
Scouting and mapping tuff grasses 

for weed infestations can provide lawn 
service contractors with historical 

information to better control 
unwanted outbreah. 

By Joseph C. Neal, PkD. 

WEED MANAGEMENT is acom-
ponent of any sound turfgrass pro-
gram and is dependent upon the 
maintenance of a dense and healthy 
turf. A thin, weak turf is an invita-
tion to weeds. Consequently, a weed 
management program is dependent 
on successful maintenance of a 
dense and healthy turf. 

The first step in stopping weed 
invasions is selecting the most ap-
propriate turfgrasses for the site, 
preparing the seedbed properly, op-
timizing turfgrass maintenance 
practices (fertilization, irrigation, 
mowing, etc.) and controlling in-
sect pests and diseases. 

Regardless of the maintenance 
regime, some weeds will encroach. 
But an effective weed management 
program will optimize the com-
petitiveness of the turf to minimize 
the number of weeds encroaching. 
Control guidelines can then be de-
veloped for the remaining species 
based upon knowledge of the 
weeds, the turf management sys-
tem and the available control op-
tions. 

To develop a pest management 
program the pest problem must be 
understood. First, develop a his-
torical account of the turfgrass and 
weed management program and 
problems. Second, scout the prop-
erty. Record the turfgrass species, 

management practices (particularly 
fertilization, irrigation and mow-
ing practices) and previous pests 
and pest management practices. 

Develop a map of the property 
identifying historical "hot spots" 
for weeds as well as other pests and 
thin turf (each of which will lead to 
weed encroachment). This histori-
cal account will make weed scout-
ing efforts more efficient and effec-

tive, and provide a basis for evalu-
ating the success of future weed 
management decisions and actions. 

Weed scouting is the tool with 
which the remaining information 
will be accumulated to develop a 
customized and effective weed 
management program. Once cur-
rent weed species have been identi-
fied and documented and their dis-
tribution, abundance and possible 

reasons for occurrence have been 
listed, more effective weed man-
agement decisions can be made. 

WEED SCOUTING. Identify and 
map all weeds and thin turf areas. 
Identify current weeds paying 
particular attention to those which 
escaped previous control proce-
dures, species known to be trouble-
some, those which occur in pat-
terns and species new to the site. 

If an unknown species is en-
countered, take a sample for iden-
tification. Also learn to recognize 
"diagnostic weeds," or those 
which by their presence may indi-
cate correctable soil, site or man-
agement problems. It is often help-
ful to refer to the history for guid-
ance on what to expect and where 
to look for the first and most se-
vere weed outbreaks. 

On the scouting map, record 
the following: 

• the weed species, location, 
distribution, relative abundance 
and patterns (if present), 

• areas of thin or damaged turf, 
and 

•drainage patterns, dense shade 
from trees or other factors which 
might directly or indirectly affect 
turfgrass vigor and the grass spe-
cies present. 

( continued on page 58) 



Maintaining Immacula te Turf 
is a Complex Ass ignment 

• Super TRIMEC*: Unparalleled broadleaf control 
from cool-weather broadcast spraying or summer spot 
treatments of hardened-off weeds, including spurge, 
oxalis and ground ivy. One gallon covers 4 acres. 
• TRIMEC" Classic: Unmatched efficiency for con-
trolling broadleaves when they are actively growing in 
cool-season turf. One gallon covers 2V2 acres 
• TRIMEC" Plus: The ultimate post-emergent 
herbicide for outstanding control of crabgrass and 
nutsedge plus all the broadleaves controlled by Trimec 
Classic. One gallon covers up to 1 acre. 
• TRIMEC" Southern: Especially designed to control 
broadleaves in 2,4-D-sensitive southern grasses. One 
gallon covers 4 to 8 acres. 
• TRIMEC" 992: The applicator's formula especially 
designed for tank mixing with liquid fertilizer or other 
combinations. One gallon covers 2.66 to 3.5 acres. 
• TRIMEC* Encore' : A Trimec Complex that replaces 
2,4-D with MCPA One gallon covers 1.75 to 2.66 acres 
• TRIMEC" Bentgrass Formula: Especially designed 
for use on bentgrass. One gallon covers 2 to 2 66 acres. ^ 

Weed Control in the 
Environmental Age: 
As turf management has become more sophisticated and 
environmentally significant, it is absolutely essential for 

turf professionals to select a post-emergent 
herbicide that: Has a broad enough spectrum to 
control virtually all problem weeds; provides 
maximum safety to turf and adjacent trees and 
ornamentals; contains products that are environ-
mentally sensitive; reduces overall expenses 
(chemical and labor) to an absolute minimum. 
Read why only Trimec Turf Herbicides can help 
you solve all of these problems. 

\ 
i h 

Everett Mealman 
Chairman and Chief 
Executive Officer 
PBI/Gordon Corp. 

Broad S p e c t r u m Contro l : The synergistic 
power of combin ing 2,4-D, MCPP and 
dicamba in a complex is so dramat ic it 
earned Trimec a patent. Customers have 
told us t h a t they h a v e n ' t ye t found a 
broadleaf weed in their turf tha t a Trimec 
Complex couldn't control. Spray it r ight 
with Trimec and your reward is immacu-
late, weed-free turf. 

Max imum Safety: The fact that over 40 
million acres of turf have been treated with 
Trimec to date at tests to its outstanding 
margin of safety to turfgrass as well as to 
adjacent trees and ornamentals. 

Min imum Active Ing red ien t s : A broad-
cast spray of Trimec Classic at maximum 
label s t r eng th re leases about one-third 
ounce 2,4-D; one-sixth ounce of MCPP; and 
four-one-hundredths ounce of dicamba per 
1,000 square feet. 

R e d u c e d Expenses : Labor is the primary 
expense in turf management . Call-backs 
a r e t h e b u d g e t b u s t e r s . So today you 
absolutely must have a herbicide that does 
it r ight the first t ime. Dependabili ty is 
without a doubt the most important aspect 
of an herbicide. 

From the very f i rs t day t h a t we intro-
duced Tr imec in Amer ica , i t has been 
famous for dependability. Although other 
3-way herbicides are available, only Trimec 
gives you the absolute optimum in syner-
gistic performance time after time. Why? 
B e c a u s e of t h e way we m a k e T r imec 
Broadleaf Herbicides. 

In a s t a n d a r d 3 -way t a n k mix, t h e 
droplets are not always identical, so there 
can be discrepancies in control. In a Trimec 
complex, every droplet is identical, for weed 
control you can count on — time after time. 

Aq- Ag Ag-
grade grade grade 
2,4-0 dicamba MCPP 

Tech. Tech. Tech. 
2,4-D dicamba MCPP 
acid acid acid 

o 
3 - W A Y 

Color code: Red, 2 ,4-D; ye l low, d i c a m b a ; blue, 
M C P P ; amber , C o m p l e x acid. Note: Co lors are 
for c o d e only a n d d o not indicate the color of 
the product they are in tended to identify. 

The schematic drawing above indicates that, in a 
formulator's tank-mix (left), the molecules of 2,4-D, 
MCPP, and dicamba do not combine to form a new 
molecule. Accordingly, each droplet will be different 
and control may vary from droplet to droplet. 

In a Complex (right), the three acids are reacted 
together to form a salt. Every droplet is identical, 
and thus precisely optimizes the intended synergistic 
activity. 

T h e d i f f e rences b e t w e e n a tank-mix and a 
Complex b e c o m e significant when the goal is 
aesthetic excellence. 

p b i / G Q R c l o n 

c o n p o n a t i o n 
1217 West 12th Street 
P.G. Box 4Ü90 
Kansas City, MO 641 Ol 
816/421-4Ü7Ü 

Trimec® is a registered trademark of PBI/Gordon Corporation. ©1992, PBI/Gordon Corporation USE READER 
HERBICIDE 

# 3 9 766-1292 



Weed Control 
(continuedfrom page 56) 

It's not necessary to record every 
species encountered. Some knowl-
edge of control procedures can help 
streamline the scouting process. For 
example, if a property is infested 
with a complex of easily controlled 
broadleaf weeds, identify them on 
the map as broadleaves. On the 
other hand, if a single weed species 
dominates the population, it should 
be identified and mapped sepa-
rately. 

Additionally, species requiring 
different management procedures 
should be individually identified. 
For example, a mixed population 
of crabgrass, foxtail and panicum 
could be recorded as summer an-
nual grasses; however, goosegrass 
generally requires a different man-
agement strategy and should be re-
corded separately. A scouting form 
can be designed to facilitate these 
groupings. 

WHEN TO SCOUT. Weed scouting 
(or mapping) is a continuous pro-
cess; each time a representative from 

a company is on a property, pest 
and turf problems should be re-
viewed. A comprehensive weed 
scouting once or twice a year will 
provide an assessment of how ef-
fective a weed management pro-
gram is. This assessment will also 

High priority 
areas will have 

a more intensive 
maintenance 
regime and a 

lower threshold 
for weed 

infestations. 

identity serious weed problems 
while they are small and more eas-
ily managed. 

The timing of the comprehen-
sive scouting is critical. Timing 
advantages include; 

•summer annual, winter annual, 
biennial and perennial weeds are all 

present and easily identified; 
•site modification orrepairwork 

can be accomplished and turf re-
seeded in the fall; 

• winter annuals are young and 
more easily controlled in the fall 
than in the spring; 

• perennial broadleaf weeds are 
also more easily controlled in the 
fall; and 

• ample time is available during 
the winter to reassess your current 
weed management program. 

Less comprehensive scouting 
should be conducted in the spring 
and summer months to assess the 
effectiveness of fall treatments, iden-
tify immature seedling weeds when 
they are more easily controlled (par-
ticularly important for summer an-
nuals such as crabgrass, goosegrass, 
spurge, etc.), and to gauge the den-
sity and quality of the turf. 

More frequent scouting may be 
necessary in regions with longer 
growing seasons to accurately docu-
ment the weed infestations in 
warmer climates. 

HOW TO SCOUT WEEDS. The ac-
tual scouting process can be simpli-

fied by dividing the property into 
management units. In a home lawn, 
these units might be as simple as the 
front, back and side yards. On com-
mercial properties, campuses and 
parks, the management units should 
reflect the priority status of the area. 
High priority areas will have a more 
intensive maintenance regime and 
a lower threshold for weed infesta-
tions; whereas, low priority/lower 
maintenance areas may have a 
higher threshold for weeds. 

Walk or ride the area in a zig-zag 
pattern, stopping at key indicator 
areas for a closer look when early 
detection is essential. If you en-
counter an unknown weed, take a 
sample for identification. High pri-
ority areas require a more compre-
hensive procedure, with lower pri-
ority areas requiring less. On the 
property map, record the informa-
tion previously described. By map-
ping the species and locations, you 
build a "picture" of the weed popu-
lation and distribution, as well as 
identify patterns which might sug-
gest an underlying reason for the 
weeds' presence. 

Weeds occur in turf for several 

The Shaw's Tern 
DURSBAN* 

If your present supplier isn't pn 
foolproof pest and weed contn 
on the SHAW'S TEAM! The> 
loaded and ready to BLAST y< 
and insect problems away! 

KNOX FERTILIZER COMPANY, INC. 
P.O. Box 248, Knox, IN 46534 / (219)772-6275 / Fax: (219) 772-58 



DROUGHT. WET 
PRONE SITES SITES 
Prostrate spurge 
Black medic 
Yellow woodsorrel 
Goosegrass 
Annual lespedeza 
Birdsfoot trefoil 
Prostrate knotweed 
Bracted plantain 

reasons. The weed may be well 
adapted to persist in the closely 
mowed plant community (like an-
nual bluegrass); exploiting a unique 
niche created by management pro-
cedures (like pearl wort in a heavily 
irrigated green); or the turfgrass has 
been weakened by some site, envi-
ronmental, or management factors) 
consequently favoring weed growth 
over that of the desirable turfgrass. 

Many weed infestations can be 
minimized by altering the site or 
management practices to tip the 
competitive balance in favor of the 
turfgrass. How do we identify such 
instances? One way is to take your 
cues from the "diagnostic weeds," 

the presence of 
which may indi-
cate soil, site, en-
vironmental or 
m a n a g e m e n t 
problems. For 
instance: the box 
to the left features 
species which 
are well adapted 
to extremes in 
soil moisture con-
ditions, drought-

prone or excessively moist sites. 
Encountering one or more of 

these species as the predominate 
weed(s) can signify that the site con-
ditions may be too dry or too moist 
for optimum turfgrass growth. 
However, remember that the pres-
ence of one or more of these weeds 
is not proof of a moisture problem 
as they will grow well under opti-
mum water availability. 

Also, there may be other reasons 
for a weed's presence. For exam-
ple, annual bluegrass presence does 
not prove that the site is too wet; 
other factors make this species more 
competitive than the desirable turf, 
such as compaction. 

The following weeds are adapted 
to the shallow rooting conditions 
associated with compacted soils: 

• Annual bluegrass 
• Corn speedwell 
• Annual sedge 
• Goosegrass 
•Annual lespedeza 
• Prostrate knotweed 
• Broadleaf plantain 
• Prostrate spurge 
Several of these species are bet-

ter adapted to compacted, dry soils, 
like annual lespedeza, goosegrass 
and spurge, while annual bluegrass 
and annual sedge are better adapted 
to compacted, moist soils. Either 
extreme results in shallow rooting 
and poor turfgrass vigor, leading to 
a competitive advantage for the 
weeds. 

Core cultivation is used to allevi-
ate compaction. Under most condi-
tions, herbicide efficacy is not re-
duced by this procedure. Likewise, 
no increase in weed germination 
should occur when aeration is done 
when the turfgrass is growing vig-
orously. 

However, if coring is done when 
turf vigor is low and weed germina-

tion is high, some increase in weed 
germination can be observed. For 
example, core cultivating Ken-
tucky bluegrass in early summer 
will often lead to increased crab-
grass emergence. When core culti-
vation must be done at non-opti-
mal times, use a smaller diameter 
tine (about 1/4 inch); the turf will 
fill the smaller holes more quickly, 
minimizing the opportunity for 
weed emergence. 

In general, core cultivation will 
improve turf vigor and competi-
tion, effectively offsetting any in-
creased weed emergence which 
might occur. The hydroject system 
is less destructive and may not in-
crease weeds; however, this has 
not been investigated. 

Soil pH and fertility can affect 
turfgrass vigor and the weed spe-
cies present. The presence of red 
sorrel often indicated acid soil con-
ditions (however, this species has 
been observed growing in pH 7 
soils). Nitrogen is one of the most 
important elements to consider 
when examining the effect of soil 
fertility on turfgrass vigor. 

The following species are well 

Moneywort 
Annual sedge 
Annual bluegrass 
Alligatorweed 
Pearlwort 
Moss 
Liverwort 
Rushes (Juncus spp.) 
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Common turfgrass weeds (left to right), spurge, violet, white clover, wild garlic and wild onion. Illustration: Wilbur Ellis 

adapted toextremesof soil fertility, 
very low to very high nitrogen: 

Phosphorous and potassium 
have also been shown to influence 
weed populations; however, in each 
case the impact of nutrient treat-
ments on weediness can be linked 
to the overall health and vigor of the 
turfgrass. In other words—fertility 
regimes can be designed for opti-
mum turfgrass health and vigor, 
based on soil test results and the 
optimum fertility recommendations 
for the turf type and use. 

Altering the fertilization program 
to favor the desirable turfgrass is 
the first step in managing weeds. 
Weeds at low fertility sites can even-
tually be controlled strictly through 
improved turfgrass management. 
This may also involve overseeding 
with a turfgrass that is better adapted 
to the site. 

In contrast, those species adapted 
to high fertility sites can be reduced 
but generally not eliminated by 
cultural means alone. Some other 
control procedure(s) will be neces-
sary to eliminate these species. 
Mowing height and frequency also 
alter the weed population. The fol-
lowing species are 
adapted to different 
mowing regimes: 

The species 
adapted to high/in-
frequent mowing are 
common roadside 
weeds. If these spe-
cies are present in 
abundance in a lawn 
situation, if s impor-
tant to evaluate the 

current mowing regime. These lat-
ter species also will grow well at 

higher cutting heights 
but tend to be less com-
petitive with turf as mow-
ing heights are increased. 

As with fertility, mow-
ing height should be 
optimum for the turf-
grass species, manage-
ment and site conditions 
to ensure the maximum 
competit iveness and 
quality. 

Close examination of these lists 
reveals that several weeds are 
adapted to a range of conditions. 
This is often associated with the 
broad adaptation of a species to 
many ecological niches. Examples 
include annual bluegrass tolerance 
of shallow rooting caused by ex-
cessive moisture or compaction, and 
black medic tolerance of drought-
prone and low fertility sites. 

The presence of one or more of 
these weeds is not proof-positi ve of 
the stated conditions, but rather sug-
gests potential reasons fortheir pres-
ence. Evaluate these conditions and 
correct them if possible. 

In summary, turfgrass manage-
ment procedures and site condi-
tionscan increase orminimize weed 
problems, depending upon how 
well the conditions and manage-
ment are optimized for the turfgrass. 

Turf management procedures or 
conditions which promote weed 
invasions include: 

• Wear (foot, tire, use, etc.), 
• Environmental stresses (drought, 

waterlogging, etc.), 

• Introducing weed seed or other 
propagules (on equipment, in top 
soil, etc.), 

• Aerating or dethatching during 
peak weed germination and low 
turfgrass vigor, and 

• Any management input not 
matched to soil tests, the turfgrass 
species and management of the site. 

Good cultural procedures for 
preventing and minimizing weed 
invasions include: 

• Proper species and variety se-
lection for the site and use, 

• Optimum fertility, pH and irri-
gation management for the turfgrass 

Correcting site and 
management 

problems contrib-
uting to weed 

encroachment is 
the first step in 
establishing an 

effective program. 

and soil properties, 
• Correct mowing height, equip-

ment and regime, 
• Traffic, thatch, compaction con-

trol and management and 
• Effective management of other 

turfgrass pests. 
Scouting can greatly assist in 

identifying the underlying reasons 
for weed infestations. Correcting 
the site or management problems 
contributing to weed encroachment 
should be the first priority in a weed 
management program. While cor-
recting the problem and increasing 
turfgrass vigor and competitiveness 
will generally not eliminate the 
weed, failure to do so will almost 
ensure that the weed will return 
after herbicide applications. There-
fore, control procedures will need 
to be coupled with site or manage-

ment medication for effective long-
term weed management. 

DO I NEED A HERBICIDE? If the 
scouting report contains both the 
identification and some estimates 
of distribution, relative abundance 
and patterns, the decision-making 
procedure should be simple. Based 
on the priority status of the pest 
management unit and the relative 
abundance of the weeds, ask your-
self, "Do I need to treat for weeds." 
If the answer is yes, the distribution 
estimates should indicate whether 
broadcast, limited areas or spot ap-
plications are warranted. 

If spot or limited treatments are 
needed, the scouting map should 
help estimate the area to be treated 
and the amount of product needed, 
as well as guide the applicator to the 
infestations. 

Currently, there are two options 
to controlling weeds: physical re-
moval and herbicides. As strange 
as it may sound, there are situations 
where hand weeding is still practi-
cal. If only a few weeds are present 
in a high priority area, hand weed-
ing can be the fastest and most 
economical alternative. 

For example: a few goosegrass 
plants on a golf green or a half 
dozen dandelions in a home lawn 
can be hand weeded faster than 
getting the sprayer ready. If this 
isn't practical, proper selection and 
use of appropriate herbicides is es-
sential. 

Selecting the most appropriate 
herbicide can be a challenge. The 
following are some suggested 
guidelines for choosing the best 
product for the job. 

• Efficacy on the target weed 
species: Will it control the target 
weed? 

• Longevity of residual control 
(if preemergent): How long will the 
control last? Will multiple treat-
ments be necessary? Will the resid-
ual interfere with my overseeding 
program? 

(continued on page 64) 

HIGH/ CLOSE/ 
INFREQUENT FREQUENT 
Bull thistle Annual bluegrass 
Burdock Chickweeds 
Chicory Moss 
Smooth bedstraw Pearlwort 
Sweet clover Thymeleaf speedwell 
Teasel 
Wild carrot 

L O W N HIGHN 
Birdsfoot trefoil Annual bluegrass 
Black medic Chickweed 
Broomsedge Moss 
Clovers Ryegrass 
Common 

speedwell 
Hawkweed 
Moss 
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U E R Û \ C l P t 

& 0 X < -
cpiM wsEC,T\C\OE ' fRoor 

balanced CONTROL 
HANDLE ^ 

H£AV>' QAUCE 
pOLYMtfi. 

« © S * 9 5 V IQ WNNUU 

C O N T A V A * 

WE'RE DEVELOPING A GREAT LINE OF PRODUCTS. 
CAPTAN Turf and Ornamental Fungicide Proven 
control of more than 15 major plant diseases in a variety 
of fruit, turf and ornamentals. 

CRUSADE• 5G Insecticide Superior efficacy against a 
broad spectrum of economically draining pests on golf 
course and sod farm turf. 

DEVRINOL• Ornamental Herbicide Dependable, sea-
son-long control of grass and broadleaf weeds in newly 
planted and established turf and ornamentals. 

EPTAM® Herbicide Preemerge control of problem grass 
and broadleaf weeds in flowers and ornamentals. 

FUSILADE• Turf and Ornamental Herbicide Fast-
acting, postemergence control of perennial and annual 
grasses in ornamentals, nurseries, and landscaping. 

REWARD® Aquatic and Non-Crop Herbicide Non-selective, 
highly active weed control in aquatic and non-crop areas. 

SCIMITAR® Insecticide Fast insect control at low rates 
in turf and ornamentals. 

Z E N E C A Professional Products 

Always read and follow label directions carefully. 
CRUSADE*, DEVRINOL', EPTAM*, FUSILADE*. 
REWARD* and SCIMITAR* are trademarks of 
a ZENECA Group Company. 
A business unit of ZENECA Inc. 
©1994. ZENECA Inc. 
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A 4-wheel drive that's built 
The John Deere F1145 projects 
the kind of durability that leaves 
other front mowers quaking in 
its shadow. 

More rugged than other 
front runners you'll run into, the 
F1145 reflects the best that John 

Deere has to offer. Deriving 
its Samsonian strength from 
the componentry it shares in 
common with our best-selling 
855 Compact Utility Tractor. 

Features like a 2-speed axle, 
hydrostatic drive, wet-disk 

brakes, planetary final drives, 
and differential lock. 

And this 24-hp diesel is the 
only one in the business that 
lets you switch from on-demand 
to full-time 4-wheel drive, 
on the go. 



like a you-know-what 
And that means more 

precise operator control and 
maximum fuel economy. 

If you're looking for 
unexcelled durability and 
productivity, the one to focus 
on is the John Deere F1145 

4-wheel-drive diesel. 
Other front mowers don't 

stand a ghost of a chance. 
See your dealer today 

for a demonstration. Or call 
1-800-544-2122 for more 
information. 

NOTHING RUNS 
LIKE A DEERE' 
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Weed Control 
{continuedfrom page 60) 

• Turfgrass species and manage-
ment: Will it injure the turfgrass 
species on my site? 

• Weed status or growth stage: 
Do I need a preemergent or 
postemergent product? For a 
postemergent treatment, does weed 
age orsize (tillernumber) affect prod-
uct or rate selection? 

• Weed control spectrum: Will 
other (incidental but important) 
weeds also be controlled? For ex-
ample, crabgrass will be controlled 
but what about the spurge or goose-
grass which occurs sporadically? 

• Available equipment: Do I want 
to spray or spread granules? Do I 
need to alter my equipment (such as 
changing spray pressure and noz-
zles) to achieve adequate control? 

• Proximity of susceptible spe-
cies: Are there susceptible land-
scape plants nearby? Would an-
other product reduce the chances 
for non-target effects? 

• Environmental impact and 
mammalian toxicity: Is this prod-
uct the safest or most environmen-

tally friendly option? 
• Economics: How much does it 

cost for an "acre treatmenf and 
how many "acre treatments" will 
be necessary for season-long con-
trol with each option? What are the 
labor and equipment costs associ-
ated with repeat or sequential appli-
cations? 

Once a herbicide has been cho-
sen, proper application is crucial. 
Misapplication increases the chances 
of turfgrass injury, lack of control, 
skips in control and injury to off-
target species. It wastes herbicides, 

applicator time and money, pro-
duces unsatisfied customers and 
invites criticism and regulation. 

Information on the subject of 
sprayer or spreader maintenance, 
calibration and use is available from 
equipment manufacturers and from 
Cooperative Extension. 

Weed mapping can be used to 
identify not only weed populations 
but also turfgrass management or 
site conditions which may be con-
tributing to the weeds' success. In 
other words, the weeds may be try-
ing to indicate something about the 

Spurweed should be treated in 
early spring or during active 
growth. Photo: DowElanco 

site, soil or management which al-
lows weeds to be successful. 

By listening to weeds, heeding 
soil tests and following the best 
management recommendations for 
turfgrasses in specific regions, the 
number and severity of weed infes-
tations can be minimized. After all, 
a dense and healthy turf is the first 
line of defense against weeds. 

However, it is nearly impossible 
to completely eliminate weeds by 
improved turfgrass management 
alone. If a reasonably weed-free 
turf is desired, integration of cul-
tural procedures and herbicides is 
necessary and produces the best 
long-term solution to turfgrass weed 
management problems. • 

The author is an associate profes-
sor ofweed science, Department of 
Floriculture and Ornamental Hor-
ticulture, Cornell University, Ithaca, 
N. Y. Neal recently presented these 
views to the New York State Turf-
grass Association. 
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BOMBERS 

E ILUEBIRD BUILDS HEALTHY LAWNS & 
HAPPY CUSTOMERS 3 WAYS. 

Improved lawn health and appearance are 
why your clients hire you to aerate, dethatch, and 
overseed their lawns. And nobody helps you do a 
better, more professional job than BlueBird. 

Our complete line of American-made aerators, 
lawn combers, and seeders have been preferred 
by lawn-care professionals around the world for 
over 30 years-and for good reason. They work 
better and easier, last longer, and require less 
maintenance than the competition. 

Find out for yourself—test before you invest. 
Rent a BlueBird from a power equipment rental 

center. Try it for a week or a month and you'll 
be convinced. 

Write or call today for the name of your 
distributor or the nearest rental center that 
carries BlueBird. 

.fé f / A/ T E /7 /V A T / O N A L 

"Making The World A Little More Beautiful " 
2778 S. Tejon St. / Denver, CO 80110 / FAX (303) 781-1873 

(303) 781-4458 
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M O W E R P R O D U C T I V I T Y 

Mower 
Productivity Rates: 

Finding the 
Right Formula 

Figures derived by following strict formulas 
serve as a valuable gauge, but often fail to factor 
in real-world conditions. 

Bx Bob Gitlin 

AS WITH MOST rules, formulas 
used to calculate mower produc-
tivity frequently go out the win-
dow as contractors labor to meet 
the cutthroat demands of the mar-
ketplace. Attempts to precisely cal-
culate, by mower size and field 

Many 
professional 
contractors 

develop 
formulas to 

determine the 
cost of 

mowing 
commercial 

and residen-
tial properties 

including 
manhours, 
equipment 

selection and 
downtime 

between jobs. 
Photo: Teufel 

Nursery-
Landscape. 

size, how long the job will take 
must be taken in context. And at-
tempts to bill or to bid on the basis 
of these numbers, to many contrac-
tors, can be futile. 

One good mowing time formula, 
devised by The Deere Co., Raleigh, 

N.C., goes like this: 108.9 divided 
by [mph x 0.9 (mower width in 
inches)] equals hours to mow an 
acre x 60 minutes, which equals 
minutes to mow an acre. 

The factor 108.9 includes the 
acres-per-hour dimensions and a 

10 percent time factor for turning at 
the end of swaths. Mowing speed is 
the miles-per-hour rating at the rec-
ommended mowing gear or usual 
ground speed. Deere uses nine-tenths 
of the mower deck width to factor in 
overlapping swaths for a uniform 
mowing job. 

"Here's an example," said Bob 
Tracinski, a Deere spokesperson. "If 
the normal, safe mowing speed of a 
lawn tractor is 3.5 mph and the mower 
deck width is 38 inches, then we 
multiply 3.5 times 34.2 inches (nine-
tenths of 38); the product is 119.7. 
We divide 108.9 by 119.7 and get 
the answer of 0.909, or 0.9 hours. 
Multiply that by 60 minutes to get 
the answer of 54 minutes. To mow 
an acre of lawn (assumed flat, no 
landscaping touches) with a 38-inch 
mower deck at 3.5 mph will take 
about 54 minutes." 

Needless to say, you have to work 
backward from here to work in all 
the trees, shrubs, landscaped touches, 
gates, etc. 

LIKES THE FORMALITY. Some lawn 
and landscape maintenance profes-
sionals find it useful to follow fairly 
stringent schemes for calculating 
mower productivity rates. 

Dan Ferrise, managerof landscape 
management for Stano Landscap-
ing, a Mil waukee company that han-
dles about a 60/40 commercial/resi-
dential mix, has production figured 
out like this: 

With a 21 -inch mower, an easy 
job takes 6,000 square feet an hour; 
a medium-difficulty job, 5,000 square 
feet; a difficult job, 4,000 square 
feet. The corresponding numbers for 
a 36-inch arc 12,000, 10,000 and 
8,000; a 48-inch, 34,000, 24,000 
and 15,000; a 60-inch, 40,000, 
30,000 and 20,000; and a 72-inch, 
60,000,40,000 and 30,000. 

Ferrise admitted that the mowing 
time formulas — and they're avail-
able from all the major mower manu-
facturers — are ideals from which 
the fudge factors must be deducted. 
"You buy a 60-inch riding mower 
and they say it can do so many square 
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feet an hour, maybe 40,000. But 
that means it's got to be flat, wide 
open, not a single tree in the way." 

A site-by-site assessment is 
needed, he said. That's how he came 
up with ballpark difficulty figures 
for all his mowers. Only now does 
the mowing formula he uses really 
work for him. 

Has new mower technology 
changed the way these assessments 
are done over the years? "Sort of," 
Ferrise said. "Some mowers have a 
little better maneuverability, so that 
reduces the numbers." 

Like most big lawn maintenance 
contractors, Stano Landscaping has 
different kinds of crew configura-
tions depending on the situation. 

"I have four different types," 
Ferrise said. "Each has its own set 
of mowers." One crew has two rid-
ers and a walk-behind; another, one 
rider and two walk-behinds; a third, 
also one rider and two walk-be-
hinds, only different sizes; and the 
fourth (mostly a residential crew 
that usually does smaller jobs), two 
36s. "Of course that doesn't count 
the 21 s. They all go out with those, 
for trim work and tight spaces." 

MOWING PRODUCTIVITY CHART 
(in acres per hour) 

Travel Speed 
Width of Cut 2 m p h 3 m p h 4 m p h 5 m p h 6mp 
21 inch .42 .63 .84 1.05 1.26 
30 inch .61 .91 1.21 1.52 1.82 
38 inch .77 1.15 1.54 1.92 2.30 
48 inch .97 1.46 1.94 2.43 2.91 
54 inch 1.09 1.64 2.18 2.73 3.27 
60 inch 1.21 1.82 2.42 3.03 3.64 
72 inch 1.45 2.18 2.91 3.64 4.36 
76 inch 1.54 2.30 3.07 3.84 4.61 
144 inch 2.92 4.38 5.84 7.30 8.76 
These production rates assume 100 percent constant cutting. Estimate 
a percentage of time lost due to maneuvering around the landscape, 
buildings, hills and odd-shaped areas, refueling the mower, as well as 5 
percent to 10 percent for overlapping cuts on each pass of the mower. 
Collection of clippings also reduces mowing production. 

Ferrise said mowing productiv-
ity formulas help him assign the 
right crews. 

Is there a difference in mower pro-
ductivity rates between commer-

cial and residential cutting? Ferrise 
said yes. "Residential jobs tend to 
be more meticulous. People want a 
little better cut and they're willing 
to pay a little more. And, if it's a 

large property, it takes even longer." 
The crew to send out on a large 

open area would be the one with the 
72, the 60 and the 36. With easy 
access, 60,000 square feet an hour 
will predictably be reached by the 
big mower. "But then you look at 
the more average work, with more 
obstacles, and you won't even do 
30,000 on that," Ferrise said. "You 
simply have to figure out how much 
work each of those mowers can 
accomplish." 

Pat Enstrom, landscape mainte-
nance supervisor at Teufel Nurs-
ery-Landscape, Portland, Ore., 
manages an all-commercial mow-
ing operation whose accounts range 
from 1 to 60 acres. "We base our 
productivity rates not upon manu-
facturers' specifications, because 
they're almost always overly opti-
mistic. Mowing involves more than 
cutting a flat grass area," he said. 

Mower size types provide useful 
overall time averages. "For instance, 
a 21-inch mower almost always 
realizes 5,000 hourly square feet," 
Enstrom said. "We have a different 
production rate for what we call 
difficult, which is 3,500 square feet 

TROMAX TROMMEL SCREENING SYSTEMS 

6' diameter barrel, variable speed planetary gear drive, 49 H.P. diesel engine, 3.5 
yard hopper, screw auger feed system, hydraulic lift legs, dual wheel axle, landing 
gear, exclusive wiper side discharge - no conveyors required, rotating cleaner 
brushes, fold down shoveling apron, dust suppression system, higher production 
. . . at 1/3 the cost of competitive units! 

FULLY EQUIPPED • F.O.B. Your Jobsite • S49,900.00 
Norkot Mfg. Co. • I-8OO-TROMAX-I • Fax 701-228-2127 • Request free video 

8 7 6 - 6 2 9 1 

GEMPLERS 
FREE CATALOG 

g e n ï p Î Ê R ' S 
r J f ? "SSSSS-

m l 5%-*» 

Our 1994112-page General 
Catalog is your direct source for: 
• safety equipment for grounds 

maintenance. 
• hard-to-find maintenance equipment. 
• tire repair supplies and tires for turf 

equipment. 

1-800-382-8473 
Fax 1-800-551-1128 

GEMPLER'S, Inc. 
P.O. Box 270 • 211 Blue Mounds Rd. 

Mt. Horeb.WI 53572 „.. . 
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TOLL-FREE 

800-456-0707 
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For display advertising media information. 

To order or renew a subscription or correct 
your mailing address. 
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an hour, but that really only applies 
to small jobs. If you're mowing for 
more than a couple hours on a large 
enough project, 5,000 is a very re-
alistic number. We could go higher 

but there's no incentive to reduce 
prices." 

Enstrom's standard cut with a 36 
is 10,000 square feet an hour, 7,500 
on difficult or tight mowing jobs. 

He uses the same figures for the 
48s. "Don't ask me why. We do 
two-thirds of our mowing with the 
36s," he said. Maybe that's why 
another measurement category was 

Inclines and other obstacles on 
the property need to be 
accounted for in a quote. Photo: 
John Deere. 

never necessary; the figures were 
close enough. 

Forhis 70-inch triplex reel mow-
ers (necessitated by the quality-
and ecology-conscious Northwest 
market), the production rate being 
used is 15,000, he said. 

A 72-inch outfront Toro rotary 
used for rougher cuts uses two pro-
duction rates: an acre an hour, or 
30,000 square feet an hour. These 
same rates apply to a jumbo 
Ransomes five-gang reel. 

These data are fully computer-
ized at the Portland shop. 

"We purchased a software pro-
gram called Timberline, which is 
primarily developed for construc-
tion and general contractors," 
Enstrom said. "We bought it be-
cause it can do all our job costing, 
payroll and office management 
functions. Everything's on it. We 
had to do a lot of work to tailor it 
toward landscape maintenance, but 

(continued on page 70) 

THE COMPLETE BILLING SOFTWARE! 
• Quick professional invoicing. 

• Track multiple businesses. 

• Easy & reliable. 

• General ledger & inventory. 

• Chemical tracking for B.E.fcT. 

íStv ;>>Si 

• Tax & financial reports* 

Cont 
r m 

routing, & mailing lists, 

i Unlimited TOLL FREE training & support. 

• MUCH MORE FOR ONLY $695.00 
(Easy payment plan available) 

CALL FOR FREE DEMO DISK! 
PLEASE SPECIFY DISK SIZE 3 w OR 5 * 

1-800-572-8713 • 
CUSTOMIZED BUSINESS SOFTWARE, GLEN ROCK, NJ 
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PROBLEM: 
FINDING EFFICIENT, DEPENDABLE 

COMMERCIAL MOWING 
EQUIPMENT AT A REASONABLE PRICE. 

SOLUTION: Dixie Chopper zero-turning 
radius mowers . "I 'm gradually replacing my entire 
mowing fleet with Dixie Choppers. My c rews 
maintain more than 700 acres of parks and 
playgrounds and the Dixie Choppers are the most 
durable mowers I've eve r used , " explains Ken 
Messerschmidt , senior foreman for the city of 
Detroit 's recreation depar tment . 
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FINALE. KILLS WEEDS 
IN I TO 4 DAYS. 
Seeing dead weeds proves its effective 
control. Finale" gives results in as few as 
1 to 4 days, versus the 7 to 14 days 
required with Roundup? So why wait 
when you can use Finale? 

Fast and Effective Weed Control 
3 Days After Treatment 

FINALE. EFFECTIVE BROAD 
SPECTRUM CONTROL. 
A nonselective herbicide, Finale provides 
effective control of broadleaves, grasses, 
sedges, and woody species. 

Bermudagrass 
Control 
4 Days After 
Application 



TWICE AS EAST AS ROUNDUP ! 

Hoechst Routs* Agn-Ve» Company 

FINALE 
HERBICIDE 

Hoechst IB 
Roussel A 

Finale degrades rapidly* in the soil into 
naturally occurring compounds. It has no 
soil activity and there is no root uptake. 

BECAUSE RESPONSIBLE 
VEGETATION MANAGEMENT 
INCLUDES THE ENVIRONMENT. 

Hoechst 
Roussel A 

* Under natural conditions the half-life of Finale in soil and water (DT50) is between 
7 and 20 days, depending on temperature, aerobic conditions and microflora. 
Follow label directions carefully. Roundup is a registered trademark of Monsanto 
Company. Finale is a trademark and the name and logo HOECHST are registered 
trademarks of Hoechst AG. The name and logo ROUSSEL are registered trademarks 
Of Roussel Udtf S.A. 

Marketed by Hoechst-Roussel Agri-Vet Company, 
Somerville, NJ 08876-1258. © 1994 
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M A N U F A C T U R E R ' S 
M E S S A G E 

AS NATIONAL ACCOUNTS manager at John Deere Co., Raleigh, 
N.C., Keith Hoverstad fields a lot of phone calls from contractors who 
want to know how Deere develops its mowing time formulas. He would 
like to stand atop a tall building with a bullhorn and scream that these 
numbers were never intended to be anything but ideals from which the 
predictable obstacles, in-and-out times and other variables must be 
deducted to achieve real-life figures. 

Added Bob Tracinski, a company spokesperson: "What people have 
to do is run a stopwatch to time certain kinds of mowing jobs. Any kind 
of mathematical formula can't take into consideration all the variations 
of every piece of terrain. Every job site's going to be different, so 
through experience you get an idea roughly how much time it'll take to 
do different kinds of jobs. Our charts and formula give you something to 
go by as a starting point." 

M o w e r Productivity 
(continuedfrom page 67) 

it made sense to do so." 
F o r m u l a t i n g e lec t ronica l ly 

hasn 't made his life any easier than 
if he scribbled on a legal pad, but as 
long as everything else was on line, 
it made sense to computerize this 
function too. 

DO THE NUMBERS ADD UP? 
You talk to most lawn maintenance 
contractors about mowing-time form-
ulas and they're going to start talk-
ing to you about bidding for jobs. 

Terry Stout, president of R.B. 
Stout Inc., Akron, Ohio, has, among 
other entities in his business, a 
grounds maintenance department 
that does about 80 percent com-
mercial work. 

When asked if he uses a formal 
process forcalculating mowerpro-
ducti vity by deck size and expected 
jobdifficulty, he responded, "We're 
pretty much quoting based on site 
logistics, location and difficulty. Ev-
erybody knows how much a mower 
can mow in an hour. You can basi-
cally just say an acre per hour on a 

48. But that's not really what 's go-
ing on. It 's getting to the site. It's 
what's the next closest site, how 
many fences, what 's the rest of the 
crew going to do if it 's just mow-
ing? Somebody's got to pay for 
them." 

In view of all this, his attention 
has focused on locking customers, 
as much as possible, into three-year 
contracts. "It' s a complete package 
deal, with mowing, spraying and 
fertilization. They pay a set monthly 
fee for eight months. We don' t have 
extras, in and outs, anything like 
that." 

He used to get involved in the 
kinds of numbers Ferrise uses, but 
found it got to where it was no 
longer useful for him. 

"We set up a computerized bid-
ding process that did that, but we 
found that cumbersome. The diffi-
culty factor used by one person 
putting the quotes together isn' t the 
same as those used by someone 
else. We base our quotes on the 
particular crew, crew size and loca-
tion. We match location to crew 
size. 'OK, this crew can drive here 
in 45 minutes and mow in 3 hours,' 

we might decide. We found if we 
customize to the site, we lose." 

This method allows Stout greater 
flexibility in collecting business, he 
said. "Say you 're out in the boonies 
or just at a big factory. Someone 
saw what you did, liked it, and 
wants you to do their small office 
down the street from the factory. If 
you've got four guy sand it's 1 acre, 
it's still going to take them the hour. 

And you have to charge for it. The 
travel time would kill me to send a 
two-man crew to do that little job 
and come back. But I want the 
business." 

These are the types of exceptions 
(which help cement so many suc-
cessful lawn maintenance contracts) 
that get lost in the equation if you 're 
tied to billing systems that trace 
themselves to an orthodox use of 

THIS POLECAT CAN 
RAISE PROFITS 

PRETTY EASILY TOO 

\ 

The Polecat does more than just make it easy to do grounds 
maintenance. This bucket lift can also raise your bottom line by 
lowering operating and insurance costs while • x 

dramatically raising productivity. 
You see, it's fully self-propelled and hydraulically 

controlled by the operator in the 
bucket, so you can move 
in any direction with 
unprecedented ease. 
Available with a variety of features, 
the Polecat can be configured to 
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For the full story, call 1-800-8 
POLECAT, In Florida: 305-226-0621 

or write Polecat of Miami: 12000 
SW 45th St., Miami, 

Florida 33175 
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mowing productivity formulas. 
Similarly skeptical (though respectful) of 

mowing productivity formulas is Sam Russo, 
president of Sam Russo Landscape, a Bayville, 
N J . , company that mows 14,000 lawns a week, 
mostly retirement communities and some indi-
vidual houses. 

"We probably cut about an average of 750 
square feet a minute," Russo said. A lot of what' s 
useful from hourly-rate formulas he has inter-
nalized after 12 years in the business. 

Sometimes, he said, the time formulas don't 
even translate into real-world terms. "In reality, 
so many times you know what the bid price is, 
the price you have to beat, and you don't always 
have the luxury of sitting back with a formula." 

He's primarily concerned with equipment 
selection as a way to make his mowing as 
productive for his bottom line as possible. 

"Our common-area machines — 60-inch 
Dixie Choppers—work well on big open f elds; 
we can get about 3 acres an hour. My main 
concern has been finding the most efficient 
machine to cut those common areas, and to not 
have secondary equipment that does it slower (if 
it does it slower they don't even want it). I know 
that a certain 42-inch walk-behind with a grass 
handling system will do about an acre or acre-
and-a-half in an hour, and no other machine out 
there works that well in tight places." 

These are the kinds of things Russo concerns 
himself with to make money mowing and con-
tinually enhance his reputation. 

Productive mowing depends primarily on 
knowing the best possible equipment is being 
used, and the ability to determine a break-even 
point and desired profit margin, he said. 

"We try to work multi-year contracts with 
percentage increases for mowing. Throughout 
the contract, the more years they sign the less 
percentage per year we charge. This way we get 
some longevity out of the contract, the customer 
saves over the long haul, and we get them out of 
the market from shopping with 25 bidders with 
25 different prices," he said. 

The reality of the contracting world often 
dictates against clean-cut mathematics. "Mow-
ing-formula numbers are good stuff," Russo 
said. "If I had the right contract, it would be nice 
to work it out that way." 

He has made a career of using gut instinct, 
which sometimes flies in the face of standard 
wisdom buttressed with charts and graphs. 

"I've sat with these 'experts' that say, 'You're 
crazy doing that,' but I can tell you that some-
times what would appear to be my worst con-
tract becomes my most profitable. Maybe I 
know going in they don't want to pay anything 
for grass cutting, but they're going to throw me 
$60,000 a year in extra tree work." 

REAL-WORLD APPLICATIONS. Mowing time 
formulas provide a good basis for lawn mainte-
nance contractors to do their initial figuring on 
how to assess their own costs, by time, money 
and man hours. 

Obviously, to reach realistic figures, the smart 
contractor will time four or five standard mow-

ing job types, at least every other year or so 
including a big open-field commercial job, a 
small residential job, etc. The formulas provided 
by the mower manufacturers are a gauge to work 
back from to reach your true numbers. 

Once these are realized, a lot of the veterans 
don't even bother with the numbers anymore. 
The fgunes become part of the instinctual knowl-
edge that enables the contractors to spit out a 
price, or bid a job, by doing a little scribbling or 
clattering around on the office PC. 

Sometimes the bidding marketplace even 
forces you to "give away" one aspect of land-
scaping in hope of either gaining a foothold in 

another segment or delving into a whole other 
service area that could prove more lucrative for 
your business. 

Mowing productivity formulas are a sound, 
elementary business practice. They teach you 
your own costs—an important consideration in 
anything you do. More than that, however, they 
teach you a way tocharge forthe services offered 
and performed by your crews. 

Unfortunately, these are often two different 
things. • 

The author is a Contributing Editor to Lawn & 
Landscape Maintenance magazine. 

Grounds Crew. 

The Steiner turf tractor does the work of a dozen different 
turf maintenance machines. Its quick-change attachment system 
lets it mow, till, blow, chip, dig, aerate, compact, scoop, grind, 
sweep, trim, edge and manicure. 

The Steiner's hand-crafted, articulating frame works with the 
lay of the land rather than against it. And the 16 or 20 hp engine, 
hydrostatic transmission and constant 4-wheel drive give it the 
power to perform on almost any terrain. 

The Steiner turf tractor, by far the best grounds crew ever 
assembled. 

Steiner Turf Equipment , Inc. 
930 Penn Ave., P O Box 85 
Orrville, O H 44667 
(216) 683-0055 

F A X (216) 683-3255 ^ H i 
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M A R K E T R E P O R T 

Trouble in 

Twin Cities 
WHEN FORTUNE MAGAZINE 
released its fifth annual "Best Cities 
for Business" issue last November, 
Minneapolis squeaked by with a 
number 10 spot on the top 10 rat-
ings list. (It ranked second in 1991). 

Noting that the Twin Cities of 
Minneapolis and St. Paul are home 
to 31 Fortune 500 companies, the 
magazine praised a highly educated 
work force, access to high technol-
ogy, excellent transportation and 
availability of capital. It also took 
note of the region's "unspoiled 
countryside" and environmental 
activism. 

Fortune magazine is not alone in 
its praise for the Twin Cities. In 
1991. the l iban Institute of Wash-
ington, D.C., ranked the metropoli-
tan area number one for overall 
quality of life. The previous year, 
World Trade magazine rated Min-
neapolis the second best city in the 
nation for international business; 
and Forbes noted that Minneapo-
lis/St. Paul is home to more than 
200 of the best small businesses in 
the country. 

Indisputably, the Twin Cities area 
has been providing superior busi-
ness opportunities for large and 
small companies alike. But ask 
someone involved in the 
lawn and landscape main-
tenance industry to de-
scribe their economic out-
look, and the stories you'll 
hear will paint entirely dif-
ferent pictures. 

Price cutting, bidding 

Last November, 
Minneapolis was rated 

10th on Fortune 
magazine's 'Best Cities 

for Business List." 
Photo: GMCVA. 
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Price sbshing, 
bidding wars and an 
overcrowded lawn 

and landscape 
maintenance 

market leave many 
contractors 

wondering, is 
relief ahead? 

By Julie A. Evans 
wars and an overcrowded market 
have many landscape business 
owners begging for relief. Firms of 
all size note wicked competition 
and profit margins in the single 
digits, down from the mid to upper 
teens in the 1980s. 

As Steve Laugtug, owner of 
Management and Maintenance Inc., 
St. Paul, explained, "All that glit-
ters is not gold. Minneapolis is sort 

of the mecca of the Midwest, but 
we're in the dark ages within our 
industry." 

WHAT WENT WRONG? Accord 
ing to many reports, price cutting 
soared and profitability nose dived 
in the landscape management mar-
ket in the mid- to late 1980s. Al-
though no one factor alone caused 
this industry upheaval, many busi-
ness owners point to one company, 
the now bankrupt Green Masters, 
as a major catalyst. 

Founded in 1985 by Charles 
Glossop, Green Masters of Minne-
apolis is a case study in how growth 
left unchecked can spiral out of 
control and bring down a company 
along with some of its competitors. 

The company appeared to be a 
Midwest success story: Revenues 
for the landscape maintenance firm 
grew from $20,(XX) in its first year 
to $2.1 million in 1990; and at its 
peak, the company employed ap-
proximately 35 full-time employ-
ees and an additional 30 seasonal 
workers. While flush with growth, 
the company was the subject of a 
Lawn & Landscape Maintenance 
cover story in 1991. 

But according to industry ob-
servers, Green Masters was 
neither watching its profit-
ability nor heeding basic 
principles of business man-
agement; it was reportedly 
bidding jobs at cost or be-
low. Competitors, fast los-
ing accounts to this formi-
dable force, also lowered 
prices to salvage business 
and remain competitive. 

"When they (Green 
Masters) started to bid 
solely on price, they got 
everybody scared. Every-

FEBRUARY 1994 • 

one jumped on the bandwagon 
and tried to go with them," 
Laugtug said. 

According to Laugtug and oth-
ers, Green Masters' low bids, com-
bined with slick marketing, a high-
tech computer system, upscale cor-
porate offices and a polished sales 
staff, made the company irresist-
ible to prospective clients. 

"People aren't used to seeing 
that level of sophistication from a 
lawn maintenance company and 
it blew them away," Laugtug said. 
"Their bids were 30 percent to 40 
percent cheaper than everyoneelse 
in the area, and they had credibil-
ity because they seemed so 
sophisticated...they just blew ev-
eryone away." 

Steve Hoogenakker, owner of 
Showcase Landscape and Gran-
ulawn, Plymouth, offered a fur-
ther explanation. He said Green 
Masters estimated the potential 
market for landscape maintenance 
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in the Twin Cities area at $500 
million, when in fact $ 10 million to 
$12 million would have been a 
more reasonable estimate. Based 
on that $500 million. Green Mas-
ters set its long-term sales goals at 
10 percent of the market, or $50 
million,accordingtoHoogenakker. 
Since the market was not that big, 
they didn't get the share they had 
hoped for and lowered prices con-
siderably, he said. "When they 
started lowering prices by 30 per-
cent, others said 'we could do it for 
35 percent less.' The reaction of 
other companies exacerbated the 
whole thing," he said. 

Glossop, who now is vice presi-
dent of landscape management for 
Arteka Natural Green Corp., Eden 
Prairie, conceded that his former 
company is largely responsible for 
the current industry chaos. 

'The market is definitely weaker 
than it was three or four years ago," 
Glossop said. "We're seeing pric-

ing at levels attained 10 years ago, 
and a lot of the pricing structure got 
set in place by Green Masters and 
(former business partner Dennis) 
DeSender," Glossop explained. 
"He, being a numbers driven indi-
vidual, wasn't looking at what cli-
ents wanted. He thought he could 
constantly lower prices. It lowered 
margins to such a level that there 
was no way he could make money 
and he lost the focus of the busi-

ness, which was customer service. 
The external and internal client fell 
apart." 

Glossop said he "walked out" in 
May of 1991 because the business 
philosophy no longer mirrored his 
own. On Aug. 11, 1992, Green 
Masters filed for Chapter 11 and 
operated under that protection until 
July 1993. 

Mike Hoogenakker, a sales repre-
sentative for Showcase Landscape 

and Granulawn, was interim presi-
dent for Green Masters from March 
to July, 1993. Hoogenakker said 
Green Masters did price some jobs 
too low, but said that's not the sole 
reason for the company's demise. 
He declined toelaborate, citing legal 
reasons. 

Meanwhile, adismal market scene 
continues to plague Laugtug and 
other landscape management busi-
ness owners. The industry is caught 
in a Catch-22: Property managers, 
enjoying the low prices, aren't will-
ing to pay more for services; and 
landscape firms are fearful of raising 
prices, believing they would lose 
work altogether. 

ACCEPTING RESPONSIBILITY. 
According to Jim Birch, CEO and 
co-owner of BLM Inc., Little 
Canada, "Green Masters had a large 
responsibility for bringing prices 
down, but also my peers are afraid to 
charge what they should. Property 
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managers realize the more they 
shop, the better value they're get-
ting for their dollar...Everyone 
wants to raise their rates, but they' re 
cautious. They think, I f I raise the 
rates, am I going to lose some cus-
tomers? If I lose customers, how 
am I going to pay the rent?' " 

As for his own company, Birch 
said, he elected to bring his com-
pany down from 1992 gross sales 
of $1 million to its present size of 
$700,000. The reason: He attempt-
ed to "get big and compete with the 
big guys" and began to struggle to 
track costs. Customer service also 
slipped. Now, he said, the company 
has a tighter grip on its accounting, 
and customers are being serviced 
better. 

According to Birch, town houses 
on average are being maintained 
for $ 18 to $ 19 per month. T h a t ' s a 
hell of a lot of responsibility for $4 
to $5 dollars a week," he said. 

Another problem, Birch said, is 
that many landscape maintenance 
owners don't understand the fiscal 
ramifications of their business de-
cisions. 'There 's plenty of work for 
all of us out here. We could all de-

crease the bulk of business that we 
have by 50 percent and charge that 
(remaining) 50 percent 25 percent 
more and make a heck of a lot of 
money. 

"A lot of my peers in this busi-
ness only evaluate how they're do-
ing by their gross sales. Very few 
have a handle on net profits. I con-
sider net profit after I' ve paid all ex-
penses and me," Birch said. 

Tom Mann, whose Eagan-based 
landscape firm, The Caretaker, was 
a victim of the competitive market 
(he sold his accounts in 1990) added 
that many contractors in the Twin 
City area don't have a good picture 
of their profits. "Profit should be 
what's left after everything is paid 
for," Mann said. "The greater ma-
jority of companies are not profit-
able if you follow general rules of 
accounting." 

According to Mann, too many 
people enter the business as techni-
cians who know the basics of mow-
ing a lawn but not of writing a 
business plan. "When we used to 
hold seminars on how to mow a 
lawn (forthe Associated Landscape 
Contractors of America), we had 

high attendance. If it was on how to 
manage cash flow, we couldn't get 
attendance. But managing cash flow 
— that's where the rubber hits the 
road. It doesn't matter how many 
lawns you maintain. If you're not 
managing your cash flow, you' 11 be 
out of business in weeks." 

OTHER MARKETS. Business own 
ers in the lawn care industry also 
report heavy competition and price-
driven clientele. The market has 
been losing customers to environ-
mental and economic pressures, 
according to Mike Hoogenakker. 

"Lawn care is more sensitive to 
economic pressures than lawn main-
tenance. It's considered more of a 
luxury that can be discarded," he 
said. Another factor impacting in-
dependently owned firms is tough 
competition from nationally based 
franchise f irms, Hoogenakker 
added. 

"Lawn care comes down to pric-
ing and you're competing with ag-
gressive marketing companies that 
have national funding for their 
marketing efforts," he explained. 

Still, Hoogenakker believes na-

tionally based franchise firms have 
lost the greater percentage of their 
accounts, as much as 50 percent to 
60 percent in some instances, he 
estimated. 

Michael Hornung, owner of a 
Nitro-Green franchise in St. Cloud, 
said the market for lawn care grows 
increasingly competitive as one 
nears the downtown area. His own 
business is 60 miles northwest of 
downtown and he feels buffered 
somewhat from the overly price-
driven market. 

"We get people who are willing 
to pay for quality service," he said. 
"The closest we get (to downtown) 
is 30 miles. There, we're starting to 
run into a lot more competition. 
Everything is based on price. It 
doesn' t matter what level of service 
you provide." 

Commercial accounts are far 
more competitive than residential, 
he added. 

Design/build for upscale com-
mercial and residential accounts 
may be one of the few market seg-
ments buffered from the intense 
price wars. David Luce, president 

(continued on page 76) 
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H e d g e S w e e p 

•Sweeps clippings 
off the shrub as you 
trim 
•Allows you to see 
where you've trim-
med for neater, 
straighter cuts 
•Mounts easily on 
any model hedge trimmer 

•Sharpens hedge 
trimmer blades in 
minutes 
•Easy to use, on the 
job or in your shop 
•No need to disas-
semble trimmer pri-
or to sharpening 

West Coas t East Coas t 
HLS Industries Precision Hedge Corp. 
800-HLS-2510 800-756-HEDG 



The Key to Your Dual 
Release Nitrogen Needs 

Dependable NUTRALENE® Controlled - Release 
Nitrogen is based on methylene urea poly-
mers that offer a dual-release mechanism 
through hydrolysis and soil microorganisms. 
So unlike other nitrogens that provide only one 
release mechanism this 40-0-0 formulation is 
fully available to turf in a single 
growing season, making it ideal 
for golf courses and other turf 

areas as well as for landscape ornamentals. 
Straight NUTRALENE is sold in chip and granular 
forms and is also available in blends from your 
distributor or blender. 
For more information on NUTRALENE®, write to: 
NOR-AM Chemical Company, 6 Mt. Vemon St., 
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Specialty Products Division apply ing a n y chemica l . 
A Schering Berlin Company 

Little Falls Centre One. 2711 Centerville Road. Wilmington. DE 19808 
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Market Report 
(continuedfrom page 74) 

of Arteka Natural Green Corp., 
described his design/build business 
as "excellent." It accounts for one 
quarter of total revenues. 

But like others, Luce said there 
has been little money to be made in 
landscape construction or mainte-
nance for the past two or more 
years. As a result of low profit mar-
gins, the firm shies away from the 
bid market in most instances and 
relies on name recognition and its 
20-year reputation for outstanding 
work. "We've decided to stay out 
for the last two years unless it's an 
established company that we've had 
a past relationship with," Luce said. 

In the winter, Luce said, there is 
money to be made in snow plow-
ing, but a company has to be pre-
pared with proper equipment and 
personnel. Arteka Natural Green 
won the coveted Mall of America 
snowplow contract which includes 
260 acres of surface area. "We're 
able to re-use our equipment in the 
winter," he said. "That's why we 
are successful. We can use our 

equipment year-round." 
Kenneth Torborg, owner of the 

landscape maintenance firm of 
Chapman-Torborg Grounds Main-
tenance Co., Prior Lake, told a dif-
ferent story about snow removal. 
He said snow removal is not as 
competitive as other sectors but it's 
more inconsistent. 

"I've never felt that I've made 
much money on plowing snow no 
matter what the price," Torborg 
said. "Sometimes you can go a 
month here with no snow, but the 
next time you're inundated with 30 
inches like we were on Halloween 
two years ago." 

Still, maintenance firms have to 
offer snow removal to remain com-
petitive, he said. "Many places like 
to deal with one business for all 
their needs." 

WHAT'S AHEAD. Lawn and land-
scape maintenance business own-
ers express little optimism for the 
short-term future of their industry. 
Few seem to think the price wars 
will end anytime soon. 

"The business owners and plant 
owners are so used to getting their 

lawn maintenance for next to noth-
ing that I don't know how, if ever, 
we are going to get the prices up," 
Torborg said. 

"I think there is enough work to 
go around—if everyone would get 
their prices up a bit and no new 
lawn services come into business in 
the next five years," he said. But "so 
many people come and go around 
here, if s just unreal." 

Steve Hoogenakker echoed Tor-
borg's thoughts about the future of 
the industry. "Some of the guys 
now feel that prices are going to get 
better in the future. I do not hold 
that view. Property managers are 
used to lower prices and it's going 
to be depressed for several years." 

However, Hoogenakker has 
more reason for optimism than 
many of his competitors. When his 
brother Mike left Green Masters, a 
number of customers of the now 
bankrupt firm switched over to 
Steve's business. 

Several business owners noted 
that property managers in the Min-
neapolis/St. Paul area simply don't 
place the same value on curb appeal 
as do property managers in other 

cities such as Atlanta or Houston. 
Laugtug said the blame can be 
placed on the industry as well as on 
short-sighted property owners. 

kThe green industry here is mo-
tivated by price, not service orqual-
ity of service. That's where I think 
everyone is going wrong. If you're 
in a service industry, shouldn't you 
sell service and not price? When I 
walk into a customer's office, 
shouldn't I show them how I can do 
it better than everyone else, rather 
than cheaper? You can only sell so 
many customers well." 

As for competition, nobody be-
lieves the number of new firms 
entering the industry will die down. 
Lawn and landscape maintenance, 
they say, is simply too appealing 
for those looking for an easy entry 
into business ownership. 

Hoogenakker compared the 
competition to a weed grown out of 
control. "When someone leaves, 
six new ones spring up. I don't 
things are going to change." • 

The author is a Contributing Edi-
tor to Lawn & Landscape Mainte-
nance magazine. 
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begin today! 

Exclusive contour-hugging design 
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seed and fertilizer. Excellent for 
smoothing rough edges or preparing 
seedbeds in new construction. 
Breaks up and scatters aerifier 
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Programs. 
Garden Design' magazine 
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landscape professionals... 
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today and find out how our 
affordable landscape and 
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you grow your business. 
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P A R T 3 

The Legislative 
Front 

To ensure government pays attention to the lawn 
care industry's voice on key legislative issues, professionals 

must rally forces to communicate their views clearly; 
concisely and courteously; but emphatically 

By David Clancy 

Ed Note: This is the third in an ongoing series on effectively using and promoting spe-
cialty pesticides in the urban environment. 

FOR THE ILL-prepared, working with government on legislative issues can be an 
intimidating experience. However, for the well-prepared lawn care professional, it 
can be a positive experience that need not be frightening. In fact, according to 
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why it is important for a certain bill to pass or be 
defeated — and then thank them for their time." 

"It really is quite simple," said Ben Bolusky, di-
rector of government affairs for the American As-
sociation of Nurserymen, Washington, D.C. "A 
succinct one-page letter outlining your position to 
your legislator will draw attention. Don't underes-
timate the impact of the letter." 

RALLYING SUPPORT. Strength lies in num-
bers, so if you feel strongly about an issue, it 
might be a good idea to enlist some help. 

"I wouldn't hesitate in calling my competitors 
to get them writing as well," said Roger Albrecht, 
president of Nitro-Green, Fairfield, Calif. "On any 
one issue if (the legislator) gets more than four or 
five letters, it becomes urgent enough for him to 
pay attention and read them." 

Bolusky agreed, recommending letters ad-
dress only one subject. Additional issues can be 
broached in future letters, he said. "A series of 
single-issue letters builds impact." 

Bolusky advised that lawn care professionals 
writing to a government representative explain in 
their letters the impact a certain issue, such as 
posting and notification, will have on their busi-
nesses. "Don't say 'this legislation will shut my 
business down' without backing it up with relevant 
facts. Provide the legislator with a thumbnail 
sketch of your business — what you do, how many 
people you employ and exactly what the ramifica-
tions of the legislation will be. You must show how 
it's going to affect your bottom line." 

"You must explain to them the benefits for 
their constituency," said Norman Goldenberg, 
vice president/government affairs, TruGreen/ 
ChemLawn, Miami. "You always want to state 
how many offices you operate in their district, 
state, etc. Emphasize that you are a small business 
and how this issue affects your operations." 

Allen James, executive director of Responsible 
Industry for a Sound Environment, Washington, 
D.C., concurred. "State your business interests 
rather than personal interests," he said. "Explain 
that you hire people in the community and build 
empathy that way. 

'Talk specifically about the issue your com-
pany is concerned about," he added. "Lay out your 
points in a way the lay person can understand. Oth-
erwise, you may confuse them. And finally, ask for 
what you want. Leave them with a clear under-
standing of your position." 

When writing in reaction to a bill already intro-
duced, cite the bill number. This makes it easier 
for them to identify the issue, and will help you in 
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many industry professionals active in legislative af-
fairs, the fear factor is highly overblown. It's all a 
matter of how you perceive government to operate. 

Aside from taking part in industry Legislative 
Days, the easiest way to get involved in govern-
ment is through letters and phone calls. The key is 
not always what your message is, but how you 
present it 

Tom Diederich, vice president of government af-
fairs for Orkin Lawn Care, Atlanta, said brevity and 
organized thinking are important. "When writing to 
legislators, you need to hold your thoughts to one 
page. Focus on the issue and talk about what it 
means to your family, your business, your employ-
ees or your customers." 

He added, "It is important to state your case — 

Key Addresses 
Senator's Name Representative's Name 
United States Senate United States House of Representatives 
Washington, DC 20510 Washington, DC 20515 

Senate Offices: 
Dirksen Senate Office Building 
Constitution Avenue between 1st and 2nd Streets, NE 

Hart Senate Office Building 
2nd Street and Constitution Avenue, NE 

Russell State Office Building 
Constitution Avenue between Delaware and 1st Street, NE 

House Offices: 
Cannon House Office Building 
Independence Avenue between C and First Streets, SE 

Longworth House Office Building 
Independence Avenue between C and South Capitol Streets, SE 

Rayburn House Office Building 
Independence Avenue between South Capitol and First Streets, SE 

All Senate buildings have the 20510 ZIP code 
All House buildings have the 20515 ZIP code 



the long run," James said. 
For Lou Wierichs, president, 

Pro-X Systems, Appleton, Wis., his 
first involvement with government 
was through a letter that appeared in two newspa-
pers where he did business. 

"On a 'no' vote by two of my area legislators, I 
wrote a letter to the editor, naming those guys for 
voting against it. That appeared on Wednesday. By 
Thursday morning I was sitting down having 
breakfast with both of them." 

Wierichs said his letter was concise, direct and 
positive. "I didn't want to be negative. I tried to be 

A PHONE CALL AWAY. While letters may be 
the best way to go, there is nothing wrong with a 
simple phone call — once again as long as it is 
straightforward, to the point and non-threatening. 

However, when making contact by phone, es-
pecially at the national level, chances are that you 

After that meeting, where 
Wierichs explained his position, the two legislators 
have consistently supported his position. 

Sen. Boh Dole, R-Kan., (left) and PLCAAs Tom 
Delaney (bottom) previously addressed Legislative 
Day attendees. For many, it was also a chance to 
tour Washington (above) and meet their legislators. 

positive about the bill, yet 
draw attention to unknown 
situations." 

The Down Side of Sending Literature 
BROCHURES AND other literature often 
make good enclosures when writing to 
government representatives about a par-
ticular issue. However, there are points to 
consider when including literature written 
by other sources. 

For instance, don't ever send anything 
that you haven't fully read and under-
stood. "If you are handing out other 
people's literature and you haven't read it 
yourself, you might be giving out contra-
dictory information," said Tom Delaney, 
director of government affairs for the 
Professional Lawn Care Association of 
America. "That may actually sway the 
legislator against you." 

Denny Linnell, co-owner of Lawn-life 
Corp., Salt Lake City, Utah, agreed. "I 
don't send any literature that I don't un-
derstand. If I don't understand it, 111 call 
someone. If I still don't understand it, I 
hold onto it. I don't even pass it on until a 
later date." 

"Providing literature is not a bad 
idea," said Allen James, executive direc-
tor of the Responsible Industry for a 
Sound Environment. "But, like your let-
ter, it must be straight to the point, con-
cise and describe the business in a clear 
way. And, you must understand the 
piece yourself. Your audience might ask 
questions and, if you cannot provide 

solid answers, you have ruined your 
credibility." 

But one key to literature and other 
information requests might be the speed 
in which you provide them. "If they re 
quest information, do whatever it takes," 
linnell said. "Sometimes when (legisla-
tors) request information, 111 say, 'Well 
it may take a day or two, but 111 provide 
it.' Then 111 come back and work until 
five o'clock in the morning to get that in-
formation to them immediately, so that 
they can see that my level of interest is 
very high." 

And that perception will show how 
committed you are to your business. 
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will speak to an aide rather than a legislator, accord-
ing to Tom Delaney, director of government affairs 
for the Professional Lawn Care Association of 
America, Marietta, Ga. "But making that contact al-
lows your opinion to be recorded," he said. 

"Let them know that you want a particular bill 
voted for or against, and any changes you would 
like to see. It is important to let them know that 
you are either a voter constituent or you are run-
ning a business in their area that has a lot of em-
ployees and customers who are constituents." 

That staff member will typically take notes, and 
pass along any information to another staff person 
who has direct responsibility for that issue. 

"The staff people really are the ears of their 
bosses," Bolusky said. "Realistically, the legislator 
has too many issues on the table to be familiar with 
every one of them. It is the staff that holds the 
marionette strings." 

"Many times it's our own egos that say we want 
to meet with an elected person," Goldenberg said. 
"We must put those aside and realize the aide can 
help the business more. There are thousands of 
bills introduced into Congress and at the state 
level. The legislators are on a lot of committees, 
and don't always have time to understand the ins 
and outs of the issues." 

A rule of thumb is to look at the number of 
people the elected official represents, Wierichs 
said. "The more people they represent, the busier 
they will be." 

For instance, Maryland Senator Barbara Mik-
ulski's office receives between 4,000 and 7,000 let-
ters a week from people asking for her time; more 
than 700 of those requests are forwarded to her. 

As important as aides are to the process, how-
ever, their third-party involvement creates some 
risks, Wierichs warned. "When you deal with an 
aide, you run the risk of misinterpretation. Make 
sure the aide understands your position." 

CULTIVATING TIES. Building a relationship 
with a staff member may be just as important as 

(continued on page 82) 

NO-DRIFT CHEMICAL APPLICATOR 
Now apply chemicals on windy days! Sizes range from 
30" to 72" Send for free packet with complete parts 
_ r information and prices. 
m n z ^ * DANVILLE 

INDUSTRIES 
Box 8 

124 W. Main 
Harper, KS 67058 

1 (800) 662-4212 
1 (316) 896-7192 

Without 
advertising, 

a terrible 
thing 

happens... 

NOTHING. 
To advertise in LLM call 800-456-0707 

USE READER SERVICE #45 

Now...add versatility to JD9M-C spray gun with 
18"brass spray wand and low-drift nozzle! 

JD9-C spray gun is even more versatile with 18" curved brass 
wand fitted with Delavan® Raindrop™ Low Drift RF8 nozzle. 
In-field exchange between wand and other spray gun tips 
and nozzles is fast and easy. 

& m m g r e e n 
4 W g a r d é e 

G r e e n G a r d e ® Division 
H.D. HUDSON MANUFACTURING C O M P A N Y 
500 N. M i c h i g a n A v e n u e • C h i c a g o , IL 60611-3748 
Phone: 1800 745-2392 Fax: 1 312 644-7989 
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Callbacks? 
Cancellations? 

Stop Callbacks and Cancellations. Use 
RegalKade™.. .the newest and best pre-
emergence herbicide for lawn care profes-
sionals. RegalKade™ is Prodiamine 
(Barricade®) impregnated on Regal premium 
fertilizers. It controls crabgrass, annual 
bluegrass, crowfoot, chickweed and many 
other annual grass and broadleaf weeds in 
established turf and landscape ornamentals. 
You can use one application for summer-long 

REGAL 
CHEMICAL 
COMPANY 

control. RegalKade™ herbicide is so insolu-
ble, it stays where it's put—the top lA inch 
of soil where it doesn't damage roots. It does 
not vaporize into the environment. And it 
does not stain or discolor clothing, sidewalks 
or equipment as do other DNA chemical dyes. 

RegalKade™ is only available from 
Regal Chemical Company and its 
distributors. Call for early order discounts. 

Barricade , 
HERBICIDE 

Barricade® herbicide is a registered 
trademark of Sandoz Ltd. 

P.O. Box 900 • Alpharetta, Georgia 30239 • 404-475-4838 • 1-800-621-5208 
USE READER SERVICE #43 



(continued from page 80) 

building the relationship with the legislator. After 
all, the aide is there to advise the legislator. 

"Staff people are usually from the legislator's 
constituent's area," Delaney said. "It's a small world, 
and that helps build rapport. Oftentimes you will 
have mutual friends, and that will give you com-
mon ground, which can be very important" 

"Whenever you have met with or spoken with a 
member of a legislator's staff, drop them a quick 
thank you note," Bolusky said. "This helps build 
rapport and keeps you in a positive light" 

However, while building this rapport, it is im-
perative that you don't gain a reputation as a pest. 
For instance, don't comment on everything, 
Diederich said. "You must wait and use your com-
ments for the big issues. If you write on every 
single bill and every move they make, you become 
the barking dog in the neighborhood and pretty 
soon they just take it as background noise. But if 

you are courteous and approach the issues di-
rectly, they will be interested in that." 

"You must be courteous in your actions, even 
if the elected official hasn't been on your side in a 
particular area," Delaney said. "You only have 
two senators. If one of them has been against you 
on certain issues you still must respect his rights 
if you want him to respect yours. He can judge 
the entire industry by you." 

Most importantly, never try to intimidate. 
"Don't threaten the people," Diederich said. 
"Don't say, Til never vote for you again,' or 111 see 
to it that you'll never hold office again.' Or 111 
never send you another dollar.' That just ruins 
professionalism, and discounts your ideas." 

Likewise, Bolusky said, "don't say 'I contrib-
uted to your campaign, so I want your support.' 
Be civil and professional, and your voice will be 
heard." 

"I don't want to be threatened about my job, 
and neither do legislators," Goldenberg said. 
"They must have justification for voting your posi-
tion, not threats. If you threaten them, you will 
alienate yourself from them." 

(continued on page 106) 

U S E R E A D E R S E R V I C E #27 

76 

U S E R E A D E R S E R V I C E #36 USE READER SERVICE #26 

FEBRUARY 1994 • LAWN & LANDSCAPE MAINTENANCE 

CONVERT UNWANTED TREES AND BRUSH INTO USEABLE WOOD CHIPS... 

WITH A BANDIT CHIPPER 
All units are equipped 
with a powerful, 
hydraulic feed system 

The units produce 
dimensional chips 
that are ideal for 
mulch, compost, and 
pathways 

Discharge chips in 
any direction with a 
360° swivel discharge 

BANDIT INDUSTRIES, INC._ 
6 7 5 0 Millbrook Rd., Remus, Ml 4 9 3 4 0 
Phone: 5 1 7 - 5 6 1 - 2 2 7 0 • Fax: 5 1 7 - 5 6 1 - 2 2 7 3 

CALL OR WRITE TODAY FOR 
LITERATURE, VIDEO TAPES OR A 

DEMONSTRATION. MODEL 60 - 6" DIAMETER CAPACITY UNIT SHOWN. 

6", 9" and 12" diameter capacity chippers are 
offered, either as engine driven or PTO driven. 
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Landscape Renovation 

Halts Erosion 
Three Southern California counties 

lost 300,000 acres of land in a recent 
string of forest and brush fires. Now 

maintenance crews are racing to 
restore vegetation to prevent soil 

erosion and mud slides. 

By Cathy Hoehn 

AT FIRST GLANCE, Laguna 
Beach, Calif., looks like any of the 
numerous small, sleepy towns 
nestled among the steep Southern 
California hills overlooking the 
Pacific Ocean. The hills are dotted 
with picturesque bungalows and 
Spanish-style stucco homes, tucked 
among hollowed nooks and cran-
nies or roosted high over simmer-
ing valleys filled with cactus, wild-
flowers and native grasses and 
shrubs. 

A slow drive along the narrow 
roads snaking through the scenic 
countryside reveals a different pic-
ture, however. 

In some places, one side of the 
road remains highly vegetated while 
the other sports lines of green brush 
amid haphazard stretches of bare 
red clay. Farther along, a steep in-
cline stemming from the road is 
nothing but a huge sheet of bare, 
clumpy red soil marred by tufts of 
burnt grass, masses of rock and 
charred cactus stumps. Perched atop 
the hill, two houses stand merci-
fully unscathed, divided by the 
black, jagged foundation of a home 
licked away by the flames of a rag-
ing forest fire. 

Neither rhyme nor reason can 
explain the arbitrary path 
of the fires' devastation. 

In the wake of 17 arson 
and accidental forest fires 
late last year, city and 
county officials from La-
guna Beach and other parts 
of Orange Country, Thou-
sand Oaks and Malibu con-
tinue to shuffle through 
the dust, ash and rubble, 
trying to clean up as best 
as possible and figure out 
how to recoup losses, both 

California's devastating 
fires wreaked havoc on 

the landscape and 
everything in its path. 

Erosion is now a query. 

in homes and landscapes. 
Sixteen of the fires were alleg-

edly started by arsonists; the other 
by a philanderer seeking warmth. 
Laguna Beach's fire enveloped 
90,000 acres while some 300,000 
acres of land and 600 homes were 
destroyed throughout the region, 
according to Mike Harding of 
Woodward-Clyde Consultants, San 
Diego, the firm charged with de-
veloping and implementing the 
municipalities' plans for reseeding 
private and public property to pre-
vent soil erosion and mud slides. 

Gray smoke still hovered over 
the scorched earth as emergency 
crews from the U.S. Department of 

Agriculture's Soil Conservation 
Service and the California Conser-
vation Corps arrived to hastily lay 
straw bale dams, silt fences and jute 
mesh blankets to prevent soil ero-
sion, which leads to mud slides. 

RESEEDING. While the rest of Or-
ange County and other municipali-
ties remained gridlocked by politi-
cal controversy over what indi-
vidual action they should take, city 
officials from Laguna Beach, a 45-
minute drive south of Los Angeles, 
quickly hired Woodward-Clyde, 
the same group that engineered 
Oakland's revegetation and soil ero-
sion prevention efforts after its dev-

astating fire three years ago. 
Their objective was to reseed the 

steep, bare hillsides that coddle the 
city's homes and businesses. Quick 
action was imperative; post-fire rains 
had already caused serious mud 
slides. Further rainfall could send 
more mud cascading down, threat-
ening damage to city hall and the 
downtown area. 

Woodward-Clyde speedily de-
vised a plan deemed acceptable by 
environmentally conscious residents. 
The firm recommended three meth-
ods of securing new seed in the soil 
and preventing soil erosion: blow-
ing straw topped by a tackifier, 
spreading a paper mulch and poly-
mer mixture and, in inhabited areas 
at most risk, using a bonded fiber 
matrix system. 

The firm's main challenge in de-
veloping a reseeding plan was deter-
mining how to apply and secure 
seed in hard-to-reach areas on the 
steep slopes. While traditional soil 
erosion blankets are effective under 
most conditions, California's rocky 
hills called for a more binding (and 
less expensive) substance that could 
be evenly applied to 1,000-foot-plus 
inclines. 

Fortunately, a seemingly appro-
priate alternative made its 
way to the market: a bonded 
fiber matrix system that re-
ceived high marks in field 
trials. Only publicly intro-
duced in mid-November, 
Soil Guard bonded fiber 
matrix system, a viscous, 
yellow, spongy substance 
before mixed with water, is 
made up of wood fibers, 
natural bonding agents and 
organic and mineral activa-
tors. Combined with seed, 
the mixture is sprayed from 
truck-mounted hydroseed-
ers via lengthy hoses or 
spray cannons. 

Soil Guard, manufac-
(continued on page 86) 
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No matter how good an 

insecticide is, it simply won't 

work unless it reaches its 

intended target. 

Which is exactly what can 

happen with fire ant poisons. 

Nurse and worker ants, 

whose sole job it is to feed 

the queen, often die before 

even reaching her. 

Award,* on the 

other hand, is an 

insect growth regulator that 

sterilizes the queen. Unlike 

poisons, it has no effect on 

worker or nurse ants, so it's 

sure to reach the queen. 

And with her ability to pro-

duce new ants eliminated, it's 

only a matter of time before 

the mound collapses. 

So next time, try Award. 

And get 300,000 otherwise 

loyal subjects to unknowingly 

betray their queen. 
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N e w C a n d y D e t h a t c h e r / O v e r s e e d e r 

Makes 
Grass 
Faster 

Our 48"-wide unit creates 24 sepa-
rate slits on 2" centers. Cutter blades 
are heat-treated spring steel with saw-
tooth design. Precise metering 24 
seed tube outlets assure even seed 
distribution and placement. You get 
faster, thicker turf growth. 

This rugged, self-leveling 3-point 
hitch unit needs as little as 18 HP. It 
features PTO drive with slip clutch 
to a chain drive for quiet operation. 
Pneumatic tires won't mar turf, like 
skids on other units do. 

Can he ordered as dethatcher only. 
Optional shoe assembly permits more 
seed to he placed in the slit for 
increased seed-to-soil contact. Other 
options include brush assembly or 
trailing 3-section roller. Call now to 
order this revolution in renovation. 

I T ' S G A N D Y 

1-800-443-2476 
528 Gandrud Road, Owatonna, M N 55060 

Erosion Control 
(continuedfrom page 83) 

tured by Weyerhaeuser, Tecoma, Wash., forms 
a massive covering over the soil, inhibiting soil 
loss while allowing moisture, light and plant 
growth to penetrate. The mix's main advantage 
is that it clings to any soil surface, even steep 
hillsides. Once dried, it minimizes the impact of 
even heavy rain, remaining cohesive and bonded 
to the soil. After plant cover is re-established, 
Soil Guard naturally biodegrades into the soil. 

S&S Seeds, Carpinterial, Calif., supplied na-
tive bunch grass and wildflower seeds for the 
project, including encilia, California sage, coy-
ote bush, buckwheat and California poppy. 

Using four Bowie 3,000-gallon hydro-
mulchers equipped with Moyno rotor-stator 
pumps, the two-man crews from Hydro-Plant, 
San Marcos, Calif., and Dietz Hydro-seeding, 
Sylmar, Calif., covered 65,000 acres at 3,000 to 
4,000 pounds per acre. About 100 tons were 
applied at 2 to 3 acres per day. 

The real trick was getting hydroseeding crews 
adapted to the slow process of applying the Fiber 
matrix viaextra-long (up to 1,400 feet) pipes and 
hoses, and balancing themselves on the treacher-
ously steep slopes, said Gary Weems, president 
of Hydro-Plant. "The crews took a few days to 
adjust to the slower process, and getting comfort-
able working on the steep hills. Now they're 
having fun. They'll be bummed when they have 
to go back to regular hydroseeding." 

The other major soil erosion control method 
used was a hydraulic soil sealing system, com-
prised of a wood fiber mulch, recycled paper 
mulch, seed and an acrylic polymer which acts as 
a binder and semi-sealant (it allows infiltration 
but also binds the soil particles, providing short-
term eroson control.) 

"It's not as effective as the matrix but it's 
cheaper. We recommended it for use on large, 
expansive areas that were critical, but not as 
critical as areas we used the matrix on," said 
Carol Forest, vice president of Woodward-Clyde. 

DESTRUCTION. Ash from the fires turned the 
soil alkaline in some areas, but didn't create any 

Securing seed in hard to reach places is a 
challenge for crews racing to establish a soil 
erosion plan. 

major complications, Forest said. "The hydrau-
lic seeding removed some of the ash. Some was 
taken away with the debris. We didn't have any 
real problems." 

A large number of domestic plants were de-
stroyed by fire as well, including adacia, cedar, 
cypress, hopseed, eucalyptus and junipers. Pri-
vate property owners must contend with those 
losses. 

Woodward-Clyde opted against seeding much 
of the area's wildlands. "We don't think the fires 
were hot enough to completely destroy seed there." 

Initial progress reports show native plants, 
wildflowers, some shrubs, creeping vines and 
clover sprouting from the carcasses of burnt 
plant material in wildland and irrigated areas. 

"Now we need a nice steady rain, but nothing 
real intense," said Mike Harding, a consultant for 
Woodward-Clyde. 

The soil erosion control methods used "are 
doing theirjobs," Forest reported. "We're pretty 
happy with the performance of everything we've 
used so far. The material is working in terms of 
interim control until vegetation is re-established. 
The revegetation will provide the permanent 
erosion control." 

Project coordinators estimate the Laguna Beach 
undertaking cost about $2 million. The Califor-
nia Office of Emergency Services plans to con-
tinue tracking mitigation progress through spring. 

Orange County, Malibu and Thousand Oaks 
also hired Woodward-Clyde to engineer their 
reseeding efforts. At press time, the Orange 
County project had been completed without any 
hitches. The Thousand Oaks and Malibu projects 
were nearing completion. 

While the reseeding brings the hillsides back to 
life, residents expect it will take years to piece 
back together their lives. 

Frank Cinquegrana, one of two owners of 13 
bungalows built to house competitors in the 1932 
Olympic Games, lost six of the cottages as well 
as irreplaceable landscape trees and shrubs. His 
future, as well as his tenants,' remains uncertain. 
"I'm too emotional to stay close to it right now. 
After they finish cleaning up here, I'm thinking 
about putting up a chain fence and taking a 
vacation," he said. • 

The author is Senior Editor of Lawn & Land-
scape Maintenance magazine. 
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I R R I G A T I O N 
T R A I N I N G S E R I E S 

PRECISI 
BIDDING 
LEADS TO 

PROFITABLE 
JOBS 

Don't let the unknown ruin what you 
think is a perfectly good bid. Pre-

pare a thorough bid by visiting the 
job site and uncovering 

potentially hidden problems. 

By tarry Keesen 

SIX YEARS AGO, an irrigation contractor in 
New York called me to discuss his business. It 
seems his firm was losing money on most of its 
projects, and he wanted me to review his opera-
tion in an effort to help him correct the problems. 

Three weeks later I was in New York observing 
their installation methods, estimating processes, 
accounting procedures and general methods of 
operation. 

Photo by Clean Cut, Austin, Texas 



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

The firm's installation techniques 
were adequate, but morale was low 
stemming mainly from the installer's 
frustration with the profitability of 
the irrigation division — or lack 
thereof. The crews also indicated they 
were encountering rock or difficult 
soil conditions on many of their 
projects resulting in slower installa-
tion times and high trencher mainte-
nance costs. 

On top of all that, the crews had no 
performance criteria or labor budgets. 
Likewise, the owner had little infor-
mation to use in evaluating employee 
performance. 

A look at estimating and cost ac-
counting procedures revealed the real 
culprits. Labor and material job cost-
ing were non-existent. This left the 
estimator guessing about the labor 
costs, and gave him no sound basis for 
estimating future work. 

Apparently, the estimator was ex-
tremely busy leaving him little time 
to look at the job site prior to bidding 
the job. If he had visited the job sites 
and dug a few holes, he could have 
determined the soil type. Then, with 
proper job costing he could have bid 
the project accordingly and made 
money. 

The contractor changed some of his 
procedures and within a year, the irri-
gation division was showing a profit. 
This story is typical of how many irri-
gation contractors fail to manage 
their estimating and cost accounting 
methods. 

AVOIDING PITFALLS. What are the com-
ponents of a good, solid estimate and 

how can some of the 
pitfalls contractors ex-
perience be avoided? 

The first question 
that should be asked 
before bidding a job 
is, ttDoes this project 
fit my business and 
can it be profitable?" 
Contractors need to 
learn to be selective 
about the type of 
projects they bid and 
avoid going after ev-
ery potential project. 

Additional consider-
ations include: Will I 
be a prime contractor 
or a subcontractor? Is 
the owner financially 
capable of completing 
the project, and is the 
designer fair to deal 
with? Is there reten-
tion held on the 
monthly payments 
and will payments be prompt? 

Deciding between the roles of prime 
contractor or subcontractor is a con-
trol issue. Grabbing the prime contrac-
tor position gives the lead firm more 
control over scheduling, payments, etc. 
If payments take 45 to 60 days and re-
tention is 10 percent until acceptance, 
interest charges should be added to 
the bid. 

Look at the size and type of the pro-
posed irrigation system to see if your 
firm has the experience and financial 
capability to do the project efficiently 
and profitably. Check the bonding 
and insurance requirements as well 

as possible costs that may unexpect-
edly occur. 

After deciding to assemble an esti-
mate, perform a job site inspection. 
Check the drive time from your office 
to the site to see if it is longer than an 
average drive time. If it is, add that 
time to your estimate. While you're at 
the site, dig some holes to check the 
soil conditions. 

Don't bypass this step to save time. 
It reminds me of the time I bid a golf 
course in Tulsa, Okla. After looking 
at the site, I sensed there might be 
some rock problems. So I rented a 
backhoe and dug several test holes 
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L E S S O N T W E N T Y 

only to discover that the entire site 
had a limestone shelf about 12 to 24 
inches under the soil surface. Such an 
oversight could easily bankrupt a con-
tractor. 

Once the soil and ease of trenching/ 
excavating is determined look for 
steep slopes or poor drainage areas 
that may require hand digging or re-
sult in slower installation. Survey the 
area surrounding the site for vandal-
ism or potential vandalism. Nearby 
schools can result in children travers-
ing the site and lead to future problems 
and concerns. 

Other thoughts to help flesh out your 

Pitfalls to a beautiful landscape can be avoided by solid estimating 
and design methods. Uncovering all of a site's potential problems 
before a project begins leads to a more profitable job. 

stalled. This practice helps eliminate 
omissions and gives you a better job 
understanding. Likewise, when listing 
the items on the bid form, do so in the 
order they will be installed to prevent 
omissions. 

Beginning with mobilization, follow 
through with the POC backflow pre-
venter, trenching and backfill, main-
line by size, quick coupler valves, 
manual drain valves if necessary, au-
tomatic control valves, automatic con-
troller, wire, lateral lines by size, 
heads by type, turnover material 
(keys, spare parts, etc.), testing and 
adjustment of the system, cleanup, 
as-built drawings and winterization, 
if required. 

Once all the bid items are listed, 
contact your local supplier for current 
equipment prices. Enter the unit 
prices on the irrigation estimate 
sheet. Job costing records will provide 
the amount of labor required to 
trench and install the equipment. For 
example, it might take 15 minutes to 
install a pop-up head or 1.5 minutes 
per foot to trench, backfill and com-
pact the trench. 

If the average hourly labor cost is 
$12 per hour, the labor unit price per 
head is $3 for the pop-up spray head, 
and 30 cents per lineal foot for the 
trenching. The average labor cost 
should include payroll taxes such as 
FICA and state and federal unem-
ployment taxes. Workmen's compen-
sation insurance and the company 
paid portion of medical insurance 
should be included as well as retire-
ment benefits, if applicable. 

Many contractors forget about over-

bid include: Does the 
site have a lot of pedes-
trian or vehicular traf-
fic? This may require 
fences and barricades 
which cost money. Will 
other construction 
trades be involved in 
the project resulting in 
delays and several 
move-ins? This can 
cause scheduling night-
mares and added ex-
pense to the job. Are all 
areas accessible to the 
equipment and is power 
available to the auto-
matic controller? 

Answering all of 
these questions prior to 
bidding will help you 
price your job profit-
ably. 

PREPARING THE BID. Set 
up an estimate spread-

sheet with the following headings 
across the top: quantity, size or mea-
sure, description, material unit price, 
material total, labor unit price, labor 
total, total materials and labor. 

Next, perform a quantity material 
takeoff. As you count heads, valves, 
etc., use a colored pencil to mark each 
one so you know which ones you've 
counted. This is helpful if you're inter-
rupted. Color all the lateral lines us-
ing a different color for each pipe size, 
making judgments faster and more 
accurate. 

Take off and list the different items 
in the same order they will be in-
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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 T W E N T Y 

CONSIDERATIONS BEFORE BIDDING 
• Does this project fit my business and can it be 

profitable? 
• Will I be a prime contractor or a 

subcontractor? 
• Is the owner financially capable of completing 

the project, and is the designer fair to deal 
with? 

• Is there retention held on the monthly pay-
ments and will payments be prompt? 

• Does the site have a lot of pedestrian or 
vehicular traffic? 

• Will other construction trades be involved in 
the project resulting in delays and several 
move-ins? 

• Are all areas accessible to the equipment and 
is power available to the automatic controller? 

time expenses for a 
seasonal business. If 
your crews work 50 
hours a week, overtime 
premiums need to be 
added to the average 
labor cost. Holiday, va-
cation and sick pay 
should also be in-
cluded, if applicable. 

After labor totals are 
entered in the esti-
mate under labor 
quantities, extend all 
of the material and la-
bor units, enter totals both down and 
across the spreadsheet and add the 
total columns both down and across. 
This is important. I have found many 
bid errors using this double-check 
method. 

Next, add up the material and la-
bor totals from all of the irrigation 
estimate sheets and enter those to-
tals on the irrigation bid summary 
sheet. Compute the sales tax on ma-
terial (if applicable) and round up to 
the nearest dollar. Do this with all 
your extensions and calculations to 
speed up the process. 

Now determine your overhead cost. 
Overhead should include all business 
expenses not listed on the irrigation 
estimate sheet or in the labor cost 
and labor burden mentioned earlier. 
If you're not sure what to include or 
how to go about calculating over-
head, ask your accountant for help. If 
the estimate is not accurate you 
could lose a lot of money or obtain 
few jobs. 

For example, if your overhead is 25 
percent of total sales, that percentage 
must be converted to an add-on per-
centage which would be 33 percent. 
Calculate the overhead on the labor 
and material total and enter the total. 

Profit should be a minimum of 10 
percent of your sales price or an add-
on of 11 percent. Because of the high 
risk involved with irrigation systems 
and all of the unknowns involved with 
weather, underground utilities and ex-
cavation, I recommend a minimum 
profit goal of 15 percent. 

Enter any miscellaneous costs, i.e., 
list subcontractors at cost and add a 
markup of 10 percent to 20 percent to 
cover the cost of dealing with the sub-
contractor. I like to add a markup on 
subcontracts just in case they go out of 
business and your firm is stuck paying 
more to complete the work. If a perfor-
mance bond is required add your cost 
for a bond and total the estimate. Give 
the estimate to someone else to check 
the math and review the estimate. 

Once you establish what's needed 
for a project, find out how much you 
can increase your profits. Determine 
who your competition is and how 
busy they are. I kept track of all the 
projects I bid including the projec-
tions from other bidders. This method 
helped me predict if other bidders were 
competitive. 

REFLECTION. Ask yourself if you feel 
the estimate is accurate, as well as if 
you think you need the work, can 
handle the project without a lot of 
problems and if it will be easy to do. If 
you have any doubts about the project 
or if the market will allow a higher 
price, add more money. 

At one time, I prepared an estimate 
totaling $25,000 for an irrigation 
project and added $4,500 to the total 
because things didn't feel right. The 
result — we were the low bidder at 

(continued on page 108) 

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

1. Why are site inspections important 
for the irrigation contractor? 

2. What is the best source of determin-
ing labor costs for an irrigation esti-
mate? 

3. What methods can prevent estimat-
ing errors? 

4. What should be included in labor 
costs? 

5. What should a contractor determine 
about a project prior to compiling an 
est imate? 

Answers appear on page 108 of February LLM. 
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IRRIGATION 
SEMINAR SURVEY 

Return this survey and win a chance for free registration to one of LAWN & LANDSCAPE MAINTENANCE'S 1995 irrigation 
seminars! Two winners will be selected from all entries! Simply complete the survey and FAX it to us on our toll-free line: 
800/4564865, or, if you prefer, mail it to us at: 

4012 Bridge Avenue, Cleveland, Ohio 44113 
Attn: Cindy Code 

1. How interested would you be in attending an irrigation seminar (led by an industry authority, such 
as Larry Keesen) in 1995? 

Very interested Not sure Not interested 

2. What time of the year would you prefer to attend such a seminar? 
January May September 
February June October 
March July November 
April August December 

3. What days of the week would you prefer to attend a seminar? 
Monday - Tuesday Thursday - Friday 
Tuesday - Wednesday Friday - Saturday 
Wednesday - Thursday Saturday - Sunday 

4. In which of the following cities would you be most likely to attend an irrigation seminar? 
Atlanta Houston 
Charlotte Long Island 
Chicago Orlando 
Columbus, OH Seattle/Portland area 
Dallas Washington, D.C. 
Denver Other: 

5. What do you think is a fair price a two-day seminar? (Including all materials, seminar instruction, lunch 
and coffee breaks both days.) 

$150 - $175 $225 - $250 
$175 - $200 $250 - $300 
$200 - $225 More than $300 

6. What specific topics would you like to see covered in an irrigation seminar? 

Please send me more information: 

Name 

Address 

City 

Phone 

State. 

FAX. 

ZIP. 
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Trees & Ornamentals 
PREPARING TREES AND SHRUBS FOR SPRING 

AH, SPRING. IT'S the time of transition 
from preparing and promoting service 
contracts to handling packed work 
schedules — the beginning of what should 
be a busy and prosperous season. 

Take advantage of the brief lull between 
winter — the northern ice, snows and frigid 
weather, or southern rains and 
cooler temperatures — and 
warm spring which which 
brings a flush of new growth. 
That short period is the ideal 
time to focus attention on the 
long-term needs of your 
clients' trees and shrubs. 

The work you do now to 
prepare trees and shrubs for 
spring will pay off in plant 
health and vigor during the 
remainder of the year, 
increase customer satisfaction 
and bring in funds to bolster 
winter cash flow. 

trees and shrubs. Inspect them for signs of 
winter injury — cracks in trunks or branches 
from freeze-thaw cycles or sunscald; 
damage to evergreen leaves or needles from 
drying winds or de-icing splash; and 
branches weakened or damaged by heavy 
ice, snow and wind. 

SPRING SCRUTINY. This is 
the time to closely examine In northern climates, winter bare branches make some plant forms obvious. 

Also look for injuries from mowers, weed 
whips, vehicles or pedestrians, as well as 
damage inflicted by hungry mice, rabbits or 
deer, such as stripped bark or nibbled 
branches and buds. 

Other problem signs include soft, dis-
colored or decaying wood and holes oozing 

sap or wood-dust particles. 
Inspect these spots for signs 
of disease activity. If 
necessary, probe the areas 
for bores and other burrow-
ing insects and imbedded 
foreign particles. 

Bark, branches and 
crevices are easy marks for 
scale insects or egg masses 
of other insect pests. Survey 
these areas, as well as 
evergreen needles and other 
existing foliage, for scale, 
egg masses, tunneling, 
chewed portions, webbing, 
insect debris and active 
insects. These problems 

(continued on page 94) 

C&S TURF CARE EQUIPMENT, INC. 
6207 Dressier Rd. N.W. 

North Canton, OH 44720 
(216)966-4511 • (800)872-7050 

T U R F T R A C K E R 

FEATURES: 
• Spreads and sprays over 4000 sq. ft. per minute. 
• Zero turning radius for maximum maneuverability. 
• Full hydrostatic drive. 
• 12' break away spray boom. 
• 150 lb. capacity; 3 speed electric spreader. 
• Designed for residential and commercial properties. 

U S E R E A D E R S E R V I C E # 1 5 

Smal l ad. 
Big sof tware value. 

S 
CL 

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 
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ECOLOGY & 
MANAGEMENT 

S T . KARL DANNEBERGER, Ph.D 

F I N A L L Y , AN ADVANCED TURFGRASS MANAGEMENT BOOK 
for the turfgrass professional which goes beyond the introductory level. 

TURFGRASS ECOLOGY & 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. 

ORDER YOUR COPY TODAY. Hardbound, single copies only $39 plus $5 shipping/ 
handling per copy. Quantity discounts available upon request. 

YES, I'm interested in purchasing copy(s) of TURFGRASS 
ECOLOGY & MANAGEMENT. I understand my purchase will be 
shipped upon 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.) 

ADVANCES IN TURFGRASS SCIENCE U 

EH Payment Enclosed 

Charge my • VISA 

Card # 

• MasterCard 

Expiration Date 

Signature 

Name: 

Title: 

ECOLOGYi 
MANAGEMENT 

H T.KARL DANNEBERGER, Ph.D 

Company Name: 

Address: 

City: . State: Zip Code: 

Published by. 

~ JLawn & Landscape 
. M A I N T E N A N C E 4012 Bridge Ave. 

Cleveland, OH 44113 
Call 800/456-0707 for information on 
volume, discount prices. 

rgSiKTlTiiilTii I.TTTTITT 
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Trees & Ornamentals 
(continued from page 92) 

create spots, discoloration, distortions and 
raised or sunken areas on the foliage. 

Also check tree wrap for proper position-
ing and tightness. Look for signs of insect 
activity beneath the wrap. Note wrap that 
will need removal or replacement as the 
weather warms. 

Beneath the plant also should be in-
spected. Check for proper mulch levels 
and placement, removing any mulch 
buildup against the base of the trunk 
or branches. Evict any over-wintering 
mice or other rodents making their 
nests in mulch material. Note soil 
density or compaction, pockets of 
wet or dry soil, low or high spots, 
insect or animal soil mounds and 
holes or burrows leading into the 
root area. 

The findings unveiled by this 
examination may be obvious to 
the inspector, such as weather-
related damage, common scale 
insects, egg masses of a known 
insect attacker, evidence of a bothersome 
fungus condition or foliage discoloration 
consistent with a specific micronutrient 

deficiency. Other discoveries may be 
unfamiliar and thus require gathering 
samples for inspection by an entomologist 
or plant pathologist or for analysis by a 
qualified laboratory. 

Precise identification in late winter/early 
spring — when crews and specialists both 
have a little more time — provides impetus 
for problem solving. 

Some injuries demand immediate 
treatment; 

Winter's branches on 
deciduous trees leave clear access for 
pruning. Photos: Steve Trusty 

others can be noted for follow-up inspection 
during spring. You can thwart a number of 
insect and disease problems by removing egg 
masses or infected material; others by apply-
ing dormant oil and/or lime sulphur sprays. 

Signs of other insect or disease activity can 
be noted for periodic checking during the 
proper time for your region. Anticipating 
certain infestations on specific plants allows 
crews to use integrated pest management 
practices to keep ahead of potential damage. 

GETTING AN EARLY JUMP. In 
northern climates, the stark, bare 
branches of deciduous trees and 
shrubs make a striking display in the 
frigid landscape. Pruning is easier 
because plant form is so obvious and 
the lack of foliage allows clear access 
to branches. The ground may still be 
frozen providing a more forgiving 
surface for large branches that fall 
when removed. Even when the ground 
softens, spring flowering bulbs and most 
herbaceous perennials remain safely 
nestled below the soil surface and are not 
likely to be damaged by falling debris. 

In southern climates, existing foliage 
may inhibit pruning of many deciduous 

trees and shrubs. Still, the transition between 

\ / f / z ^ - T 

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 
800-476-0260 or 804-755-1101 world- ERFF7F-PI IK 
wide .The cost is so reasonable, it's a good 
way to break the ice with any customer. Become ice Makers. 

9 1993GW1 H«onProducís Richmond« 
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NEW 
PRODUCT 

POSTING 
SIGNS 

Quality 
Plastic 
Stakes 

R.N.D. 
Signs 

1-800-328-4009 
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Weak branches should be removed first. 

winter work schedules and spring plant 
growth spurts coincides with pruning time. 
Pruning cuts are soon camouflaged by 
renewed growth in spring. 

Another point to consider is plant 
flowering times. Pruning spring flowering 
trees and shrubs in late winter/early spring 
means sacrificing blossoms that would have 
grown on the removed branches. If the 
plants are healthy and their shape adequate, 
its best to prune them during the two weeks 
following flowering. But for overgrown, 
weakened or damaged plants and for most 
fruit-producing trees, pruning now is ben-
eficial enough to offset the loss of flowers. 
Also, it can be difficult to arrange crew time 
for trimming during the rush of spring. 

As always, prune to a point of origin — 
where a small branch connects with a larger 
branch, larger branches join the trunk or 
shrub branches emerge from the ground — 
and follow correct pruning procedures. 
Cuts should conform to the natural growth 
pattern of the plant, neither leaving stubs 
nor slicing too deeply, and exposing only as 
much of the "wounded" surface as 
necessary. 

Remove broken, damaged or weak 
branches first. Then observe which 
branches rub together or interfere with each 
other. Select the strongest, best placed 
branch for keeping and prune away the 
offenders. Finally, trim away branches as 
needed to open up the interior of the plant to 
sunlight, to raise the tier of lower tree 
branches to allow access underneath or to 
form a more pleasing or uniformly balanced 
appearance. 

With mature deciduous shrubs, removing 
up to one-third of the oldest branches at 
ground level reduces overall height, 
improves interior air movement and 
rejuvenates growth. 

Certain needled evergreen trees and 
shrubs also can be pruned during this 
period. Others must be pruned during their 
spring growth spurt. Check with area 
horticultural extension personnel for 
specific local recommendations. 

When pruning such evergreens as 
members of the Juniperus family, locate 
cuts on the lower tiers of branches beneath 
the spread of the upper branches as much as 
possible. This shields the cuts from view, 

avoiding that just-pruned appearance. 
Pruning and inspection reveals evidence 

of overall plant health. It helps pinpoint 
trees and shrubs that benefit from an 
application of a complete fertilizer or 
specific nutrients or micronutrients. Late 
winter/early spring is an excellent time for 
such treatments because it allows plants to 
distribute nutrients most effectively during 
spring's increased sap flow. 

Certain systemic insecticides and fung-
icides also are enhanced by early season 
application. 

Declining plants, those badly damaged or 

those reaching the end of their natural life 
cycle can be identified for removal. This 
allows the client to schedule removal and plan 
for appropriate replacements to be planted as 
soon as weather conditions allow. 

Acting now to prepare trees and shrubs for 
spring puts plants in prime condition, frees up 
valuable crew time during the rush of the 
season and helps add to the bottom line. — 
Steve & Suz Trusty • 

The authors are partners in Trusty & 
Associates, Council Bluffs, Iowa, and are 
consultants to the horticulture trade. 

RECYCLE YARD WASTE 
INTO USARLE RESOURCE 

A Farmhand Tub Grinder can help to provide your communi ty 
a sensible, environmental ly sound recycling program. 

Here's an efficient machine to reduce your yard waste to a manageable 
size. The Farmhand 7000 Commercial Tub Grinder quickly grinds leaves, 
branches, palm fronds, grass cl ippings and other wood waste into a recycled 
resource. All hydraulic machine uses no t roublesome chain drives. Hydraulic 
motors directly power the tub, undermill conveyor and discharge elevator. A 
new heavy-duty rotor rips, tears and shreds material, greatly reducing volume 
of the yard and wood wastes. Three power options are available: PTO, auxiliary 
diesel engine or integral f rame-mounted diesel engine. 

For more information on 
how the 7000 Grinder can 
help you turn yard waste 
into resource, contact the 
Farmhand Sales Center at 
R.R. 1, Box 25, Grinnell, IA 
50112; 515-236-6571 
(FAX 515-236-7631). 

FARMHAND 
p r o d u c t o f 

AgEquipment Group LP 
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Getting better weed control 
in your turf and ornamen-

tals doesn't require the 
use of more herbicides. 

In fact, like most turf 
and landscape man-
agers, you probably 

want to use less 
herbicide. Which is why 

you should use Gallery* herbicide. 
The unique chemistry 

of Gallery can reduce 
the need for multiple 
applications of herbi-
cide. Because Gallery is 
a preemergent herbicide, 
it stops the emergence of 
weed seedlings. So they 
never even break the surface 
of the soil. 

In a single, low-rate appli-
cation, Gallery can control the 
growth of 95 broadleaf weeds in 

A Story Straight 
From Crooked Stick. 

By switching to Gallery the super-

intendent at Crooked Stick Golf 

Club in Carmel, Indiana, reduced 

herbicide applications on his fair-

ways from five a year to one. The 

very particular PGA officials who 

inspected those fairways for the 

1991 PGA Championship raved 

about their outstanding condition. 

• ! v . 

M 

Gallery For tin 
to do moi 

ornamentals or turfgrasses for up 
to eight months. That means you can 
go all season long without worrying 
about whether spurge, oxalis, plan-
tain or other weeds will show up 
to mar your landscapes and turf. 

Other herbicides would require five 
applications to deliver season-long 
control. Gallery delivers all season 
long with only one application. 

Although Gallery is activated 
by water, it remains stable on the 

soil surface without rain for up to 
30 days. It resists breaking down 
by sunlight, so you can be assured 
of maximum performance even under 
dry conditions. Gallery doesn't have 
any of the harsh effects of other 



)se who want k with less. 
long-residual herbicides. And there's 
minimal risk of off-target damage. 

When you use Gallery along 
with Snapshot* and Surflan,* you 
can now get the long-term weed 
control you want in sensitive areas 

where ornamentals, shrubs, trees, 
perennial flowers or turfgrasses are 
growing. Snapshot controls both 
broadleaf and grassy weeds in orna-
mental beds for up to eight months. 
It is labeled for over-the-top 

U S E R E A D E R S E R V I C E #49 

Activated by 
water, Gallery 
creates a control 
area around 
weed seedlings. 

Gallery shuts 
down the growth 
process for up 
to 8 months. 

application of woody ornamentals. 
Of course, you've got more than 

broadleaf weeds to worry about. To 
prevent grasses 
that invade beddings, 
combine Gallery with 
Surflan herbicide 
to create the ideal 
long-term weed man-
agement program. 
Surflan is gentle on 
labeled established 
plants, as well. And 
when used according 
to label directions, 
it can be sprayed over 
the top of more than 
200 different species 
of established orna-
mentals, trees, shrubs, 

ground covers and field-grown fruit 
trees. 

Our 40-page book, The Nursery 
And Landscape Guide To Respon-
sible Pest Control can fill you in on 
developing your own weed manage-
ment strategy. It also contains useful 
information on controlling insects 
and turf diseases more effectively. 
For your free copy, return the coupon 
or call our toll-free number. And 
learn more about using less herbicide. 

With Gallery, 
seedlings die 
before you ever 
see them. 

Send me the following 
Management Guide(s): 
• Cool Turf 
• Warm Turf 
• Nursery and 

Landscape 
Mail to: DowElanco, 
P O . Box 33489. 
Indianapolis, IN 46203-0489. 
Or call: 1-800-548-5034 02 
Name 

Company _ 
Business Category: • Nursery • Lawn Care 
• Municipal • Landscape Contractor • Golf Course 

Address 

City 

Phone( . 

-State- .Zip_ 

DowElanco 
The chemistry is right 

•Trademark of DowElanco. ©1994 DowElanco. 
Always read and follow label directions. 



THE KEES HYDRO mower from F.D. 
Kee$ promises commercial cutters 
increased productivity with hydrostatic 
drive maneuverability. The mower is 
available with 48-inch and 52-inch full-
floating cutting decks, 14-h.p. Kawasaki 
and 18-h.p. Kohler engine options. The 
Quick-Lift™ lever actuated deck height 
adjustment is controlled from the operator 
position. 

PRODUCT SPOTLIGHT 
INNOVATIVE CONCRETE Design Corp. 
offers Selectedge™ Decorative Concrete 
Edging Units, available in natural scale and 
colors to blend with any landscape plan. 
Their modular, trapezoidal shape offers a 
multitude of edging design possibilities. 

Selectedge creates up to a 40-inch diameter 
ring around trees, light poles, mailbox posts 
or planting beds. 

Raised Selectedge is used as curbing along 
sidewalks, driveways and patios. And a flush Selectedge border along a fence, 
retaining wall or building foundation allows grass to be mowed right up to the border, 
eliminating grass trimming and weed control. 

The 3 5/8-inch wide Selectedge border prevents grass from encroaching on protected 
areas. The unit's small, compact size, light weight and modular fit make it easy to install and 
maintain. 
Circle 1 2 5 on r e a d e r service card 

la O r ' • 
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The HydroTrac™ tracking adjustment 
allows the user to align the steering without 
tools while the mower is in operation. 
Circle 1 2 6 on reader service card 

American Cyanamid Co. introduced a 
water-soluble bag for Pendulum® WDG. 
The new packaging is part of the company's 
effort to address customers' environmental 
concerns. 

The water-soluble package is designed to 

eliminate container disposal problems, 
provide pre-measured quantities in an easy-
to-use package and eliminate product 
exposure during mixing and loading. The 
packets are made of inert ingredients that 
completely dissolve within minutes after 

Hour Motor o Job Timor 
Sorites H w i r 

Maintain your equipment more effectively 
with a programmable Service Alarm and use 

our Erasable Job T imer for job costing and 
employee productivity checks. 

J U t T C Â L I I 
SenDEC I Manufacturers of Hour Meters, 
¡ ^ P O R A T I ? ! I Maintenance Meters & Tachometers 
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Gtmrn INDUSTRIES 

Performance is the best one 
word description of the 
Goossen Chipper/Shredder. 

Whether chipping 5" 
diameter limbs or shredding 
smaller branches and leaves 
the results are the same... a 
beautiful decorative mulch. 
An optional blower and leaf 
vacuum attachment make 
loading processed material a 
breeze. 

Six models to 
choose from: 
CSIOOOPTO 

-Thice point 
-540 PTO 

CS5000 Gas Powered 
•13 hp Honda 
- non-highway towable 

CS5100 Gas Powered 
- 1 3 1 * Honda 

r f j • T anion Axle allow 
highway towing 

CS 5500 Gas Powered 
• 13 hp Honda engine 
• Sbd mount trailer 

CS 6000 Gas Powered 
• 18 hp Honda engine 

For details on this and other fine Goossen 
Products: Call Toll-Free 1-800-228-6542 
In Nebraska: 402-228-4228 
Fax: 402-223-2245 

- Torsion Axle 

CS6500 Gas Powered 
-18 hp Honda Engine 
- Sbd mount trailer 
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being added to the tank. 
Pendulum WDG, a pendimethalin-based 

product, controls most annual grasses and 
certain broadleaf weeds as they germinate. 
Pendulum should be applied only to 
established plants and should not be used on 
seedbeds, transplant beds or liners until 
plants have become well-rooted. 
Circle 1 2 7 on r e a d e r serv ice card 

The Program Builder from Buckner is an 
advanced irrigation scheduling software 
program for use as a stand-alone or with 
Buckner's Genesis and Universal central 
control systems. 

Program Builder's simple menu system 
allows the user to type in all the necessary 
data which it displays and, with the Genesis 

of Universal versions, easily transfers to the 
field control units. Extensive reporting features 
allow the user to view or print programs, 
valve data, daily reports or water use data. 

Program Builder provides an extensive 
database of historical évapotranspiration 
rates, or allows for actual ET data for the 
user's area. To incorporate current ET data, 

the user can access Buckner's weather 
station or CI MIS weather stations automati-
cally. For further accuracy, plant factors 
(the amount of water a particular plant uses, 
expressed as a percentage of ET) can im-
plemented with the plant database. 
Circle 1 2 8 o n r e a d e r serv ice card 

Encore ' s Power-Comb dethatcher features a 
newly designed combing shaft with spring 

tines molded into a rubber mounting. The 
combination of rubber and high carbon wire 
is said to extend the tines' life spans. 

The Power-Comb rotates in the direction 
of travel to avoid tearing grass while 
removing thatch. The design also prevents 
the unit from throwing rocks and debris. 

The standard 5-h.p. Power-Comb has 24 
tines; an optional hardware kit is available 
to increase the shaft to 48 tines. The shaft 
assembly can be purchased separately and 
adapted to Encore's heavy-duty Power-

We do Windows 
At Sof tQues t , we have one j o b to do. Make life 

easier for the people who use our sof tware . That ' s 

why we d o W i n d o w s . With push-but ton controls 

and picture-based screens, Supc rScape™ for 

W i n d o w s and Macintosh is a snap to use. But wc 

don't expect you to take our word for it. Call today 

and ask for a f ree d e m o so you can sec how easy it 

is to d o W i n d o w s for yourself . 

( 5 1 2 ) 4 5 2 - 4 5 0 0 ( 8 0 0 ) 2 9 9 - 9 9 1 9 

WINDOWS»« ^ M a c i n t o s h * 

C O O L W E A T H E R 
W E E D C O N T R O L 

SuperScape 
Landscape Management Software i 

|Cmtoffwrs/loc.<iont j Contracts/Jobs ; Sch+dulmq • Ì 
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University Testing Proves Esters 
Outperform Amine Formulations 

In Cool Temperatures. 
P e n n i e s s a v e d 
u s i n g a n A m i n e 
f o r m u l a t i o n in 
l o w t e m p e r a -
t u r e s c o u l d c o s t 
d o l l a r s in c a l l 
b a c k s . D u r i n g 
c o o l S p r i n g 
a n d F a l l c o n d i -
t i o n s , E s t e r f o r -
m u l a t i o n s a r e 
r e c o m m e n d e d . 

1M0 PURDUE DANDELION TEST 
AMINE V8 ESTER 

% CONTHOL ON M 5.90 

T R E A T M E N T D A T E S 

• AMINE SALT Y77Ä ESTER 

T r u s t y o u r 
c o o l w e a t h e r 
w e e d c o n t r o l 
t o R i v e r d a l e . 
W e o f f e r y o u r 

c h o i c e of 
E s t e r s -

2 , 4 - D B a s e d 
T r i - E s t e r ™ 

o r 
2 , 4 - D F r e e 

T r i - E s t e r I I ™ 

T r i - E s t e r T r i -Es ter II™ 
Call us at 1-800-345-3330 

J ß i v e r d a l e 
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Thatch dethatcher. 
Additional features include a deadman 

clutch for positive belt disengagement, 
collapsible handles for easy transporting, 
heavy-duty wheels with sealed ball 
bearings, semi-pneumatic tires and single 
action height adjustment. 
Circle 1 2 9 o n r e a d e r serv ice card 

Hoechst Roussel offers Finale post-
emergent herbicide for nonselective weed 
control in noncrop areas. 

Finale controls broadleaves, annual and 
perennial weeds, grasses, sedges and woody 
species one to four days after application; 
inhibits plant enzyme glutamine synthetase; 
severely limits photosynthesis; and destroys 
weeds' tissues. 

The herbicide degrades rapidly into 
natural compounds in any microbiologically 
active environment, actually nourishing the 
soil. It has no residual soil activity or root 
uptake. 
Circle 1 3 0 o n r e a d e r serv ice card 

A SportsTurf Maintenance Guide from 
P B I / G o r d o n features tips from George and 
Chip Toma, noted Kansas City grounds-
keepers. The 32-page booklet, available at 
no cost, outlines specifications and sug-

gestions for mowing, watering, fertilizing 
and weed, insect and disease control; as 
well as seeding, sodding, thatch and clip-
pings management. 

PBI/Gordon's major sports turf products 
include Trimec herbicides, Ferromec 

Liquid Iron and Bov-A-Mura Liquid 
Organic Fertilizer. Other herbicide, 
fungicide, insect-icide and PGR products 
are also detailed. 
Circ le 1 3 1 o n r e a d e r s e r v i c e c a r d 

S t o c k m a n A g r i - S e r v i c e s offers Guardian 
DCD liquid fertilizer for lawns with a 
slow-release nitrogen program. 

Guardian fertilizer, available in bulk, is 
a clear liquid blend of 3-18-18 and 26-0-
0-.05, resulting in a 21-4-4-.05. The 
nitrogen in 26-0-0-.05 is a triazone, non-
burning, slow-release form. 

The clear liquid form includes slow-
release 66 percent nitrogen, dicyan-
diamide. When added to nitrogen-
containing solutions at the recommended 
rates, the nitrogen in Guardian DCD is 
slowly released. This helps reduce 
nitrogen loss, keep grass green longer and 
protect ground water supplies. 

Two applications per year are recom-
mended for lawns and golf courses, 
according to the manufacturer. 

Guardian is available in both dry and 
liquid forms to suit the needs of the user. 
It is easily blended in dry mixes (impreg-
nated), or in liquid solutions. 
Circ le 1 3 2 o n r e a d e r s e r v i c e c a r d 

There Are No Better, Easier To 
Use Controllers In The Industry, 

PERIOD! 
t ^ 4 ; ( u ? ft t 

LM Scries 
• 7 or 12 s t a t i ons 

Easy to u s e 
s i m p l e p r o g r a m m i n g 

I n d o o r & o u t d o o r m o d e l s 

C o m p e t i t i v e pr ices 

Weather * 

LMC Scries 
• 14 or 19 s t a t i ons* 

• 4 0 V A t r a n s f o r m e r 

• H e a v y d u t y c o m m e r c i a l 
o u t d o o r h o u s i n g 

• 14 s t a t ion S . L . $ 3 9 7 . 0 0 

• 19 s t a t ion S . L . $ 4 6 2 . 0 0 
• 24 & 30 available soon 

matk 

Box 180205 Dallas, Texas (214)278-6131 Made in U.S.A. 

U S E R E A D E R S E R V I C E # 2 2 
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Control At Your Fingertips 
Powerful Doane system computer 
software helps you manage your 
landscaping business. 

* De ta i l ed j o b cos t i ng 
* P r o d u c e s fast , accu ra te b ids 

Pr in ts i t em ized w o r k o rde rs 
* S c h e d u l i n g / R o u t i n g 
* Recur r ing a n d A IA bi l l ing 
* Ful ly i n teg ra ted accoun t i ng 
* Pr in ts f inanc ia l repor ts 
* Tracks inventory and equipment 
* F ree b r o c h u r e 

1-800-367-7082 
D o a n e A g r i c u l t u r a l S e r v i c e s Co , 

4 9 0 0 Griff i th Dr. # 1 2 5 
B e a v e r t o n , O R 9 7 0 0 5 D 
( 5 0 3 ) 6 4 6 - 5 5 8 1 DOANE 

SYSTEM 
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PRODUCT FOCUS: LIGHTING 
The Cambria #212 low-voltage 
hanging fixture for downlighting 
and general area illumination is 
available from Lumiere Design & 
Mfg . designed with the bayonet 
D.C. base socket, the #212 accepts 
the MR11 lamp (35 watt maxi-
mum) for controlled beam patterns, 
or the incondescent lamp for warm, 
even illumination. 

The fixture is ideal for 
downlighting or area lighting from 
trees and/or overhanging structures. 
Equipped with a hanging ring the 
#212 is simple to install and easy to maintain. Quality and 
durability are built in, leased and "O" ring sealed for a watertight 
fit. Powder paint with a chromate undercoating gives the fixture 
greater corrosion resistance and fixture strength. 

The Cambria is available in standard finishes, including black, 
bronze and verde. 
Circle 1 3 3 on reader service card 

Intermat ic 's Professional Landscape offers two mushroom-
style, low-voltage lights for creating picturesque lighting effects. 
Available with contemporary fixtures, the mushroom lights are 

ideal for highlighting low foliage around the house and yard. The 
lighting gives flowers and shrubs an interesting appearance, while 
the fixtures' large shades conceal the light source. 

The CL618 small 
mushroom-style and 
CL619 large 
mushroom-style 
lights provide 
downward illumina-
tion over a relatively 
confined area. 
During winter, the 
lights create a spark-
ling effect against 
snow. 

The smaller model, 
which measures 18 
inches high and 4 
inches wide, is ideal 
for lighting flowers, 
shrubs and decora-
tive ground cover. 
The larger mushroom light is designed to illuminate broader areas 
such as borders, walkways and paths. It measures 18 inches in 
height and 6-1/2 inches in diameter. 
Circle 1 3 4 on r e a d e r service card 

(continued on page 110) 

USER FRIENDLY 
WEED CONTROL 

Get a step ahead of your competition 
with a 

Seed, mulch, and fertilize in one fast 
easy step. 

• Also repair & renovate a lawn faster and 
better than ever. 

• No messy straw to apply, no messy 
straw to blow into neighbors' yards. 

• Excellent seed to soil contact and moist-
ure retention with great results. 

- Hydro seeded lawns have a pretty and 
very professional appearance. 

150 gal. systems (2000 sq. ft.) $2795.00 
300 gal. systems (4000 sq. ft.) $3995.00 
500 gal. systems (6600 sq. ft.) $4795.00 

750 gal. system (1/4 acre) $7995.00 
1000 gal. system (1/3 acre) $9995.00 

BADGER ASSOCIATES 1-800-822-3437 
1108 Third Ave., New Brighton, PA 15066 

USE READER SERVICE #20 
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N o w M o r e T h a n Ever 
Is T h e T i m e To G o Dry! 

Worker Protection, DOT • 
Specifications and Expo- / 
sure Reduction Program • 
all mean more difficulty • 
handling pesticides unless • 
you useTri-Power® Dry or 
Dissolve®. Water soluble • 
herbicides in water soluble • 
bags. Your choice of a 
2,4-D based or 2,4-D free • 
program. Just toss the 
bag in the tank and go! 

No Mixing 
No Measuring 
No Pouring 
No Container Disposal 
No Exposure to 
Concentrates 
No Freezing 
Packaged in 
Recyclable Cartons 
Cleared For Use 
On Cool & Warm 
Season Turf 

j m m M J L ® / T R I - P O W E R ® DRY 
Cal l us at 1 - 8 0 0 - 3 4 5 - 3 3 3 0 

J ^ L v e r d a l e 
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People 
USA PRODUCTS Corp. named Fred 
Hunter vice president of sales and marketing 
for its ROOTS inc. division. 

Calv in H e n d r i x joined the irrigation 
division of The Toro Co. as vice president 
and general manager. Hendrix formerly 
served as president of the Thermador Corp., 
a subsidiary of Masco Corp. 

Hunter Industries appointed Ron Freund 
district manager for seven mid-Atlantic 
states. Freund coordinates sales efforts, 
product introductions and technical training 
for Hunter sprinklers, valves and controllers. 

National Lime & Stone Co. appointed 
B r a d G w i r t z regional sales representative 
for ECOpHRST products. Gwirtz manages 
sales for agricultural, turf and commercial 
accounts in three Midwest states. 

ISK Biotech Corp. named W i l l i a m 
M u l v a n e y manager of marketing research 
and information technology, and M i c h a e l 
B o d e n as the Kodiak business manager for 
its industrial biocides division. Mulvaney 
was previously associate director of inter-
national marketing research for Searle. 
Boden formerly served as product manager 
for ISK Biotech's wood preservatives 
business. 

Freund Erekson 

R a n d y Finchum joined Husqvarna as 
territory manager of the company's 
Southeastern branch. Finchum is responsible 
for recruiting, developing and servicing 
outdoor power equipment dealerships in 
eastern Tennessee. 

Hawkensen Equipment Co. appointed 
Steven HIISS president and chief executive 
officer. Huss previously worked for 
Brockway-Smith for two years, Chadwick-
BaRoss for two years and ITT for six. 

Mustang Manufacturing Co. appointed 
Bruce Coll ins executive vice president and 
chief operating officer in charge of day to 
day operations, and Denn is K r u e p k e vice 
president of sales and marketing, responsible 
for overall sales and marketing in the United 
States, Canada and Mexico. 

Eaton Brothers Corp. hired Lawrence 
Foster as national sales manager, respon-
sible for developing and implementing sales 
and marketing for its retail products division. 

William DeMare and David Bailey 
joined SureCo Inc. as president and vice 
president, respectively. Both served similar 
capacities at the Southern Mill Creek 
Products Co., which merged with SureCo. 

Nibco named C a m e r o n Erekson product 
manager of plastics for its residential 
division. Erekson is responsible for plastics 
marketing analysis and planning, pricing 
and product development. He formerly 
served as product/program manager for 
CTS Corp. 

Dilloware promoted P a u l a K i r m s e to 
national sales director. Kirmse holds 13 
years high-level sales experience and exten-
sive knowledge about personal computers. 

Syed Akbar and Minal Mehta joined 
Irrigation Technologies as computer 
programmers. Akbar has several years 
experience in business and a strong 
background in both software development 
and computer engineering. Mehta graduated 
from the University of Houston with a 
degree in computer science. • 

OUR APPOINTMENT 
SCHEDULE! 

H Appointment Schedule For: Seoternber. 1993 h 

Crew 

Truck 1 
Truck 2 

Schedule For: ALL CREWS 
Sun Mon Tue Wed Thür Fri Sat 

1 
Month 

Enter Date I3l£laiEFilLULJ 
L J L E I I L l I L I I S L D l ì ] 

To Move To Desired Day Use Arrow Keys <ENTER> To Zoom 

Zoom Exit 

SCIS 3.0 
Software For The Lawn Care Industry 
With a WINDOWS® - Like Interface 

Customers • Work Orders • Invoices • Estimates 
Receivables • Payables • Post Cards/ Labels 

Sales Reports 

1-800-441-2885 
M A N O R S O F T W A R E , I N C . 

199 12th St • Avalon, NJ • 08202 
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Creative 
curb marketing 

Permanent Landscape Härders 
26041 Pala (714)587-8488 
Mission Viejo, CA 92691 (800) 292-3488 

FAX: (714) 951-2656 

Create profits by offering your 
customers beautiful borders. 

The Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and an 
important addition 

to your 
bottom 

line. 



Calendar 
MAR. 1 Water Gardens School, Tom's 
Country Place, Avon, Ohio. Contact: Charles 
Behnke, Horticulture Agent, Ohio State 
University Extension, 42110 Russia Road, 
Elyria, OH 44035; 216/322-0127. 

MAR. 1 -2 Landscape Construction: A 
Demonstration of Techniques, New 
Brunswick, N.J. Contact: Office of Continu-
ing Professional Education, Cook College, 
Rutgers University, 908/932-9271. 

MAR. 2 26th Annual Professional Turf & 
Plant Conference, Huntington Town House, 
West Huntington, Long Island, New York. 
Contact: Pat Voges, Nassau/Suffolk 
Landscape Gardeners Association, P.O. Box 
489, Brightwater, NY 11718; 516/665-2250. 

MAR. 2 1994 Great Lakes Irrigation Trade 
Show, Willowbrook Holiday Inn, Willowbrook, 
111. Contact: Century Rain Aid, 800/347-4272. 

MAR. 3 Turf & Golf Fair, Spring Valley Turf 
Products, Country Inn, Pewaukee, Wis. 
Contact: Jordan Sensibar, 414/677-2273. 

MAR. 3 - 4 Athletic Turf Management 
Seminar, Gainesville, Fla. Contact: National 

Institute on Park & Grounds Management, 
P.O. Box 1936, Appleton, WI 54913; 414/ 
733-2301. 

MAR. 4 - 5 ALMA 94, Bahia Mar Yacht and 
Tennis Resort, Fort Lauderdale, Fla. Contact: 
Barbara Ganz, American Landscape 
Maintenance Association, 305/925-7996. 

MAR. 4 - 6 Western Lawn Expo, Kansas City, 
Mo. Contact: Western Association, P.O. Box 
419264, Kansas City, MO 64141; 816/561-5323. 

MAR. 8 Pruning Landscape Ornamentals, 
New Brunswick, N.J. Contact: Office of 
Continuing Professional Education, Cook 
College, Rutgers University, 908/932-9271. 

MAR. 8 1994 Great Lakes Irrigation Trade 
Show, Southfield Civic Center, Southfield, 
Mich. Contact: Century Rain Aid, Madison 
Heights, Mich., 800/347-4272. 

MAR. 8 - 1 0 Colorado Association of Lawn 
Care Professionals Spring Training Confer-
ence, Jefferson County Fairgrounds, Golden, 
Colo. Contact: Judy Maurer, CALCP, P.O. 
Box, 102502, Denver, CO 80250-2502; 303/ 
777-1578. 

MAR. 10 Integrated Pest Management 
Conference, Montgomery County, Pa. 
Contact: Penn State Cooperative Extension, 
215/489-4315. 

MAR. 11 Turf Management Seminar, El 
Cajon Community Center, El Cajon, Calif. 
Contact: Dave Shaw, 619/694-2845. 

MAR. 1 1 - 1 3 1994 Yard, Garden & Patio 
Show, Oregon Convention Center, Portland. 
Contact: Oregon Association of Nurserymen, 
503/653-8733. 

MAR. 16 New Hampshire Landscape 
Association Education Symposium, Barton 
Hall, University of New Hampshire, 
Durham, N.H. Contact: Guy Hodgdon, 
NHLA, 800/639-5601. 

MAR. 1 6 - 1 7 MDLA Convention & Trade 
Show, Novi Expo Center, Detroit. Contact: 
Metro Detroit Landscape Association, 313/ 
646-4992. 

MAR. 1 8 - 2 0 ALCA Student Field Days, 
University of Tennessee, Knoxville. 
Contact: Associated Landscape Contractors 
of America, 703/620-6363. 

Fax Number 
305 255 2364 

Call Toll Free 800 228 0905 To Order 
or Request Our 200 Page Parts Catalog 

SPRAYER PARTS DEPOT 
" The Best For Less " 

ups 
* Prices Suhject to Change Without Notice. We ship UPS. 

JD9-CT Spray Gun * $96.50 

S SC Plastic Lawn Gun 
* $49.95 (Less Tip) 

Pressure Gauges 
* $14.50 

Backpacks and Replacement Parts 

5 D M 
I Y Model 475 or 425 Sprayer 

$79.95 Each 

HANNAY HOSE REELS 
1/2" Swivels From * $22.50 
Replacement 12Volt Hose . . 
Reel Motors * $135.00 t [ J 
Reel Switches * $5.50 

Hypro 

Discounts on all Hypro 
Pumps and Replacement 
Parts 

ra> FMC (John Bean) 

Parts Kits and Pumps 

SALES - PARTS - ACCESSORIES - FOR YOUR SPRAYING EQUIPMENT 

U S E R E A D E R S E R V I C E # 3 4 
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Pesticides in the Urban Environment 
(continued from page 82) 

The same courtesies hold true in state 
and local politics as they do in the national 
arena. While national politics may be your 
main target, state and local legislators 
should also be considered. The good news 
here is that these officials are generally 
easier to contact than federal lawmakers. 
While the main points — courtesy and pro-
fessionalism — remain the same, the 

chance of face to face meetings increases. 
"The smaller the governmental unit, the 

more likely you will have a direct impact," 
Diederich said. So in your town, you will 
tend to do best. In your state, you will prob-
ably do second best. Of course nationally, 
that is the hardest level to impact." 

GROWING INVOLVEMENT. It appears 
lawn care professionals are opening their 
eyes to the importance of individual action. 

"Participation in the industry is getting 

better," Wierichs said. "It never seems like 
you have enough because it is the old 90/10 
rule — 90 percent of the work is done by 10 
percent of the people. But it is getting bet-
ter. It seems like we are more aware of the 
problems that are going on. The last couple 
of bills were rallied on." 

And that tenacity can be rewarded. "You 
can write or call any senator or representa-
tive. They record that information. Some-
times their mind is made up on an issue, but 
by contacting them you can help them un-
derstand both sides," Wierichs said. "Some 
people say, what good is my vote or what 
good is my doing that? Collectively we have 
an advantage." 

For Denny Linnell, co-owner of LawnLife 
Corp., Salt Lake City, Utah, working with 
government has its benefits when preemp-
tion issues arise. "I follow what other states 
are doing through PLCAA, and see what is 
working in those areas. 

"If they say we have a preemption issue 
in Wisconsin, or we have a posting issue in 
Idaho, I work with our Department of Agri-
culture to grasp their views. I have fairly 
good relationships with senators and repre-
sentatives, which makes it easier." 

Linnell, who recently helped introduce a 
preemption bill into the Utah Legislature, 
said his visits with the Department of Agri-
culture are vital. "I make it a point to go 
over there and meet with them monthly to 
let them know what is going on." 

From these meetings, Linnell is able to 
sense the mood of the department and take 
action where needed. "I can sense what the 
commissioners are thinking. That alerts me 
if I need to take any action." 

From there Linnell set up meetings with 
and distributed literature to appropriate leg-
islators, selecting ones with agricultural 
backgrounds. "Basically I spoon fed them 
the information. I took and prepared a 
folder with all sorts of information, explain-
ing preemption in other states." 

The packet was delivered prior to the 
meeting, and Linnell followed up with 
phone calls "to make sure they read it" 

The result was a bipartisan bill intro-
duced into both branches of the Utah Leg-
islature. "I wanted it to be bipartisan so it 
wouldn't get killed by party politics," he 
said. "My lobbying paid off." • 

The author is a freelance writer in Cleve-
land, Ohio. 

NOT ALL 
M ® « 0 ® E § m m M B G D M O © 

P L A N T M A N A S E M E N T P R O D U C T S 
ARE CREATED EQUAL 

Quick Results. Cutrine-Plus 
Kills Algae From Top to 
Bottom Within Days. 

Maintenance Control of 
Underwater Growth With Regular 

Applications of Aquasnade. 

CUTRINE-PLUS 
ALGAECIDE/HERBICIDE 

PATENTED 
AND 

EPA REGISTERED 

A Winning Combination for Control and Maintenance 
or Algae and Aquatic Weed Problems 

NOTHING IS MORE EFFECTIVE FOR 
Lakes And Ponds • Aquaculture • Aquascapes 

People and Products 
Dedicated to Algae Control 
and Aquatic Plant Management. 

We Wrote the 
Book on It! 

Available From Quality Distributors 
Throughout The United States and Worldwide, 

Call 1-800-558-5106 
O j O applied biochemists mc 

6120 VV. Douglas Ave.Milwaukee. Wl 53218 

U S E R E A D E R S E R V I C E # 2 5 
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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 #37 

WALKER MFG. CO. • 5925 E. HARMONY RD. • FORT COLLINS, CO 80525 • ( 3 0 3 ) 221-5614 



liquid 
Controlled 

Ask for 

CôRôN 
Quick green-up 

XMMttMCCWMHtNeeWWHWMtMH 

Long-term release 

Even turf growth 

Reduced clippings 

Reduced leaching loss 

Enhanced rooting 

Low burn potential 

Clear liquid solution 

Highly compatible 

CQRON 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turf, Tree & Shrub 

Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 

Ad Index 
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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 T W E N T Y 
Answers to questions on page 90. 

1. T o de t e rmine soil condit ions and 
t h e potential for vandalism. 

2. Actual job cost ing information. 

3. Adding t he co lumns both down and 
ac ross and having s o m e o n e else 
c h e c k t he bid. 

4. Payroll taxes, w o r k m e n ' s com-
pensat ion insurance, medical insur-
ance, re t i rement benefi ts , overtime, 
holiday, vacation and sick pay. 

5. If t he project fits h i s bus iness and 
can b e profitable. 

Irrigation Training 
(continued from page 90) 

$29,500. The next highest bidder was 
$29,900. 

Unit prices can be developed for smal-
ler projects to save time. The unit prices 
cover the point of connection, backflow 
preventer, pressure reducing valve, 
mainline, controller, valves and heads. 
For example, the unit price for a spray 
head included 15 to 20 feet of 1-inch pipe, 
fittings, the head and nozzle and the con-
nection under the head. The mainline 
unit price included wire. 

Remember to adjust the unit prices 
when material or labor costs change. 

Accurate estimating is the key to a 
profitable irrigation contracting busi-
ness. Implementation of a good estimat-
ing and job costing system will keep you 
ahead of your competition and help you 
be more profitable. • 

The author is vice 
president of Keesen 
Water Manage-
ment, 10700 E. 
Bethany Dr., Suite 
103, Aurora, CO 
80014. 
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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 & 
IMttdscape Maintenance magazine, 4012 
Bridge Ave., Cleveland, OH 44113. Fax: 216/ 
% 1-0364. 

BUSINESS OPPORTUNITIES 
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 oppor-
tunity of the '90s. 800/989-5444. 

• • • 

BUSINESSES FOR SALE 
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. 

LANDSCAPING, HYDR0SEEDING, 
SNOW REMOVAL 

15 years of profitable operation. $500,000 to 
$600,000 annual sales. $200,000 plus in operat-
ing equipment. We do a lot of municipality 
work. Have only reached 50 percent of capabil-
ity. Fax: 810/547-8936. 

• • • 

LANDSCAPE MAINTENANCE 
Landscape maintenance firm for sale. Located 
in Albuquerque. Growing business. All equip-
ment and vehicles included. Annual revenues, 
$285,000. Asking price, $370,000. Write to: 
LLM, Box 365,4012 Bridge Ave., Cleveland, 
OH 44113. 

• • • 

MAINTENANCE FIRM 
Lawn and landscape maintenance business for 
sale. Located in south-central Pennsylvania, near 
Harrisburg. Asking $1 million. Price includes 
long-term contracts, equipment, inventory and 
commercial property. Details upon request. Se-
rious inquiries only please. Reply to: LLM, Box 
364,4012 Bridge Ave., Cleveland, OH 44113. • • • 

LAWN CARE SERVICE 
EXCELLENT OPPORTUNITY. Lawn care 
service, well-established, 9 years old, covering 
three counties, room for good growth and many 
add ons, PLUS. Located in south Arkansas. Call 
after 5 p.m., 501/725-2450. 

WANTED TO BUY 
LAWN CARE SERVICE BUSINESSES 

If you have been thinking about selling your 
lawn care service business we are interested. 
There are many options and possibilities. All 
communication is strictly confidential. Reply to 
Lawn and Landscape Maintenance, Box 363, 
4012 Bridge Ave., Cleveland, OH 44113. • • • 

FOR SALE 
LAWN CARE EQUIPMENT 

Hannay reels new in-the-box, E1526s, 
El530s, $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 Herself s Chemical Inc. 
800/THE-LAWN 
800/843-5267—outside Michigan • • • 

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. 

• • • 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. 
Free recorded message: 707/448-0270. (NK8) • • • 

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. ^ S Z S Z S 
Call for your free catalog today. 

TOLL-FREE 1-800-DICKIES 

PROVEN STRATEGIES THAT WORK 
Lawn industry professionals take notice. Im-
pact your bottom line! Our book, Bidding and 
Contracts: Your Key to Success, over 40 pages 
of dynamite information, was born of experi-
ence, not theory. 
Find answers to: 

• Why making the right bid is important. 
• 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, 393(VB Bardstown Road, Louis-
ville, KY 40218; 502/495-1351. A division of 
Wayne's Lawn Service, Inc. since 1979. • • • 

TRAINING VIDEOS 
IMPROVE PROFITS and expand your busi-
ness with well-trained, professional employees. 
Free catalog of more than 100 training videos 
from California Polytechnic State University. 
Subjects include lawn maintenance, irrigation, 
equipment safety, estimating forbids, pesticide 
use and safety and many more. Call Visual 
Education Productions at 1-800-235-4146. • • • 

INSURANCE 

COMMERCIAL INSURANCE FOR 
LAWN CARE FIRMS 

"GREEN INDUSTRY SPECIALISTS" 
M.F.P. Insurance Agency is dedicated to 
providing comprehensive insurance pro-
grams to the Green Industry at competitive 
prices. We back up this dedication with a 
staff of professionals who understand ev-
ery facet of your business, from marketing 
to customer service. We know how to prop-
erly insure your company whether you're a 
sole proprietor or a multi-state operation. 

Just as your customers look to you for lawn 
care advice, people come to us for insur-
ance advice because they do not want to 
become insurance experts themselves. If 
you want good advice, the right coverage, 
and competitive rates, please contact: 

Richard P. Bersnak, President 
Jill A. Leonard, V.P. 

1-800-886-2398 
FAX:614-221-2203 

M.F.P. Insurance Agency, Inc. 
50 West Broad Street, Suite 3200 

Columbus, OH 43215-5917 
• • • 

COMPUTER SOFTWARE 
Dynamic computer software will help you make 
money. Easy to install and use, DISPATCH is 
designed to deli ver increased profits for LAWN 
IRRIGATION service providers through im-
proved scheduling, dispatching, estimating and 
billing. Accounting modules available. 
NorthEastern Research Associates, phone/fax: 
516/569-7450. 

• • • 

LAWN CARE EQUIPMENT 
New and used concrete curb machines for land-
scape. $2,500 - $5,000. Used Ryan sod cutter, 
$1,000,602/730-5993. 

PIPEPULLER 
Turfco"Pipepiper 175," 18-h.p., 12-inch blade, 
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attachment to pull 3/4-inch to 1 1/4-inch pipe. 
Also cable. Used only 39 hours. $4,800. Call 
Skip, 508/943-8353. 

GOVERNMENT LAND 
GOVERNMENT LAND now available for 
claim (including agricultural). Up to 160 acres/ 
person. Free recorded message: 707/448-1887. 
(4NK8) 

• • • 

PREMIUM REPLACEMENT PARTS 

Premium I T H O M A S 
« l ' a 

Replacement 
Parts 

SPINDLE 
BEARINGS 

PART#: JT-101P - COST: $4.50 
(MINIMUM ORDER 10) 

O U R 150 P A G E C A T A L O G 
HAS O V E R 3000 P R E M I U M 

R E P L A C E M E N T P A R T S 
F O R O U T D O O R P O W E R 

E Q U I P M E N T . 
CALL FOR A FREE CATALOG 
1 - 8 0 0 - 8 2 8 - 7 9 8 0 

ORGANIC FERTILIZER 
Custom blended and consultation for entry into 
organic lawn business. Call John,402/733-8308. 

IRRIGATION 
Drip and subsurface irrigation systems designed 
at no charge. Free catalogs. Dealer inquiries 
invited. Submatic, P.O. Box 246, Lubbock. TX 
79408. Toll free, 800/692-4100. 

• • • 

WHOLESALE CATALOG 
Commercial parts guaranteed to fit walk-behind 
mowers. Wholesale prices on blades, filters, 
tires, tools, equipment and accessories. Save 
$$$ on Bobcat, Bunton, Exmark and Scag parts. 
Call Lawn Care Parts, 800/571 -6389. 

BLOWER/MULCHER 
Finn Eagle blower/mulcher. $8,500. Meyers 
Co., Stilwell, Kan. 914/681 -2669. 

• • • 

GROUNDSCAPING SUPPLIES 
Hot off the press. Landscapes Supply Corp.'s 
1994 catalog. Save "big bucks." Buy 
groundscaping supplies and maintenance equip-
ment, engines, parts and accessories at whole-
sale. Call 800/222-4303 for your free catalog. 

SPRAY SYSTEMS 
Two 1985 Chevy C30 600-gal. stainless steel 
spray systems. One with 2C95 centrifugal pump 

(Pro-Turf); one with bean 20/20 pump (Pro-
Turf). Two hose reels on each. Asking $7,000 
each. If interested call in Pennsylvania, 717/ 
459-1114. Ask for Steve. 

REPLACEMENT PARTS 
Troybilt—Genuine replacement parts discount 
catalog. Kelley's, Manilla, IN 46150; 317/398-
9042. 

HELP WANTED 
SALES/SERVICE TECHNICIANS 

Atlanta area lawn and tree and shrub company 
seeking sales and service technicians to run and 
expand existing branch operations. If you are 
looking for a challenging new job, please send a 
resume including references and salary require-
ments to: KING GREEN, P.O. Box 1585, 
Norcross,GA 30091-1585 E.O.E. • • • 

CAREER OPPORTUNITIES 
Chicago firm is looking for qualified, career-
minded individuals who are interested in year-
round employment in the following categories: 
• Landscape construction project coordinator 
•Tree division working department manager 
• Lawn care division manager 
• Landscape maintenance project director 
• Landscape maintenance division manager 
Please send resume and salary requirements to: 
Panoramic, 1470 Industrial Dr., Itasca, IL 60143. • • • 

LAWN CARE SERVICE MANAGER 
Buffalo, New York, locally owned lawn care 
firm seeks highly motivated, experienced ser-
vice manager. College degree required. A grow-
ing established market, excellent benefits, 401K, 
salary bonuses. Creates a unique situation for 
the right person. Send resume in confidence to: 
R. Funk Lawn Care., 330 Fillmore Ave., 
Tonawanda, NY 14150. 

REPS WANTED 
Would you like to "Rep" for a leader in the green 
industry? Garick Corp. is looking for indepen-
dent representatives/rep firms to call on land-
scape management companies, institutions and 
municipalities in all areas east of the Rocky 
Mountains. Please call for Rep Application form. 
Ask forCindy at 216/581 -0100. FAX: 216/581 -
4712. 

• • • 

PROFESSIONAL SALES 
BULK SOIL & MULCH 

Growing producer of soil and mulch is seeking 
an experienced bulk products salesperson. Metro 
New York area. Please send a resume in confi-
dence to P.O. Box 1023, Ki ng' s Park, NY 11754. 

MAINTENANCE/CONSTRUCTION 
Environmental Maintenance Inc., a large com-
mercial landscape maintenance contractor in 
Baltimore, Md., is currently seeking high-qual-
ity landscape/maintenance supervisors. Please 
send resume to: 3701 Commerce Dr., Suite 107 A, 
Baltimore, MD 21227, or fax to 410/242-1162. • 

Products 
(continued from page 103) 

Corona Plastic Sales & Services 
offers Lumastones,™ low-voltage 
outdoor lights that can be installed 
directly in pathways or lawns and be 
walked on like stepping stones. 

Lumastones are designed to 
withstand extreme temperatures, and 
are billed to resist lawn and garden 
chemicals and harmful sun rays. 

Lumastones can be installed to any 
existing 12-volt system. 
Circle 135 on reader service card 

Dreamscape Lighting continues to 
expand its solid brass landscape line. 
The new series of outdoor transformers 
are enclosed in solid brass, verde 
finished cases. The brass enclosure 
increases the transformers' durability, 
while the verde finish enhances their 
appearances. 

Other new products include a close-
to-ground walkway light, a wall-
mounted arch light and a solid brass 
well light. 
Circle 136 on reader service card 

Pop Light s low-voltage outdoor path 
light and spotlight fixtures feature the 
ability to automatically recede into the 
ground when the power is turned off. 
This capability ensures the lights are 
safely out of the way during lawn 
maintenance. 

The PL2000 Path Light uses a T-5 
glass wedge base bulb, and the 
SL3000 directional fixture uses any 
MR-16 lamp up to 50 watts. 
Circle 137 on reader service card 

California Landscape Lighting 
publishes a complimentary monthly 
newsletter on landscape lighting called 
"Lite-Tips," as well as a comprehen-
sive 56-page contractor's net price list 
of items the company sells. The price 
list includes leading landscape lighting 
manufacturer's products and related 
supplies. 
Circle 138 on reader service card 

Toro offers five types of outdoor 
lighting systems for walkways, gardens 
and decks. 

The lighting systems each cost less 
than $100, averaging $60 to $70 for 
16-light kits. 

Toro also offers a "Bright Ideas" 
outdoor lighting brochure, available at 
no charge. • 
Circle 139 on reader service card 
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USE REi 

THE MANY 
FACETS OF 

R E N N I A L R Y E G R A S S 

Look at it from any angle. PRIZM'S your 
logical choice among perennial ryegrasses. 

For appearance—PRIZM is dark green, and 
fine textured for superior mowability. It's 
extremely dense, establishes quickly and 
tillers aggressively. Count on PRIZM to 
enhance the most luxurious settings. 

For performance—It's a proven leader for 
early green up, spring and summer 
density, winter color, and drought toler-
ance. PRIZM'S a year-round performer, 
proven under a broad range of conditions. 

For value—PRIZM exhibits superior disease 
resistance to brown patch, leaf spot and 
especially red thread. It's also endophyte 
enhanced. A natural resistance to insects 
and disease can reduce the need for costly 
maintenance programs. 

Want proof?.. .check the most recent trial 
results. With outstanding performance in 
so many areas, it's no surprise finding 
PRIZM a leader in overall quality. 

Profit from the performance of PRIZM. Call 
your distributor for more information. 

JÜT z a j a c 

P E R F O R M A N C E 

SEEDS , INC. 

33 Sicomac Road, North Haledon, NJ 07508 
201- 423-1660 • Fax: 201-423-6018 PVP #9300121? applied tor 
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" We compete for business, 
but we all agree on the same truck.1 

In Atlanta, a city known for its beautiful landscaping 
a city sprucing up for the "96 Summer Olympics, Isuzu 
Truck is the truck of choice among landscape contractors. 

"I first bought an Isuzu in 1986; within 6 months I 
bought another one. Ever since, I've averaged one or 
two new Isuzus per year," says Greg Coleman, 
owner of Vision Scapes. 

According to Andrew Baldy, vice president of 
Oakwood A.PC.I., half his company's 20 trucks 
are Isuzus. "As we keep growing, we'll keep on 
buying Isuzu trucks. Reason being, 
we get longer life out of them. 
We also get better fuel mileage, 
easier maintenance, lower 

upkeep and much better overall durability ft V 
Ken Thomas, owner of Landscape Techn i cs $3ys,A( 

didn't know what cargo room was until I got an. Isuzu." 
Adds Greg, "My mechanic loves it. He likes the tilt 

cab. And if you take an Isuzu in a cul-de-sac, you can 
almost do a figure eight" 

Terry Walton of Greenscape just bought two 
new Isuzu trucks."People I talked to had noth-
ing but good things to say about the trucks." 

Andrew sums it all up, "I will never go to 
another truck. And that's truth. 

If you'd like to keep up with 
the competition, just. 
call (800) 568-6672. 

Now available in gasoline or diesel. 
USE READER SERVICE #38 

Works for Ken, Andrew, j 
Greg and Terry. 

ISUZU 


