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T H I N G S THAT D O N ' T W O R K 
W E L L T O G E T H E R . 

T H I N G S THAT D O N ' T W O R K 
W E L L T O G E T H E R . 

Some things just aren't meant 
to go together. For example, base-
balls and windows, Bush and broc-
coli, postal delivery persons and 
dogs. No matter how hard you try, 
they just don't fit together. 

On the other hand, some things 
are meant to go together: beer and 
pretzels, football and Thanksgiving, 
peanut butter and jelly, kids and 
puppies. 

When it comes to disease con-
trol on turf - e s p e c i a l l y brown 
patch, leaf spot, dollar spot, and 
s u m m e r p a t c h - there are two 
products that go together pretty 
well, too. 

Diseases Controlled By A 
Tank Mix Of 

Banner And Daconil 2787. 

Anthracnose 
Brown Patch 
Copper Spot 
Dollar Spot 

Gray Snow Mold 
Leaf Spot 

Pink Snow Mold 
Powdery Mildew 

Red Thread 
Rust 

Spring Dead Spot 
Stripe Smut 

Summer Patch 

So well, that it's as if they were 
almost created to be used in a tank-
mix combina t ion : Banner® and 
Daconil 2787.® 

Because when used together, 
these two remarkable products pro-
vide even more remarkable results. 
Such as: 

• Broader control 
• Longer control 
• Lower rates 

Banner and Daconil 2787, when 
used at their lowest labeled rates, 
provide excel lent control of all 
major diseases (except Pythium) 
on a 14- to 21-day program. 

Better control , in fact , than 
you can get with the highest rates 
of either when used alone. 



T H I N G S THAT D O N ' T W O R K 
W E L L T O G E T H E R . 

These low rates minimize the 
amount of active ingredient applied 
to the turf, yet provide both longer 
disease control and a spectrum of 
control that would not have been 
possible otherwise. 

Because this tank mix offers 
two d i f f e r en t m o d e s of ac t ion , 
there is less chance of d i sease 
recurrance. It also minimizes the 
development of insensitivity. 

And the results are based on 
extensive research conducted all 
across the country. 

Tank m i x i n g B a n n e r and 
Daconil 2787 can let you stay ahead 
of diseases -whi le you use the low-
est labeled rates for cost efficiency. 

If disease becomes established, 
you often have to throw a lot of 
money at the problem to make it 
go away. Many times, using a lot 
of different individual products to 
control the various diseases. 

Using a preventive instead of a 
strictly curative approach to disease 
control has several advantages , 
including healthier, better-looking 
turf that has not been weakened 
by disease. 

This alone is reason enough to 
try a Banner plus Daconil 2787 
tank mix to prevent disease from 
ever getting a foothold on your turf. 
And it's avai lable for both golf 
courses and professional lawn care. 

This tank mix is so economical 
and effect ive , it makes taking a 
preventive approach to controlling 
turf diseases totally practical. Even 
on a tight budget. 

In fact, so practical, we're sure 
you'll believe as we do that Banner 
and Daconil 2787 applied in com-
bination are the greatest thing since 
sliced bread (and butter!). 

CIBA IS THE PROUD SPONSOR 
OFTHEGCSAA 

LEGACY SCHOLARSHIP AWARD. 

Who would have thought this combination would revolutionize 
the fight against brown patch and dollar spot? Yet a tank mix of 
Banner® and Daconil 2787® at their lowest rates, will give you super-
ior control. More than either fungicide can alone at their highest 
rates. And with longer residual. Which means brown patch and dollar 
spot won't just go away. They will stay away. 

©1994 Ciba-Geigy Corporation, Turf and Ornamental Products, Box 18300, Greensboro, 
NC 27419. Banner is a registered trademark of Ciba-Geigy Corporation. Daconil 2787 is a 

registered trademark of ISK Biotech. Always read and follow label directions. 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 
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As a lawn m a i n t e n a n c e p r o , f r o m the smallest t r i m m e r to What's it all mean to you? Crews 

you can ' t a f f o r d to see it the largest chain saw, is bui l t that are more productive. Equip-

Most people see grass. 
Vdu see taxes, the rent, 
and next week's payroll. 

ment that costs less to own. And 

a business t h a t s better able to 

deal with little things like taxes 

and payroll. So when you're ready 

to take a break from looking at 

grass, go see the fastest-growing 

any other way. Sure, you 

a p p r e c i a t e a p r e t t y 

yard. But it's a good bet 

you a p p r e c i a t e a hea l thy 

business even more. So let us 

suggest a way to win on bo th 

f ronts : Shindaiwa. We offer a 

c o m p l e t e l ine of h a n d - h e l d 

power equipment. Every model, 

for commercial use. Our line of professional equipment 

e q u i p m e n t is l ight . in the industry. Visit your local 

ESP Powerful. Refreshingly Shindaiwa dealer, 

easy to use. And designed, 

bol t to bo l t , to sh rug off the 

harshest treatment. If you ever 

do need service , y o u ' r e 

backed by a national shindaiwa 
network of independent dealers. 

USE READER SERVICE #20 

WE S I M P L Y M A R E T H E M B E T T E R 
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Editor's Focus 
NEVER A BIG fan of the lasting effects of 
traditional, motivational speakers, I generally 
take what these so-called experts have to say 
with a grain of salt. 

Former sports stars, captains of the industry 
and big-screen movie stars have all stood 
before us at one time or another and told us 
what it takes to be successful. More often 
than not these speakers are getting paid a 
bundle to inspire us to reach for the stars, 
while in reality they have no tangible idea of 
what it takes to run a lawn and landscape 
business. They simply adapt their talk to fit 
the crowd they happen to be addressing that 
day and hope for the best. 

So it was with this frame of mind that I 
began listening to Ty Boyd give the keynote 
speech at the Green Industry Expo in Balti-
more. He entertained the audience with anec-
dotes and several interactive activities. He 
also implored the crowd to master the magic 
— the theme of his presentation. 

He presented such masterful predictions as: 
There will be more business in your region 
than you can handle this year. Your 
competition will be better prepared and more 
focused than ever before. Getting and 
keeping good, qualified people will be your 
biggest challenge this year. Whatever your 
business concerns are today, they won't be 
what's worrying you tomorrow, next month 
or even next year. 

Whether these suppositions come true is 
entirely up to each individual and the firm 
they represent. But in the fast-paced '90s, 
you're either going to be a victim of change 
or an agent of change, according to Boyd. 

Change is an apt delineation of the lawn 
and landscape industry in the '90s. Manufac-
turers are acquiring and merging with other 
companies. Top lawn care and landscape 
firms are buying out reputable, mid-sized 
businesses. Well-known industry representa-
tives are migrating to other positions within 
the industry. 

These are all healthy signs. I believe it's 
also a signal that those who are in the green 
industry for the long run are ready and will-
ing to make the changes necessary to thrive 
and survive. 

Let me share a few of Boyd's suggestions 
for coping with change in the '90s: 

Be a change-agent. Every institution repre-
senting business or society today is being 
impacted by change. This demands the cour-
age to risk, to face change head-on, to seek 
change, to change your view of failure to one 
of a learning opportunity rather than a chance 
to lose and take action. 

Did you ever tell yourself, a partner or a 
supervisor that it's just as easy to keep per-
forming a job in one particular way because 
that's the way it's always been done? Well, 
it's more common than you think because 

it's really difficult for most people to accept 
and embrace change. Sure, most come 
around sooner or later, but only after the 
benefits of change are clearly discernible. 

The times are a-changin', that can't be de-
nied. Professional mowing maintenance firms 
are trading in gear-driven mowers for new 
hydraulic models. Contractors are realizing 
the benefits of refurbishing or using replace-
ment engines in still-good equipment. Lawn 
service providers are beginning to effectively 
relay the benefits of using specialty pesticides 
on turf, trees and ornamentals. More lawn 
and landscape professionals are focused on 
the bottom line and what it takes to operate a 
business through good financial tactics. Irri-
gation contractors are initiating water con-
serving methods for watering the landscape, 
not only to eliminate water waste but help 
their customers save money. 

These are all positive signs of change in the 
'90s. But it's only the beginning. Managers 
need to take responsibility for promoting 
needed change. Change must be a shared 
vision by all involved on the team. Not only 
does it inspire excitement it promotes 
responsibility. Likewise, training should be a 
top priority. 

Be more customer focused. According to 
Boyd, we need to stop thinking in the short-
term, redefine your definition of service, re-
ject doing something because that's the way 
it's always been done, create partnerships 
with your customers and learn to measure 
service so that service levels can be exceeded. 

Above all, become a better listener. 
Sure, these are the words of a motivational 

speaker, but for once, they are indicative of 
how the lawn and landscape industry needs to 
react to the '90s. 

It's not as easy as it used to be. No business 
is. — 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 tne 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 
ion cu 

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

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

You also get complete user 
support through our CLJPnotes 

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 C U P 
free demo 
disk right now. 

Specify 
IBM disk size 
when ordering. 

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

1-800-635-8485 
f l i p ...Cuts Paperwork Down To Minutes A Day. 
© 1993 Sensible Software Inc., 18761 N. Frederick Ave . Suite F. Gaithcrsburjt. MD 20879, (301) 330-0604 

USE READER SERVICE #13 
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•ewest Tlltmaslen. 
A Gas To Work With 



Introducing 
Tiltmaster W4 Gas 

Chevy Trucks 

Here's a low cab forward you '11 

not only be comfortable work-

ing with, but filling up at the 

pump, too Just go straightfor 

the unleaded regular, because 

that's what the new Tiltmaster 

W4 Gas runs on. It has the 

strongest engine available in a 

Class 3 low cab forward, GM's 

electronicallyfuel-injected 

5.7LV8. It'll put out 190 HP, 

300 Ib-ft of torque. A perfect 

tool for day-in, day-out 

economic power on the job. 

Call I-8OO-TO CHEVY for 

a catalog and the name 

of your nearest dealer. 

Chevy. The trucks that last. 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Business Watch 
THE UNEMPLOYMENT rate took a sharp, 
sudden dip in November (see chart at right), 
plunging from 6.8 percent to 6.4 percent. It 
was the lowest reading in almost three years, 
and the biggest one-month drop in more than 
10 years. 

The unemployment rate decline, coupled 
with several other recent gains in important 
economic indicators, had the Clinton 
administration and some economists 
declaring an economic turnaround. A good 
portion of the employment gains were in 
banking, where many new employees were 
needed to process the flood or mortgage 
applications being generated by record-low 
interest rates; and in manufacturing, which is 
showing signs of a jobs recovery after a 
prolonged slump. 

At press time, a number of analysts had 
boosted their estimates for fourth-quarter 
economic growth to more than 4 percent, 
based on expectations for high growth in 
sectors most affected by low interest rates. 

On the downside, the Labor Department 
reported that another substantial portion of 
the unemployment drop can be attributed to 
the fact that some 81,000 people out of work 
simply stopped looking for jobs. 

CONSUMER PRICE INDEX* 
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+0.2 

'Percent change from p 
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HOW WIND CHILL IS FIGURED 
HOW TO USE THE WIND CHILL CHART: 
1. Draw a line down from the temperature across the top • * 
2. Draw a line to the right from wind on the left. 
3. Chill temperature is where lines meet. 

Example: 1(TF temperature, 20 mph wind: -24°F chill 

30 25 20 15 10 5 0 -5 
10 mph. 16 10* 3* -3° -9° -15* -22* -27* 

15 mph. 9° 
-a 2° •5" -11* -18° -25° -31° -38° 

^ 20 mph. 4° -3° -10* -17* -24° -31° -39° -46° 

25 mph. y -7° -15* -22° -29° -36° -44° -51* 

30 mph. .2° -10° -18* -25° -33° -41° -49° -56° 

Source: National Oceanic and Atmospheric Administration 

60-DAY OUTLOOK FOR 
JANUARY AND FEBRUARY 

Temperature Probability 

The National Weather 
Service's 60-day 
outlook calls for a 
generally mild east 
and cold western 
interior, with relat-
ively wet conditions 
over much of the 
southern and central 
portions of the 
country. Below 
normal temperatures 
will cover most of 
the Northwest east-
ward and southeast-
ward, while above 
normal temperatures 
will occur over a 
large region ex-
tending southeast-
ward from North 
Dakota and much of the Mississippi valley to the Atlantic Coast. In 
unspecified areas there are no significant changes in climatology. 

I Above average 
I Below average 

Precipitation Probability 

I Above average 
I Below average 

The U.S. unemployment rate dropped sharply in November 
to 6.4%, the lowest level it has hit in three years. 
6.8 T 

id I ò;J 

1 
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Letters 
Compost ClarifUation 
My August 1993 Compost Corner article 
prompted two letters raising issues to which 
I would like to offer clarification. 

Firstly, many laws now regulate the 
allowable metal levels in sewage sludge 
compost — not due to potential agronomic 
phytotoxicity, but because of potential 
human or animal toxicity or environmental 
damage. Composts exceeding allowable 
metals content should not be used in food 
production or in areas of human contact. 

Secondly, while it is not necessary to use 
fully mature composts, immature composts 
will continue to decompose for some time, 
possibly robbing plants of nitrogen. These 
effects can be overcome by: adding nitrogen 
fertilizer, waiting several weeks before 
planting or buying mature, stable compost. 

Thirdly, salt content of certain composts 
can hinder the germination of plants. Sew-
age-sludge and animal-manure composts, 
both higher in nutrients and salts than yard-
waste compost, should be incorporated into 
the subsoil before seeding sensitive plants. • 

James Wilkinson, Ph.D 
Earthgro Inc. 
Lebanon, CT 

Control At Your Fingertips 
Powerful Doane system computer 
software helps you manage your 
landscaping business. 

• Detailed job costing 
• Produces fast, accurate bids 
• Prints itemized work orders 
• Scheduling/Routing 
• Recurring and AIA billing 
• Fully integrated accounting 
• Prints financial reports 
• Tracks inventory and equipment 
• Free brochure 

1-800-367-7082 
Doane Agricultural Services Co. 

4900 Griffith Dr. #125 
Beaverton, OR 97005 D 
(503)646-5581 D O A N E SYSTEM 

Test Drive 

grass hop per abil i ty n. the 
ability to make all the right 

moves for mowing quality and 
time-saving trimability. 

... and you'UXVclrive it to work! 
Just about everyone who gets their hands on a Grasshopper is so impressed 

with it, they buy it. Your operators will like it because they can work all day in 
comfort, with less fatigue and virtually unlimited visibility. You'll like it because 
of its productivity, so you can handle more jobs in less time. Everybody likes its 
advanced dual-hydrostatic direct drive, easy serviceability and long life. 

Grasshopperability gives you "hands on" control of Zero-Radius Maneuvera-
bility9 Outfront Reachability and smooth continuous motion with Alternating 
Forward/Reverse and Square Corner Turnability. 

Selectability lets you choose from the most complete line in the industry, 
with nine models, 12 to 25 hp, cutting widths from 44" to 72", interchangeable 
side discharge or mulching deck options, Quik-D-Tatch Vac® grasscatching 
systems, plus a full range of year-round attachments. 

Make the smart move. Take a test drive on 
a Grasshopper. You'll want to take it with you. t first to finish ... 

Call or write for free literature and the Built to lasV 
name of your nearest dealer. 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Computer Bytes 
SUCCESSFULLY SELECTING SUITABLE SOFTWARE 

YOU FINALLY decided to purchase a com-
puter and selected the best system available 
for your needs. Now it's time to choose the 
software programs. 

Most likely, you have an idea of what you 
want the system to do. One approach is to 
visit your local computer superstore and buy 
all the products recommended by the sales-
person. This route may well lead to boxes, 
manuals and disks that sit on shelves gather-
ing dust while leaving a void in your pocket-
book. Another approach is to categorize your 
software needs, make comparisons between 
the specific programs available and choose 
the right products for your firm. 

Software applications can be categorized 
into: word processors/desktop publishing, 
spreadsheets/business management, databases 
and graphics programs. Programs in each 
category may differ slightly, but for the most 
part, any available software will fall into one 
of these main groups. 

WORD PROCESSORS/DESKTOP SOFTWARE. 
Word processors, the most widely used 
software programs today, make it easy to 

create and store 
documents. You can insert, delete, move and 
copy text to any part of a page or from one 
document to another. 

Most word processors come with a spell 
check and thesaurus to simplify editing. Al-
most any business needs a good word 
processing program to handle daily corre-
spondence. The more popular packages 
include: WordPerfect, Microsoft Word and 
Ami Pro. 

A more sophisticated type of word process-
ing package is desktop publishing. Desktop 
publishing software allows you to create pres-

entation quality documents suitable for profes-
sional printing. These programs are used to 
merge text and graphics from other applica-
tions and usually come with large font librar-
ies, layout tools and graphics capabilities. 

Since presentation quality can make a big 
difference in being awarded a contract, it may 
be worth looking into desktop publishing to 
give your business a sharper image. The 
leading desktop publishers are: Corel Ventura 
(formerly Ventura Publisher), Aldus Page-
Maker and Microsoft Publisher. 

SPREADSHEETS/BUSINESS MANAGEMENT. 
Spreadsheets allow you to perform calcula-
tions in tabular format. They provide built-in 
math functions that allow you to manipulate 
columns and rows of data. Spreadsheets are 
often used to store business data including 
financial statements and forecasts. 

While spreadsheets are great for cost esti-
mates, they may not provide all the tools 
needed for your business. Some of the more 
recognizable spreadsheet packages include: 
Lotus 123, Microsoft Excel and Quattro Pro. 

(continued on page 18) 

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

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

R a j n ^ B / R D 
Rain Bird Sales, Inc., Contractor Division, 155 North Grand Ave., Glendora, CA 91740 

USE READER SERVICE #72 USE READER SERVICE #82 

RainCAD includes: 

Full function CAD capabilities with 
no additional software requirements 

Automated material takeoffs and legends 

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

More than 800 easy to customize symbols 

Compatible with other popular CAD programs 
Complete product installation details 

Expertly staffed toll-free support line 

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

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

RainCAD working demo (it's FREE). 

14 JANUARY 1994 • LAWN & LANDSCAPE MAINTENANCE 



WHEN IT COMES TO 
GUARDING AGAINST WEEDS, 

THINKOFUSAS . 
MAN'S BEST FRIEND. 

4 

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

1 1 

25.3.8 
Fertilizer 

20-2-6 
Fertilizer 

20.5.5 
Fertilizer 

with Team with Team wtth Team 
Professional 
Turf Products 

Professional 
Turf" Products 

Professional 
Turf Products 

Standard Professional Turf fertilizer 
formulations incorporating Team 
include: 

•25-3-8 
•20-2-6 
•20-5-5 

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® 

I h e ^ E E S » 
A n d e r s o n s 

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

% 
™TEAM is a registered trademarkof DowElanco 
© 1994 The Andersons 
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Built for those times when 
you have to drive tern hard 

and put 'em away wet 

In a perfect mowing world 
where the grass is always dry 
and the ground is always flat, 
just about any mower could get 
the job done. 

But when you re trying to 
make a living in the real world 
things aren't quite so simple. 

That's why you need a com-
mercial mower built to withstand 
the absolute worst conditions 
you could ever face. That's why 
you need a John Deere. 

John Deere wide-area commer-
cial walk-behinds come in nine 
different horsepower/mower 
deck combinations-12.5,14, and 
17 hp; 38-, 48-, and 54-inch cut. 

A trunnion-mounted deck, 
with pneumatic casters in front 
and anti-scalp wheels in rear, 
guards against gouging and turf 
tomahawking. 

A 5-speed shift-on-the-go 
gear-drive transmission has 
enclosed and lubricated wet-disk 
clutches. There are no external 
drive belts, so there's no mois-
ture-induced traction loss. 

NOTHING RUNS 
LIKE A DEERE9 

No external drive belts, no moisture-induced 
traction loss. Wet-disk clutches are lubri-
cated and enclosed in our 5-speed gear-drive 
transmission. 

Naturally, we 
don't recommend 

mowing in the rain. Or in 
extremely wet conditions. But 
when reality says you must, 
these heavy-duty cutters meet 
the challenge. 

See your dealer for a demo 
today. Or for more information, 
call 1-800-544-2122. 
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Computer Bytes 
(continuedfrom page 14) 

To take charge of your business, an ac-
counting application is recommended. An 
accounting program can help you set up and 
manage your business by tracking expenses, 
receivables, inventory and payroll. Many of 
today's programs help you set up accounts 
and automatically generate financial state-
ments, balance sheets and income statements. 
Popular accounting programs include: 
Peachtree Accounting, Intuif s Quicken and 
Computer Associates Simply Accounting. 

DATABASES. Databases allow you to store 
and retrieve information related to your busi-
ness. This information may include customer 
lists with names, addresses, phone numbers, 
installation dates, etc. You may use a data-
base program to store and retrieve data in any 
way that's most helpful to your business. 
Features include sorting, searching and de-
leting capabilities. The most popular pack-
ages are: dBASE, FoxPro and Paradox. 

GRAPHICS PROGRAMS. Graphics programs 
allow you to create charts and pictures that 
can be incorporated into documents and 
presentations. Graphics programs can be used 

to create newsletters, advertisements, flyers 
and door hangers. 

Included in graphics packages are full 
function Computer Aided Design programs. 
These programs are used to draw anything 
you want with ease and accuracy. CAD pro-
grams can be used to design landscape and 
irrigation projects, and even calculate the 
materials needed as well as prepare cost esti-
mates. 

CAD programs were once geared toward 
sophisticated computer users and engineers. 
Now, full CAD is available to any user level 
at prices that won't send you into bankrupt-
cy. Customized versions of full function 
CAD programs are also available through 
certain manufacturers. 

These versions are adapted to address the 
specific needs of landscape and irrigation 
contractors and designers. CAD packages 
can go a long way in improving productivity 
and increasing business. 

Popular graphics programs include: Corel-
Draw, Harvard Graphics and Freelance Gra-
phics, while popular CAD programs include 
DesignCAD and AutoCAD. 

OTHER PROGRAMS. There are a number of 
programs geared to the lawn and landscape 
industry and/or individual business needs. 

More specifically, packages exist for 
landscape and irrigation design (as covered 
above), irrigation control, water management/ 
irrigation scheduling and plant selection. 

Landscape and irrigation design packages 
incorporate CAD capabilities with custom 
features including symbol databases, material 
takeoffs, automated sprinkler layout and cost 
estimating. Irrigation control packages allow 
operators to make adjustments to irrigation 
controllers from a remote location. Water 
management and irrigation scheduling soft-
ware helps create efficient operation sched-
ules that conserve water while maintaining a 
healthy landscape. 

Before you buy any software package, take 
the time to research applications that will meet 
your business needs. Browse through comput-
er magazines and talk to leading manufactur-
ers about their industry specific programs. 
Many manufacturers offer free demos. 

Read the annual product reviews and com-
parisons of software that many computer 
magazines offer annually. Most importantly, 
once you've selected an application, take the 
time to learn it. — Lisa Larson and John 
Elliott m 

The authors are affiliated with Irrigation 
Technologies Inc., Houston, Texas. 

NOW, COMMERCIAL GRADE DURABILITY 
IN A CURVED SHAFT TRIMMER! 

one-yea r 
and t w o , 

N o w b a c k e d by a 
c o m m e r c i a l w a r r a n t y 

f i ve and life c o n s u m e r w a r r a n t y , th i s t r i m m e r ' s 
in a c lass by i t se l f ! 

For t h e Echo dealer near y o u , cal l t o l l - f ree 
T 8 0 0 - 4 3 2 - E C H O ( 3 2 4 6 ) . 
Or w r i t e : 
Echo I nco rpo ra ted , 
4 0 0 O a k w o o d Road , A s k A n y P r o ! 
Lake Zu r i ch , IL 6 0 0 4 7 . 

MECHO 

If y o u like t h e s p e e d and maneuve rab i l i t y of a 
c u r v e d s h a f t , bu t y o u d o n ' t like buy ing a n e w 
one eve ry year, c h e c k o u t t h e G T - 2 4 0 0 . H e a v y 
d u t y bear ing box and dual line head take on t h e 
t o u g h e s t jobs . C o m m e r c i a l d u t y air f i l t r a t i on 
s y s t e m for longer eng ine life. Four- layer cab le 
dr ive w i t h l i fe t ime w a r r a n t y . P o w e r e d by a 
2 3 . 6 cc dua l -p i s ton r ing eng ine w i t h Pro-Fire 
E lec t ron ic Ign i t ion and purge p u m p - e q u i p p e d 

ca rbu re to r fo r fas t s t a r t s . 

Model 
GT2400 
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Pop- Lite LUMASTONES TM 

Unique Low-Voltage Outdoor Lighting 

• HIDDEN BELOW GROUND 
DURING THE DAY 
Eliminates mowing or trimming problems. Since the 'Pop-Up Lite M| 

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. 

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™' 

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. 

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. 
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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: 

C O R O N A PLASTICS SALES & SERVICE, INC. 
1755 Commerce Street, Norco, CA 91760 
(909) 737-7439 • FAX (909) 737-0181 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Using 
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Liquid 
Controlled 

Release 
Nitrogen 

Fertilizer? 
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Ask for 
CoRoN 

Quick green-up 

Long-term release 

Even turf growth 

Reduced clippings 

Reduced leaching loss 

Enhanced rooting 

Low burn potential 

Clear liquid solution 

Highly compatible 

CôRôN 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turf, Tree & Shrub 
Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 

News in Brief 
Butterfly Gardens Promote 
Compostingf Benefit Wildlife 
ALAN MOORE, Allentown, Pa., began 
establishing butterfly gardens simply be-
cause he liked butterflies. He's since 
raised his quest to four other levels — 
answering the nation's solid-waste prob-
lem, reducing pesticide use, benefiting 
wildlife and saving the planet. 

But he's still driven by his love for but-
terflies. 

Moore attended a compost conference 
in Pennsylvania where a speaker urged 
participants to find new ways to promote 
composting. On the way home, Moore 
visited a butterfly garden. "An hour later, 
that was the only answer I could think of. 
It was an answer to the solid-waste prob-
lem, but it became so much more," he said. "It took about two months before it became more 
than butterflies. I never thought it would link so well." 

A butterfly garden normally consists of patches of colorful, fragrant and weedy plants that 
attract any of 40 species of butterflies. Female butterflies tend to lay eggs on those plants, 
where the eggs stay until they hatch. The caterpillars also remain on the plants until they 
transform into butterflies. 

Butterfly plants include annuals such as alyssum, cosmos, heliotrop, marigolds, nasturtiums 
and zinnia; biennials such as Queen Anne's lace and Sweet William; and perennials, such as as-
ters, bergamot, butterfly bush, butterfly weed, purple coneflower, violets, thistles and black-
eyed susans. Generally, it is the plant's shape, color and fragrance that attract the butterflies. 

Butterfly gardens are becoming increasingly popular, particularly in eastern Pennsylvania, ac-
cording to Dr. Bob Smetsinger, an entomologist with The Penn State University's extension 
service as well as publisher of a butterfly newsletter. Smetsinger estimated 500 people in east-

(continued on page 26) 
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A Heliconius melpomene or passion-flower 
butterfly. Photo: Cincinnati Zoo Insect World. 

NEWS DIGEST 

Rich ton Acquires 
Century Rain Aid 
Richton International acquired Century Rain 
Aid, a full-service distributor of sprinkler 
irrigation, landscape lighting and decorative 
fountain equipment. 

Century operated 26 branches in Florida, 
Georgia, Illinois, Indiana, Kentucky, Michi-
gan, Missouri and Wisconsin. Richton plans 
to expand those operations to Virginia and 
Maryland. 

Wayne Miller, Century's chief operating 
officer and senior vice president, became 
Century's new president, and Century's for-
mer owner, Ernie Hodas, stayed on as vice 
chairman. Ben Taliaferro will remain execu-
tive vice president and Scott Maelntryre and 
Mike Stein as regional vice presidents. 

Lawn-Wright Becomes 
Wright Manufaituring 
Lawn-Wright Inc. sold various assets of its 
lawn maintenance division to Geze 2 Corp., 
t/a "Potomac Lawns." Under the agreement, 
Geze 2 took the name Lawn-Wright Inc., and 

Lawn-Wright changed its name to Wright 
Mfg. Wright Mfg. will continue all other 
operations under its new name. 

Loveland Buys Rights 
To Valent Spreader 
Loveland Industries purchased all rights, in-
cluding trademark and related assets, to Val-
ent USA Corp.'s X-77 Spreader. The pur-
chase also included Valent's remaining in-
ventories of the spreader. 

Valent plans to focus on its core pesticide 
business, according to Dr. Danny Rogers, ac-
quisitions manager for Valent. 

Roots Aiquires 
RGB Laboratories 
Roots Inc., New Haven, Conn., recently 
acquired the assets of RGB Laboratories, 
Kansas City, Mo. Manufacturing will remain 
in Kansas City and will be increased to 
produce Roots biostimulant products. 
Roots president Wayne Wall said the deal 
was a natural because of the inherent 
compatibilities of micronutrients and 
biostimulants. RGB owns a patented chelation 
technology for its micronutrients. 
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Finally, A 

30 99 

CommercialMower V 

Small enough to fit into 
tight spaces. Yet tough 
enough to stand up to the 
rigors of everyday commercial 
use. That's Dixon's new ZTR® 
2301 — a full commercial 
mower with a 30" cutting 
deck. The all-new mechanical 
transmission handles like a 
hydrostat — only smoother. 
The Kohler command engine 
is built to last, with a minimum 
of maintenance. And the 
handy flip-up body makes 
maintenance work a breeze. 

Tough Enough 
For Everyday! 
Looking for something a little bigger than a 30" cut? 

Dixon makes commercial mowers with cut widths from 
42" to a full 60", all with hydrostatic transmissions. 

All with the same tough durability, and the same easy 
maintenance. Call today for the name of the 

Dixon dealer nearest you. 

7-800-264-6075 
Dixon Industries, Inc. • A Blount Company 

PO Box 1569 • Coffeyville, KS 67337-0945 • 316-251-2000 
©Dixon and ZTR are registered trademarks of Dixon Industries, Inc. 

• i x o n 
ZTR Riding Mowers 
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NESDA Closes Doors; 
NAEDA Fills the Void 
The National Equipment Servicing Dealers 
Association ceased operation Nov. 30, after 
lobbying for and promoting equipment ser-
vice dealers for 12 years. The North American 
Equipment Dealers Association will pick up 
many of NESDA's educational programs. 

NESDA formed in 1981 to provide educa-
tion and training for service dealers and to 
influence local, state and federal regulations. 
The association was run mostly by volunteers; 
Norman Beck, former executive director and 
founder of the NESDA, was the only paid 
employee. He has agreed to consult for the 
Outdoor Power Equipment Division of 
NAEDA for at least one year. 

OPEI Revises Its 
E<onomi< Forerast 
The Outdoor Power Equipment Institute re-
vised its economic forecast to reflect current 
national economic conditions. All outdoor 
power equipment categories, except rear en-
gine riders, are expected to show increased 
shipments in both 1994 and 1995 model 
years, according to the OPEI survey. 

Walk-behind powered mower shipments 

jumped 10.5 percent in 1993, to 5,688,810. 
That number is expected to increase 4.4 per- . 
cent in 1994 and 4.7 percent in 1995. 

OPETs forecast calls for a 4 percent in-
crease in the number of front engine lawn 
tractors shipped in 1994, and a 1.7 percent 
increase in 1995. 

Shipment of rear-engine riding mowers fell 
20.1 percent in 1993 to 163 ,711, and is ex-
pected to drop an additional 4.9 percent in 
1994 and 8.2 percent in 1995. 

Overall, riding unit shipments are expected 
to rise 2.9 percent in 1994 and 0.6 percent in 
1995. 

OPEI partially attributes the positive 
growth to modest growth predictions for 
personal disposable income in 1994 and 
1995. Low interest rates and strong housing 
starts are also expected to continue. 

TOCA Offers Two 
College Srholarships 
The Turf and Ornamental Communicators 
Association is offering two $ 1,000 scholar-
ships to college students who demonstrate an 
interest in green industry communications. 
Application deadline is March 1. 

To qualify, college students must enter 
their junior or senior year by fall of 1994 

and have an overall GPA of 2.5 with a 3.0 in 
their major field. Scholarship winners will be 
announced at TOCA's annual meeting in 

. early May. 
# An application packet may be obtained by 

writing Lois Kocon, TOCA, 8400 Norman-
dale Lake Blvd., Suite 500, Bloomington, 
MN 55437. 

Miles' Allowance Plan 
Aids Distributors 
Miles Inc. Specialty Products is offering a 
promotional allowance program to its turf and 
ornamental pesticide product distributors. 

Allowances are calculated as a percentage 
of a distributor's total-use yearly purchases 
and are based on proof of promotional 
expenses. They can be used to fund state and 
local advertisements, state and local associa-
tion activities and university research efforts. 

Association activities that qualify for fund-
ing include speakers, luncheons, research, 
foundations and special projects. 

Miles products included in the Market Sup-
port Program include Bayleton 25 Turf & 
Ornamental Fungicide, Dylox 80 Turf & Or-
namental Insecticide, Dylox 6.2 Granular In-
secticide, Morestan 4 Ornamental Miticide, 

(continued on page 26) 

THE PROS CHOICE. 
Tuflex offers you a full line of 
tanks to solve your pest control 
problems, big or small. The 
exper ts at Tuflex carefully 
resea rch and analyze your 
n e e d s and assist you in 
designing and engineering the 
right tank and pump system to 
your specific requirements. 
Anything less would b e a 
compromise solution. 
Tuflex is the only manufacturer 
to specialize in seamless 
fiberglass spray tanks built 
specifically for the pest control 
and lawn ca re industry. The 
exclusive Tuflex process allows 
a full five-year warranty on all 
hand-crafted seamless 
fiberglass tanks. 
Our tanks from 100 gallon to 
1200 gallon a re ready to solve 
your toughest challenges. 

1406 S.W. 8th St. 
Pompano Beach, FL 33060 

Call TOLL-FREE for economy prices and 
more information on our complete line of tanks. 

1-800-327-9005 
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Bush Hog's New 
90-Inch Air Tunnel Mower 

BUILT FOR THE REAL WORLD 
Most finishing mowers aren't designed, or built, for the real world you work in. They just 

trim grass. 
Bush Hog's new 90-inch Air Tunnel solves the problem. It's designed and built to quickly 

bring a finished look to large acreage at parks, commercial and municipal sites, airports 
and other locations where appearance is important. And it's designed and built to handle 
large volumes of material and also enables you to cut grass in early morning dew. 

This 90-inch air tunnel mower features a strong Bush Hog® designed gearbox to 
provide reliability and efficiency to commercial operators. It features plenty of room and air 
volume under the deck to lift grass and weeds, cut them and discharge the clippings 
without streaking. 

The ATH-900 completes the Bush Hog air tunnel line with 60-, 72- and 90-inch wide 
models, all designed and built for the real world. It's part of Bush Hog's full-time 
commitment to meeting modern support line equipment needs with 17 new products. 

Choose the finishing mowers designed and built for the real world. See the new 90-inch, 
72-inch or 60-inch wide air tunnel mowers from Bush Hog at your Bush Hog dealer or 
write for free literature. 

Building the Legend. 
Dept. LLM-1 • P.O. Box 1039 • Selma, AL 36702-1039 • 205/872-6261 
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lee to Green, Seven B 

NITR0F0RM® 
A slow-release ureaform 
nitrogen fertilizer that is 
available in three 
convenient formulations, 
provides 12 to 16 
months of sustained 
turf feeding. 

BANOL® 
Completely water-miscible fungi 
concentrate applied to turfgrass* 
subject to Pythium Blight. It also 
prevents several fungal disease: 
that attack ornamentals. 

For more information on any of our turf and ornamental 
products write to NOR-AM Chemical Company, 6 Mount 
Vernon Street, Suite 249, Winchester, MA 01890. 

PROGRASS® EC 
Selective herbicide used to 
control Poa annua and broad 
leaf weeds in fine turf such 
as fairway height bentgrass, 
ryegrass, bluegrass and 
dormant bermudagrass. 

PROSTAR® 
A systemic fungicide that 
provides outstanding control 
of Brown patch, Yellow patch, 
Grey snow mold, Southern 
blight, Pink patch and Red 
thread. In addition it also 
suppresses Fairy ring. 

IMPORTANT: Please remember always to read and follow carefully 
all label directions when applying any chemical. 



>ys to Successful Turf 

¡ . . ¿ i e n e 
GRANULAR 

TURCAM® 
Insecticide used by professional 
applicators to control a wide 
variety of pests including white 
grubs, chinch bugs, gypsy 
moths, webworms and bronze 
birch borers. 

NUTRALENE® 
An advanced controlled 
release nitrogen product 
derived from methylene 
ureas. This versatile 
nitrogen source is com-
pletely available within 
one growing season and 
is released through both 
hydrolysis and microbial 
mechanisms. 

PROXOL® 80 SP 
Fast-acting insecticide controls 
most species of white grubs as 

well as many surface pests in 
fine turf areas. 

i N O R A M 
NOR-AM CHEMICAL COMPANY 

Specialty Products Division 
A Schering Berlin Company 
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News in Brief 
(continuedfrom page 22) 

Nemacur 3 Turf Nematicide, Nemacur 10 
percent Turf & Ornamental Nematicide, Of-
tanol 5 percent Granular Insecticide, Oftanol 
2 Insecticide, Sencor 75 Turf Herbicide, 
Tempo 2 Ornamental Insecticide and Tempo 
20 WP insecticide. 

Ames, NGA Sponsor 
Youth Garden Grants 
A record 200 grants are expected to be 
awarded in the 1994 National Gardening 
Grants Program. 

Sponsored by Ames Lawn and Garden 
Tools and the National Gardening Associa-
tion, the youth program is designed to pro-
mote garden-based education in schools, 
communities and youth organizations na-
tionwide. Grants for food and beautification 
gardens, totaling $500 worth of tools and 
gardening products, are awarded to groups 
gardening with 15 or more children between 
ages 3 and 18 years. 

Since 1982, NGA has awarded Youth Gar-
den Grants to more than 1,000 garden pro-
grams in schools and community centers 
throughout the United States. 

PLCAA Offers Certified 
Turfgrass Professional 
Georgia is the first state to recognize the 
Professional Lawn Care Association of 
America's new certification program. The 
curriculum, developed in cooperation with 
the University of Georgia, will satisfy 
pesticide recertification credits in Georgia. 
Acceptance is pending in 27 other states. 

Successful completion of the program 
titled "Principles of Turfgrass Management," 
leads to the designation of Certified 
Turfgrass Professional. It is the first 
comprehensive national training course and 
certification program for the lawn care 
industry, according to John Robinson, 
PLCAA past president. The association 
hopes it will become a standard for the lawn 
care industry. 

The course is a home-study correspon-
dence course covering 14 topics including 
turfgrass identification; soil and climate 
adaptation; fertilization; mowing; irrigation; 
insects, weeds and pesticides; environmental 
issues and regulations; and customer 
relations. Topics are applicable to all regions 
of the United States. 

Two monitored exams, offered across the 
country, are required for passage. i 

Butterfly Gardens 
(continued from page 20) 

ern Pennsylvania are involved "in what they 
consider" butterfly gardening, including the 
state extension service's own demonstration 
garden. 

'There will probably be several hundred 
butterfly gardens installed this summer na-
tionwide," Smetsinger said. 

Moore, also owner of Alan's Organic Gar-
dening and Landscaping, encourages gar-
deners to use compost in their butterfly gar-
dens, thus creating another end use for com-
posted material. "My county doesn't take 
yard waste from commercial people. Com-
posting facilities are thus acting as storage 
facilities too," he said. 

It is difficult to determine the number of 
gardens that are using this practice. 

Moore recently founded a worldwide, non-
profit Butterfly Gardeners Association, tar-
geting about 1,200 potential members. 

His pet project now is helping to establish 
a rooftop garden at Gilda's Club in Manhat-
tan, N.Y., a support facility for cancer 
patients slated to open in spring. "It's no 
easy task attracting butterflies to the rooftops 
in Manhattan. That will probably be an 
enclosed habitat," he said. • 

C & S TURF CARE EQUIPMENT, INC. 
BUILDING QUALITY EQUIPMENT 

FOR PROFESSIONALS, BY PROFESSIONALS 

C & S Protank8 Sprayers 
• ELECTRIC A N D GAS UNITS 
• DESIGNED T O FIT IN 

A W I D E RANGE O F VEHICLES 
• FIBERGLASS A N D 

POLY TANKS AVAILABLE 
• DIAPHRAGM, PISTON, 

OR ROLLER PUMPS 

Complete Sprayers...Ready to work 
(216) 966-4511 (800)872-7050 

6207 Dressier Fid., N. W., N. Canton, OH 44720 

^ C u s t o m O r d e r s W e l c o m e ! ^ 
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"GROUNDS FOR THE FUTURE" 
• T U R N L A N D F I L L COSTS I N T O PROFITS 
• 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 

SEEKING NEW DISTRIBUTORS NOW! 

USE READER SERVICE #56 
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Association News 
THE CALIFORNIA Landscape Contractors 
Association elected Jim Everett of Everett 
Landscape, Woodside, its president. Everett, 
an active CLCA member since 1985, is 
serving his junior year on the board. He has 
held several officer positions as a member of 
the San Francisco Bay Area Chapter. 

Everett helped shape CLCA's three-year 
plan while chairing the association's plan-
ning committee from 1990 to 1992. He 
believes the experience prepares him to face 
new challenges. 

"I (think) next year will be, if anything, 
more difficult than last year for our mem-
bers," he said. "Given the fact that I have 
personal experience with CLCA's first three-
year plan and saw a majority of its objectives 
fulfilled, I will support the goals of the new 
plan. This is crucial, especially in a year 
when CLCA's expenditures are so carefully 
considered and membership commitment is 
at a premium." 

Other members elected to the 1994 exec-
utive board were Jon Ewing of Landtrends 
Inc., San Diego, as chairman, and Richard 
Jark of South Coast Landscaping, Los 
Alamitos, as president-elect. Vice presidents 
include Robert Battinich of Battinich Tree & 

For more information 
CLCA 
2021 N Street 
Suite 300 
Sacramento, CA 95814 
916/448-CLCA 

PCAA 
605 S.E. 70th Ave. 
Portland, OR 97215 
503/254-0482 

••• 

AAN 
1250 I Street, NW 
Suite 500 
Washington DC 20005 
202/789-2900 

PGMS 
120 Cockeysville Road, 
Suite 104 " 
Hunt Valley, MD 21031 
410/584-9754 

NAA 
P.O. Box 1094 
Amherst, NH 03031 
603/673-3311 

Landscape Specialists, Castro Valley; Ken 
Crowl of Riverside Landscape & Irrigation, 
Riverside; Barry Konier of Landscape West, 
Anaheim; and Dave Penry of Redwood 
Landscaping, Santa Rosa. 

Sharon McGuire, CLCA's executive 
director, sits on the board as an ex officio 
member, a position she has held since 1986. 

The Professional Consulting Arborists 
Association recently formed to provide 
widespread support to tree care consultants, 

according to executive director John Kirkland. 
The association, founded by Dick 

Proudfoot, general manager of Pruett Inc., 
Lake Oswego, Ore., provides networking 
opportunities, continuing education and 
marketing referrals for members. Plans also 
include publishing a quarterly newsletter and 
an annual directory. 

Prospective members will be required to 
submit examples of consulting reports; 
obtain the sponsorship of another PCAA 
member, industry peer or client; and earn 

FREE DEMO PROGRAM! Your Profitability Depends On 
How You Collect. 

Cutting the grass is only 
half the job. To give 

your customers the 
most for their money, 
you've got to collect. 

And that can take time. 

Now Easy Rake 
presents a way for 

lawncare professionals 
to deliver the best 

service in the least 
amount of time. 

Introducing the EasyVac Model 544-
for commercial riders that feature outfront mowers with 
zero turning radius. 

With the Model 544, your mowing, collection and disposal 
are all combined into one simple step. Grass cl ippings, 
leaves and other debris go directly f rom the mower deck into 
the 44-gallon container for easy disposal. So when you shut 
the mower off , the job 's done — quickly, professionally and, 
most important — profitably. 

P O W E R E D L A W N T O O L S 
MANUFACTURED BY EVERGREEN INTERNATIONAL INC. 
Phone 800-777-6074 Fax 317-482-1145 

EasyVac...Not even your mother could pick up after you any better. 

USE READER SERVICE #74 

Lawn Genius™ Software 
W r i t t e n by i ndus t r y exper ts f o r 

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

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

Let Lawn Genius handle your 
scheduling, rout ing, bi l l ing, 
state reporting, and communi-
cation needs. This total man-
agement program installs in 
minutes, but saves you hun-
dreds of hours, wh i le g iv ing 

you a critical professional edge. 

Order y o u r FREE d e m o disk 
and explore the most profitable 

investment you can make. 

Genius TM 

Brilliant Software Solutions 

1 « 8 0 0 * 3 5 7 * 5 7 5 7 
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annual continuing education credits. 
PCAA's annual membership fee is $125. 

The American Association of Nursery-
men appointed Ashby Ruden director of 
horticultural research. Ruden previously 
worked with the Fairfax County, Va., 
extension service as a water quality 
technician. 

Ruden said her main objectives for HRI 
include increasing its endowment fund 
program for 1994 and developing a 
clearinghouse of information for the 
industry. 

"We also hope to grow our membership. 
We need to make people aware that HRI is 
not just a grower's institution...that we 
represent a broad spectrum of the nursery 
industry," she said. 

Ruden also serves as AAN's liaison with 
the People Plant Council and U.S. Botanical 
Garden and National Arboretum and shares 
leadership responsibilities on the Horticul-
ture Standards Committee. 

The Professional Grounds Management 
Society named John Gillan its executive 
director. Gillan, who has served as acting 
director since April, joined PGMS as 
marketing director in April 1992. 

Gillan's background includes serving as 
communications director for the American 
Society of Safety Engineers for three years 
and as public relations director for Bunker 
Ramo Corp. for Five years. Most recently he 
ran his own public relations firm in Chicago 
for four years. 

In other news, six members of PGMS 
received certification awards for 1993. A 
total of 41 members have passed the 
association's certification exam. 

The National Arborist Association's 
Annual Meeting and Management 
Conference is set for Feb. 8-12 in Waikoloa, 
Big Island of Hawaii. The conference's 
theme is "Focus on Change — Positioning 
Yourself for Success." 

The conference is geared to help acclimate 
members to the rapidly changing industry 
environment, according to Robert Felix, 
executive vice president of NAA. ' T o o 
many people are frightened by change, 
worried about the unknown future or unable 
to see that old ways of doing business can 
become counterproductive," he said. 

The goal of the meeting is to show that 
change can be viewed as greater opportu-
nity for profit and success, he added. 
"Everything about our meeting has been 

designed to help our members welcome and 
take advantage of change." 

The leading presentation at the conference 
covers how change in environmental aware-
ness in the past 30 years has resulted in 
major efforts to preserve the earth's endan-
gered trees and plant species. Other topics 
include altering attitudes and methods of 
training, changing old ways of dealing with 
employees, customers and competitors and 
using computers to improve sales and profits. 

IN BRIEF...The Michigan Nursery and 
Landscape Association s 1993-94 Nursery 
Stock Index is now available. The index 
lists more than 1,300 trees, shrubs, rhodo-
dendrons, vines, groundcovers, perennials, 
ferns, grasses and bulbs. The index, priced 
$10 for members and $20 for nonmembers, 
is available by contacting MNLA, 517/487-
1282...The Oregon Association of 
Nurserymen elected Art Anderson of 
Klupenger's Nursery and Greenhouse, 
Aurora, Ore., as its 1994 president; Norbert 
Kinen of J. Frank Schmidt and Son Co., 
Boring, Ore., as president-elect; Tom 
Fessier, Woodburn Nursery and Azaleas, 
Woodbum, Ore., as vice president; and Clint 
Smith of Four Mile Nursery, Canby, Ore., 
as treasurer. • 

NEW 
ROYER SHREDDER MODEL 366 

Introducing the New Shreddery 
Model 366 by ROYER - -

To Shred Your Way 
Into the 21st Century. 

^Quality finished product * Reduces preparation costs * 
Higher capacity to handle wider variety of materials * Fully 
automatic * Fast set-up, simple operation 

Call or fax for more information. 
ROYER INDUSTRIES, INC., 

P.O. Box 1232, Kingston, PA 18704 
TM 

Ph: (717) 287-9624 Fax: (717) 283-0578 

USE READER SERVICE #60 

THE COMPLETE BILLING SOFTWARE! 

• Quick professional invoicing. 

• Track multiple businesses. 

• Easy & reliable, 

• General ledger & inventory, 

• Chemical tracking for B.E.C. 

• Tax A financial reports, 

i & proposals. 

• Scheduling, routing, & mailing lists. : 

• Unlimited TOLL FREE training & support. 

• MUCH MORE f Ö R ONLY $695.00 
(Easy payment plan available) 

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

1-800-572-8713 u 
CUSTOMIZED BUSINESS SOFTWARE, GLEN ROCK, NJ 
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SNAPPER'S PRO HYDRO WIIH ACCUMC, 
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COVER STORY 

Full-Service 

Future 
After a decade 
of heady growth 
and a few 
humbling lessons, 
Byrne Brothers 
Landscaping has 
sobered up to 
prospects of 
a long and 
healthy future 
through continued 

diversification. 

By Julie A. Evans 

A HEALTHY SIBLING rivalry can foster competitive adults. That 's the 
case with brothers Michael and John Byrne, partners in Byrne Brothers 
Landscaping of Essex, Mass. 

Michael, 30 and John, 29, always shared a spirited love for competition, 
especially with each other, John said. But their approach has always 
differed. John is more forthright and aggressive. Michael competes more 
with himself than with others. 

"I excelled more in football. Michael excelled more in baseball. That 
relates directly to our personalities," John explained. 'Tha t ' s why we've 
been so successful. We complement each other well." 

As partners and as brothers, the two men have struck a winning balance 
that has enabled their 10-year-old company to grow to nearly $ 1.4 million 
in 1993. 

Now, after a decade of heady growth and a few humbling lessons, Byrne 
Brothers Landscaping hopes to expand its full-service maintenance client 
base and extend the company's geographical reach. And they appear to be 
committed to these goals. They've hired some top industry consultants to 
help them improve their productivity, fiscal management and people 
management skills. Michael especially has networked extensively with 
successful business owners through his involvement with the Associated 
Landscape Contractors of America. And both men have made some de-
liberate changes to their management styles. 

Their long-term goal, the brothers agreed, can't be measured in dollars 
and cents. Said Michael, "The company's goal is to provide a future for our 
employees through developing a full-service company." 

HISTORY. Byrne Brothers Landscaping sprang from the brothers' pro-
fessed love for the landscape which developed at an early age. According 
to John, he and Michael developed rudimentary skills as children growing 
up in southern Florida. Their father was a stickler for "having a nice yard," 
John said, and taught them a healthy appreciation of the benefits of 
landscaping. 

After growing up in Florida, Michael and John moved to Massachusetts 
with their family, where Michael would later start-up his first lawn care 
business. According to John, their parents' indirectly helped to shape the 
brothers' entrepreneurial spirits. 

"When we moved to Florida, our parents had their hands full raising three 
boys. My dad used working in the yard as a means of keeping us busy," John 
said. "Our dad's on the job training was probably the strongest influence for 
us to go into the landscaping business. We learned young how to work hard 
and the benefits that would come from our hard work." 

In 1982, Michael opened Mike's Lawn Service with only a pickup truck 
and a few pieces of equipment. John went to work for him. 

Michael and John both foresaw greater opportunities in landscaping, but 
they knew they needed to further their education if they were going to be 

i I 

John and Michael Byrne went in 
to the landscape business right 

out of high school. Ten years 
later, the former one-pickup-

firm is more than a $1 million 
business. Photo: Michael 

Gormley. 
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LANDSCAPING INC. 
HEADQUARTERS: Essex, Mass 

BRANCHES: None 
FOUNDED: 1984 by Michael and John Byrne 

OWNERS: Michael and John Byrne 
PRIMARY SERVICES: Commercial 

landscape maintenance, residential design/ 
build, commercial snow removal, arboriculture. 

EMPLOYEES: 34 seasonal, 15 full-time 
1 9 9 3 SALES: Nearly $1.4 million 

EXECUTIVE SUMMARY 

THE OWNERS 

THE CONCEPT: Provide full-service 
landscape maintenance, including lawn care, 

tree care and snow removal to 
commercial clientele; provide landscape 

construction and design/build 
to residential market. 

PROJECTIONS: Reaching 
$1.5 million in 1994. 

HURDLES: Honing management skills; 
circumventing a volatile New England 
construction market in the late 1980s. 

MICHAEL & JOHN BYRNE 
AGES: 30 (Michael), 29 (John) 

FAMILY: Michael is married, John is single 
EQUITY HELD: Michael and 

John are equal partners. 
EDUCATION: Both men hold horticulture 

degrees from Essex Agricultural 
Institute in Essex, Mass. 

OTHER COMPANIES STARTED: Prior 
to Byrne Brothers, Michael owned 

Mike's Lawn Service; 
John was an employee. 

successful. While operating the 
lawn service, Michael enrolled in 
classes at the Essex Agricultural 
and Technical Institute. John en-
rolled the following year. Both men 
earned degrees in horticulture. 

After two years in business, 

Mike's Lawn Service closed its 
doors and Byrne Brothers Land-
scaping opened for business, with 
Michael and John as equal partners. 
Their mother and younger brother 
also helped with the landscape busi-
ness start-up. 

Working so closely with family 
took some time to get used to, both 
brothers conceded. 

"Absolutely, it is difficult to work 
with family," John said. "Growing 
up, Mike and I worked together, 
lived together, hung out together. 

Now that Michael is married, we still 
spend a lot of non-work time to-
gether, but we're in two different 
times in our lives with different in-
terests." 

Michael agreed, adding that 
"sometimes it's challenging. Family 
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issues get carried over into business 
and vice versa. But we complement 
each other well in a lot of situa-
tions." 

STRATEGIC PLANNING. It soon 
became evident to the Byrne Broth-
ers that opportunities were greater 
in landscape construction than in 
maintenance, thanks to the build-
ing boom of the 1980s and a thriv-
ing real estate market for residential 
and commercial construction. 

Like many other landscape firms 
across the country, Byrne Brothers 
benefited from this '80s building 
boom. With 70 percent of sales 
coming from construction, the com-
pany grew from first-year revenues 
of$200,000to$1.2millionin 1988. 

According to John, the real es-
tate market was a "tidal wave start-
ing to swell," just as the brothers 
finished their first year in business. 
"We just rode it to the top," he said. 

"In 1987-88, there were people 
calling you up, not asking 'how 
much is it going to cost?' but 'when 
can you get it here?' We hit the tim-
ing perfectly." 

Byrne Brothers was successful, 

he added, because it developed a 
reputation for getting the job done 
on time; even under pressure. "It 
wasn't that you had to babysit the 

Byrne Brothers," John said. " Dead-
lines were so important. We would 
do whatever it took to get the job 
done on time." 

A division of Byrne Brothers 
Landscaping, Arbor Tect tree 
health care services now 
accounts for 10 percent of the 
firm's revenues. 

"The Dual Purpose 260" 

CHIP N MULCH 
Are you spending too much time & money 
on green waste disposal? 
The Dual Purpose 260 can help! 

# Straight Line, drop through design for 
fast, efficient material flow. 

# New, heavy duty rotor engagement system 

^ Up to 20 to 1 waste reduction 

# Heavy duty design and construction 
for commercial use. 

Ameri Quip 
1480 Arrow Hwy., La Verne, CA 91750 

(909)392-2033 Fax (909)392-4651 
(800)824-9776 
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When the overheated construc-
tion market threatened to take a 
downturn in the late 1980s, the 
brothers made a decision to shift 
their business focus from construc-
tion to maintenance, a move that 
may have saved their business. 

"Everybody was chasing down 
the construction work, but there 
were a lot of customers that needed 
servicing," John said. "We decided 
to go great guns with the mainte-
nance; and as it turned out, the bot-
tom fell out of construction and a 
lot of people went out of business 
because they didn't offer mainte-
nance any longer." 

The company presently derives 
60 percent of its revenues from 
maintenance, 25 percent from con-
s t ruc t ion , 10 percent f r o m 
arboriculture and five percent from 
snow removal. 

During the recession which fol-
lowed the construction boom be-

Key for Byrne Brothers is 
maintaining year-round 

employees. The firm keeps 15 
people in the off-season for snow 
removal and winter tree pruning. 

ginning in the late 1980s, the Byrne 
brothers watched their revenues 
decline, from $ 1.2 million in 1988 
to $989,000 the following year. 

"We were able to stay steady, 
once we got over the shock of not 
doing $ 1.2 million anymore. It was 
at that point we decided we wanted 
to be a maintenance-based firm 
because that is steady." 

According to John, Byrne Broth-
ers refused to succumb to a "reces-
sion mentality." 

"They said Massachusetts had a 
two-year recession. That was some-
thing that Mike and I decided we 
weren't going to partake in. We had 
a mindset that we weren't going to 
complain. We went and picked up 
where everyone else was slacking 
off. When everybody else was out 
of work, we were still busy. Busi-
ness was off from the 1980s, which 
I don't think we'll see again in the 
near future. But we were probably 
busier than most companies. 

"A lot had to do with attitude. 
Ouremployees were the same way. 
Everyone looked for opportunity 
rather than dwelling on the reces-
sion that was all around us." 

LEARNING LESSONS. But Byrne 
Brothers was not without its mis-
takes and costly miscalculations. 
"We made the mistakes, abso-
lutely," John said. "When times 
are good, you buy a lot of equip-
ment, you invest a lot of money, 
you get overextended and you have 
a few people go belly up on you 
and file for bankruptcy. It could 
very easily have cost us our busi-
ness." 

In fact, one particularly large 
account, a golf course develop-
ment, did go bankrupt, costing 
Byrne Brothers Landscaping about 
$100,000 in 1989. Michael said 
the company learned a hard lesson 
from the experience. 

"If I could do it again, I would be 
more timely in providing services 
and make sure the payments stayed 
with the work we did," Michael 
said. "In retrospect, it was one of 
the best things that happened to us. 

Exclusive... 
Higjgjgjgfgjjgjgjgjgjgjgjgjgjgjgigjgfgfgjgjl l 

on Green Garde® 
spray hose! 

Now! Save big 
on the only hose 
in the industry that 
protects your 
investment! 
5% OFF the list 
price of your next 
roll... 

PVC OUTER TUBE 
BRAIDED 
REINFORCING 

PVC INNER TUBE 

green 
garde ® 

...when you present this original ad to your participating 
Green Garde distributor by June 30, 1994. 
Participating distributors will be credited on their next hose purchase 
for each original ad submitted, along with invoice copy showing sale 
price, dale and name A address of purchaser. One roll per customer. 

Green Garde Division 
H.D. HUDSON MANUFACTURING COMPANY 
500 N. Michigan Avenue • Chicago, IL 6061-3748 
312-644-2830 FAX: 312-644-7989 

Who in this 
industry has 92% 

customer retention? 
We do. Our newsletter clients come 

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

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

industry newsletter programs and services. 

1-800-525-6999 

FocalPoint 

Making you look good in print 
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The company had grown so 
quickly, it made us stop and take 
another view of what was going 
on." 

John also admitted to another 
costly mistake: His lack of strong 
management skills cost the com-
pany some valued employees in the 
early days. 

"I 've learned that the most im-
portant aspect in this business is the 
people. Everything revolves around 
the people. I didn't understand that 
at first. I thought it revolved around 
work," he said. "I guess I've lost 
some good people due to my mis-
management . As an owner, I 
thought everyone would work the 
way I did and people don't. I guess 
I 'm an exception in that I' m aggres-
sive and can't sit still." 

John believes that he's become a 
better manager, but not without the 
help of advisers and consultants 
"beating it through" his head. 

CHANGE. If the Byrne brothers 
implement only a portion of the 
changes they want to make, 1994 
should be a busy year. For starters, 
they plan to strengthen the com-

pany's Arbor Tect tree health care 
service, which now accounts for 10 
percent of revenues. 

Michael said the tree service has 
the ability to open new doors and 
move the company closer to its 
overriding goal of providing full-
service landscape maintenance. 

from lawn care to irrigation to main-
tenance. "People want to deal with 
one person who can do the entire 
landscape," he explained. 

Byrne Brothers also plans to hire 
more specialists as the company 
grows, including certified arborists 
and people with strong lawn care 

Tree work, including pruning and 
some injections, has opened 

many doors for Byrne Brothers. 

and plant health care backgrounds. 
"That background would give us 
more of a competitive edge. Small-
er companies tend to rely on the 

(continued on page 38) 

C&S TURF CARE EQUIPMENT, INC. 
6207 Dressier Rd. N.W. 

North Canton, OH 44720 
(216)966-4511 • (800)872-7050 

TURF TRACKER 

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. 
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8 

34 

z5555̂  
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 Graviti Rd 

Duluth, GA 30136 
(404) 447-5858 
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WALKER helps Q M K C U I make t h e i r name 

it 

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. 
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SANDOZ 1 pesticides effectively. Read and follow label instructions carefully. Barricade is a registered trademark 

DISTRIBUTED BY: AG RESOURCES. INC. AGRA TURF AGRI TURF. INC. THE ANDERSONS BENHAM CHEMICAL CO. CANNON TURF SUPPLY. INC.. 
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TAKE SEASON-LONG, 
CONSISTENT CONTROL 
T o NEW HEIGHTS 
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AND 
KEEP VALUE 
DOWN 
T o EARTH 

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 bot tom 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. 

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. 

VERSATILE PACKAGING 

In convenient 1/2 lb. water 
soluble packets and with 
quality fertilizers to save time 
and provide your customers wi 
greener, more weed-free lawns. ** 

For the low down on high performance Barricade, 
call your distributor or 1 -800-435-TURF. 

Barricade 

CRABGRASS PREVENTER 
1 ON' FERTILIZER 

th 

• - v 
Barricade 

of Sandoz Ltd. l993€>Sandoz Agro Inc. 

Barricade 
HERBICIDE 

Peak Performance.. . 
Yard after Yard, Year after Year. 

LEA S GREEN MEADOWS. INC. LEBANON TURF PRODUCTS. INC.. PENAGRO T&O PRODUCTS PENNINGTON ENTERPRISES. INC.. PROFESSIONAL TURF SPECIALTIES. INC.. REGAL CHEMICAL. CO. 
TEMPLE HILLS. MD LEBANON. PA BOONE. NC MADISON. GA ST. CHARLES. MO ALPHARETTA. GA 

TURF INDUSTRIES. INC. TURF PRODUCTS LTD., INC. TURF SUPPLY COMPANY UNITED HORTICULTURAL VIGORO INDUSTRIES, INC. WILBUR-ELLIS COMPANY 
HOUSTON.TX W.CHICAGO. IL EAGAN. MN SUPPLY,SALEM.OR WINTER HAVEN. FL KENT. WA 
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Cover Story 
(continued from page 34) 

owner's expertise," Michael said. 
The company also hopes to move its head-

quarters this year to Burlington, Mass., placing 
the company within 25 miles of Boston and 
bringing it closer to the majority of its clients and 
prospects. 

Byrne Brothers is also evaluating an opportu-
nity to purchase a local contractor's business. 

In terms of new business prospects, the com-
pany is going to more aggressively pursue two 
markets in particular: companies with in-house 

The switch from a construction to a mainte-
nance emphasis helped the firm survive the 

harsh, mid-80s economy. 

maintenance personnel; and larger commercial 
accounts. For the former, the plan is to demon-
strate how companies can save time and money 
by outsourcing their landscape maintenance, 
rather than maintaining a full-time, in-house staff 
and equipment supplier. 

According to Michael, "We have the equip-
ment. We have the specialty people on staff. 
We' re try ing to show them that we can save them 
money and provide a better service. I think you' 11 

when your business 
depends on it ! 

"I love this 
equipment 

f / Ì S . . . Commercial Turf 
Equipment preferred by 
professionals. 

• M i d - S i z e Hydros ta t i c and G e a r 
Dr ive W a l k Beh ind M o w e r s . 

• P o w e r R a k e / P o w e r Sl ice 
D e t h a c h e r s and Aera to r s . 

• C o r e P lugge r Aera to r s . 
• Rea r T i n e Ti l lers . 

Since 1874 
built for professionals 

For your nearest Kees dealer call or write: i—I by professionals 
F.D.KEES MANUFACTURING CO. • 700-800 PARK AVENUE 

BEATRICE, NE 68310 U.S.A. • PHONE 402-223-2391 • FAX 402-228-2258 
USE READER SERVICE #53 

see that more and more throughout the industry," 
Michael said 

The strategy seems to be working. Recently, 
Byrne Brothers took over maintenance for a 
large cemetery that previously had a large in-
house crew. They demonstrated to the owners 
how Byrne Brothers could provide better service 
at a lower cost and won the contract. 

As for attracting larger commercial accounts, 
the company believes it has the manpower and 
expertise to service large properties such as the 
AT&T headquarters in North Andover, Mass. 
Byrne Brothers won that coveted contract three 
years ago and recently won a supplierexcellence 
award for their work there. 

A spokesman for AT&T described Byrne 
Brothers as a "classy outfit," which is helping 
AT&T achieve its goal of becoming a world-
class company. 

Finally, the company plans to expand its resi-
dential construction client base. Home sales have 
picked up, John said, and people are making 
landscaping a bigger priority. 

PRIORITIES. Offering year-round employment 
to key people has long been a priority for Byrne 
Brothers, but its New England address hasn't 
made that goal easy to achieve. Presently, the 
company has 15 full-time employees, 10 of 
whom work outdoors on snow removal and win-
ter tree pruning. 

An obvious benefit of offering year-round 
employment, the brothers said, is the cultivation 
of a more motivated and dedicated staff. Also, 
the ability to have experienced personnel work-
ing on spring start-ups "makes all the difference 
in the world," Michael said. 

" We've been able to attract more mature people 
that are married and have families, because we 
can offer them positions they can afford to live 
on," John added. 

Michael agreed, adding that employees are 
more likely to stay with a company if they see 
opportunities for advancement. 

"We went from $9(X),000 last year to $1.4 
million this year. People see this company mov-
ing in a positive direction, while most people in 
this area are just trying to maintain what they 
have," Michael said. "My goal is to provide a 
future for the young people involved, for all of 
us. I think the most successful people in this 
country keep their employees." • 

The author is a Contributing Editor to Lawn & 
Landscape Maintenance magazine. 
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ECOLOGY & 
MANAGEMENT 

BT. KARLDANNEBERGER, Ph.D 

FINALLY, 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. 

r 
Y E S 5 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.) 

EH Payment Enclosed 

Charge my EH VISA EH MasterCard 

Card # 

Expiration Date 

Signature 

Name: 

Title: 

Company Name: 

Address: 

City: . State: Zip Code: 

Published by: 

, rLwn & Landscape 
: M A I N T E N A N C E 

L, 

4012 Bridge Ave. 
Cleveland, OH 44113 
Call 800/456-0707 for information on 
volume, discount prices. J 



SHOW COVERAGE 

GIE Show 
Gains Ground 
The lawn and 
landscape 
industr\)fs national 
trade show has 
established itself 
as a not-to-be-
missed event 

IF THE SUCCESS of the 4th an-
nual Green Industry Expo foreshad-
ows the kind of season lawn and 
landscape contractors can expect, 
then it should be a strong year for 
green industry supporters. 

Exhibitors, attendees and show 
officials alike were pleased with the 
growing success and presence of 
the only national trade show and 
conference specifically designed for 
lawn and landscape professionals. 
Each year, the GIE — sponsored 
by the Associated Landscape Con-
tractors of America, the Professional 
Grounds Management Society and 
the Professional Lawn Care Asso-
ciation of America—has grown in 
size, stature and popularity. 

About 2,400 show-goers viewed the wares 
of 277 vendors whose exhibits covered 
more than 53,700 net square feet. 

GIE visitors enjoyed a selection 
of new products (top) and 
dynamic educational speakers 
such as Roko Paskov of Career 
Track (above). 

A number of exhibitors claimed 
that the show's growth was appar-
ent this year as show traffic remained 

steady over the 15 hours of 
indoorexhibit time. The Out-
door Demonstration contin-
ues to be a strong event as all 
kinds of mowers, hydroseed-
ers, chippers/shredders, aera-
tors, sprayers and more were 
tested by more than 200 at-
tendees at a nearby park. 

Exhibi tors seemed 
pleased with the demo's 
overall turnout. "We've al-

ways liked that part of the show," 
said Bob Walker of Walker Manu-
facturing. Fort Collins, Colo. 
"Weather is really the only con-
cern. But this particular day worked 
out very nice." 

In addition to more traditional 
lawn and landscape products, other 
indoor exhibits included nursery 
products, seed, computers, prod-
ucts for erosion control, snow re-
moval, irrigation, engine mainte-
nance, colorscaping and hard-
scaping. 

This year's show emphasized 

Ann McClure of PLCAA, Tom 
Smith of PGMS and Ron Kujawa 
of ALCA signal the start to the 
4th GIE trade show (top). Peer 
networking sessions (above) 
and GIE keynote speaker Ty 
Boyd (right) provided a good 
mix of business and humor. 

meeting the challenge of change 
as GIE keynote speaker Ty Boyd 
shared his observations and ad-
vice for coping with the fast pace 
of the '90s. "This is the decade of 
more standards, morals and eth-
ics," Boyd said. "You can either 
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PLCAA s Tom Delaney details "Principles of 
Turfgrass Management;1 a new training and 
certification program (left). Exhibitors were 
pleased with the response and the growth of 
the cooperatively formed show (above). 

About 35 
exhibitors 
and more 
than 200 
attendees 
gathered at 
Carroll 
Park for 
field 
demonstra-
tions. The 
Outdoor 
Demo 
followed 
three days of 
indoor 
exhibits. 

be a victim or a change agent. 
Change agents take charge and do 
what it takes to satisfy the pieces of 
the puzzle." 

Giveaways are common at trade 
shows, but few reach the magni-
tude of the $250,000, 10-year sup-

ply of pendimethalin awarded to 
Lawn Doctor operator Gary Vitt 
from American Cyanamid, LESCO 
and O.M. Scott & Sons. Vitt, based 
in Colorado Springs, serves 3,100 
customers. 

All three associations claimed 

success in their breakfast meeting 
roundtables designed to enable lawn 
and landscape maintenance con-
tractors to exchange ideas and in-
formation. Meetings, held all three 
mornings, boasted packed rooms 
despite the early hour. 

Forty-seven products were up for 
bid at PLC A A's benefit auction 
which raised $21,010, surpassing 
the $20,000 goal set by PLC A A. 
Proceeds go toward PLC A A's leg-
islative and public relations ambas-
sador programs. • 
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MOWING TRENDS 

Profitability Drives 

Mower Sales 
Mowers and zero-turn-radius capability and hydrostatic 
transmissions continue to drive the commercial market. The 
extra costs of these machines are easily recovered through higher 
productivity and lower maintenance. 

By Cathy Hoehn 
IF MOWERS WERE hotcakes, 
maple syrup would come in the 
form of hydrostatic and zero-turn 
radius commercial machines. 

That ' s the consensus among con-
tractors and manufacturers who say 
those types of mowers are moving 
like hotcakes in the commercial 
lawn and landscape market. 

Both belt-driven and hydrostatic 
mowers remain popular. Which-
ever model, contractors want the 
most productivity. 

The trend toward hydrostatic and 
zero-turn mowers began in the 
1980s and gained momentum 
around 1990. Today, almost half 
the commercial riding mowers are 
hydrostatic, according to Outdoor 
Power Equipment Institute statis-
tics. Manufacturers estimate that 
ride-on and walk-behind hydraulic 
mowers together roughly represent 
25 percent to 45 percent of com-
mercial mower sales. 

"Since hydrostatic-driven mow-

ers are taking almost half of the 
market, people need to ask them-
selves, why is the market moving in 
that direction? And of course the 
answer is productivity. Fm sure 
we' 11 see more and more of it," said 
Bob Walker, owner of Walker 
Manufacturing, Fort Collins, Colo. 

Profitability in 1993 may enable 
contractors to spend more money 
for higher productivity and maneu-
verability this year, according to 
manufacturers, who saw increased 

sales for ride-on and walk-behind 
commercial mowers last year and 
anticipate continued growth. 

"Overall, 1993 was a good year 
for commercial cutters. We see 
them going to more productive 
machines, particularly hydraulic-
driven mowers," said John Crow-
son, national sales manager for 
Scag Power Equipment, Mayville, 
Wis. "Mowing contractors have 
money to spend. They need prod-
ucts that go out and perform." 

Most manufacturers contend 
gear-driven mowers continue to 
hold their small share of the mar-
ket —especial ly for smal ler com-
panies that can't afford the higher 
priced models—but that hydrau-
lics have become the mainstay. 

WHY HYDRO?"There'sacertain 
segment of the market that will go 
hydrostatic because of the ease 
with which you can operate the 
machine," said George Schaefer, 
senior vice president of F.D. Kees 
Mfg., Beatrice, Neb. "You don't 
have to manhandle the machine. 
And you don't have to stop and 
shift. Just squeeze the levers on 
most of the machines, and they go 
into reverse." 

The hydro's instant forward/ 
reverse makes the machines much 
more maneuverable than belt-
driven machines. "You can drive 
up to something and squeeze the 
lever and back away. And you can 
back up steep slopes. Hydraulics 
don't care so much what the con-
ditions are. They'll keep going 
under more adverse conditions," 
said Mark Wegner, engineering 
manager for Ransomes America 
Corp., Lincoln, Neb. 

Problems noted with gear-
driven mowers is that they require 
shifting to change speeds, slip 
when the belts get wet and need 
more frequent maintenance as 
belts wear out or break. 

The drawback to hydros is that 
the initial cost, and cost of repairs, 
is somewhat higher. Additionally, 
the hydros tend to veer from side 
to side, so that the operator must 

(continued on page 46} 
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Control Convenience. 
Affoidability All 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 

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. ^ r c y j x n a i w h d 
Agricultural Products Oivision 

Call 1-800-207-6910 to order, or see your distributor. « S T o 5 0 " ^ 

Always read and follow label directions. Trademark. DowElanco 
® Trademark. American Cyanamid Company 

WOO hrbicid* 

Keeps weeds from emerging. 

USE READER SERVICE #36 



Mowing Trends 
(continued from page 42) 

continually adjust tracking. 
Some contractors have not been 

sold on hydrostatic mowers. Lee 
Mueller, owner of Reliable Land-
scaping, St. Louis, Mo., who main-
tains a fleet of five belt-driven walk-
behinds for residential and small 
commercial jobs under three acres, 
said he has heard too many com-
plaints from business associates 
who use hydros. 

"My dealership tried everything 
they could last year to get me to buy 
a hydrostatic. I wouldn't have it," 
he said. "One fellow had a machine 
where the hydraulics reservoir was 
too close to the engine. Once it 
heated up, it lost viscosity and didn't 
want to drive the mower. I haven't 
had any problems with the belt 
drives other than having to tighten 
the belts up and make adjustments 
as the belts stretch." 

Mueller concedes, however, he 
will probably break down and buy 
a hydrostatic walk-behind next year. 
"That's about all the manufacturers 
are offering anymore," he said. 

The life expectancy of hydro-
statics rates about the same as belt-
driven, according to Wegner . 
"There isn't going to be much dif-
ference in the overall life of a ma-
chine. As hydrostatics get older, the 
hydraulics die. You' 11 have one big 
failure whereas with the belt-type 
machines you pay as you go along 
because you have to replace belts as 
they wear out." 

Dick Tegtmeier, president and 
CEO of Encore Mfg., Beatrice, 
Neb., anticipates that the company 's 
new hydro rider will bite into sales 
of its walk-behinds. "The commer-
cial operator can do more produc-
tion with them," he said. "We feel 
they can mow 20-plus acres a day 
with the rider, whereas with walk-
behinds you can't do that." 

TRACKING/STEERING. The big 
gest complaint with hydrostatic 
mowers is that they are difficult to 
keep on track. "The pump pressure 
changes over time and the mowers 
begin tracking off to one side or the 
other. With most models, this re-
quires some tools adjustment at the 
pump down by the wheels," said 

Jim Jenkins, marketing director of 
walk-behind and commercial prod-
ucts for Snapper Power Equipment, 
McDonough, Ga. 

To correct the situation, Snapper 
last s u m m e r in t roduced its 
Accutrac™ Control System which 
allows an operator to use a joystick 
to adjust tracking while maintain-
ing regular mower operation. 
"When using a hydraulic mower 
on hills, the front end of the mower 
tends to want to go down hill, so 
you have to keep correcting it with 
controls. On a hill you can adjust 
Accutrac so it automatically tracks 
straight," Jenkins said. 

F.D. Kees recently introduced 
the Hydro Trac™ tracking system 
by which the operator can "just 
tweak the clutch handles and do a 
180-degree turn," Schaefer said. 

The new system provides straight 
tracking on slopes and in a variety 
of conditions, said Donald Kanter, 
director of sales and marketing for 
F.D. Kees. "(It) requires no tools or 
mechanical adjustment and is eas-
ily aligned by the operator to elimi-
nate drift, thereby avoiding any 
downtime." 

New steering technology from 
Excel is designed to make it easier 
for operators to control a mower's 
direction with one lever, according 
to Ken Raney, communications 
manager for Excel, Hessler, Kan. 

Available on several models of 
the Hustler mowers, the Trim 
Steering™ bar consists of a molded 
hand grip which can be operated 
with either the right or left hand. 
Turning requires a twist of the wrist 
in the direction of the turn. On tight 
turns, the system automatically 
counter-rotates the drive tires with-
out pivoting. Directional speed is 
controlled by pushing the bar for-
ward or pulling back. 

ZERO-TURN RADIUS. The second 
buzz word in commercial mower 
markets is zero-turn radius. This 
feature allows the mower to turn on 
a dime because one wheel moves 
forward while another wheel moves 
backward. 

"The zero-turn is the big push in 
the market, for riders and walk-be-
hinds. We've seen increased sales 
over the last couple of years. It's a 

(continued on page 48) 

The Billing Clerk with Accounts Receivable ™ 
Compare our features: 

due notices, aging report, 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 bill ing 
mode (up to 14 regular 
recurring cycles per 
customer) for automatic 
billing of maintenance 
fees. 
Complete accounts receivable. 
Reports include: late charges, past 

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. 

USE READER SERVICE #52 

Get a step ahead of your competition 
with a 

TURBO TURF 
HYDRO SEEDING SYSTEM 

SEED FASTER, BETTER, AT LESS COST 

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. 

46 

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 #64 
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Howard Mees, Vice President/Regional Manager-Environmental Care. Full-service lawn maintenance company operating in six states 

A down-to-earth 
approach to mulching 

tested units from all the major manufacturers. What 
we discovered is the Versadeck has a high deck design 
that allows the clippings to be 
drawn up and chopped 
several times before they are 
forced to the ground where 
they decompose. Because of 
the fine cut, we don't have a 
problem with clumping. And, 
for those times when we can't mulch, the Versadeck 
can be converted to a side discharge mower." 

"Before we bought our 
Ransomes 
Versadeck 
mulching 
mowers, we 

"Mulching is a practical solution to grass clipping 
disposal. But you have to do it right to get the most out 
of it. That's why we're satisfied with Ransomes Bob-Cat 
Versadeck™ mulching mower. It not only chops the 

clippings multiple times, but the 
Versadeck returns them to the soil 

where they promote healthy, vigorous 
grass. In addition to benefiting the 
lawn, mulching reduces the stress 

placed on landfills. 

For more information on the benefits of mulching 
or the Ransomes Bob-Cat Versadeck mulching 
mower, call 1-800-228-4444. 

6300 Ransomes America Corporation, 7900 West 78th Street, Suite 105, Minneapolis, MN 55439 Driven to be the best 
© Ransomes America Corporation 1993. All rights reserv ed. 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Mowing Trends 
(continuedfrom page 46) 

very f a s t -g rowing segmen t , " 
Jenkins said. 

Zero-turn radius mowers were 
first introduced in the mid- to late 
1970s. They didn' t take off tremen-
dously in the commercial market 
until the 1980s. Their durability 
and reliability have since increased. 

The disadvantage to zero-turn 
radius, compared to those with steer-
ing tires, is lower performance on 
slopes, Wegner said. Zero-turn 
mowers have at least two castor 
wheels, as well as two drive wheels 
that provide stability. 

"On a side hill, the castor wheels 
don't do anything to keep the ma-
chines from turning down the hill, 
whereas steering tires keep the ma-
chines from tipping downhill and 
consequently tend to have better 
hillside performance than zero-
turn," he said. "But if you have rela-
tively flat areas with lots of ob-
stacles, the zero-turn works great 
for trimming." 

Tegtmeier noted that belly-
mounted zero-turn riders are in-

creasing in popularity over ma-
chines with outfront decks and tail 
wheels. "The belly mounts don't 
take up as much space on the trailer 
or in the yard," he said. 

Marty Dieckmeyer, owner of 
Pacific Landscape, Corona, Calif., 
believes the zero-turn feature offers 
the greatest advantage on mowers 
attached with wing decks. "They 
give a 12-foot-wide trim, yet en-
able us to mow small areas as well. 
That works for us," he said. 

Steve Mazzarella, landscape 
manager. Custom Care Building 
Services, landscape division, Boca 
Raton, Fla., said he prefers his walk-
behind that isn't zero-turn. 

"It 's simpler, more reliable. It 
does well on slopes and berms. 
And it doesn't scalp. We had an-
other mower that scalped because 
of the design of the deck." 

RIDERS VS. WALK-BEHINDS. 
Regardless of the features, manu-
facturers and contractors differ in 
opinion as to which type mower— 
ride-on or walk-behind — offers 
the most advantages. 

"Our mower range is everything 

from the small, 21-inch walk-be-
hind to a larger, 36-inch and 48-
inch walk-behinds. We also use 
large rider mowers and, if we're 
doing bermudagrass, we use a Tri-
plex," said Robert Zolezzi, co-
owner of L&L Landscape Services, 
Santa Clara, Calif. But the back-
bone of the company is the 36-inch 
and 48-inch walk-behinds, he said. 

"Dollar for dollar, I think we get 
a lot more out of the 36-inch or 48-
inch walk-behind machines. Eight 
years ago, we used ride-on mowers 
tojust blast through grass. But we've 
changed things. The large riding 
mowers sometimes are a necessity, 
but if we can get around it, we'd 
rather have a 36- or 48-inch (walk-
behind). They're more productive 
and tend to not break down as much, 
so they require less maintenance." 

Tegtmeier, however, sees ride-
ons taking over the walk-behind 
market. "Every one of those trailers 
that has a walk-behind on it will 
have a rider on it too," he said. 
"They zip through open spaces at 7 
mph. The fatigue factor (for the 
operator) isn't there like for walk-
behinds." 

But, he added, "there's room for 
both. I think commercial operators 
will continue to use walk-behinds 
for trimming and under fences and 
bushes, and as soon as they get out 
into the open, they'll use the rider. 
I think it's a good marriage of the 
two mowers." 

Although he believes the belly-
mounted rider market is growing 
more rapidly than the front-cut rider 
market, Tegtmeier concedes both 
offer advantages. 

"With the belly-mount, you can 
zip around trees faster than with the 
front-cut. But the front-cut offers 
the advantages of trimming under 
bushes and fences." 

The prospect that manufacturers 
may one day offer the "mower that 
does it all" doesn' t exist, said Tegt-
meier. "Landscape architects won't 
hardly allow that. A lot of designs 
call for confined areas where big 
mowers won't fit. They require two 
mowers. That's good for us." 

READY OR NOT. While manufac-
turers concede mulching mowers 
on the market fail to meet commer-
cial needs, they believe landfill bans 

JUST . 
FLAT* 
GREAT 

cargoWagon® 
with 102'' Axles 

Look inside our trailer. The big asterisk s h o w s you our 6'9" w ide interior floor is Flat! 
No whee l boxes inside. Perfect for motor ized L a w n & Garden equipment, and plenty 
of "walk-around" room, too. 
Wells Cargo offers you great Opt ions for customiz ing like: FLOW-THRU VENTILATION 
eliminating fuel fumes, WOLMANIZED M / 2 " FLOORS and 3/4" INTERIOR SIDEWALLS, 
for "guts." All backed by a Warranty that really works for you! 

Cal l 1 -800-348-7553 f o r Ca ta l og & Pr ic ing 
WELLS CARGO, INC. PO BOX 728-1172 Elkhart, IN 46515 

Factory Service Points: GA, IN, TX & UT. Nationwide Dealership Network. 
"With a Wells Cargo Behind... You Never Look Back!" 
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on grass clippings will eventually 
force contractors, and their clients, 
to buy into the mulching concept. 

"I defy anyone to tell me they 
can mulch properly cutting more 
than an inch off the grass. I just 
don't think that's the real world," 
Tegtmeier said. "But mulching 
mowers are here to stay. Contrac-
tors are going to have to cut lawns 
more often. They might not like it. 
Their clients may not like it. But 
that's the reality." 

Crowson said he doesn't foresee 
improvements in mulching mower 
technology. "Manufacturers are still 
trying to come up with a better 
mousetrap, but as of yet none of 
them seem to have it. They're try-
ing to find the perfect mulcher that 
will mulch well under all grass con-
ditions and I don't think that exists. 
There will always be some limita-
tions to mulching." 

In California, where mulching 
mowers are relatively new, con-
tractors consider the technology a 
viable and necessary option. 

"Out here every spec wants ev-
erything caught in bags and dis-
carded, because grass clippings are 

considered unsightly," Zolezzi said. 
"Mulching mowers have allowed 
us to go in and shred up the clip-
pings so the lawns look a lot nicer. 
That trend is really big. It saves us a 
lot of labor hours by not catching 
clippings, especially on larger turf 
areas." 

OTHER NICHES. Manufacturers 
pinpointed a number of niche mar-
kets where improvements are called 
for or have been implemented. 

Schaefer and Joe McDonald, 
senior marketing coordinator for 
Deere & Co., Horicon, Wis., be-
lieve the use of wide-area commer-

Zero-turn radius mowers give 
operators increased maneuver-
ability in the landscape. 

cial mowers is on the rise. "It 's a 
fairly small niche. For mowing 
football fields and wide-open ar-
eas, you would use a riding wing 
mower. For roadside work you 
would use walk-behind wing mow-
ers," McDonald said. 

Another market segment, sulkie 
mowers, seems to be holding 
steady. "The real advantage is they 
provide big-tractor performance in 
the amount of grass they mow," 
Wegner said. "They give a lot of 
the maneuverability of zero-turn 
radius because they can be turned 
so short. They cost less than a full-
blown, four-wheel tractor." 

Manufacturers continue to add 
features to increase ease of opera-
tion. A deck height adjustment, for 
instance, that made it possible for 
operators to adjust cutting height 
with a lever accessible from the 
operator position would be an as-
set. This would allow the operator 
to easily raise the entire floating 
deck for going over high curbs and 

Proline 

Sale Price 

$ 2 4 9 6 
Models 30165, 30144 

•12.5 H P K a w a s a k i 4 4 M o w e r 
• S e t - u p and de l ive ry ex t ra . 

Up to 40% off original 
Toro ProLine parts 

D E S I G N I M A G I N G G R O U P 

Computer Imaging for the Landscape Indxistry 

E a c h d a y t he l a n d s c a p e 
b u s i n e s s gets m o r e c o m p e t i t i v e . 
Woetze l L a n d s c a p i n g n eeded a 
u n i q u e w a y to d i f f e r e n t i a t e 
t h e i r c o m p a n y a n d serv ices . 

" In the six months since I started offering 
com ¡Miter images ice hai>e increased our 
dose rate from 30% to 75% of the deals we 
hid on. Tfie sofhvare alloivs us to be more 
creatii «e, gii cs customers more confidence in 
their decision and wins us larger deals. I 
ami wait far spring!" w«.u«4 

Wo.tz.1 LMMkcnping 
Midland Park. N.J 

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

P O W E R E Q U I P M E N T 

Fort Wayne, IN Toll Free 
219-432-9438 800-307-2114 
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CALL US NOW at (818) 706-8786 or FAX us at (818) 7064U85 to receive information or video on 
how you can increase your overall sales with an imaging system from Design Imaging Group 
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I t ' 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 p r i c e d 
"Genesis,".. . t h e r e s t is al l p r o f i t ! 

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

"Genes is , " 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 
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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 p r o j e c t ! 



for loading and unloading the 
mower on/off trailers. 

The commercial mowing mar-
ket has seen great improvements in 
engines, particularly with the pend-
ing California Air Resource Board 
emission standards expected to take 
effect in 1995. Engine suppliers are 
competing to be first in offering 
products to meet those standards. 

Due to that trend, overhead valve 
engines have become increasingly 
popular. "OHV engines are more 
efficient and clean burners. They 
don't suffer the same carbon de-
posits flathead engines do," Wegner 
said. "They tend to be 20 percent 
more fuel efficient. That does a 
couple of things for the landscape 
contractor — it reduces fuel cost, 
obviously. It also means that what-
ever machine he has, the OH V en-
gine makes the fuel tank effectively 
20 percent larger." 

Manufacturers are also heeding 
contractors' call for more horsepow-
er from the engines. "We used to do 
a large business with our commer-
cial rear-engine rider," Raney said. 
"But as the industry matured the 
higher horsepower, zero-turn ra-

dius and midsize mowers came 
about. They allowed commercial 
operators to get more jobs done 
more quickly. I see that trend con-
tinuing. Overall I see cutting width 
and engine horsepower continuing 
to increase." 

To keep up with the higher horse-
power trend. Walker plans to intro-
duce a 25-h.p. engine in its compact 
rider mower, a move the company 
considers entrepreneurial. 

"Imagine with that kind of power 
in the tractor, what we could put on 
the front of the tractor, in terms of 
offering contractors the ability to 
use both big and small machines," 
Walker said. 

Safety features on mowers have 
also increased in the last four to 
seven years. Operator presence, a 
sensor feature which automatically 
stops a mower once the operator 
lets go of the controls (on a walk-
behind, or even if the operator 
moves off the seat on a rider), has 
become pretty universal. 

Manufacturers tagged rear-dis-
charge capabilities as the mower 
feature needing most improvement. 
"I haven't seen a rear-discharge 

mower that leaves the lawn looking 
as nice as the side discharge," 
McDonald said. 

Contractors would like to see 
improvements in bagging systems 
as well as the development of a 
mower that chews through 12-inch 
grass. Mazzarella claims having to 
stop mowing every 50 yards to 
dumpclippings is the biggest draw-
back on midsize mowers. 

FUTURE TRENDS. The upcoming 
trend for commercial mowers will 
be increased use o f — y o u guessed 
it — hydrostatic and zero-turn ra-
dius mowers. 

Wegner also believes the future 
holds yet another type of driving 
system. "People will continue to 
search for a means of driving those 
machines with something other than 
wheel belts — something less ex-
pensive than hydrostatics but not 
subject to the slippage problems 
that belts are," he said. 

Most manufactuers agree that 
wide-area walk-behind mowers 
also will continue to thrive. Walker 
foresees compact riders taking over 
intermediate walk-behinds. "People 

are taught to buy the biggest piece 
of equipment they can afford. The 
smart guy has to think in terms of 
production. We feel, from things 
contractors have told us, compact 
riding machines can cover in a pro-
ductive way and outproduce walk-
behinds." 

Mower engines are expected to 
continue improving as well. "I think 
the trend will continue toward im-
proved engines that run longer and 
require less overhaul or replace-
ment," Wegner said. 

Some manufacturers hesitate to 
predict what the future market will 
bear. "There are so many things 
you can do to a mowing deck. It 
may cut better under one condition 
and worse under another. Develop-
ing mowing technology is an art, 
not a science," McDonald said. 

Jenkins concurs. "We've gone 
from variable speeds to gear drives 
and now to hydros. Hydro tends to 
be top of the 1 i ne. I don' t know what 
you can do beyond that." • 

The author is Associate Editor of 
Lawn and Landscape Maintenance 
magazine. 

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. 

HARMONY 
\lnTuneWith Nature® 

8 0 0 - 3 4 3 - 6 3 4 3 

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

Earthgro 
The \atural Choice ^ ^ 

8 0 0 - 7 3 6 - 7 6 4 5 
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INTRODUCING THE GRAVELY PROMASTER100. 
IT'S THE ULTIMATE TURN ON. 

The Gravely PROMASTER 100, with independent control over each wheel, has 
zero-turning radius maneuverability which allows you to continue to run circles around the competition. 

• G R A V E L Y 
FALL IN LOVE WITH A 

USE READER SERVICE #18 

Mechanical PTO clutch 
requires less maintenance 
and provides longer life. 

Hydrostatic transmission 
gives independent control 

over each wheel which 
allows zero-turning radius 

maneuverability. 

Gravely International 
P.O. Box 5000, Gemmons, NC 27012 
919-766-4721 FAX: 919-766-7545 

16 HP or 18 HP Kohler Magnum 
engine - air cooled, gasoline, twin 

cylinder with oil guard warning light. 

Big 3.5 gallon gas tank 
means long running time 

between fuel stops. 

Pressure-sensitive twin T-bar 
steering levers provide indepen-
dent wheel control and enable 
you to maneuver as well as 
change from forward to reverse 
without shifting gears with 
speeds from 0 to 5.7 mph. 

Large front pneumatic caster 
wheels provide longer life 
and absorb shock. 

All controls are located for 
operator convenience. 

Oil reservoir with 
oil cooler lowers 
the transmis-
sion operating 
temperature for 
increased life. 

Deck height is easily adjustable 
from 1" to 5" in Yt" increments. 

An antiscalp roller is standard. 

An operator presence control 
allows mowing only when 
the operator is in seat. 

Interlock system prevents engine from being 
started with either mower or transmission 

engaged. The twin T-bar steering levers 
must be continuously engaged for operation. 



THE PRICING GAME 

Setting the 
Right Prices for 

Contracted 
Services 

Lawn and landscape maintenance 
contractors who price jobs solely on past experiences may 

inadvertently be putting their companies at risk 

A MAJORITY OF contractors base 
how much they charge for jobs on 
gut instinct rather than a proven 
pricing system, according to top 
industry financial consultants. In a 
business already mired with risks, 
those contractors are setting them-
selves up to lose money. 

"How you price your product 
ultimately drives the business deci-
sions you make day in and day 

By Cathy Hoehn 
out," said Charles Vander Kooi of 
Vander Kooi & Associates, a finan-
cial consulting firm for the green 
industry based in Littleton, Colo. 
"Most maintenance contractors 
make business decisions from the 
gut. They're really basing decisions 
on emotion—what they feel at the 
moment. They're making decisions 
that they will live to regret in De-
cember and January." 

Indeed, too many risks and vari-
ables exist in lawn care and land-
scape management for contractors 
to price jobs without carefully ana-
lyzing all of their costs and spend-
ing needs. 

"(The green industry) has the 
most difficult and impossible types 
of businesses to manage. Only one 
business is riskier—the restaurant 
business," Vander Kooi said. 

He equated a maintenance con-
tracting firm to an F-16 jet flying 
950 mph in the Grand Canyon, 
300feet above its floorwith 1,000 
feet off each wing tip. 

"Point A is Jan. 2, and you're 
flying to point B which is Dec. 31 
— with profit. Two pedals, per-
fectly aligned, allow the plane to 
fly in a straight line. One pedal 
goes off, the plane yawls (veers 
off-course). The first pedal is the 
bill in the night — the amount of 
overhead you must recover. The 
other pedal is sales — how much 
you need to make to recover over-
head and make profit. That's the 
key to this business. Knowing 
what the bill in the night is based 
on the method used to mark up 
jobs, and knowing how much 
work you have to do to recover 
that overhead." 

The biggest setback that sends 
companies into a tailspin is not 
knowing their break-even point 
on a particular job, said Randy 
Sigg of Randy L. Sigg Landscape. 
Charlotte, N.C. "Holidays, over-
head, insurance, benefits, taxes. 
They all go into the break-even 
cost. That's the big thing I think 
people need to know about. People 
lose money because they don't 
take that into consideration." 

The good news is that a well-
polished pricing system can ef-
fectively prevent a business from 
veering off course by allowing a 
company to recover every dollar 
it spends; by compensating for 
variables that exist job to job; and 
by pre-establishing costs spent on 
materials, labor, equipment and 
other goods. 

WHERE TO START. The basic 
principles of pricing jobs are es-
sentially the same for all contracted 
services in the green industry, in-
cluding lawn, landscape, irriga-
tion installation and maintenance 
and tree work. 

The pricing process begins by 
gathering all of the necessary data 
to prepare an intelligent estimate 
of the raw, out-of-pocket costs of 
services, according to Frank Ross 
of Ross-Payne & Associates, 

(continued on page 54) 
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Source: Ross-Payne & Associates 
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Weed out you r 
biggest service 

problem. 

Introducing a faster, 
smarter way to operate. 

send data for closing out invoices directly to your 
central computer from their phones at home. Missed 
services and material tracking are reported daily. 

And time-stamping helps you monitor 
employee productivity. 

Norand* portable data systems quickly 
pay for themselves and are proven on 
tens of thousands of routes in related 
industries. Contact us now for a FREE 
manual explaining how we can help you 
improve service by weeding out paper-
work. And watch your profits grow. 

Phone: 319/369-3156 or 
1-800-452-2757 toll free 

NQIMNU 

Paperwork. It's more than a nuisance. It devours time 
and keeps you from delivering the service that can 
distinguish you from competitors. 

Now you can speed through paper-
work and improve the accuracy of 
records, while gaining time to serve your 
customers better. 

The 4000 Series portable data system 
from Norand. On the route, this powerful 
but easy-to-use portable computer quickly 
records the services rendered at every 
stop. The system's portable printer can 
create neat, highly legible sales invoices in seconds -
a feature your customers will really appreciate. 

At the end of the day, the system can end the need to 
drive back to the office. Your technicians could simply 

' * USE READER SERVICE #32 
Mail to: Norand Corporation 

550 Second Street S.E. 
Cedar Rapids, Iowa 52401 

Rush a FREE copy of Automating Lawn Care 
Routes to me. My business card is enclosed. 



THE 5 STEPS OF BUDGETING 
A BUDGET provides a picture of next year's finances. While a budget 
deals more with short-term realities, a long-term plan gives the overall 
focus. Five steps essential to budgeting include: 
1 • Determining how much profit the company needs to make next 

year, based on its specific needs such as debt retirement, equipment 
upgrades, growth, risks of business and taxes. 

2« Forecasting the company's spending habits based on its overhead 
structure. These first two steps tell how much margin the company 
needs to generate. 

3 * Establishing the amount of margin already sold. 
4 « Determining new sales goals and converting those to earned 

revenue goals. This generates any remaining margin requirements. 
5 * Preparing a monthly income statement. 

The Pricing Game 
(continued front page 52) 

Barrington, 111, author of Pricing 
for the Green Industry, a manual 
published by the Associated Land-
scape Contractors of America. 

"Unfortunately there is no short-
cut. If you don't document what 
your pure, out-of-pocket costs will 
be, and then apply whatever the 
appropriate overhead is for the com-
pany, you'll never come up with 
the right price for the job," Ross 
said. 'The problem in the industry 
is not that we don't have enough 
profitable jobs. It's that we pick up 
the loser jobs, so that the profitable 
jobs aren't strong enough to make 
the numbers work." 

In the pricing system Ross sets 
up for clients, direct costs include 
labor, material, equipment, subcon-
tracts and general conditions. (Gen-
eral conditions can include super-
visors' time not spent in the field, 
mobilization or time spent getting 
crews in motion, material hauling, 
start-up and cleanup.) 

But, Ross contended, "there is 
no right or wrong way to distin-

guish between direct costs and over-
head. Each company is different. 
The only absolute is that once 
you've decided what is a direct ex-
pense of what you are selling, (you 
should) be consistent from that time 
forward." 

The next step to pricing is deter-
mining overhead costs and apply-
ing those to the cost of the com-
pany's services. Overhead costs, 
determined by analyzing the com-

Source: Ross-Payne & Associates 

pany's budget and spending needs, 
can be classified in different ways, 
but generally include everything 
not spent at a job site, such as sup-
port expenses, expediting costs, 
shop-related costs and administra-
tive expenses. 

The third step is to determine 
how much profit a company needs 
to make on a job. Again, every 
company is different and can apply 
profit in various ways. But in gen-

eral, gross profit is applied to future 
growth, debt retirement, replacing 
trucks and other equipment, bo-
nuses and income taxes. 

The combination of direct costs, 
overhead and profit should equal 
the selling price. 

Bear in mind that while an effi-
cient pricing system is vital to a 
successful contracting service, no 
system guarantees winning a job. 
"This process will not sell for you 
— you will do that with your own 
skills in selling and negotiating. 
What it will do is tell you where you 
need to be priced if you intend to 
meet your goals," Ross said. 

MAJOR COMPONENTS.Financial 
advisers concur that practical bud-
geting, overhead recovery and la-
bor cost estimates are vital compo-
nents to pricing successfully. 

Vander Kooi fondly refers to 
overhead as "the bill in the night." 

"Forevery maintenance contrac-
tor, there is a bill sitting out there in 
the nighttime of 1994. It is your 
overhead. It sits out there and you 
know what it says? You're going to 

(continued on page 56) 

GROTECH SPREADERS 

'THE SPREADER YOU'VE BEEN WAITING FOR" 
T A I L G A T E S P R E A D E R - F e a t u r e s 

• Thermoplastic NO-RUST hopper with stainless • 12 volt DC hi-torque totally enclosed motor 
steel throat liner. mounted inside a sealed housing within the 

• Weather resistant powder coated steel frame. hopper for maximum protection from the 
• Optional hinged SWING AWAY mounting kit allows elements. 

full skid loading of salt bags. • In-cab electronic speed control with built in over 
• 600 lb. capacity of «1 rock salt or equivalent current protection. 

material • Internal auger for continuous and even flow. 
• LOW PROFILE hopper provides unobstructed • Easy on/Easy off mounting. 

rear view. • Fully guarded spinner. PATENT PENDING 
GROTEC CO., 27400 JOHN R, MADISON HEIGHTS, Ml 48071 • 1-800-SALTERS 
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STILL CREATING 
LANDSCAPING 
PLANS THE OLD-

FASHIONED WAY? 
LandDesignerPro is a powerful CAD software 

package that automates the 
time-consuming tasks of 
designing drawing, and 
modifying high-quality 
landscaping plans. Created 
specifically for the land-
scaping industry professional, 
the Pro's built-in flexibility 
and extended features help 
you design beautiful 
landscapes complete with 
comprehensive cost and 
materials estimates and 
irrigation systems. 
When you're ready to spend 

less time at the drawing board and more time 
winning new business, call: 

800-336-3127 
Designed for IBM Personal Computers 

and compatibles 
Green Thumb Software, Inc. 2345 Kohler Drive 

Send inquires to: P.O. Box 18442, Boulder, CO 80308 



Mauget Micro Injection Seminars 
Include More Than Tree Health 

Í* t $ J 
t -

Tree health, environmental protection, and new 
product registrations aren't the only discussion topics 
featured at Mauget tree care seminars. 

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

Mauget seminars provide the most practical and 

most useful information for you to use in your busi-
ness. Learn about the re-introduction of Fungisol® 
debacarb fungicide. Mauget micro injection utilizes 
a closed system to protect the environment. 

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

Call your Mauget distributor about a seminar in 
your area. Current dates and locations are below: 

Micro Injection Training Seminars 
Tree Injection Products Co. 
Knoxville, TN 37917 
KY.TN.N.AL. N.GA. MS. AR 
(615) 521-6055 FAX 
(615) 522-0533 
Jan 27, Memphis, TN 
Jan 28, Fayetteville, AR 
Feb 18. Nashville, TN 
Feb 22, Louisville, KY 
Mar 8. Atlanta. GA 
Mar 9, Montgomery, AL 
Apr 8, Gatlinburg, TN 
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, Oklahoma City, OK 
Feb 25. Denver, CO 
Mar 11. Elkhorn, NE 
Mar 18, Kansas City, MO 
Apr 1, Bloomington, MN 

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

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

Guardian Tree Experts 
Rockville, MD 20852 
MD, VA. DC 
(301)881-9063 FAX 
(301)881-8550 
Feb 22, Gaithersburg, MD 

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, SD 57702 
Western SD, Wyoming 
(605) 342-6990 FAX 
(605) 342-7644 
(800) 658-5457 
Feb 24, Rapid City, SD 
Mar 8, Wyoming 

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

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

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

Northeastern Associates 
Fairfield, NJ 07004 
New Jersey 
(201)227-0865 FAX 
(201)227-0359 
Mar 9, Totowa, 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, Sebring, FL 
Apr 29, Orlando, 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 

sfiVcirees 

J. J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 
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The Pricing Game 
(continuedfrom page 54) 

pay me. Every nickel, every dime. 
You're going to pay the bill in the 
night. The question is how big is 
that bill?" 

In Vander Kooi's pricing sys-
tem, there is no such thing as vari-
able overhead. Variables are built 
into the estimating system and thus 
become part of cost, not overhead. 

"Every time I sign a contract I 
don't look at how much I charged 
for overhead. I look at it this way: 
How much overhead do I have the 
opportunity to go out and recover? 
There's the key concept. You don't 
charge for overhead. You recover 
overhead every time you sign a 
contract," he said. 

Equipment should never be con-
sidered part of overhead, regardless 
of how a company differentiates 
between overhead and direct cost. 
It's a variable that should be classi-
fied as a separate job cost, since jobs 
vary by the type and amount of 
equipment used. 

Additionally, equipment used on 
a job should be treated like a busi-

ness unto itself."You've got to say, 
T m going to get an income from 
this equipment. I 'm going to have 
expenses. And I 'm going to make 
sure that it's economically viable 
for me toown all of thisequipment, 
and that the prices people are pay-
ing me are in proper proportion for 
use of this equipment,' " Vander 
Kooi said. 

Analyzing labor costs is vital to 
recovering overhead, according to 
Sigg. "Getting the labor costs to 
break even — that is the key to 
everything. The overhead, the of-
fice, the telephone, the advertising, 
holidays and vacations are all added 
on to labor costs." 

Labor should never be estimated 
on a dollars and cents basis, claimed 
Vander Kooi. "Always use pro-
duction hours because one, dollars 
and cents become quickly anti-
quated through giving raises, etc., 
and two, using production hours 
helps control labor." 

Labor costs differ between main-
tenance and installation jobs, ac-
cording to Bill Winter, owner of 
Oak Brook Maintenance in Nap-
erville. 111. For maintenance projects. 

it's a given that material costs will 
be much lower than labor costs, 
whereas in installation, it's difficult 
to pinpoint labor hours, he said. 
"So when bidding maintenance, the 
basis of the bid is estimating hours 
properly and putting the right hourly 
rate on it. On the installation side, 
there are a lot more variables. It's 
important to keep all the records 
you can and see where the down-
falls are." 

Ross preaches the unquestion-
able advantages of working off a 
yearly budget. "How can I go to a 
prospective client and tell him what 
my price needs to be if I have no 
clue as to how I'm going to spend 
money? If I don't know what my 
labor rates are going to be, I don't 
know what I 'm going to be spend-
ing in various overhead accounts. 
What equipment am I going to 
need? How much am I going to 
have to spend on my cash flow? 
How many new people am I going 
to have to have? I have to know all 
those things before I can put to-
gether an intelligent price," he said. 

Other key elements to effective 
pricing include building a basic un-

derstanding of financial manage-
ment — knowing how to read a fi-
nancial statement ("It sounds aw-
fully simple but it's amazing that 
the majority of the industry doesn't 
now how to read a financial state-
ment," Ross said.), as well as estab-
lishing an intelligent accounting 
system, a consistent estimating sys-
tem and a practical process for mark-
ing up overhead and direct costs. 
Ross and Vander Kooi both assert 
that an accounting system should 
be built around a company's esti-
mating process. 

PRICING NO-NOS. There are a 
number of myths associated with 
pricing. Topping the list is the be-
lief that a contractor should always 
keep his prices within close range 
of his competitor's. 

"This isn't flying blind, it's fly-
ing stupid," Ross said. "You aren't 
managing your business based upon 
its characteristics, its cost structure 
or its talents. You are superimpos-
ing so-and-so's company on your 
own and assuming that if he can sell 
at this level, it must be right, so you 
will too...If the competition keeps 
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find themselves in this death spiral 
that is very hard to get out of," Ross 
said. 

Pricing so low as to go below 
the company's break-even point 
— a general no-no — becomes 
OK when there is a valid profit 
motive. However, the conditions 
must be just right, Ross said. 

CONTRACTORS' VIEWS. Sigg 
contends that effective pricing in-
cludes knowing where to cut cor-
ners. "It 's a fallacy that at slow 
times you have to stay busy to 
make payroll; that you have to cut 
prices on jobs just to keep the men 
working. (That philosophy) usu-
ally catches up with folks. If a 
company knows their break-even 
cost is $5,000, but the customer 
only wants to spend $4,500, there 
should be no question whether or 
not they should take the job. Why 
lose the money?" 

Of issues affecting pricing, Sigg 
pinpointed taxes as his top finan-
cial concern. 

"On the landscaping side, if taxes 
go up tomorrow and I bid on a job 
on Monday and I know what those 

BLUE BIRD BUILDS HEALTHY LAWNS & 
1 1APPY 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 

csuHO 23113 S3332SS ZJ-

These ore the expenses that are sold which ore easily 
documented through the estimating process. 

These are the expenses that could be identifed with what we 
sell if we hod the time ond patience to do so. We choose not to, 
however, and anticipate charging them to the client vio our 
overhead markups. 

— 

Source: Ross-Payne & Associates 

beating you in price, you may have 
to face the fact that you don't have 
the most efficient structure to be 
competitive. Here is where you go 
back to your budget and develop a 
more competitive approach to your 
market. Streamline that approach, 
reduce it to numbers and re-attack 
the competition." 

Another pricing faux pas is charg-
ing a "going rate," particularly when 
it is unclear who set the rate. Using 
that method, "you have no clue as 

to where your break-even point is," 
Ross said. "You don't know if you 
are making a reasonable contribu-
tion to overhead. You don't even 
know if you've priced the job with 
a profit because you don't know if, 
in the aggregate, the estimate fairly 
represents the spending habits of 
your company." 

Some contractors make the mis-
take of pricing a job based on a 
similar project the company has 
already tackled. The downfall here 

is that no two jobs are identical and 
can't be priced as such. 

Then there are contractors who 
overprice work simply because of a 
lack of knowledge. A contractor 
may successfully bid on several 
projects consecutively, then lose a 
few. In panic, he lowers his price 
the next time around to guarantee 
winning the job. "In a knee-jerk 
response, they're reaching down 
and picking up work they probably 
shouldn't have anyway. And they 

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. 

^ / / U T E P / U A T / O / U 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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BUDGETBLUNDERS 
HERE ARE some budgeting methods you don't want to follow: 
1 . Hiking expected revenue for next year just for the sake of topping 

earned revenue for the year just completed. 
2 . Setting budget based on the company's growth in recent years. For 

example, if the company has averaged 25 percent growth per year, 
setting expected growth for next year at 25 percent. 

3 • Hiking prices for the coming year 5 percent based on local statistics 
measuring inflation 5 percent for the past year. 

4 . Picking a sales figure that "feels comfortable," and then figuring all 
of next year's expenses based on last year's sales percentages. 

Source: Ross-Paxne & Associates 

taxes are, then it's included in the 
price I bid on Monday. On mainte-
nance jobs in which I signed a con-
tract last month for 12 months and 
then the prices go up, V m stuck. I' m 
locked into that. That's when I have 
to de-cide whether I 'm going to 
maintain the same type of profit 
margin and offer less of a product, 
or lose money." 

Winter also expects taxes to con-
tinue driving contractors' prices 
upward. "I can't ever figure out 
what' s coming next," he said. 'Take 
this fuel tax. It doesn't mean much, 
but when you're burning 78,000 
gallons of fuel a year, a 4 percent tax 
increase has an impact. It causes 
companies to raise prices a little bit. 
Fuel is not a major portion of a bid, 
but it adds up." 

In Southern California, worker's 
compensation is the main cause for 
price increases, according to Rich 
Wingard, president of Terra Pacific 
Landscapes, Santa Ana, Calif. "I 
look at some of the competitions' 
bids and wonder how they can 
charge so low and still cover work-
er 's compensation," he said. 

Another disturbing trend he's 

noticed are landscape construction 
firms — taking a beating in their 
own niche—touting themselves as 
landscape maintenance companies. 
"They ' re offering much lower 
prices. We bid against one com-
pany whose bid broke down to $ 11 
per man hour. I don't know how 
they can price at that amount." 

ALTERNATIVE APPROACH. Win 
gard's company, rather than treat 
each service as an individual profit 
center, includes all of its services in 
each contract, with the exceptions 

of tree care and color. "We offer our 
services as a package deal. That 
way we can discount our services, 
cut administrative costs and elimi-
nate proposal writing, paper work 
and a lot of red tape," Wingard said. 

Wingard's mainly higher-end 
commercial client base, centralized 
in a small geographic area, makes 
this method feasible, he said. 

"We know the types of services 
our clients are going to need. We 
sell them on those services. We 
break out our price in the contract, 
man hours, monthly maintenance 

charge, etc. The focused area al-
lows us to give a variable rate," he 
said. The company offers mowing, 
edging, mulching, aeration, de-
thatching, irrigation maintenance, 
fertilization, pesticide applications, 
renovation and reseeding. Seasonal 
color and tree care are optional. 

About 90 percent of Terra 
Pacific's clients are located only 15 
minutes from its office. "We al-
ways have maintenance and irriga-
tion people in the area. Clients call 
and say they have water running 
and we're able to be there in 30 
minutes. That cuts down on re-
sponse time, we're not paying drive 
time, and there's less wear on the 
vehicles," Wingard said. 

He admits his clients demand 
top-notch service and are willing to 
pay for it. "We need to be careful. 
We have to know our stuff. But it's 
a fairly tight community. We know 
our competitors. We've lost bids 
because we're in the highest range. 
But it works for us." 

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

Greener 
tomorrows 

begin today! 

THE LINE-WARD 
LINE-LAYER 
PREFERRED BY 
PROFESSIONALS 
FOR OVER 
16 YEARS 

• Handcrafted, Solid 
Construction 

• Moves On Tracks, Not 
Wheels, For Superior 
Traction 

• Efficient, All-
Mechanical Drive—No 
Recurring Oil Leaks 

• Ever Reliable Kohler 
16 Hp. Engine— 
Optional Electric Start 

• Up To 16" In Depth 
• Quick Service & Parts 

Delivery 
• Boring Attachment 

Available 

USE READER SERVICE #72 USE READER SERVICE #82 

For p ipe or cable 
insta l la t ion, 
Don' t set t le 
for less! 
SEE FOR 
YOURSELF 
Call For A Free On-Site 
Demonstration Of The 
L-2 Model Or 
Write For Our Color 
Brochure 

Line-Ward Corp. 
157 Seneca Creek Road 
Buffalo, New York 14224 
(716) 675-7373 

800-682-6251 
FLEXIBLE HARROWS 

PARMITER 

58 

USE READER SERVICE #75 

JANUARY 1994 • LAWN & LANDSCAPE MAINTENANCE 

Exc lus ive con tou r -hugg ing design 
s t imu la t e s g rowth and incorpora tes 
seed and fer t i l izer . Exce l len t fo r 
s m o o t h i n g rough edges or prepar ing 
s e e d b e d s in n e w cons t ruc t ion . 
Breaks up and scatters aerifier 
plugs without clogging! Sizes 
f r o m 4' to 24' . 3 -p t . l i f ts avai lable . 

Call or write for details. 
1825 West Hovey • L & L-10 

Normal, IL 61761 



P A R T 2 

Selling 
Lawn Care 

Sales in the lawn and 
landscape industry are complicated because the services 

are generally intangible. A prospect must believe 
your service will meet specific needs; particularly 

where price is concerned. 
By Phil Christian 

Ed Note: This is the second in an ongoing series on effectively using specialty pesticides 
in the urban environment. 

REMEMBER THE "Good Old Days"? I do. I'm thinking of the late '70s and early '80s 
when customers were easy to attract and eager to sign up for a new service. 

All we had to do was take orders — there was no sales process. In fact, sales were 
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discouraged because there was no need to increase 
customer expectations. Today, we Ye past the order-
taking stage. In fact, our sales skills are now one 
method of differentiating our company and services 
from other lawn care service providers. 

Although little has changed since Aristotle wrote 
the "Theory of Persuasion" hundreds of years ago, the 
application of this theory is in constant change. Most 
professionals agree that the days of the hard-closing, 
high-pressure, silver-tongued salesperson have ended. 
They also agree that sales methodology must reflect 
the social and business values of the '90s. Indeed, pro-
fessional sales skills are necessary to perform swift 
and effective sales presentations. 

Lawn care services are a tough sell because of the 
competitive posture of the industry, the confusion 
caused by unprofessional lawn care sales practices and 
the uncertainty of environmental issues surrounding 
the industry. Sales are further complicated because 
lawn care is an intangible service. After a sales presen-
tation, our customers are left with nothing but a prom-
ise to perform a future service with an outcome that is 
possibly beyond the control of both the customer and 
the lawn care provider. 

they have an adequate level of product/service knowl-
edge and are aware of the miracles they can work for 
the prospect. 

An average sales person evaluates properties in 
terms of problems. Successful sales people work from 
a list of miracles; frequently known as benefits or fea-
tures. What they Ye called doesnY matter; but they 
must represent the "good things" that will happen to 
the customer's property as a result of buying services 
from a lawn care firm. 

The most successful sales people mention 10 
miracles for every one promised by the not-so-suc-
cessful sales person. 

Try it. Next time you are walking across the land-
scape on the way to a sales call, think of three to five 
miracles you can work for that prospect. DonY focus 
on the problems; expand on the positive results. By 
the time you greet the prospect, you will feel a new 
energy. Call-reluctance disappears. You can't wait to 
tell them about your services and the miracles you can 
perform on their landscape. 

Self-confidence is the second shared characteristic 
of a successful sales force. It is difficult to be genu-
inely enthusiastic unless you have acquired an accept-
able level of self-confidence. This self-confidence 
originates with a base philosophy including product/ 
service knowledge, people knowledge and basic sales 
skill knowledge. Many sales people have an in-depth 
understanding of the prospect, as well as the product 
or service they're selling, but are not confident be-
cause they lack basic sales skills. 

Selling services to the commercial market 
often requires competitive bidding to al-
low the professional purchaser to choose 

from the ranks of qualified bidders. 

SUCCESSFUL SALES. For the most part, we have 
set aside the myth that sales people are slick, high-
pressure folks with a casual disregard for the truth. In 
fact, in a mature, service-related business like lawn 
care that is plagued with misinformation, the single 
most important characteristic of a sales person must be 
believability. 

Think back. What were the most im-
portant characteristics of a successful 
sales person who recently contacted 
you? The nation's leading sales training 
professionals, including W. Steven 
Brown, founder of The Fortune Group, 
report that the two most prominently 
shared characteristics of professional 
sales are enthusiasm and self-confi-
dence. 

Eighty-eight percent of purchasers of 
services rate enthusiasm at or near the 
top of the performance list. Buyers, es-
pecially homeowners, equate enthusiasm 
with sincerity. (How can someone be so 
excited about their company and service 
if it is not good? They must believe in it 
themselves.) 

A sales person can maintain a consis-
tent and enthusiastic attitude only when 

WHY PEOPLE BUY. Purchasing decisions are 
usually based on emotions. People buy because they 
want to. Technical programs, needs, price and guaran-
tees play supporting roles — they justify the emo-
tional process. 

Your offerings must meet the logical qualifiers. 
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That is, the prospect must believe that your services 
will meet their needs; particularly is it priced right and 
can it be delivered on time. Remember, need is a con-
stant in the service industry. It is the satisfaction of this 
need that is the issue. Most potential customers are 
aware of the right price and will not generally buy at 
the wrong price. 

Prospects are often not willing to divulge the real 
reason they don't want to buy from you. They may be 
protecting information, feelings or just don't want to 
defend their position. The customer will tell you "little 
white lies" and substitute price or discounts in place of 
their real concerns. If, for instance, a prospect doesn't 
like you or your company, they may tell you they have 
received a lower quote. 

Even when the prospect has selected your firm as 
their service provider, they lie about the price. They 
feel it is their responsibility to "keep you honest," and 
they want to see you deal with the price pressure. 

The belief that price is the dominant buying motive 
removes all accountability from the sales process. It 
allows the sales person to leave a call with absolutely 
no knowledge of why the prospect didn't buy. 

RESIDENTIAL VS. COMMERCIAL SALES. 
Professional sales people can sell in both (homeowner 
and commercial) market segments assuming they un-
derstand some important differences between the 
homeowner and professional purchaser. 

The first step is to recognize that the homeowner 
segment consists only of buyers for single-family 
dwellings. The remaining purchasers are classified as 
commercial including residential, retail, office and in-
dustrial, recreational, institutional, governmental, etc. 
The market segments are defined in terms of "who 
does the purchasing" rather than size, type of turf or 
variety of trees and shrubs. 

Selling to homeowners is difficult. You have a 
relatively short amount of time to spend with the pros-
pect and must go through an introduction, measure 
and evaluate the landscape area, outline the miracles 
that your company can work for them and ask for the 
order — all in one visit. 

The presentation includes introducing your firm 
and appropriate players as well as the benefits the cus-
tomer can expect to receive for the service purchased. 
A brochure which lists these benefits is a useful tool in 
these situations. It's wise to inquire which benefit is 
most important to the customer and why. This leads 
you into the information phase. 

This key benefit (the one the customer chose) be-
comes an important part of the presentation. Your job 
is to match your company's services with the picture 
the customer has created. You should then price the 
services offered to the customer and close by asking 
for the order. 

Experienced, professional sales people know the 
time to close is when the customer is ready to buy. If 
they are not prepared to make the purchase, they will 
respond to a closing question with an objection. 

In his sales course "Creative Selling Skills," Steve 
Brown explains that objections must be either verified 
or buried. If the sales person fails to verify an objec-
tion, they run the risk of spending too much time chas-
ing dead-end objections rather than dealing with spe-

cific issues preventing the customer from subscribing 
to your service. 

For example, you try to close the sale by asking: 
"May we get started today?" 

The customer responds by saying: "I don't know. 
Your price is a little higher than other companies. I 
need to check with them before making a decision." 

You now have an objection. You must verify this 
objection or bury it so the sales process can continue. 
At this point you might answer: "If you were not con-
cerned about verifying my price, could I sign you up 
for our services today?" 

The customer might then answer: "I need to know 
more about the environmental safety of the materials 
you apply to my turf." 

At this point the first objection has been buried and 
the prospect has now raised a second objection. The 
customer's second complaint must also be verified. 

The sales person could say: "If you were not con-
cerned about the environmental safety of our materi-
als, would you be willing to sign up for our program 
today?" 

Customer response: "No, I told you that I need 
more information about environmental safety." 

You now know that the real issue is environmental 
safety. It is your job to satisfy this customer's need for 
more information before they will agree to buy. 

COMMERCIAL SALES. Professional commercial 
purchasers, both men and women, are known to us as 
Big Al. Mr. and Ms. Big Al represent the enormous, 
long-established purchasing culture of the real estate 
management industry. 

Lawn care service providers are not going to influ-
ence Big Al. If they don't learn to work with Big Al's 
purchasing practices, they won't be successful selling 
services in the commercial segment of the market. 

The sales presentation is similar to residential. 
However, Big Al will require proof of every promise 
you make. Sooner or later he will make price the cen-
tral issue of the negotiation. At this point you will be 
introduced to the "competitive bid system." 

It's best to go along with the competitive bid sys-
tem assuming you understand the final selection of a 
service contractor is seldom made by virtue of being 
the low bidder. The purpose of the competitive bid 
process is to allow the professional purchaser the op-
tion of selecting the successful bidder from the ranks 
of two or three qualified bidders that are close in price. 

Remember, professional buyers are professional 
liars. They mislead you with misinformation on pric-
ing so they can improve their negotiating position. 
The goal of the professional buyer is to get the right 
contractor at the right price while preserving the integ-
rity and protection of the competitive bid process. 

Big Al must want you to be their lawn care service 
provider. It is up to you to make that happen. • 

Based in Alpharetta, Ga., the author has provided 
consultation to landscape service contractors and 
property managers for 10 years. His experience in 
landscape construction, management and mainte-
nance exceeds 29 years including eight years as 
founder and head of ChemLawn 's Commercial Ser-
vices Division. 
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REPLACEMENT ENGINES 

Engines: 
Replacing, 

Repairing or Buying New 
MOST LAWN MOWERS and 
other pieces of power equipment 
go through at least a few engines 
before being junked. Successfully 
repowering is one of the high arts of 
the lawn and landscape maintenance 
business. 

When searching for a replace-
ment engine, key issues include 
where to shop, how to ensure com-
plete match-up even with replace-
ments not from the original equip-
ment dealer and, of course, price. 

Early in the life of most pieces of 
equipment , contractors com-
monly see fit to recondition the 
stricken engine rather than re-
place the whole thing. 

Reconditioning means install-
ing a "short block," which con-
sists of pistons, rings, rods and 
bearings. Instead of a whole 
engine, it's most of an engine. 
Then you attach your old car-
buretor, flywheel ignition and 
other components, and you' re 
back up and running. 

Price influences decisions. If, say, 
the short block is $260 and the new 
engine $550, you've got a strong 
inducement to refurbish. But if the 
short block is $280 and 
the new engine $365, you 
might be more likely to 
spring for the extra bucks 
and get a whole new unit 
with new carburetor, ig-
nition, flywheel and ex-
haust. 

The worst mistake you 
can make is getting a new 
engine that does not fit. 
The second worst mistake 

The life cycle of an 
engine increases with 
regular maintenance. 

Its a given 
that the average piece of 

power equipment outlasts its engine. 
But knowing how to find quality replacement 

engines remains a mystery to many 
maintenance contractors. 

By Bob Gitlin 

Engine manufacturers are 
readying engines to comply with national, 
off-road emissions to be set by 1997. 

is getting an engine with insuffi-
cient power, which tends to hap-
pen with a rebuilt engine. 

Generally, the best rule of 
thumb when determining whether 
to buy new or rebuild is this: If a 
rebuilt engine would cost you two-
thirds of what a new engine would 
cost, buy the new engine. 

Mowers, more than any other 
type of power equipment, are usu-
ally associated with engine re-

placement. Particularly 21 -inch 
push mowers, which are often 
used in dusty areas and tend to 
get banged around a lot. 
Weedeaters and blowers also 
end up needing replace-
ments — lighter ones more 
so than top-of-the-line 
brands. 

When looking for re-
placement engines, the 
same points of consider-
ation apply to leaf blow-
ers and chippers/shred-
ders as they do all sizes 
of mowers, said Paul 
Scholten, manager of 
service and technical 
publications at Koh-
lerCo.,Kohler, Wis. 

TWO TYPES. Power 
equipment uses either 
two-cycle or four-cycle 
engines. Two-cycle en-
gines mix oil with the gas 
and have no crank case. 

"They tend to be 
throwaways more than 
the four-cycles," said Ri-
chard Gaffney, owner of 
Gaffney Landscaping, 
South Eucl id , Ohio . 
"Four-cycles have crank 
cases , hold oil , use 

(continued on page 66) 
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"ALCA is the best 
landscape business 

resource in the 
country." 

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

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

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

Join ALCA today and meet people like 
Joe Skelton. 

If you are an exterior, interior or landscape 
management contractor or simply want to see 
the landscape industry grow, call 1-800-395-ALCA 
or (703) 620-6363 for more information or write 
to: ALCA, 12200 Sunrise Valley Drive, Suite 150, 
Reston, VA 22091. Fax (703) 620-6365. 

ASSOCIATED LANDSCAPE CONTRACTORS OF AMERICA 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Y o u C A N TRY A N D POISON 
T H E QUEEN. BUT FIRST YOU'LL 

HAVE TO G E T PAST H E R 
3 0 0 , 0 0 0 OFFICIAL TASTERS. 

_ 



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 t ime before 

the mound collapses. 

So next time, try Award. 

And get 300,000 otherwise 

loyal subjects to unknowingly 

betray their queen. 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 



Engine Replacement 
(continued from page 62) 

straight gas and tend to be a little 
more expensive." 

Two- and four-cycle engines 
each have their advantages in all 
types of power equipment, said Del 
Coon, a mechanic at Greenscape 
Inc., Raleigh, N.C. 

"A lot of people like the two-
cycle engines because they can con-
trol the fuel mix and so forth. You 
don't have to change the oil, be-
cause each time you use the engine 
you get fresh oil with it. And I find 
that in certain types of grass the 
two-cycle does better because of 
the power impulses." 

But contractors are moving away 
from two-cycle engines on 21 -inch 
walk-behinds, said Dave O'Con-
nell, vice president of marketing at 
Tecumseh Engine and Transmis-
sion Group, Grafton, Wis. 

"A lot of two-cycles used to be 
used by commercial cutters, be-
cause they didn't have to worry 
about checking the oil level in the 
sump, particularly when they need-
ed to keep tabs on employees." 

Meaning deterring oil theft. 
But two-cycles got a bad rap in 

regard to engine emissions, he said, 
and many contractors have been 
switching over to four-cycles for 
that reason. 

LIFE EXPECTANCY.If snotuncom 
mon for a walk-behind mower to 
go through four or five engines 

during its lifetime. A well cared for 
mower, however, can sustain itself 
well with the original motor if the 
maintenance is superlative. Such 
was the case with Gaffney's 1981 
Bunton, which had an 11-h.p. 
Briggs that lasted 10 years because 
the oil was changed every week 
(Gaffney poured the still-clear fluid 
into an oil-burning truck). 

An engine's life expectancy is 
generally 1,500 to 3,500 hours, ac-
cording to manufacturers and con-
tractors. 

"At least 90 percent of all our 
engines will reach 1,500 hours or 
more, assuming standard mainte-
nance, before they need any major 
repair," said Kohler's Scholten. 

He added, however, that life ex-

pectancy applies to design criteria 
under stringent, heavily loaded test 
conditions. 

"The total life of that engine could 
be a lot more," he said. "We had one 
on a Toro, the guy did nothing 
more than routine oil changes and 
ignition maintenance. It was at 3,500 
hours and still going strong." 

There is no difference, as far as 

relative engine durability, between 
one mower width and another, 
Scholten added. 

Ken Kolhagen, equipment man-
ager at Minor's Inc., Fort Worth, 
Texas, believes changing air filters 
frequently helps increase engine 
longevity. "In the summer we 
change air filters on heavy-use hot 
weather mowers every day, at a 
dollar apiece or whatever." 

When Kolhagen changes en-
gines, he goes with the most rugged 
available. He gets free rein to shop, 
as Randy Ferrari, vice president of 
operations, has been pleased that 
his head mechanic exploits his cata-
log tirelessly to find the best deal. 

"We look for industrial/commer-
cial type engines," said Kolhagen, 
"with good air filtering systems and 
pressurized lubrication so we can 
run oil filters on them. All our mow-
ers have oil filtering. We change the 
oil at least once a month." 

Coon has already noticed that 
certain types of engine failure af-
flict his mower fleet. "A problem 
with the larger walk-behinds is that 
after two to three years engine wear 

(continued on page 68) 

If a rebuilt engine costs 
two-thirds of what a new 

engine would cost, buy 
the new engine. 

Z HANDY RAMP ENDGATE 
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G E M P L E R ' S 
FREE CATALOG 

GEMPLEKS 

Our 1994112-page General 
Catalog is your direct source fon 
• 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 
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Slips on and off like a regular endgate, no drilling required! Takes less than 30 seconds 
to install! Weighs less than 110 lbs. yet loads any object up to 2,000 lbs. without needing 
extra personnel. It mounts on the same latching system currently used on all full size 
l/i - 1 ton pickup trucks and folds out into a ramp that allows any item to be loaded 
without backing into a ditch or using planks that can slip. Easily load: Riding lawn 
mowers, snowmobiles, ATV's, motorcycles, core aerators, etc... 
100% ah steel construction. / o n m -700 h n c n 
100% USA materials ( 8 0 0 ) 7 8 3 - 1 0 6 9 
and labor. 
Creative 
Automotive 
Products Inc. 
435 Wilson St. N.E., 
Minneapolis, 
MN 55413 

(612) 331-8600 



ADD A NEW DECK 
THIS SPRING. 

32" Recycler® deck 37" Recycler® deck 

44" side discharge deck with 
optional Recycler® kit installed 

52" side discharge deck with 
optional Recycler® kit installed 

SEE THE FULL LINE OF RECYCLEIF DECKS AT YOUR TORO PROLINE DEALER. 
• Recycler® decks are available in a full range of cutting widths including 32" 37" 

and for the big jobs, there are the 44" and 52" decks with optional Recycler kits. 
• Toro® ProLine Recycler® cutting decks can help you cut your mowing time by up 

to 40% while you keep your customers' lawns healthy and beautiful. 
• All Recycler® decks convert quickly and easily ^ ^ ^ ^ ^ ^ ^ 

to bagging or side discharging. . 
• Call 1/800/348-2424 for more information on I I I I J K U r i O L m C 

the complete line of Toro® ProLine mowers 
and Recycler® decks or see your dealer today. When you want it done right v 

© 1994 The Toro Company 
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Engine Replacement 
(continued from page 66) 

will show up in carbon scoring of 
the pistons. The wear and tear will 
even show up on cylinder walls 
and the main bearing and rod, as the 
original shortblock ages under use," 
Coon said. He has successfully re-
placed many of the engines with 
four-cycle Quantum 5-h.p. Briggs 
models. 

TELLTALE SIGNS. When does a 
contractor know he needs a new 
engine? Manufacturers, who ulti-
mately hear customer complaints 
(via dealers and distributors), are in 
the business of knowing the an-
swer to this question. 

"It 's a guy's livelihood," said 
Dave Dunne, sales coordinator at 
Honda Engines, Duluth, Ga. "You 
go to a replacement engine if the 
mower in general is still working 
well but the engine's wearing out: 
blowing oil (he can't keep oil in 
there), running through gas like 
crazy, smoking, making tons of 
noise." 

When replacing the engine, re-

searching its compatibility with spe-
cific equipment is imperative. I t 'sa 
skill that comes with patience and 
hands-on experience, Scholten said. 

"You really have to know the 
features of the original engine. That 
means crankshaft diameter, exten-
sion and length as well as the loca-

An engine's life 
expectancy is 

generally 1,500 to 
3,$00 hours, according 

to manufacturers 
and contractors. 

tion of the oil fill, electric starter 
controls and so on. If you put on a 
different engine, you want to make 
things as simple as you can, rather 
than getting the cutting or welding 
torch out." 

There is no tougher proving 
ground for replacement engines 
than in lawn and landscape mainte-
nance, according to George Th-
ompson, director of corporate com-
munications at Briggs & Stratton 

Coip., Milwaukee. "You 're talking 
cast-iron cylinder sleeves, heavy-
duty replacement bearings, stain-
less steel valves and seats, heavily 
ribbed crank case and dual element 
air cleaners similar to those on a 
car," he said. 

SHOPPING AROUND. When it 
comes time for a new engine, it 
doesn't always pay to buy from the 
original mower dealer, Coon said. 
He's gotten an engine at adealership 
across town for a third of the price 
the original dealer offered, he said. 
The standard wisdom, however, has 
traditionally been to go to the 
"friendly dealer who knows you." 
But the best bet is to shop around. 

The same considerations apply 
to rebuilt engines. Coon had a 
mower idling in his shop for two 
months before he finally got the 
cable he needed, an OEM part, for 
$ 14.40. He was angry at the price. 

"I went to local people I 've had 
some dealings with and told them 
the specs of what I needed. I wound 
up with an MTD (Modern Tool & 
Die) cable. It's perfect. For $2.25," 
he said. 

Coon changed much of his fleet 
over to adapt to the availability of 
the part. Similarly, he changed 
many of his mowers over to ac-
commodate a cer-tain kind of non-
OEM blade that proved to work 
well and was more readily avail-
able than the original manufac-
turer's part. 

Thompson counsels shopping 
at the place the mower was pur-
chased, however. 

"That dealer knows you. If you 
have to buy a whole new engine, 
you'll get the engine you really 
should have. If you don't need an 
engine, most will tell you that you 
don't." 

MARKET TRENDS. The trends we 
see in the replacement market," said 
O'Connell, "include slightly higher 
horsepower or maybe an upscale 
feature or two, maybe a dual ele-
ment air cleaner as opposed to a 
single element." 

Additionally, the pending Califor-
nia Air Resources Board standards 
on reducing toxic emissions, which 
take effect in 1995, are forcing 

(continued on page 83) 
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Isuzu Diesel of North America, Inc. 

Helping shape tomorrow . . . 
TODAY! 
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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 

SLOPPY 
DESIGNS CAN 
COST YOU A 

BUNDLE 
Taking shortcuts in 

irrigation design and 
installation may save you money 
now; but result in legal fees and 
costly settlements in the future. 

By tarry Keesen 

PROPERTY OWNERS are sometimes left with no 
recourse but to sue developers, designers, contrac-
tors and even manufacturers for inefficient and 
poorly designed irrigation systems. 

Many irrigation designers stretch head spac-
ing, ignore good hydraulic design, neglect water 
pressure controls and specify residential equip-
ment in commercial applications to name a few 
glaring problems. This is often done in the interest 
of cutting costs and increasing profit. 

Whatever happened to ethics and quality? 



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

In light of sloppy design, property own-
ers are becoming more concerned about 
the cost of maintaining the landscape. 
Water costs are increasing as are penal-
ties enforced to prevent waste. Water 
costs in the Washington, D.C., area, for 
instance, average more than $3 per 1,000 
gallons. Likewise, the Denver area re-
ports rates as high as $5 per 1,000 gal-
lons. One large housing development in 
California had paid out $275,000 (cover-
ing an eight-month period) in penalties for 
excess water used through August. 

Maintenance costs are high and will 
continue to increase because most of the 
irrigation systems in the United States 
have been designed for the gains of the 
contractor or the developer, and not the 
economic needs of the individual water 
user or the plants. 

Because environmental concerns and 
the water conservation ethic are here to 
stay, the irrigation industry needs to im-
prove its reputation and take quality and 
water conservation more seriously. 

THE CONSEQUENCES. The approach the 
Crossings homeowners' association in 
Denver (140 condominium units) took to 
resolve design flaws is an expensive ex-
ample of what can happen following a 
poor irrigation design. 

Two years ago, I was asked to evaluate 
The Crossing's irrigation system to deter-
mine if the turf was being over-watered, 
and whether the design was the cause of 
drainage problems and structural dam-
age. The site was mostly level, covering 
five acres of turf area. 

An investigation revealed numerous 
problems with the design and original in-
stallation of the irrigation system. The 
system did not provide uniform coverage, 

resulting in over-watering or "flood" irri-
gation in some areas in an effort to keep 
the grass green in other sections. 

Our findings indicated that in many 
cases the head spacing was stretched. 
Most of the pop-up spray heads were 

spaced at 18 feet to 23 feet (65 percent to 
80 percent spacing) instead of the manu-
facturers' recommended 15 feet. Rotor 
heads were spaced at 44 feet to 48 feet in 
lieu of the recommended spacing of 38 
feet. There was a great deal of over-spray 
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B Water pressure can be easily regulated. 
Steps should be taken to provide 
optimum pressure at each head. 

onto the buildings, asphalt, roads and 
tennis courts. 

Many of the pop-up spray head zones 
had high operating water pressures rang-
ing from 40 psi to 50 psi instead of the re-
quired 30 psi. Some of the heads were op-
erating at pressures below 30 psi, in the 
15 psi to 20 psi range. These high and low 
water pressures result in a reduced ra-
dius of coverage from 15 feet at 30 psi 
down to an 11-foot radius at 15 psi. 

The impact rotor head pressure ranged 
from 20 psi to 60 psi resulting in both 
high and low pressures. These defects 
caused a distortion of the spray pattern, 
reduced radius coverage, poor stream 
breakup and variable rotation speeds, all 
of which resulted in poor uniformity of 
coverage and wasted water. 

The irrigation system was supplied by 
three 3/4-inch water taps, with 40 feet of 
3/4-inch "K" copper service pipe and 3/4-
inch water meters. We calculated the 
system run time based on 11/2-inches of 
water applied per week during July. The 
system run time calculates out at 23.33 
hours per day. Consequently, The Cross-
ings had the enormous water bills that 
reflect daytime watering, and they were 
deprived of the use of turf areas for nor-
mal summertime activities. 

Many of the irrigation zones had a flow 
rate of 50 to 59 gallons per minute (gpm). 
At 59 gallons per minute (19.6 gpm per 
meter) the velocity of the flow averages 
14.43 feet per second (fps) in the 3/4-inch 
"K" copper service line. The maximum al-
lowable velocity for water service lines is 
15 fps. Thus, one meter, because of its lo-
cation, will always operate at a velocity of 
flow greater than 15 fps. 

The Crossings' flow rates were up to 11 
fps through the 3/4-inch backflow preven-

ter. This exceeds industry standards and 
the manufacturers' recommended velocity 
flow rate of 7.5 fps maximum. The pur-
pose of establishing a recommended flow 
rate is to prevent water hammer within 
the system which causes a rapid deterio-
ration of the system (pipes, valves and fit-
tings) resulting in leaks. 

Irrigation water consumption data 
based on meter readings at the project for 
1988,1989 and 1990 indicate the follow-
ing as the total annual irrigation usage: 

Turf water requirements for this area do 

GALLONS OF INCHES OF 
WATER WATER 

1988 6,278,000 45.27" 

1989 6,554,000 47.26" 

1990 8,522,000 61.46" 

not exceed 30 inches per square foot, or 
4,160,000 gallons on an annual basis. Us-
age above 30 inches per year is due to the 
deficiencies in the design and installation 
of the irrigation system. 

Proper and efficient irrigation design for 
this site reduces irrigation water con-
sumption by as much as 42 percent, or 
2,958,000 gallons (three-year average). 
This results in a water cost savings of 
$3,875 per year at 1991 water rates. 

Because of the deficiencies in irrigation 
design and installation, the homeowners' 
association at The Crossings successfully 
sued the developer for damages and re-
ceived a large settlement. 

Poorly designed irrigation systems, such 
as at The Crossings, can cause severe 
damage to structures, asphalt paving and 
plants as well as waste water. Americans 
are spending millions of dollars every year 

to repair and replace the paint, siding, 
asphalt, concrete and plants that are 
damaged from over- watering and over 
spraying. 

Asphalt and paint will deteriorate when 
water is frequently applied. The combina-
tion of swelling soils and settling have 
damaged all types of structures, resulting 
in huge insurance settlements and higher 
rates. Water damage from spray through 
open windows, flooding and water seeping 
into basements has likewise wreaked 
havoc on homes and the companies that 
insure them. 

Personal injury can also occur from 
heads and valve boxes installed too low 
in turf and athletic fields. I have seen 
several cases where people have stepped 
into vaults and valve boxes and sustained 
serious injuries because of unsafe lids. 
People have tripped and fallen on sprin-
kler risers. Water and ice on walks and 
roads have caused numerous vehicular 
and pedestrian accidents. 

PRESSURE CONTROL Many designers do 
not understand the importance of pres-
sure control. High pressure causes pop-up 
spray heads to mist and shriek from the 
high velocity of flow, and leak around the 
heads and wiper seals. I have seen rotor 
heads operating like "machine guns" and 
spinning tops, creating a bank of mist 
that drifts away from the area for which 
it was intended. This dramatically re-
duces the longevity of the head. 

Low operating pressure causes the wa-
ter to explode into larger droplets pro-
ducing soil compaction and reducing the 
effective radius of coverage. High pres-
sure, on the other hand, causes the water 
to explode out of the nozzle into a higher 
number of tiny droplets that range in size 
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from 1.0 mm (moderate rain) to 0.10 mm 
(a light mist). 

A 1.0 mm drop falling from 10 feet in a 3 
mph wind will drift 5 feet while a 0.10 mm 
drop will drift 50 feet. This reduces the ef-
fective radius of coverage and causes the 
water to appear as a drifting mist. This 
mist will evaporate much faster than 
larger droplets, and will easily drift away 
from the irrigated area. Imagine the wa-
ter wasted by drift in a 5 or 10 mile per 
hour wind. 

The ideal operating pressure (and there-
fore adequate droplet size to meet the 
needs of plant materials) for small pop-up 
spray heads is 20 to 30 psi. A pressure of 
30 to 50 psi is recommended for most rotor 

head applications. 
Water pressure can easily be regulated. 

To correct high pressure, pressure reduc-
ing valves and pressure loss in the pipe can 
be used to provide optimum pressure at 
each head. Use pop-up spray heads with a 
pressure reducing device (set for 30 psi) in-
stalled as an integral part of the unit. Pres-

Over-spray onto sidewalks, driveways 
and streets should he avoided. It wastes 
water and presents potential hazards. 

sure reducing valves can be installed in the 
system at the electric control valve to con-
trol pressure for the rotor head zones. 

Plastic preset PRVs can be installed un-
der each rotor head. When the static pres-
sure in residential and commercial irriga-
tion systems is more than 70 psi, I prefer to 
install an adjustable PRV at the point-of-
connection to protect the system from un-
necessary water surges. 

High water pressure can also cause sur-
ges in lateral lines, especially if the lateral 
is drained or partially drained after every 
cycle. This results in damage to the equip-
ment, water leaks and a reduction in the 
system's life span. Install heads with check 
valves to prevent low head drainage and to 

» : / 
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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- CRFF7F-PI IK 
wide The cost is so reasonable, it's a good ffggULV^ 
way to break the ice with any customer. Become ice Makers. 
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Accounts Payable-Payroll-Check 

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

Driven-Simple to Use-Customization and 
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Designed specifically for landscape main-
tenance, landscape installation, pesticide ap-

plication and irrigation companies 
Serving the green industry since 1987 

SPS Consulting 
1032 Raritan Road 
Cranford JMJ 07016 

(908)272-1398 
ax: (908)272-8729 

Call for FREE Demo Disk! 
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save water. 
Low water pressure can be avoided by 

carefully calculating hydraulics for every 
design and allowing for a possible 10 to 15 
psi supply pressure drop as a safety factor. 

Irrigation system uniformity is the bot-
tom line. I know of several town house as-
sociations in the Denver area which re-
ceived large cash settlements from design-
ers and contractors for improper design 
and installation of their irrigation systems. 
The contractors in question all did the 
same thing; they stretched the head spac-
ing to 70 percent and 80 percent of the di-
ameter of coverage when most manufactur-
ers recommend spacing at 50 percent of the 
diameter. 

The result is unacceptable irrigation uni-
formity causing damaged turf and asphalt 
from the over watering required to prevent 
the turf from wilting and dying. Proper 
spacing for any head should be no greater 
than the manufacturers' recommendations, 
plus some adjustment for wind conditions. 
Uniformity is important in turfgrass where 
every square inch has roots and a shallow 
root zone in which 75 percent of the roots 
are often in the top 1 to 2 inches of soil. 

Equipment that is high in quality and 
performance, low in maintenance, long last-
ing and water conserving are the essential 
components of a quality irrigation system. 
Selecting the right equipment for an irriga-
tion project is vital to its long-term success. 

Many contractors and designers select 
equipment based on price or a friendship 
instead of considering the quality, perfor-
mance and maintainability of the specific 
equipment. 

For example, head selection in turf ar-
eas should require a minimum pop-up 
height of 4 inches. This height is necessary 
because of the mowing heights for 
turfgrasses and the turf buildup that oc-
curs. Additionally, for appropriate equip-
ment uses select slotted brass nozzles for 
small spray heads. Plastic nozzles usually 
apply little water within 12 inches to 18 
inches of the head. Brass nozzles have a 
slot cut into the nozzle below the main 
outlet that provides water for the area im-

USER FRIENDLY 
WEED CONTROL 
Dissolve™ - Water Soluble Three-

Way In A Water Soluble Bag. 
In today's regulatory environment, you have 

enough concerns running your business. 
Relieve yourself of some of the worry by using 

Dissolve™ in your weed control program. 
Just toss the bag in the tank and go. 

NO MIXING 
NO POURING 
NO FREEZING 

NO MEASURING 
NO TRIPLE RINSING 

NO CONTAINER DISPOSAL 
NO EXPOSURE TO CONCENTRATES 

PACKAGED IN RECYCLABLE CARTONS 
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mediately around the head. 
Smaller, plastic impact rotor heads ex-

pose the system to more damage, while 
the use of stronger materials or smaller 
diameter heads minimizes damage from 
equipment, vandalism and injuries. 

Swing joints are necessary to protect 
sprinkler heads from damage. Flexible, 
kink resistant tubing or premanufactured 
PVC swing joints are the best choice. 
Avoid self-assembled PVC swing joints; 
premanufactured swing joints prevent 
leakage. 

CONTROLLERS AND VALVES. The single most 
important selection criteria for an auto-
matic controller is ease of operation and 

simplicity. If you need an instruction book-
let in order to operate it, look for another 
controller. Other important features con-
tributing to irrigation efficiency are accu-
rate timing from hours to seconds, multiple 
repeat cycles, flexible day scheduling, sen-
sor input and water budgeting. 

To apply the correct amount of water, the 
timing should be accurate within seconds. 
Multiple repeat cycles reduce runoff and 
improve infiltration rates. Flexible day 
scheduling is useful for mowing, special 
events, etc.; particularly if water restric-
tions are implemented. Insist on a memory 
retention in the computer chip instead of 
replacing a rechargeable backup battery 
every year. 

Look for valves that have an internal 
manual bleed so the valve box won't fill with 
water. The small ports in the valve should 
be clog resistant and/or self-cleaning when 
dirty water is present. An encapsulated so-
lenoid with a captured plunger helps in-
crease the life span and reduces mainte-
nance headaches. 

Select valve boxes that withstand compac-
tion and weight against the side and top of 
the valve box. I have seen many valve boxes 
which have caved in on the sides (12-inch 
rectangular) because of the lack of struc-
tural strength. 

The recommendations in this article are 
only a start. Each designer should deter-
mine the requirements for a specific project 

<£ 1989 Glen-Hilton Products, Richmond,Virginia 
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nt cleaning and repair. They waste 
costly service time. But Mini-Ciik is guaranteed to shut off sprinklers 
during rainfall and make any irrigation system more efficient. 

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

For the nearest distributor cail Glen-Hilton Products, 1-800-476-
0260 or 804-755-1101 worldwide. 

And get the rain sensor so depend- MINICLIK" 
able, you'll never have to hold its hand. SavesYouMoneyOnARainyDay. 



L E S S O N N I N E T E E N 

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

1. What is the maximum allowable ve-
locity for "K" copper service lines? 

based on quality, efficiency and longevity. Prod-
ucts that work well can save maintenance dol-
lars, improve the reputation of our industry, 
conserve water and provide us with a beautiful, 
healthy environment. 

Quality control is vitally important through-
out the design and installation of an irrigation 
system. Contractors often take shortcuts and 
substitute quality for economy or profit. 

Every designer should insist on reviewing the 
installation process, answering questions and 
evaluating the final installation to make sure 
the system was installed correctly and operates 
properly. Contractors with designers on staff 
should also follow this practice as a simple 
quality control procedure. Independent design-
ers should include site observation services for 

all their designs both to protect the client 
and to maintain a better reputation. 

We can reduce our liability if we improve 
the quality of design in our industry. How 
do we do it? More and better education. 
Design systems with more care and con-
cern. Design for higher efficiency, a longer 
life span and lower maintenance costs. 
People demand, ex-
pect and deserve it. • 

The author is vice 
president of Keesen 
Water Management, 
10700 E. Bethany 
Dr., Suite 103, Au-
rora, CO 80014. 

2. What causes large water droplets and 
soil compaction and reduces the 
effective radius of coverage? 

3. What device is best to use when 
controlling pressure? 

4. What are the primary concerns of 
owners and managers? 

5. What causes water to mist and re-
duces the effective radius of cover-
age? 

Answers appear on page 83 of January LLM. 

COOL WEATHER 
WEED CONTROL 

TRUCK & SKID SPRAYERS 

INCIUOCS SOOAUONTANH ALUMINUM F RAME ALL UV 4 S OPM PUMP c/7_ 
n 3* hose POLY SPRAY GUN AVAlLABt c »499 00 tC 

6arthv»êy 
50« Hopp«' 
Pn»umil< T\i.ì 
2200APP 
$149 95 

PRUNER 

High Quality 
RepijceabK Blade 
liletlm« Warranty 

S16 00 

0 0 ) 
Truck Kit 
Soaks up lo 
30 Gamons 
y.iiow Nylon Bag 

SS9 95 

600 PSI HOSE 
300 or 400 

V8" PVC $1 09m 
1/2" PVC $ S3/TL 
M- pve s 4«m. 

BACKPACK 
SPRAYER 

4 Gèl 70 PSI 

$69 95 

PROFESSIONAL TREE 
& TURF EQUIPMENT 

6945 Indiana Court, #400 • Golden, Colorado 80403 

303-422-7608 800-237-7785 
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University Testing Proves Esters 
Outperform Amine Formulations 

In Cool Temperatures. 
Pennies saved 
using an Amine 
formulation in 
low tempera-
tures could cost 
dollars in call 
backs. During 
coo l Sp r i ng 
and Fall condi-
tions, Esterfor-
mulations are 
recommended. 

1900 PURDUE DANDELION TEST 
AMINE V8 ESTER 

AMINE SALT V7Z\ ESTER 

Trust your 
cool weather 
weed control 
to Riverdale. 
We offer your 

choice of 
Esters-

2,4-D Based 
Tri-Ester™ 

or 
2,4-D Free 
Tri-Ester II™ 

Tri-Ester™Tr¡-EsterII™ 
Call us at 1-800-345-3330 J^irerdale 
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C O S T E F F E C T I V E 

COMPOSTING SOLUTIONS 

Compost Digest 

Model 837TG l u b Grinder 

Problem or Opportunity 
If you're a landscape contractor, you've probably noticed that dispos-
ing of your trimmings, leaves, and clippings is getting to be more and 
more difficult, not to mention expensive. And the demand for premi-
um organic materials, like mulch and top soil, is on the rise. For some, 
these trends are a problem, for others, they are an opportunity. 

Introducing the Olathe 837TG Tub Grinder 
The system designed specifically for an operator who needs full scale 
processing power on a limited, or even start up budget. 

Compact and Portable 
This unit can easily be towed behind a one ton truck, and set up takes 
only a fraction of the time of competing systems-making it ideal for 
portable operations. 

Designed for the novice operator as well as the novice budget. 
The Model 837TG Tub Grinder is designed to put the operator at ease 
in a heavy equipment environment. Our Self Compensating Material 
Management System, automatically synchronizes the tub rotation, 
hammer mill, and discharge conveyor, for the specific material you're 
processing. 

Operator Friendly 
The Model 837TG Tub Grinder incorporates many of the ease of 
maintenance and operational features found in our 867 series tub 
grinders. The tub tilts forward to provide easy access to the system, 
so changing our no-bolt screens and hammers is a snap 

Durable by Design 
Our direct drive mechanism incorporates a hydraulic coupler an 
Olathe Manufacturing design innovation that dramatically increases 
the durability of the drive system and clutch assembly-virtually elim-
inating clutch wear and replacement. 

Call Now 
If you see the advantages of starting your own composting or wood 
waste processing operation, but aren't sure where to go next, you owe 
it to yourself to call Olathe Manufacturing-the source for equipment 
and management expertise in composting. 

Olathe Manufactur ing. Inc. 
201 Lea wood Drive 
Industrial Airport . Kansas 66031 
(913) 782-4396 

Scoffs Wins Shreveport 
Composting Contratt 
O.M. SCOTT & Sons, Marysville, Ohio, recently signed a five-
year contract with the city of Shreveport, La., to operate and 
produce yard-waste compost at the city's facility. According to 
the contract, the city will pay Scotts $15.70 per ton of yard 
waste, or $471,000 per year based on 30,000 tons. 

The city's solid-waste division picks up yard waste once a 
week. Scotts composts using the windrow method: Yard waste is 
de-bagged, chopped and ground into 1-inch particle sizes and 
lined in windrows for decomposition. Watering and frequent 
turning helps break the material down to a compost mixture over 
three to six months. 

The city will retain 15 percent of the finished compost for 
parks, streets and other uses; Scotts plans to ship the remaining 
portion to its Texas facility where it will be bagged for resale. 

Composting is expected to recycle 20 percent of Shreveport's 
waste stream, based on national averages for the amount of yard 
waste produced. The city estimates it will compost 30,000 tons 
of yard waste each year. Funding for the project comes from a 
$2 surcharge the city receives from landfill tipping fees. 

Ohio Delays Its 
landfill Ban 
Ohio 's ban on dumping yard wastes in Ohio landfills, slated to 
go in effect last Dec. 1, has been postponed possibly as late as 
July because of a lack of funding. 

The Ohio Environmental Protection Agency, charged with 
writing rules for the ban, claims staff shortages have prevented it 
from writing rules the state legislature approved four years ago. 
The agency hoped to complete the rules no later than July, and 
to put them in effect one year later, but that deadine may be 
pushed back even further, according to Kurt Princic, compost 
specialist with the Ohio EPA's Northeast District Office. 

Meanwhile, Ohio cities such as Cleveland, which already set 
up composting facilities and other alternative measures for yard-
waste collection, will forge ahead with its alternate disposal 
plans. 

Coundl Forms 
Speakers Bureau 
The Composting Council recently elected eight new members to 
its board of directors. The new board members are: Craig 
Benton of H&H Wood Recyclers, Seattle, Wash.; Walter Carey, 
Nestle USA, New Milford Farms, New Milford, Conn.; Clark 
Gregory, The Compost Man, Atlanta, Ga ; J.D. Lindeberg, 
Resource Recycling Systems, Ann Arbor, Mich.; David 

Loveland, Cargill, Washington, 
D.C.; Lyle McGlothlin, James 
River Corp., Norwalk, Conn.; 
John Sulton, Keyes Fibre Co., 
Waterille, Maine; and Jim 
Wimberly, Winrock Interna-
tional, Morrilton, Ark. 

In other news, the council 
plans to form a speaker's bureau 
as a networking resource for or-
ganizations seeking experts to 
speak on composting. Applica-

tions are being accepted for potential speakers with expertise in 
all aspects of composting. • 
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People 
BLUEBIRD INTERNATIONAL appointed 
Frank Zayle its president. Zayle previously 
worked with Astroturf products for 
Monsanto. 

Joseph Kurucz joined EverGreen 
International as controller. Kurucz formerly 
worked for GTE Sylvania. 

Poulan/Weed Eater named John Waters 
president of the company and Bill Bare-
foot vice president of manufacturing 
operations. Waters, who joined the 
company as executive vice president, 
succeeds Carl Mikovich who retired and 
became vice president of the company. 
Barefoot succeeds Mike McCann. who also 
retired. Barefoot formerly served as 
McCann's special assistant. 

Ron White became sales and marketing 
manager for Regal Chemical Co. White was 
formerly manager of sales support market-
ing for Ciba. 

Prime Equipment named James Turpin 
director of quality, responsible for develop-
ing a customized quality program. Turpin 
formerly worked for Enclean. 

ISK Biotech announced the following 
appointments: Gordon Reynolds to sales 
and marketing manager, wood preservation. 

Zayle 

industrial biocides division. Reynolds form-
erly served as district manager for Monsanto. 
Alain Deschamps to western regional sales 
manager of ISK Biotech Europe Ltd. in 
France. Deschamps formerly served as sales 
manager in Normandy and surrounding 
regions. Beatrice Verdickt to supervisor of 
international registrations. Verdickt pre-
viously served as regulatory affairs officer 
in Brussels, Belgium. Marjo Hoefnagels 
to purchasing and production administration 
manager for Europe, the Middle East and 
Africa. Mark Wagner to process engineer, 
responsible for Chlorothalonil II process 
support. Wagner formerly served as area 
engineer with DuPont. Mark Gelin as 
registration specialist, international 
registrations. Gelin previously served as a 

toxicologist for Ricera. 
Matthew Albrecht. John Meyer and 

Martha Trubey joined Sandoz Agro's turf 
and ornamental division as sales representa-
tives. Albrecht represents the industrial 
vegetation management market in the mid-
Atlantic region; Meyer covers the Southeast, 
excluding Florida; and Trubey handles turf 
and greenhouse operations in Texas and 
Oklahoma. 

Sylvia Gale joined Hunter as district sales 
manager for Latin America and southern 
Florida. In the newly created position, Gale 
coordinates new product introductions and 
provides distributor support and training for 
Hunter sprinklers, valves and controllers. 

Jeff Mgebroff was promoted to Hunter 
district manager for the Pacific Northwest. 
His territory includes Oregon, Washington, 
Montana, western Idaho and parts of Canada. 

Encore Mfg. promoted Bill Harms to 
service manager, in charge of parts orders, 
warranty work and service training. 
Previously, he directed product assembly. 

Aquatrols named Al Lanoie technical sales 
representative in charge of supporting 
distribution in New England and eastern 
Canada. • 

White 

OLDHAM CHEMICALS 
COMPANY, INCORPORATED 

COMPLETE SUPPLIER OF T & 0 CHEMICALS 

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

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

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

It's finally here. A curb machine that takes the work out 
of installing landscape curbing. The " L iP Bubba" has a newly 
patented s ta in less auge r which p rov ides t ighter com-
paction at a fas ter rate. " L i P B u b b a " has the short-
est wheel base of any curb machine enabling it to turn a 
shor te r and t i gh te r r ad ius when pour ing c u r b be low 
ground level. With " L i P Bubba" you will add enormous 
profits to your current business. 

Whidden Manufacturing Co., Inc. 
P.O. Box 721000, Orlando, FL 32872-1000 

(407) 381-9880, Fax (407) 381-2194 



Products 
HINIKER IS offering a new line of hopper-
type spreaders. 

Available in mild or stainless steel, the 
spreaders feature low-friction, corrosion-
proof polyethylene conveyor floors, sealed 
25:1 gearboxes, and a clean-out door that 
allows the operator to use the conveyor to 

empty the hopper without tipping or remov-
ing the spinner assembly. 
Circle 126 on reader service card 

Sandoz Agro Turf and Ornamental's 
Barricade preemergence herbicide has been 
approved for use in and around more than 

PRODUCT SPOTLIGHT 
THE YAZOO YHR series of front-cut mowers offers an 18-, 20- or 23-h.p. Kohler or 
20-h.p. Wisconsin engine and a choice of a 48-, 60- or 76-inch cutting deck. 

The mowers feature hydrostatic drive for smooth changes between forward and reverse and 
ground speeds; rear-wheel steering for easier 
maneuvering in tight areas and a full-floating, side-
discharge deck made of 11 -gauge formed steel with 
steel reinforcement. The deck includes three 1/4-
inch, tempered, alloy steel high-lift blades. Cutting 
height is adjustable from 1 1/2 to 4 inches. 

Other highlights include twin fuel tanks for 
additional fuel capacity, a heavy-duty PTO cutting 
section drive for durability and new instrumentation 
for operator efficiency. 
Circle 125 on reader service card 

100 species of landscape ornamentals, as 
well as on bentgrass and golf tees. 

The company has also simplified Barricade's 
label by removing height restrictions for turf 
at the time of application and by reducing 
label list rates of application in regions of 
the country. 

Used as part of a comprehensive turf and 
landscape management program. Barricade 

provides season-long control (up to 26 
weeks for most weeds). Its low water 
solubility enables it to stay at the soil line 
throughout the growing season for long-
term protection and residual control. 

Barricade is available as a dry granulated 
fertilizer and in water-soluble packets for 
spraying applications. 
Circle 127 on reader service card 

O U R A P P O I N T M E N T 

S C H E D U L E ! 
H Appointment Schedule For: Seolernber. 1993 h 

R e Edit V i m j je fc 

Crew 
Schedule For: ALL CREWS 

Sun Mon Tue Wed Thür Fri Sat Month 

[ZILLILIILI] [Ne^tlfPrev 

n a c u i z o i ü i n 
ÜDÜHÜHÜHBLLJIM] ^ ^ 
• Q L H l B L H L E ! ! • i ^ M g 

CTSìaiviivi 
To Move To Desired Day Use Arrow Keys <ENTER> To Zoom 

Truck 1 
Truck 2 

S C I S 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 - 8 0 0 - 4 4 1 - 2 8 8 3 
MANOR SOFTWARE, INC. 

199 12th St • Avalon, NJ • 08202 
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TURFVENT BY Feldmann 

WE GO TO GREAT LENGTHS! 
Feldmann's newest TurfVent core plug aerator 
provides a hefty 64" swath for greater lawn 
coverage and is big on quality construction for 
strength and durability. TurfVent 64 includes a 
three-point hitch adapter and can be conven-
iently shipped via UPS. TurfVent models are 
also available in 30", 32", and 48". For more 
information call 800-344-0712 Ext. 420. 

THE BESL.next to 
Mother Earth™ 

r s m i S M 
f t ^ f " " T' 

FELDMANN ENGINEERING & MANUFACTURING CO.. INC. 
Dept. LNL-01T, P.O. Box 908. Sheboygan Falls. Wl 53085 
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The Rainjet floating aeration system from 
Century Rain Aid is available in 5-h.p. and 
15-h.p. units. 

Due to higher h.p., the systems can 
produce elaborate display patterns while 
operating at a minimum of 54 feet and 
shooting water up to 102 feet high. 

All nozzle assemblies are made of high-
density polyurethane/polyester and machined 

epoxy and brass, and are available in eight 
interchangeable patterns. 
Circle 128 on reader service card 

Versa-Lok Retaining Wall Systems offers 
a collection of construction details stored on 
computer diskette. Created using autoCAD 
software, the electronic images help archi-
tects and engineers efficiently plan and 
design segmental retaining walls. 

Construction 
details stored on 
the 3.5-inch disk 
include typical 
cross sections, 
curve/comer 
plan views, 
capping 
details and 

several other segmental 
retaining wall illustrations. Guide specifica-
tions, which can be imported into most PC 
word processing applications, are also 
provided on the disk. 

Versa-Lok's concrete units can be used to 
construct inside comers, outside comers, radius 
curves, serpentine curves and steps. 
Circle 129 on reader service card 

Tri-way sprayers from Ritchie Bestway 
Commercial Sprayers offer 30-, 50- or 100-
gallon spray tanks available with a skid 
mount, trailer kit or a three-point option that 
includes either a standard, category 1 3-point 

or a fork set. 
The sprayers are constructed from heavy 

steel with a baked-on, powder-coated finish. 
There are also several attachments available 
including 40-inch, 120-inch and 6-meter 
booms, hose reel, swivel kit and a handgun 
with adjustable tip and swivel. 
Circle 130 on reader service card 

Ball Seed adds a geranium mix and a plug 
and seedling mix to its line of Ball Profes-
sional seed mixes. The seed mixes are 
blended without soil and have been pH-

adjusted and nutrient-charged specifically 
for the needs of each crop. The seeds 
provide young seedlings, plugs or cuttings 
with a good initial start. 

The geranium mix is blended with a higher 
soil solution pH than many soilless mixes, 
allowing for regulated iron/manganese 
uptake. It reduces potential toxicity from 
feeding trace elements in fertilizers. The 
plug production of the plug and seedling 
mix is said to provide good initial root 
development and good drainage and 
aeration. 

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 E q u i p m e n t , Inc. 
9 3 0 P e n n Ave. , P O Box 85 
Orrvi l le , O H 44667 
(216) 683-0055 
F A X (216) 683-3255 

STEINER 
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Calendar 
FEB. 3-6 NLA Management Clinic, Louis-
ville, Ky. Contact: National Landscape 
Association, 202/789-2900. 

FEB. 4-5 24th Annual B&G Pest Control 
Conferences, Oklahoma City, Okla. Contact: 
Clinton Kemp, B&G Chemicals & Equipment 
Co., 800/345-9387. 

FEB. 7-8 Soil/Root Relationship Seminar and 
Workshop, Madison, Wis. This event will 

also be held Feb. 9-10 in Minneapolis, Minn. 
Contact: Rainbow Treecare, 612/922-3810. 

FEB. 7-8 PLCAA Day on the Hill, Washing-
ton, D.C. Contact: PLCAA, 1000 Johnson 
Ferry Road, NE, Suite C-135, Marietta, GA 
30068; 404/977-5222. 

FEB. 8-12 56th Annual Meeting and 
Management Conference, Hawaii. Contact: 
National Arborist Association, 603/673-3311. 

FEB. 9-10 Soil/Root Relationship Seminar 
and Workshop, Minneapolis, Minn. Contact: 
Jeff Rick, Rainbow Treecare, 4601 Excelsior 
Blvd., #300, St. Louis Park, MN 55416; 612/ 
922-3810. 

FEB. 9-10 NJNLA Garden State Landscape 
& Nursery Conference and Trade Show, 
Somerset, N.J. Contact; N.J. Nursery and 
Landscape Association, 609/291-7070. 

FEB. 10 Northeastern Pennsylvania Turfgrass 
and Grounds Maintenance School, Mt. Laurel 
Resort, White Haven, Pa. Contact: Pennsylva-
nia Turfgrass Council, P.O. Box 1078, 
Lemont, PA 16851-1078; 814/863-3475. 

FEB. 10-11 Lawn Care Short Course, Holiday 
Inn on the Lane, Columbus. Contact: Barbara 
Bloetscher, The Ohio State University, 614/ 
292-7457. 

FEB. 10-11 NCTLC Expo Show, Santa Clara 
Convention Center, California. Contact: 
Northern California Turf and Landscape 
Council, 3723 Jersey Road, Fremont, CA 
94538:510/490-6282. 

FEB. 12-13 APLD midwinter meeting and 
conference, Rockville, Md. Contact: 
Association of Professional Landscape 
Designers, 8683 Doves Fly Way, Laurel, MD 
20723; 301/498-8780. 

FEB. 15-17 1994 Winter Workshop, Holiday 
Inn Crowne Plaza, Rockville, Md. Contact: 
Landscape Contractors Association, MD-DC-
VA, 9053 Shady Grove Court. Gaithersburg. 
MD 20877; 301/948-0810. 

FEB. 15-18 25th Silver Anniversary 
Conference and Trade Exposition, Reno 
Hilton, Reno, Nev. Contact: International 
Erosion Control Association, P.O. Box 4904. 
Steamboat Springs, CO 80477-4904; 303/ 
879-3010. 

FEB. 16-17 Turf and Grounds Exposition II, 
Holiday Inn, Suffem, N.Y. Contact: New 
York State Turf Association, 518/783-1229. 

FEB. 16-17 1994 Landscape Industry Show, 
Long Beach Convention Center, California. 
Contact: California Landscape Contractors 
Association, 916/448-CLCA. 

FEB. 17-18 Nevada Landscape Conference 
& Trade Show, Reno-Sparks Convention 
Center, Reno. Contact: Steve Williams, 702/ 
856-1150, for conference information; 
Louanne McGhee, 702/851-0423, regarding 
the trade show. 

FEB. 22-24 ProGreen Expo, Colorado 
Convention Center, Denver. Contact: 
ProGreen Expo, 5290 E. Yale Circle, Suite 
100, Denver, CO 80222; 303/756-7282. • 

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

100% Commercial Accounts 

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

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

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

• A set of double V-belts 
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 

Quality you'll ask for again and again! 
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Engine Replacement 
(continued from page 68) 

manufacturers to jockey for position as good 
environmental citizens. Accordingly, manufac-
turers have come out with, or are designing, 
engines to comply with the new legislation. 

"Frankly all of our overhead valve engines are 
already ahead of their time as far as ignition 
standards go," said Ken Tanis, service coordina-
tor and trainer at Kawasaki Engine Division, 
Grand Rapids, Mich. 

The big wave of the future, he said, will be 
fuel-injected engines for mowers. "We've al-
ready got it on some of our larger models." 

Diesel is also being touted by some as another 
important trend, largely because of its ease of 
environmental compliance. No U.S. companies 
manufacture diesel mower engines as of yet. 
Thompson maintained that the U.S. outdoor 
power equipment market isn't calling for that 
type of engine. 

But water-cooled engines will be a trend, he 
predicted, adding that Briggs is readying a line of 
them. "Water-cooled has not taken off in the 
lower horsepower range. But it will, and ulti-
mately you may be looking at water-cooled 
engines up to about 30 h.p." 

At Kohler, customers are demanding quieter, 
more efficient engines and increased power in a 
smaller package, Scholten said. 

THE EMISSIONS ISSUE. The Environmental 
Protection Agency, via its Clean Air Act, is 
charged with developing a national standard for 
off-road emissions to be set by 1997. The federal 
standard will likely emulate a major portion of 
the CARB standards, according to the Outdoor 
Power Equipment Institute. It remains uncertain 
if the federal standards will meet or surpass 
California's standards. 

Three primary engine emissions pose envi-
ronmental and health concerns: hydrocarbons, 
nitrogen oxides and carbon monoxide. Small 
gasoline engines (four-cycle, spark-ignited gaso-
line engines under 50 h.p.) account for 2.6 
percent of total man-made hydrocarbon emis-
sions, according to Briggs & Stratton. 

Stricter standards could inadvertently reduce 
the quality of engine performance, Scholten 
said. "In compliance the engines have to run 
leaner and cleaner. That gets tricky. People are 
used to good acceleration; they want to move the 
throttle forward. It gets tricky in the governing 
and calibration of the carburetor, to get that as 
good as before." 

This kind of design overhaul is not expected 
to jack up the price of the engines. "But it's 
possible that the manufacturers will have to go 
through some major design changes, which 
would affect the cost," Scholten said. 

Next year's CARB implementation will be 
less difficult to prepare for than regulations ex-

pected by 1999, he added. "A lot of people think 
everybody will need catalytic converters by 1999. 
This presents another challenge. If you're talk-
ing lawn and garden equipment, you're talking 
higher temperature. What do you do with that 
heat? There are fire potential considerations. 
Also considerations regarding weight, not to 
mention expense." • 

The author is a Contributing Editor to Lawn & 
Landscape Maintenance magazine. 

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 N I N E T E E N 
Answers to questions on page 75. 

1. 15 fps. 

2. Low water pressure. 

3. PRV or pressure regulating valve. 

4. The cost of water and maintenance. 

5. High water pressure. 

6. Yes. 

Announcing: 

1st ANNUAL STNGA 
SPRING TRADE SHOW 
April 8th and 9th, 1994 

The Woodlands Executive 
Conference Center 

The Woodlands, Texas 

Call or write for show information and our 
free plant locator and growers directory: 

Ed Ricks 
Bushman Plant Farm 
Route 3, Box 419 ^io*1 

Cleveland, Texas 77327 c 
(713)592-7482 

bvi' 
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. GREEN GARDE • HANNAY • SYNFLEX • Q [ 

W 
WESTHEFFER 
COMPANY, INC. 
P.O. Box 363 • Lawrence, Kansas 66044 

NEED A SPRAYER? 
We Got It! 

Over 100 models to choose from. 
Each built to meet your specific needs. 

• Single or dual tanks 
•50-1000 gallonage 
• Mechanical or jet agitation 
• Diaphragm, piston or centrifugal pump 
• Electric or manual hose reel 
• Green Garde, Kuritec or Synflex hose 
• Hypro JD9CT or Chemlawn gun 

To Order Call Toll FREE: 
(USA, Canada, Mexico) • 1-800-362-3110 
FAX (913) 843-4486 • (913) 843-1633 

. FLOJET • KURIYAMA • HYPRO • HONDA • 
USE READER SERVICE #52 
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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: IMWH & 
iMiidscape Maintenance magazine, 4012 
Bridge Ave., Cleveland, OH 44113. Fax: 216/ 
961-0364. 

BUSINESS OPPORTUNITIES 
LAWN CARE PROGRAM 

N a t u r a L a w n ® of Amer ica provides the 
Green Industry a successful, growth-oriented 
lawn care program. Discuss the opportunities 
available to you by calling the leader in or-
ganic-based lawn care. The franchise opportu-
nity of the '90s. 800/989-5444. 

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. 

• • • 

HYDROSEEDING 
Twelve-year old hydroseeding business in north-
ern California. $400K contracts. Price $650K. 
408/722-4400. 

• • • 

GARDEN CENTER AND LANDSCAPING 
Established garden center and landscaping busi-
ness in Marquette, Mich. Owners retiring. Ex-
tensive perpetual inventory. Contact: TIM-
BERCREST ENT. INC., 1460 M-28 East, 
Marquette, MI 49855.906/249-3984 days; 249-
3411 eve. 

HOUSTON BUSINESS 
FAMILY OPERATED garden center, landscape 
irrigation and lawn service business located in 
Houston, Texas. Situated on 2 acres with retail 
center and offices. Radio dispatched vehicles, 
complete line of equipment and trailers all in 
excellent condition. Owner will train and sup-
port. $500,000 with terms. Call for details. 713/ 
270-9898. 

• • • 

WANTED TO BUY 

LAWN CARE SERVICE BUSINESSES 
If you have been thinking about selling your lawn 
care service business we are interested. There are 
money options and possibilities. All communi-
cation is strictly confidential. Reply to Lawn and 
Landscape Maintenance, Box 363,4012 Bridge 
Ave., Cleveland, OH 44113. 

IT PAYS TO ADVERTISE IN 
LLM 

CLASSIFIEDS. 

FOR SALE 

LAWN CARE EQUIPMENT 
Hannay reels new in-the-box, E1526s, E1530s, 
$369; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, 
$54.95; glycerin-filled gauges, 0-60 psi to 0-
1,000 psi, $ 19.95; ChemLawn guns, $81.95; 
lawn spray boots, $ 16.95; lawn spray gloves, 
$ 1,95/pair. 
Call Hersch's Chemical Inc. 
800/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) • • • 

SPRAY EQUIPMENT 

WHOLESALE. METERING, 
CENTRIFUGAL, TURBINE, ROLLER, 

PISTON AND 12-VOLT PUMPS. 
Complete Line of Spray Equipment. 

Sandia Sprayer In«. 
806/546-2242 

WORK CLOTHES 

TOUGH JEANS 
THAT CUT IT. 

Warmer in winter Cooler in summer. New Dickies Work 
Jeans. Last longer. Fit better on your job. 
Feel better on your body. Guaranteed / J E Z 3 2 H 7 
Call for your free catalog today 

TOLL-FREE 1-800-DICKIES 

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 Edu-
cation Productions at 1-800-235-4146. 

• • • 
PROVEN STRATEGIES THAT WORK 

Lawn industry professionals take notice. Impact 
your bottom line! Our book. Bidding and Con-
tracts: Your Key to Success, over 40 pages of 
dynamite information, was born of experience, 
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,3930-B Banistow n Rood, I jouis\ ille, 
K Y 40218:502/495-1351. Adivision of Wayne's 
Lawn Service, Inc. since 1979. 

• • • 

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 

PRICING WORK AT A PROFIT 
Could you use some help in pricing your work to 
sell and make a profit in today's tough economy? 
The Associated Landscape Contractors of 
America (ALC A) is pleased to announce the new 
Pricing for the Green Industry. This text covers 
valid pricing methods, including markup of ma-
terials, labor and total direct costs; forcing a 
margin; and dual overhead rates. Finally, the text 
reviews "How to Package Your Prices" to make 
a proposal that sells .Pricing is available to ALC A 
members for $30 and nonmembers for $50. For 
each manual ordered, add $3.50 to cover ship-
ping. You may order your copy by mailing a 
check along with your request to: ALCA, PRIC-
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We do Windows 
At SoftQuest, we have one job to do. 
Make life easier for the people who use 
our software. That's why we do 
Windows. With push-button controls 
and picture-based screens, 
SuperScape™ for Windows and 
Macintosh is a snap to use. But we 
don't expect you to take our word for it. 
Call today and ask for a free demo. It 
won't take you long to see how easy it is 
to do Windows for yourself. 

(800) 299-9991 WINDOWS»« «Macintosh* (512) 452-4500 

ING, 12200Sunrise Valley Drive,# 150, Reston, 
VA 22091; or for Visa or MasterCard orders, 
FAX: 703/620-6365, ph. 800/395-2522 or 703/ 
620-6363. 

• • • 

COMPUTER SOFTWARE 
Dynamic computer software will help you make 
money. Easy to install and use, DISPATCH is 
designed to deliver 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,(XX). Used Ryan sod cutter, 
$1,000,602/730-5993. 

PIPE'PULLER 
Turfco"Pipepiper 175," 18-h.p., 12-inch blade, 
attachment to pull 3/4-inch to 1 1/4-inch pipe. 
Also cable. Used only 39 hours. $4,8(X). 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) 

BUSINESS SOFTWARE 
Expand your business, increase your profits 
with our proven business module growth pro-
gram, as recognized in Crain's New York Busi-
ness magazine. Employ tested, fully documented 
techniques. You can leam all the ABCs of 
expanding or starting up a business with the 
three available modules offered — Pest Con-
trol, Lawn Care/Landscaping and Residential/ 
Commercial Cleaning. Build a full-service or-
ganization. Cost is only $395 plus $ 12 for S/H 
per module, or get all three modules for $ 1,000. 
Call now. 718/967-5703. 

• • • 

PREMIUM REPLACEMENT PARTS 

Premium 
Replacement 
Parts 

JT H O M A S 
• DISTRIBUTORS. INC 

SPINDLE 
BEARINGS 

PART#: JT-101P - COST: $4.50 
(MINIMUM ORDER 10) 

ORGANIC FERTILIZER 
Custom blended and consultation for entry into 
organic lawn business. Call John, 402/733-8308. 

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. 

• • • 

OPERATIONS MANAGER 
Established lawn care company seeking experi-
enced individual for operations manager. Excel-
lent salary and benefits package. Send resume to 
Tom Korczyk, 3500 Caribou Court., NE, Cedar 
Rapids, IA 52402, or fax to 319/364-3081. • • • 

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, 1470Industrial Dr., Itasca, IL60143. • • • 

LANDSCAPE MAINTENANCE/SALES 
Large commercial maintenance and construc-
tion contractor seeks applicant possessing sales 
and client contact skills. Supervisory back-
ground. Knowledge of Pacific Northwest con-
ditions. Salary plus commission. Please send 
resume to: Personnel Manager, Parkwood Ser-
vices, 1263 S. Main, Seattle, WA 98144. 

• • • 

MANUFACTURERS REPS WANTED 
Premier international manufacturer and distribu-
tor of specialty chemicals and award-winning 
application systems seeks motivated, top-notch, 
assertive individuals with sales experience and 

a proven track record in theturf, horticultural, 
municipality and governmental markets. 
Focus will be on expanding and growing base of 
loyal dealers and users while servicing existing 
accounts. Exceptional commission package 
available to the right individual. Send resume 
with salary history to: Personnel, 300Technol-
ogy Court, Suite 50, Atlanta, GA 30082. 

EXPERIENCED MASTER 
LANDSCAPE GARDENER 

Full-time position for private, four-acre Gulf 
residence in Naples, Fla. Individual should hold 
an associate's degree in horticultural studies and 
have a minimum of five years practiced experi-
ence as a landscape gardener, or have a mini-
mum of 10 years practical experience. Appli-
cant must have strong managerial skills, knowl-
edge of tropical plant maintenance and plant 
care and knowledge of turfgrasses, maintenance 
and care. For consideration, send resume and 
salary requirements to Gardeners, P.O. Box 
2035, Naples, FL 33939. 

URBAN F0RESTER/ARB0RIST 
Degree in Urban Forestry or related field. Appli-
cant should be able to become ISA certified 
within one year. Diagnostic skills helpful for 
position with established, multi-disciplined firm. 
Responsibilities include sales in the tree care 
industry in and around Dallas. Applicants should 
send resumes to P.O. Box 36670, Dallas, TX 
75235-1670. Attn.: Tree Care Dept. • • • 

IRRIGATION INSTALLER/SALES 
Northern Ohio-based design/build landscape 
contractor with established irrigation division is 
currently looking for a key individual qualified 
in irrigation sales and installation. We invite 
accomplished professionals with successful 
proven track records. Salary, commission and 
benefits commensurate with experience. Mail 
or fax resume and salary requirements to: 
Emerallawn Landscaping, 12265 Chillicothe, 
Chesterland, OH 44026, Fax, 216/729-7240. 

LAWN CARE SERVICES 
Marketing manager and lawn care technicians. 
Rapidly expanding company searching for tal-
ented communicators. We have offices in N.H. 
and Mass. Soon to he opening third branch. To 

OUR 150 PAGE C A T A L O G 
HAS OVER 3000 PREMIUM 

REPLACEMENT PARTS 
FOR OUTDOOR POWER 

EQUIPMENT. 
CALL FOR A FREE CATALOG 

1-800-828-7980 
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succeed with us you must be willing to learn, 
ambitious, customer-oriented, earnest and hard-
working. Major marketing plans underway .Must 
have two years experience in industry. Qualified 
applicants send resume to: PARTNERS QUAL-
ITY LAWN SERVICE INC., P.O. Box 1205, 
Easton, MA 02334, or call 508/ 238-8550. 

• • • 

LANDSCAPING MAINTENANCE 
SUPERVISOR 

Rapidly expanding, award-winning landscape 
firm is seeking highly motivated, experienced 
and qualified individuals to supervise mainte-
nance crews. We need total quality managers 
who will seize the great opportunity to grow 
with us and appreciate the good pay and benefits 
we offer. We set high goals and expectations and 
expect the same from our team members. Our 
employees are our greatest asset and are highly 
appreciated. Contact: Desert Care Landscaping 
Inc., P.O. Box 60246, Phoenix, AZ 85082, Attn.: 
Vince Rector. 

• • • 

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. • 
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FINALLY 
Organics without sewage sludges 

or animal by products! 
eery " B L A D E R U N N E R " 

15-1-9 with 1.5% iron (Best Buy) 
faster green-up with staying power 

r r r y " H U M I C PLUS" 
9-1-5 with 1.5% iron 
All Feed Grade Ingredients 

Our liquid organics 
v 100% plant derived 

No offensive odors - Low Low Dust 
AFFORDABLE 

c 800-798-1069 
Receive 1994's Catalog 
USE READER SERVICE #72 USE READER SERVICE #82 

THIS POLECAT CAN 
RAISE PROFITS 

PRETTY EASILY TOO 
t 
\ 

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 
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 
suit any application. 

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 

p c L s c n r 
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Some Thing? Ane Just Made 
to Work Better in the Dark. 

'isease resistant, shade tolerant and beautiful, Glade Kentucky 

Bluegrass is one variety you can't help but fall in love with. 

Call your Jacklin Seed marketing representative at 800-688-SEED and 

find out why. It could be the beginning of a beautiful relationship. 

8 M f 
Kentucky bluegrass 

U.S. Plant Patent 3151 License in Canada No. 2133 

Jacklfn Seed Company 
5300 W Riverbend Avenue • Post Falls. Idaho 83854-9499 

208/773-7581 • 800/688-SEED • TWX 5107760582 Jacklin PFLS 
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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 thayh#erence 
amounts to simply a j 
time. A day your busfl 
afford to lose. 

ii 

BEARD 
COLLiaiON 

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

SIMPLY THE BEST 

DIVISION OF METALCRAFT OF MAYVILLE 
1000 Metalcraft Drive. Mayville, Wl 53030 

© 1993, Scag Power Equipment 94-01 

USE READER SERVICE #34 Little Falls Centre One, 2711 Centerville Road. Wilmington. DE 19808 

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. 


