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ii.so CUTTING INTO YOUR PROFITS. 
Paying your crew to 

work overtime is always an 

unwelcome cost. But during 

peak growth seasons, you 

usually don't have a choice. 

Until now, that is. 

Applying Primo" to your 

turfgrass makes it grow half 

as fast, which gives you time 

to get your mowing done dur-

ing regular working hours. 

Unlike other growth reg-

ulators, Primo doesn't stunt 

turf. Instead, it redirects the 

grass's growth.This creates 

a thicker stand, more root 

mass, and ultimately, better-

looking grass. (To see for your-

self, call 1 - 8 0 0 - 3 9 5 - 8 8 7 3 

for a demonstration kit.) 

So this year, when the 

weather and your mowing 

schedule heat up, use Primo. 

It's a great way to buy 

yourself time. 

Instead of paying some-

one else time and a half. 
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WALKER works at STANLEY WORKS 

New England craftsmen have known for 100's of years to 
use the right tool for the job. The Ingenito Brothers, of New 
Britain, Connecticut discovered the Walker Mower is the "tool of 
choice" when mowing grounds at Stanley Works World 
Headquarters. Ralph and Randy Ingenito write: 

* Thank you! We didn't have to "build it": you did. Your 
mowers are just what we were looking for in a commercial 
mower. Much like our business, they're: mid-size, fast, 
effective, and professional. This has led us to be able to 
gain new accounts, such as, The Stanley Works World 
Headquarters, and other such professional buildings. * 

Discover why Walker is becoming the tool of choice for landscape maintenance professionals. 

WALKER MFG. CO. • 5925 E. HARMONY RD. • FORT COLLINS, CO 80525 • (303) 221-5614 
USE READER SERVICE #63 

STANLEY 
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AFTER A COUPLE of months of 
posturing, office musical chairs and political 
boasting, the 104th Congress gets down to 
business this month. Let's hope they get 
down to business. 

The mandate for change overwhelmingly 
passed by the American public in the 
midterm elections should give our elected 
officials plenty of food for thought. It was 
more than just party politics. It was poor 
leadership and selfishness by the majority of 
Congress — not any party in particular. 
After all, it was just two years ago that the 
Republicans were swept out of office in 
favor of the Democrats. How long can these 
party sweeps go on? 

Two years after the Democratic mandate, 
Americans can't really say they are better 
off (although the economy did come around 
in 1994). But will the Republican insur-
gence make any difference in the long run, 
or will gridlock continue? 

Because of the anti-pesticide stance the 
Clinton administration has taken, many 
industry officials are looking forward to the 
chance to work with a Republican adminis-
tration; primarily in a proactive fashion. 
Republicans won about 54 seats in the 
House and nine in the Senate to take 
majorities in both chambers for the first 
time in 40 years. (That's a generation to 
most of us.) 

Private discussions have already taken 
place with the new heads of committees in 
an effort to educate our elected officials on 
the business of specialty pesticides and the 
professional lawn and landscape industry. 
Let's hope we're not wasting our breath. 

The American public is counting on the 
Republicans and their "Contract for 
America," but the Republicans, if they are 
to succeed, can't spend too much time 
gloating over their landslide win. 

Here's a synopsis of what the Republican 
Congress has in store for us this year and next: 

• Balanced budget amendment and line-
item veto 

• Modifying the crime bill 
• Middle class tax cut 
• Legal reform/product liability issues 
• Congressional term limits 
• National security 
In short, they probably won't spend too 

much time debating environmental issues 
and whether or not pesticides should be 
used on our lawns and golf courses. 

The Republicans have set an ambitious 
political agenda to say the least, but can 
they deliver? The stakes are high. The 
public is already extremely cynical of 
government and if change doesn't occur in 
a relatively short time, there will be another 
groundswell in 19%. 

The next 12 months will be interesting to 

say the least. I hope for all business people 
the change is for the better. 

The lawn and landscape industry itself 
shouldn't see too many unexpected changes 
this year. Posting and prenotification issues 
should continue, although the pace has 
slowed considerably. 

As a matter of fact, most lawn service 
professionals I've been in touch with don't 
even consider posting an issue. It's per-
formed as a service whether or required by 
law. Often, posting is a great form of 
advertising for the service professional since 
the company name and phone number are 
listed for all to see. 

New products are popping up on both the 
pesticide and equipment sides of the industry 
enabling contractors to perform their jobs 
more efficiently. This is particularly 
important in terms of the continued evolution 
of service diversification. 

While suppliers can provide contractors 
with new delivery tools and contractors can 
provide their customers with additional 
services and package programs, none of this 
can be accomplished without improved 
professionalism. 

In this issue and throughout the year, the 
readers of LLM will find a series of business 
articles designed to educate, inform and 
reinforce the importance of running your 
firms like businesses. Not only is it important 
to your bottom line, it's significant to the 
overall impression the public has of the lawn 
and landscape industry. 

While our customers have as yet to issue a 
mandate for a change in professional 
performance, it's the responsibility of each 
and every contractor to remember the 
industry's reputation as a whole, as well as 
your individual image, when dealing with the 
public. Let's hope the growth and goodwill 
of 1994 carries over to 1995. — Cindx Code • 
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Is Paperwork Sending 

Come down off the ceiling. With CLIP, 
the Computerized Lawn Industry software 
Program that chops through mountains 
of paperwork in just minutes a day. 

CLIP handles all the jobs that pile up 
fastest. Routing. Billing. Financial reports. 
Scheduling. And best of all, it makes your 
business more profitable. 

By performing accurate job costing, 
CLIP shows which lawns you're losing 
money on. So you can drop them or 
raise rates. Now you'll make money on 
every job, every time. 

More Reports. CLIP now gives you 
more reports and reporting functions. 
And only CLIP'S "Custom Report Writer" 
lets you make up custom reports with your 
own data. 

Our Easiest Version Yet CLIP's 
menus guide you each step of the way. 
Our four-hour video tutorial gives you 
a complete mini-course. I lie CLIP help-
line is always available. And our CAJPnotes 
newsletter helps you get the most from 
your business computer. 

Put some space between you and 
the ceiling. Call 
CLIP todav. 

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

Improve Your Marketing. 
CLIP's powerful Mail-Merge functions 
allow you to export the new season's 
proposals to your favorite word 
processor. So your new proposals will 
be the easiest and most attractive ever. 

Specify 
IBM disk size 
when ordering. 

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

1-800-635-8485 
ffjffJP .•.Cuts Paperwork Down To Minutes A Day. 

CI994 Sensible Software Int.. 18761 N. Frederick Ave.. Suite F, (.aither . Ml) 20879, (301 30-0604 
USE READER SERVICE #11 



THE KEOGH 
ALTERNATIVE SAYING FOR RETIREMENT 

In these economical ly chal lenging 
times, one convenient w a y to 
increase personal resp 

TAXABLE vs. TAX-DEFERRED 
ACCUMULATION* 

through retirement-funding anc 
weal tn-bui ld ing vehicles known as 
Simpl i f ied Employee Pension plans or 
a Keogh. 

Under the terms of a proper ly 
established SEP plan, self-employed 
individuals can manage their tax bills 
and save for a comfortable tomorrow 
by making tax-advantaged contribu-
tions to their Individual Retirement 
Accounts. This unique arrangement is 
the reason why these plans are also 
referred to as SEP-IRAs. 

Tax advantages to open ing a SEP-
IRA plan include: 

*Assumes $2,000 annual contribution made on January I 
for each of 30 years. 8% return 40% combined federal 
state and local income tax bracket. This table is for 
illustration purposes only. 

Source: Dean Witter Reynolds 

• In 1 9 9 4 , SEP-IRA contributions are tax-deductible for any amount up 
to 15 percent of the first $ 1 5 0 , 0 0 0 of your net earned income or $22 ,500 . 
The amount you contr ibute can vary each year or be omitted entirely. 

• Since your SEP-IRA plan assets are p laced wi th in an IRA, your 
earnings accumulate on a tax-deferred basis. Tax deferral can great ly 
accelerate the g rowth of your assets, compared wi th currently taxable 
investments, a n d can thus prov ide you wi tn a larger poo l of capi ta l for 
your retirement. 

• Persons under the a g e of 7 0 1 / 2 w h o contr ibute to a SEP plan may 
also make annual contr ibutions to an IRA in an amount up to 1 0 0 percent 
of their earned income or $ 2 , 0 0 0 (whichever is less). Supplementing your 
SEP contributions wi th tax-deferred IRA contributions could increase your 
retirement sav ings .— John Houl ihan, Dean Wi t te r Reynolds Inc. 

AS AN ALTERNATIVE to SEP-IRAs, 
some self-employed individuals may wish to 
adopt profit sharing or money purchase 
pension plans — also known as Keoghs — 
as one of their business' retirement funding 
vehicles. There are several reasons why you 
may wish to fund a Keogh rather than a SEP. 

• Contributions. Annual contributions of 
up to the lesser of 25 percent of compensa-
tion or $30,000 are permitted per participant 
if you, as an employer, adopt a money 
purchase pension plan or a combination of 
the profit sharing and money purchase plans. 
Contributions are made with pre-tax dollars 
and grow tax deferred. 

• Eligibility. Employees generally must be 
21 years old and have completed two years 
of 1,000 hours of service per year before 
they become eligible to participate in these 
plans. This restriction may enable you to 
exclude some of your part-time employees 
from participating in profit sharing or money 
purchase plans — which adds to the plan's 
cost-effectiveness. 

• Distributions. If participants in these 
plans meet the requirements of the IRS for 
special income tax averaging treatment, they 
may be able to take advantage of this 
valuable tax-planning strategy when they 
receive lump-sum distributions from their 
plan. Participants should confer with a tax 
adviser to determine whether to take advan-
tage of this special tax treatment option. 

When choosing among a SEP-IRA, a 
Keogh or any other type of retirement plan, 
be sure to consider the advantages and 
disadvantages of each option, in light of your particular business 
needs. — John Houlihan, Dean Witter Reynolds Inc., Melville, N.Y. 

SEP-IRA KEOGH 
W H O MAY 
ESTABLISH 

Self-employed individual 
Partnership, S Corporation 

or Corporation 

Same as SEP 

ESTABLISHMENT 
DEADLINE 

ELIGIBILITY 

Tax filing date plus 
extensions 

Must include all employees 
21 and over who have worked 
3 of past 5 years and earned 

at least $300 during year 

End of fiscal year 

All full-time employees 21 
and over with 1 year of 

service credit (2 years if fully 
vested) 

CONTRIBUTION LIMIT Lesser of 15% of 
compensation (up to 

$150,000) or $30,000 - 1994 
limit is $22,500. 

Lesser of 25% of 
compensation (up to 

$150,000), or $30,000 (if 
you use Money Purchase or 

combined plans) 

TAX TREATMENT Taxed as ordinary income, 
plus a 10% penalty tax if 

under age 59 1/2. 

Generally, same as SEP. 
However, individuals may be 

eligible for favorable tax 
treatment (5-or 10-year 

forward averaging) 

GOVERNMENT FILING 
REQUIREMENTS 

None Yes. Generally IRS Form 
5500 

The National Weather 
Service's 60-day 
outlook through 
February calls for a 
mostly mild winter 
nationwide with at least 
a 55 percent chance of 
above normal temp-
eratures over roughly 
the eastern half of the 
country, except for the 
northern and eastern 
portions of the Great 
Lakes, New York and 
New England areas. 

Below normal temp-
eratures are expected 
with at least a 55 
percent probability 
only over the northern 
and central Great 
Basin, and northern Maine. A 55 percent probability for above median 
precipitation exists along the southern border of the nation. • 

60-DAY OUTLOOK FOR 
JANUARY AND FEBRUARY 

Temperature Probability 

Dr/1/initfitiAn Drnknkilltii rrecipiiaiion rroDGDiiiiy 



O 199) Shindaiwa Inc. 

As a lawn maintenance pro, from the smallest trimmer to Whats it all mean to you? Crews 

you can't afford to see it the largest chain saw, is built that are more productive. Equip-

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

ment that costs less to own. And 

a business that'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 

appreciate a pretty 

yard. But it's a good bet 

you appreciate a healthy 

for commercial use. Our line of professional equipment m u m 
equipment is light. in the industry. Visit your local 

Powerful. Refreshingly Shindaiwa dealer. 
easy to use. And designed, 

business even more. So let us bolt to bolt, to shrug off the 

suggest a way to win on both harshest treatment. If you ever 

fronts: Shindaiwa. We offer a do need service, you're 

complete line of hand-held 

power equipment. Every model, 

backed by a national 

network of independent dealers 

USE READER SERVICE #10 

shindaiwa 
W E S I M P L Y M A K E T H E M B E T T E R 



Environmental Forum 
RESPONSIBLE USE. The public knows 
the benefits of specialty pesticides but 
worries about responsible use, 
according to an opinion survey 
commissioned by Responsible Industry 
for a Sound Environment. The survey, 
conducted by Charlton Research Co., 
combined 8 focus groups in sessions 
lasting 1 1/2 to 2 hours with 
telephone surveys of 1,000 adults. Its 
goal was to assess attitudes about 
pesticide values and risks. 

RISE reported that many consumers 
"clearly see the benefits of pesticides 
and are willing to balance their 
personal and environmental health and 
safety concerns with these perceived 
benefits." The participants also 
believed pesticides were safe when 
used as directed, but were uncertain 
whether their neighbors used pesticides 
safely. The survey also noted that 
consumers believe professional applicators 
use stronger pesticides, but were trained in 
their proper use. 

The focus groups, held in Pittsburgh, 
Seattle, Milwaukee and Birmingham, asked 
small groups of people their opinions. Other 
key results of the survey include: 

• Most people use some form of pesti-
cides. Controlling household insects/rodents 
ranked first at 64 percent; garden care/ 
outdoor insects came in second at 48 
percent; and lawn care ranked third with a 
38 percent response. 

• Control of termites, insects and bacteria 
for personal health and safety got higher 
consideration than having beautiful lawns or 
minimizing highway maintenance costs. 
When personal protection becomes 
important, most people will override their 
initial concerns about pesticides. 

• About 1/2 of the respondents believe 
pesticides are tested before they are 
available to the public; the remaining 
respondents were unsure. 

• Extension services, poison control 
centers and departments of health were the 
most trusted sources of information on 
pesticides. 

• "Maintaining public health" was the 
reason 8 out of 10 people gave for using 
pesticides in public areas. 

Allen James, executive director of RISE, 
commented that the survey revealed several 
opportunities to educate the public. 

POSITIVE PR. Investments by two of this 
industry's major associations in public 
relations programs have paid off in frequent 
and positive exposure in the media. 

The Professional Lawn Care Association 
of America reported that its spring press kit 

campaign sent to 3,000 newspapers and 
magazines reached about 12 million readers 
and generated nearly $35,000 in free space. 
PLC A A's two-part video news release was 
sent to 200 television stations, generating an 
estimated 18.4 million impressions and 
gaining $566,400 of free air time in 236 
telecasts at 195 stations. 

Add those figures to PLC A A's recent 
Grasscycling TV public service message, 
which received 3,452 telecasts, to generate 
another $1,380,800 of free air time. 

In similar efforts, the Associated Land-
scape Contractors of America reported on its 
developing relationship with NewsUSA, an 
agency that writes and places nationally 
syndicated columns. The group has 
developed six newspaper columns on the 
value of professional landscaping, interior 
plantscaping advantages, real estate values, 
business benefits from plantscaping and 
other topics. 

ALCA estimated that more than 22 million 
people were exposed to those messages, 
amounting to more than $500,000 in free 
space. ALCA's two radio spots have gotten 
more than 1,000 airplays to approximately 
12 million listeners, at a value of about 
$50,000 free air time. 

TOXIC USE REDUCTION. Mandated Toxic 
Use Reduction (TUR) is the wrong 
approach, warned Dr. Donald Theissen of 
3M Company, at the Chemical Specialty 
Manufacturers Association Environmental 
Affairs Conference. He noted that a 
movement to redefine pollution prevention 
via TUR will further restrict the use of 
chemicals regarded as toxic. 

Theissen explained that while industry has 
used TUR techniques to reduce risks, 

mandates for TUR will not achieve 
pollution prevention goals. "The TUR 
approach is a simplistic solution to a 
complex problem which ignores the 
intrinsic benefits of chemicals and the 
importance of science and risk in 
making decisions regarding their use," 
he commented. 

The approach, which uses lists of 
regulated chemicals, would "divert 
resources away from a generally 
sound product stewardship ap-
proach." He recommended that 

Toxics Use Management, an approach 
that reduces overall risks associated 
with manufacturing, transporting, use 
and disposal would be a better method. 

STRATEGIC PLANTINGS. The 
American Association of Nurserymen 
reported that a recent study from 
American Forests' Cool Communities 

programs proves that shade trees save 
millions of dollars in energy costs. A study 
of Frederick, Md., used aerial photography 
to analyze the relationship between trees, 
buildings and energy use. 

One neighborhood with mature trees was 
compared to a new development with young 
trees to show how strategic plantings can 
save additional money as the trees mature. 
In this study. Cool Communities found that 
a potential savings of more than $3 million 
existed if more trees were planted. 

Cool Communities is a program seeking to 
improve the environment by strategically 
planting trees and cooling heat-absorbing 
surfaces. It is directed by American Forests 
in cooperation with several federal and 
industry sponsors. A similar study in 
Chicago determined that planting 95,000 
trees would bring $38 million in environ-
mental and economic benefits over 30 years. 

Cool Communities currently monitors 
model projects in Georgia, Texas, Florida, 
Illinois and Arizona. 

HIGH MARKS. DowElanco and its parent 
company, Dow Chemical Co., were 
recognized by Fortune magazine as one of 
the nation's top 10 environmental champi-
ons. Fortune cited the company's leadership 
in the following areas: 

• Reduced toxic emissions by 32 percent 
in three years. 

• Placed its top environmental officer on 
the board of directors. 

• Organized an advisory council of outside 
environmentalists to help direct environ-
mental policy. 

• Established a waste reduction program 
that cut millions of pounds of solid waste 
and emissions in 7 years. • 
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News in Brief 
NEWS DIGEST 

OPEI Forecasts 
Increase in 1995 
The Outdoor Power Equipment Institute 
revised its 1995 forecast for shipments of 
lawn and garden products to reflect an 
expected increase of 2.3 percent. Twelve-
month shipments for 1994 increased 4 
percent over 1993 figures. 

The 1995 gain is forecast for all 
categories of outdoor power equipment 
except rear engine riders and tillers. 

Bvtkner, Hunter Join 
tones in Golf Irrigation 
The new Legacy product line is the result 
of a strategic marketing agreement between 
Buckner of Fresno, and Hunter Industries 
of San Marcos, to combine Buckner's golf 
course irrigation control systems with 
Hunter's sprinklers. 

The Legacy product line includes 
sprinklers, valves, controllers and 
accessory items for golf course irrigation 
systems. Both electric and hydraulic 
closed-case, gear-driven valve-in-head and 
check valve sprinklers will be available. 
Additionally, both brass electric control 
valves and brass quick-coupling valves 
will be offered. 

Lofts Seed Expands 
Shipping Operations 
The Allentown, Pa., warehousing/shipping 
operation of Lofts Seed Inc., Bound Brook, 
N.J., has expanded to serve the mid-
Atlantic region. Corporate staff and 
research divisions will consolidate at the 
New Jersey location. 

Etho Plans Major 
Illinois Plant Expansion 
A 90,000-square foot expansion to the 
existing 160,000-square-foot facility will 
more than double the manufacturing 
facilities for Echo Inc., Lake Zurich, 111. 

Echo plans to complete the expansion by 
June 1995 for the manufacture of two-
stroke engines and outdoor power 
equipment. The company said it has grown 
at a rate of 15 percent in the last five years 
and needs more production capacity. 

Mycogen Teams With 
Florikan for IPM 
Mycogen Corp. and Florikan E.S.A. Corp. 
agreed to work together to create a 
complete IPM program of biological 
products. It will include insecticidal soaps, 
oils, herbicides, pH buffers, moss and 
algicide products and biological controls. 

LESCO Establishes FitzGibbon Scholarship; 
PLCAA To Award Stipend Annually 
WHEN JIM FitzGibbon, 68, co-founder and chairman of LESCO, Rocky River, Ohio, died in 
October the industry lost a friend, innovator and supporter. 

To honor his memory, LESCO established a $2,500 scholarship in his name to be awarded 
annually to an industry student by the Professional Lawn 
Care Association of America. Mike Dietrich, director of 
lawn care sales, made the announcement at the PLCAA 
annual meeting in St. Louis. 

Founded in 1962 by James FitzGibbon and Robert 
Burkhardt as Lakeshore Equipment & Supply Co., the firm 
began as a local supplier of turf maintenance equipment, 
including irrigation products, to the markets surroundings its 
headquarters. 

From its inception, LESCO's goal was to become a 
complete, one-stop supplier to the green industry, and it 
grew quickly from a regional company serving the Greater 
Cleveland area to a national company capitalizing on the 
emerging lawn service market developed by lawn care 
companies such as ChemLawn. 

Today, most sales are generated by LESCO's 138 service 
centers scattered throughout the South, Northeast and Midwest. Since 1976, sales have been 
supplemented by the company's fleet of 59 tractor-trailers delivering LESCO fertilizers, 
pesticides, equipment, aftermarket parts and accessories to golf course superintendents across 
the United States. 

Going direct to golf courses with a unique fleet of fully stocked sales trucks and building a 
network of drive-through service centers are two examples of the marketing and service that 
have contributed to the company's growth. 

LESCO's 1994 net income is estimated at $6.6 million a 38 percent increase over the 
previous year. Revenues are expected to jump 20 percent to $199 million. 

In 1993, LESCO entered the consumer market, test marketing its products at six Home 
Depot stores in Atlanta. This was initiated shortly before the appointment of William Foley as 
CEO and president in July 1993. Foley succeeded FitzGibbon who had retired as CEO, but 
continued as chairman of the board until his death. 

Foley brought more than 20 years of successful leadership in the field of consumer products 
including a stint as vice president and general manager of the consumer business group for 
The Scotts Co., Marysville, Ohio. 

Notable acheivements during FitzGibbon's tenure at LESCO include: 
• LESCO is the only national marketer of its own complete product line to the green 

industry, manufacturing more than 80 percent of what it sells. 
• In 1962, LESCO opened its first sales office, hired first full-time sales representative and 

began selling irrigation products. 
• In 1974, the first LESCO fertilizer was formulated in Wellington, Ohio. 
• In 1975, Ron Giffen was appointed its first full-time sales representative to lawn care. 
• In 1976, the first LESCO truck began calling on customers in Florida. FitzGibbon credits 

the inspiration for the idea to the salespeople who carried supplies in the backs of their station 
wagons or pickup trucks. 

• In 1978, the United States' first commercial sulfur-coated urea plant opened in Alabama. 
• In 1982, a rotary spreader — LESCO's first piece of equipment — was manufactured. 
• In 1983, moved to current headquarters in Rocky River, Ohio. 
• An initial public stock offering was made in 1984 and the company's name was shortened 

from Lakeshore Equipment & Supply to LESCO Inc. 
• The first LESCO Service Center was opened in Ft. Lauderdale, Fla., in 1985. Additionally, 

the company opened its 150,000-square-foot lawn care equipment manufacturing plant in 
Sebring, Fla. 

• In 1986, LESCO's first exclusive-right turfgrass seed — Julia Kentucky bluegrass and 
Cimarron turf-type tall fescue — were marketed; the first 300 greensmower was manufac-
tured; and ELLITE greens-grade sulfur-coated urea fertilizer was formulated. 

• In 1992, LESCO completed construction of a fertilizer formulating, manufacturing and 
warehousing facility in Martins Ferry, Ohio. The year also marked the operation of more than 
80 service centers in 26 states. 

• A consumer retail market test was initiated at six Home Depot stores in Atlanta. 

Mike Dietrich 



Garden Council Revises 
Promotion Order Steps 
In an effort to get more industry segments 
and geographical regions involved in the 
"Plants for America" promotion order 
process, the Garden Council has postponed 
the industry survey wrap-up until March. It 
was originally scheduled for completion in 
December, 1994. 

Garden Council executives assigned an 
action plan at their November meeting in 
Dallas. The extended time period will allow 
the council to accurately size the container 
market, make more industry participants 
aware of the promotion order, survey them 
and compile a comprehensive list of growers 
by the March deadline. 

By sizing the container market correctly, 
the council will enable growers to determine 
exactly their projected costs at the time of the 
survey. The promotion order will require 
participation by industry members to raise 
$25 million for marketing. 

Early proposals suggested that growers pay 
an assessment based on a percentage of gross 
sales. A new proposal, endorsed by the 
United States Department of Agriculture 
Marketing Service, requires an assessment to 
the cost of containers instead. 

Composting to Help 
California Meet Mandate 
The Composting Council reported that 
California is expected to meet its 1995 
mandate to divert 25 percent of solid waste 
from its landfills, primarily because of 
composting. The California Integrated 
Waste Management Board noted that an 80 
percent increase in the state's composting 
facilities in three years has had a major 
inpact on the program's results. 

California diverted nearly 23 percent of its 
solid waste in 1994. CIWMB called for even 
more increases in composting, finding new 
recycling markets and cutting waste in an 
effort to reach the state's diversion goal of 50 
percent by the year 2000. 

John Deere Redesigns 
Lawn & Grounds Group 
To provide more streamlined product 
development, focused dealer service and 
enhanced customer satisfaction, John Deere 
restructured its Lawn & Grounds Care 
division into product groups to service their 
key markets. 

Those groups include power products, 
primarily hand-held and walk-behind 

models; lawn and garden products, rear-
engine riding mowers to lawn and garden 
tractors; and commercial golf and turf 
products, commercial, sports field and golf 
course equipment. 

Each product group is charged with 
developing new products, supporting the 
retailer organization and filling orders, 
advertising their products and supporting 
end users. Overall business development and 
support services are shared. 

"We believe the companies that emphasize 
product quality, great customer service and 
unparalleled customer satisfaction are the 
companies that will succeed in the 21st 
century," said Mark Rostvold, vice president 
of the Lawn & Grounds Care division. We're 
making sure that our product groups can 
make the important decisions to support all 
our customers for long-term success." 

Memphis Banker Buys 
Adsit Landscape 
Adsit Landscape and Design Firm of 
Memphis, Tenn., was sold to area banker 
Robert Pyeatt for an undisclosed amount. 

Pyeatt, who left banking to become full-
time owner and president of Adsit, will 

(continued on page 16) 

Get a step ahead of your competition 
with a 

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

Computer Imaging for the Landscape Industry 

C a n you double , tr iple or even 
quadrup le your landscape 

bus iness in one year? 
Y E S Y O U C A N !!! 

"I finally started offering imaging in '94 
after years of considering it. My business 
grew .100% by including images in my bid 
ami presentation. Customers feel they 
can trust what they'll get nnth a picture..it 
even wins bids at a higher cost than 
the competition.* 
Danny Priolo, Heritage Point, l lowel l , NJ 

Best S e l l i n g Landscape Imag ing S o f t w a r e ! 

DIG Landscape 
Imaging Software 
products outsell all 
other imaging 
products 10 to 1. 
Unique features like 
our "visual library" 
let you complete 
designs in half the 
t ime. Easy-to- learn 
and simple-to-use, 
"Genesis" will let 
you show your 
cl ients a 
photo-realistic 
rendering of their 
f inished project. 

California (818) 706-8786 New Jersey (201) 770-9212 

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. 

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 #17 



It was the dog or the tree and, 
frankly, the bite looked worse 

than the bark." 

/ R ) , 

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

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

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

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

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

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

CNA INSURANCE WORKING HARDER FOR YOU. 

ENDORSED 
BY: MAA O V A 

For All the Commitments You Make* 

Available in the Continental U.S. only. This program is underwritten by one or more of the C N A Insurance Companies. C N A is a registered service mark of the 
C N A Financial Corporation, the parent company of the C N A Insurance Companies /CNA Plaza/Chicago, IL 6 0 6 8 5 
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retain the company's name. Adsit Land-
scape, founded in 1976 by Russell Adsit, is a 
$1.2 million design/build and maintain firm 
employing about 40 peak-season employees. 

"After 18 years in business, I was burned 
out and tired and I decided it was better for 
someone else to take the reins," Adsit said. "I 
was dealing with so many administrative 
problems, I didn't enjoy the landscape 
business as much as I used to. Robert (Pyeatt) 
wants to grow this business." 

Adsit and Pyeatt were brought together by a 
business broker and have established a 
healthy working relationship. Adsit is 
committed to helping the firm renew its 
landscape and maintenance accounts and will 
stay on to consult with Pyeatt. Adsit, who is a 
fellow of the American Society of Landscape 
Architects, will also work in a design capacity 
with the firm as well as establish a landscape 
and business consulting firm. 

Landscape TV Show 
Breaks New Ground 
Landscape design and construction will be 
the focus of a national television series 

scheduled to debut on Scripps Howard's 
new Home and Garden Television Network. 
The series, "Breaking Ground," will 
demonstrate the basics of landscape design, 
planting and construction in a how-to 

John Knox and Frances Doyle 

format that will also explore why design 
and horticulture decisions are appropriate 
for certain sites. 

John Knox, a landscape architect and 
environmental planner, and Frances Doyle, 
a landscape and interior designer, will host 

the weekly half-hour show. Both have 
worked on a wide variety of landscape 
projects in the past. 

Breaking Ground will have five main 
segments exploring residential landscape 
projects (construction and renovation), small 
projects, tool selection and use, urban 
landscapes and unique landscapes designed 
for decorative or functional use. 

The series, which has been in development 
for three years, has been endorsed by the 
American Association of Nurserymen, the 
Associated Landscape Contractors of 
America and the American Society of 
Landscape Architects. 

Redwood Landswping 
Wins Two Year WRAP 
Redwood Landscaping, Santa Rosa, Calif., 
was recognized by the California Integrated 
Waste Management Board as a two-year 
winner of the 1994 Waste Reduction Awards 
Program. The program honors companies for 
their environmental improvement efforts. 

Redwood's programs include paper waste 
recycling, educating clients about 
grasscycling, composting its landscape 
materials and donating tree stakes and other 
reusable materials to charities. • 

r n JUST . 
FLAT* 
GREAT 

cargoWagon® 
w i t h 102" Ax les 

L o o k i n s i d e o u r trai ler . T h e b i g a s t e r i s k s h o w s y o u o u r 6 ' 9 " w i d e in ter ior f loor is Flat! 
N o w h e e l b o x e s i n s i d e . P e r f e c t for m o t o r i z e d L a w n & G a r d e n e q u i p m e n t , a n d p l e n t y 
of " w a l k - a r o u n d " r o o m , t o o . 
W e l l s C a r g o o f f e r s y o u g r e a t O p t i o n s for c u s t o m i z i n g like: F L O W - T H R U VENTILATION 
e l i m i n a t i n g f u e l f u m e s , WOLMANIZED 1-1/2" F L O O R S a n d 3 /4" INTERIOR SIDEWALLS, 
for "guts." All b a c k e d by a Warranty that really works for you! 

Call 1 - 8 0 0 - 3 4 8 - 7 5 5 3 for Cata log & Pricing 
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!" 



SUMFILAN, l O E A E F O E 
EVEN THE MOST SENSITIVE SITES. 

Some areas are more sensitive than others. Lawn care 
and landscape professionals know Surflan* herbicide to 
be gentle over the top of over 200 ornamentals, yet 
tough on weeds. 

Surflan also provides the ideal length of weed control 
on warm season turfgrass. Surflan controls over 50 weeds, 
like crabgrass, goosegrass and Poa Annua. Plus, Surflan 
controls small-seeded broadleaf weeds like chickweed 

% DowElanco 
•Trademark of DowElanco 

and henbit, weeds that other herbicides just can't touch. 
And because Surflan is a gentle herbicide, it is ideal 

for use near Sensitive-Sites* 
All in all, Surflan is the herbicide to use for even your 

touchiest customers. 
For further information on Surflan, or any other 

product in the extensive line of DowElanco products, call 
1-800-352-6776. Always read and follow label directions. 



Association News 
For more information 
PLCAA 
1000 Johnson Ferry Road, NE 
Suite C-135 
Marietta, GA 30068 
800/458-3466 

ALCA 
12200 Sunrise Valley Drive 
Suite 150 
Reston, VA 22091 
800/395-ALCA 

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

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

AAN 
1250 1 Street, NW 
Suite 500 
Washington, DC 20006 
202/789-2900 

THE GREEN INDUSTRY EXPO hoard 
elected officers for 1995 at the close of its 
fifth annual Expo in St. Louis in November. 
The nine-member board has three represen-
tatives from each sponsoring association 
serving three-year terms. The sponsors are 
the Professional Grounds Management 
Society, the Professional Lawn Care 
Association of America and the Associated 
Landscape Contractors of America. Some 
representatives chose to serve an additional 
three-year term. 

New GIE officers are: David Luse, Arteka 
Natural Green, president; Lou Wierichs Jr., 
Pro-X Systems, vice president; and E. Earl 
Wilson, Thornton-Wilson Inc., secretary/ 
treasurer. The 1995 directors are: Jeff 
Bourne, Howard County Parks & Recre-
ation; Mike Dietrich, LESCO Inc.; Rick 
Doesburg, Thornton Gardens; Steven 
Glover, L&L Landscape Services; Gary 
Trinetti, Garick Corp.; and Joe Williams, 
Lawn Master Inc. 

Anheuser-Busch was honored by the 
Associated Landscape Contractors of 
America as the 1994 Landscape Contribu-
tion Award recipient. Anheuser-Busch owns 

the world's largest brewing company, as 
well as family entertainment parks. 

The ALCA award honors corporations and 
developers who achieve high standards of 
landscaping through the use of professional 
contractors. Hewlett-Packard, Walt Disney 
World and McDonald's Corp. are among the 
previous award recipients. 

Horticultural distribution centers are the 
focus of a new publication available from 
the American Association of Nursery-

men Business Insights into Horticultural 
Distribution Centers explains how the centers 
increase the availability of plants, specialty 
products and other materials for smaller 
horticultural customers. Opportunities for 
growth and market prospects are included. 

The Composting Council's National 
Backyard Composting Program got a shot 
in the arm with a $60,000 grant from the 
U.S. Environmental Protection Agency. The 

(continued on page 20) 

THE ECHO ES-2000 
SHRED'N'VAC PLUS.M 

There's nothing like it. Nothing as 
versatile. Nothing as thorough. 

It vacuums up leaves, twigs 
and garden debris through a large 
diameter intake tube. The exclusive, 
patented, built-in shredder mecha-
nism simultaneously turns the yard 
waste into fine mulch in a single pass. 

The rugged, and powerful 23.3cc 
Echo engine features superior dual-
ring, piston-ported design. 

Its Pro-Fire* 

Its Patented 
Shredder Design 

Leaves Others 
Holding 
The Bag. 

Electronic Ignition 
and purge pump-
equipped carburetor give 
sure, fast starts and steady 
powerflow. There's a comfortable 
foam-cushioned rear handle. 
And the large 1-3/4 bushel bag has 
a convenient shoulder strap and is 
easy to empty. 

For the Echo Dealer 
nearest you, call 

1-800-432-ECHO (3246). 
Or write Echo Incorporated, 

400 Oakwood Road, 
Lake Zurich, IL 60047. 

MEOW 
Ask Any Pro! 



PMEVEMT CEAIGMASS WITH TEAM 

AMED EVEN YOUR MAJREDEST CUSTOMER. 

WULL CMACK A SMILE. 

Oependability is what lawn care and landscape 
professionals look for in a preemergence herbicide. And 
dependability is what you get with the time proven Team* 
herbicide. Since 1985, Team has proven itself effective 
at stopping a broad spectrum of troublesome grassy 
weeds, especially crabgrass. 

With the rock solid performance of Team, you can 
expect consistent, season long control. 

DowElanco 

Because nothing, pound for pound, prevents 
crabgrass better than Team, you know you've got a 
preemergent you can depend on to bring a smile to the 
face of any customer. 

For further information on Team, or any other 
product in the extensive line of DowElanco products, give 
us a call at 1-800-352-6776. Always read ^ ^ ^ 
and follow label directions. 
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money is a "significant first step" for the 
program, which will educate Americans on 
the benefits of composting organic materials 
into a high quality soil amendment. 

New officers for the new year at the Illinois 
Landscape Contractors Association are: 
Cheryl Muskus, C&J Landscaping Inc., 
president; Herb Buhr, Buhr's Landscaping & 
Lawn Care Inc., executive vice president; 
Cathy Ricciardi, Interior Garden Services 
Inc., vice president; Chuck McGinty, 
McGinty Brothers Inc., treasurer; and Bob 
Busch, Busch & Sons Landscape Contrac-
tors, secretary. 

The North Carolina Composting and 
Organics Recycling Council will produce a 
directory of North Carolina businesses that 
distribute or produce compost or recycled 
organic products. The guides, to be 
published early this year, will be distributed 
to nurserymen, landscape architects, 
turfgrass producers, landscape contractors, 
consumer groups and extension service 
branches. To have a listing included, contact 
NCCORC at 919/851-8444. 

The Metro Atlanta Landscape and Turf 
Association held its fifth annual MALTA 
Environmental Awards Banquet in 
December to recognize outstanding 
landscape installation and maintenance 
projects. The group was formed to open 
communications between the green 
industry, vendors and the general public, 
and currently includes more than 200 
members in the southeast United States. 
Awards honored residential and commercial 
projects in landscape installation, mainte-
nance, seasonal color, community service 
and special contributions. 

The 1995 executive board for the Califor-
nia Landscape Contractors Association 
has taken office. They include: James 
Everett, Everett Landscape, chair; Richard 
Jark, South Coast Landscaping, president; 
and John Redmond, Cypress Landscape, 
president-elect. New vice presidents 
include: Dave Penry, Redwood Landscap-
ing; Charles Nunley, Lakshmi Landscape 
Co.; Ken Chase, Lifescapes; Ken Crowl, 
Riverside Landscape & Irrigation Inc.; 
Randy Tavenner, H&R Building Services, 
vice president of finance; and Kent 
England, England & Co., vice president-
secretary. 

CLCA's Landscape Educational 
Advancement Foundation elected Janice 
Weems of Hydro-Plant Inc. as 1995 chair. 
LEAF awarded 31 scholarships totalling 
$19,300 to 26 landscape students in 1994. 

The American Society of Landscape 
Architects reported high attendance at its 
annual meeting and exposition, held in San 
Antonio, Texas last October. 

In related news, ASLA announced that it 
has entered into a cooperative project with 
the Trust for Public Land's Green Cities 
Initiative to provide technical assistance in 
land use planning and design for the 
initiative, which is dedicated to protecting 
open space and creating new recreation and 
cultural resources in urban areas. 

IN BRIEF...0hio Professional Applica-
tors for Responsible Regulation is the 
new name for OPARR, which reflects the 
group's new agenda of involvement in 
other areas of application, including 
fertilization.. The Oregon Association of 
Nurserymen added three people to the 11 
honorees in its Hall of Fame, established in 
1991. They are: David Brown, Bill Egan 
and Alfred Teufel. All have had extensive 
experience in Oregon's green industry. • 

<S> 
I S U Z U 

American Isuzu Motors Inc., Engine Operations 

New L series engines. 
24hp, 30hp, 40hp compact, lightweight 
engines under 300 lbs. 

Quiet • Quick Starting • Easy Access for Maintenance 
Environmentally Friendly • Light & Compact for More Universal Adaptability 

Engines from 11 to 315 hp serving . . . 
• CONSTRUCTION • AGRICULTURE • FORESTRY • LAWN & GARDEN • 

MINING • MARINE & • AVIATION GROUND SUPPORT 
42775 Nine Mile Rd., Novi, MI 48375-4113 • 810-380-6000 • FAX 810-380-6030 



MOST PEOPLE ARE ECSTATIC AT IHOW 

EEEECTIVE CONFEONT KS AT MAMNG THEIM 

BIROAOLEAE WEEPS OISAFIPEAM. 

W i t h Confront* herbicide, lawn care and landscape 
professionals know they're covered. Because no 
postemergent herbicide controls broadleaf weeds better 

Confront brings you a new standard of broadleaf 
control on both warm and cool season turfgrasses. 

For over 35 different species of broadleaves, from 

DowElanco 

dandelions and clover to oxalis and ground ivy, Confront 
is the one herbicide that won't let you down. 

For further information on Confront, or any other 
product in the extensive line of DowElanco products, give 
us a call at 1-800-352-6776. Always read 
and follow label directions. Control 



Landscape News 
ALCA NAMES EXTERIOR IMPROVEMENT AWARD WINNERS 

IT'S BEEN 25 years since the 
Associated Landscape Contrac-
tors of America began its 
Environmental Improvement 
Awards program. This year's 
record 154 entries in the exterior 
award program is proof that 
contractors value industrywide 
recognition for quality landscape 
workmanship and consistent use 
of materials. 

ALCA started the program to 
reflect the association's commit-
ment to creating and preserving 
the beauty of landscaping. It also 
recognizes citizens who under-
write high quality landscape work. Judges 
were Janelle Cox, Boldt Development 
Corp.; Dennis Otsuji, ONA; and J.W. 
Stamps Jr., ISS Landscape Management 
Services. 

This year, ALCA named 30 Grand award 
winners in several categories (listed below), 
45 Merit award winners and another 54 
Distinction award winners. 

RESIDENTIAL LANDSCAPE CONTRACTING 
(Between $25,000 - $100,000) 

Bland Landscaping Co. Inc., Cary, N.C. 
Project: Klein Residence 
Supplier Recognition: Bold Spring Nursery 

Hillenmeyer Nurseries Inc., Lexington, Ky. 
Project: The Donohue Residence 
Supplier Recognition: Tri-White Construc-
tion, Windows by Henkel 

RESIDENTIAL LANDSCAPE CONTRACTING 
(ABOVE $100,000) 
Ecosystems Imagery Inc., Encinitas, Calif. 
Project: Alydar Rainforest 

COMMERCIAL LANDSCAPE CONTRACTING 
(BETWEEN $75,000 - $250,000) 

Smallwood Landscape Inc., Naples, Fla. 
Project: Bay Colony Tennis Facility 

COMMERICAL LANDSCAPE CONTRACTING 
(ABOVE $250,000) 
Ecosystems Imagery Inc., Encinitas, Calif. 
Project: Cityfront Terrace 

Kurisu International Inc., Portland, Ore. 
Project: St. Vincent Hospital Critical Care 
Facility 
Supplier Recognition: United Pipe & 
Supply, Interstate Rock 

Otto Damgaard Sons Inc., Des Plaines, 111. 
Project: Amoco Building - Plaza Redevelopment 

Reinhold & St. John, Memphis, Tenn. 
Project: GTE Telephone Operations 
Headquarters 

COMMERCIAL LANDSCAPE MAINTENANCE 
(Office and Industrial Sites) 
The Brickman Group Ltd., Long Grove, 111. 
Project: Lake Cook Office Centre 

Maintain Services Inc., Dallas, Texas 
Project: Forest Plaza 

The Morrell Group Inc., Atlanta, Ga. 
Project: Ravinia Office Park 

Ruppert Landscape Company Inc., Ashton, Md. 
Project: Dulles Corner Business Park 

Torre & Bruglio Inc., Pontiac, Mich. 
Project: Somerset Collection 

COMMERCIAL LANDSCAPE MAINTENANCE 
(HOUSING) 
Cagwin & Dorward, Novato, Calif. 
Project: Blackhawk Homeowners Association 

Environmental Care Inc., Calabasas, Calif. 
Project: Hammock Dunes 

Scapes Inc., Sterling, Va. 
Project: North Hills, Reston Streetscape 

COMMERCIAL LANDSCAPE MAINTENANCE 
(RETAIL) 
Nor-Van Landscape Design Ltd., North 
Vancouver, B.C., Canada 
Project: Waterfront Centre Hotel 

COMMERCIAL LANDSCAPE MAINTENANCE 
(INSTITUTIONAL) 

Torre & Bruglio, Inc., Pontiac, Mich. 
Project: Chene Park and St. Aubin Park 

RESIDENTIAL MAINTENANCE 

Reinhold & St. John's land-
scape contracting project at the 
GTE Telephone Operations 
headquarters was one of 
ALCA's grand award winners. 

Torre & Bruglio Inc., Pontiac, Mich. 
Project: A Residential Project in 
Franklin, Mich. 

RESIDENTIAL DESIGN/BUILD 
(UNDER $25,000) 
Kinman Associates Inc., Dublin, 
Ohio 
Project: The Lorms Residence 

RESIDENTIAL DESIGN/BUILD 
(BETWEEN $25,000 - $100,000) 
Garden Gate Landscaping Inc., Silver 
Spring, Md. 
Project: The Sheperd Residence 

Muray Arquitectos, Mexico City, Mexico 
Project: "Making A Dream Reality" 

Van Zelst Inc., Wadsworth, 111. 
Project: Glenview Residence 

RESIDENTIAL DESIGN/BUILD 
(ABOVE $100,000) 

ILT Company Inc., Prairie View, 111. 
Project: Highland Park Residence 

McDugald-Steele Landscape Architects and 
Contractors, Houston, Texas 
Project: The Andrews Residence 

Yardmaster Inc., Painesville, Ohio 
Project: The Krantz Residence 

COMMERCIAL DESIGN/BUILD 
(ABOVE $250,000) 

Smallwood Design Group, Naples, Fla. 
Project: Isle Verde 

Thornton Gardens Inc., Maineville, Ohio 
Project: Wetherington Golf & Country Club 

ECOLOGICAL RESTORATION, RECLAMA-
TION AND CREATION 
Teufel Nursery Inc., Portland, Ore. 
Project: Kelsey Creek 
Supplier Recognition: Parsons Brothers 
Rockeries 

SPECIAL EVENTS 
Oakland Interiorscapes/Oakland Nursery, 
Columbus, Ohio 
Project: Huntington's Colors of Belgium • 



IF YOU WANT TO IKJMOW MOW LONG 

GALLERY WORKS TO PREVENT IEBROAJDEEAE WEEDS, 

ASK SOMEONE WITH TIME ON THEIR HANDS. 
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After applying Gallery* preemergence herbicide, you've 
got about 6 to 8 months of good solid waiting before 
you'll spot the emergence of any of over 95 different 
broadleaf weeds. Even the tough ones like spurge, 
dandelion and plantain. 

In fact, Gallery is the only preemergent on the market 
today that's designed to prevent so many broadleaf 
weeds, yet is safe over the top of all turfgrasses, 

DowElanco 

and over 400 different species of ornamentals. 
So now that you have a little extra time on your 

hands, maybe you can get around to digging up even 
more business. 

For further information on Gallery, or any other 
product in the extensive line of DowElanco ^ ^ ^ 
products, give us a call at 1-800-352-6776. 
Always read and follow label directions. 



COVER STORY 

Balancing Act 
In 11 short years, Gerber 
Landscape Solutions has 
become a major force in its 
market The secret? A care-
ful balance of services and 
remembering its "roots" 

By Susan Gibson 

THE MASTER ACROBAT balances each plate on a 
stick, gives it a spin and moves on to the next in line. As 
he goes down the line, the first plate gradually slows its 
spinning and starts to lose its balance. The acrobat, 
knowing just how many plates he can keep spinning at 
one time, also knows just when to run back and set the 
first plate spinning again. If s a delicate balance and it's 
impressive to watch. 

Donald (Skipp) Gerber II knows a lot about balanc-
ing the right number of plates in his business. As 
president and founder of Gerber Landscape Solutions, 
he's grown the company from a one-man service 
(mowing/maintenance) into adominant force in the St. 
Louis market. 

The company now is composed of six divisions that 
have evolved into strong entities of their own. Its 
portfolio is a remarkably even split between residential 
and commercial, with both large and small customers. 
In an age when many firms are searching for one special 
niche or market to concentrate on, Gerber has bucked 
the trend with great success. 

Gerber had no formal education or experience in the 
landscape industry when he started. His background is 
in a family funeral director business; he concentrated 
on a variety of studies in college — psychology, 
sciences and mortuary science. His experience in the 
landscape industry has been self-taught. This could be 
a drawback for someone less resourceful than Gerber, 
but it has been an asset he has used well. 

He got his first taste of the business while he was a 
graduate student at SMU. "I had a very full schedule of 
classes, studying and working as a waiter, but the job 

wasn't working out," Gerber said. "So I started a 
mowing business by knocking on doors in the Dallas 
area. I bought some equipment and paid it off in one 
month. I eventually hired some friends to help. When I 
graduated from school, I sold the business." 

He moved to Cincinnati and worked at a funeral 
home for a short time, then returned to his native St. 
Louis and re-entered the industry. "I started here in the 
same way I did in Dallas. I knocked on doors and got 15 
people to subscribe to my mowing service, bought a 
mower and paid it off in one day," Gerber recalled. 'The 
first year, I was by myself. The second year, I hired out 
the work. Then I gradually organized work crews." 

GROWING SERVICES. By the third year in business, 
Gerber's company handled about 450 properties each 
week, and it was getting out of hand. It was time to 
reevaluate the services and the market. "We gradually 
got that number down to a target group of people 
wanting full maintenance services," he noted. 

The company expanded into landscape design/build 
projects, learning much of the work through hands-on 
experience. Eventually, it added chemical lawn care, 
tree and shrub maintenance and landscape architecture. 

It also ventured into other services, some with suc-
cess and some without it. "At one time, we offered 
automobile waxing, lighting, room additions, patios 
and other services," he explained. 

As customers began to ask for irrigation work, Gerber 
worked with subcontractors. This created problems, 
because it was hard to balance a subcontractor's quality 
with customers' expectations. "We had a hard time 
getting subcontractors to take responsibility for their 
work. I know how hard it is to get people to do that, so 
to get more control over the work, we took irrigation 
services in-house," he said. That was in 1990. "Now, 
we're responsible for the work." 

The company expanded once again in 1994 with the 
establishment of a retail garden center, which has al-
ready proved profitable. 

The decision to diversify into each new service was 
made on more than a trial-and-error basis. It was also 
made with a careful eye on management and quality. "I 
would tell people not to diversify too much," advised 
Gerber. "People do what they do best and we try to 
remember to keep them doing that. You can't necessar-
ily turn a good grass cutter into a good landscape 
worker, or turn a landscape worker into a good irriga-
tion technician. 

"Each new area that we get into has to stand on its 
own as much as possible, as a separate business. We try 

Skipp Gerber is comfortable with 
the challenge of balancing six 
service divisions with a 50-50 
split between residential and 
commercial clients. 



GERBER LANDSCAPE 
SOLUTIONS 

EXECUTIVE SUMMARY 

THE PRESIDENT 

THE CONCEPT: Be a single source 
service supplier for large and small 

commercial and residential customers. 
Treat every customer the same. 

PROJECTIONS: Reaching $7 million in 1995. 
FUTURE CHALLENGES: Expand growth of 

wholesale/retail garden center sales, 
develop more "microcrews," increase 

business within St. Louis area and beyond. 

DONALD (SKIPP) GERBER II 
AGE: 35 

FAMILY: Single; two sons 
EDUCATION: Undergraduate work at 
Miami University; graduate work at 

Southern Methodist University 
JOB HISTORY: Started first lawn mainte-
nance service while in school at SMU. 
Briefly went into mortuary practice in 

Cincinnati (still practices as part of his 
family's business), established Gerber 

Landscape Solutions on his return to St. 
Louis in 1983. 

AVERAGE WORK WEEK: 60 hours 
EQUITY HELD: 100% 

LOCATIONS: Ladue and Afton, Mo. 
FOUNDED: 1983 

OWNER: Donald (Skipp) Gerber II 
PRIMARY SERVICES: Landscape 

maintenance; landscape design/build; 
chemical lawn care; tree and shrub care 

services; garden center; irrigation. 
EMPLOYEES: 165-175 seasonal, 

50+ full time 
1 9 9 4 SALES: Approximately $6 million; 
roughly 30 percent is maintenance, 25 
percent is design/build, 20 percent is 

chemical lawn care/tree and shrub work, 
15 percent is the garden center and 10 

percent is irrigation. 

not to jeopardize what we call the 'hub' business." 
Gerber believes his company has been successful 

because "we haven't lost our roots. I think we've done 
well and grown so fast because we didn't let ourselves 
do fewer, bigger jobs. As some companies move up, 
they concentrate on larger jobs, then on commercial 
work, then just on landscape work. We still respond to 
the call to replace a single shrub. We believe that any 
customer who calls deserves the same hours as the high-
end customer." 

All Gerber business divisions are split about evenly 
between residential and commercial work. "We like it 

that way," noted Gerber. "We have no one customer 
worth more than 4 percent of our annual volume, and 
also no one major commercial segment. We do work 
for some offices, shopping centers, multifamily units 
and residential, with a slight focus on freestanding 
owner/occupied office buildings. We keep it mixed up 
between new construction business and rehab work." 

About one-half of the company's annual volume 
comes from the renewal business and it boasts a 93 
percent renewal rate. Gerber estimates that 30 percent 
of new volume is additional sales to existing customers 
and 20 percent is new business. 



"We are focused on meeting cus-
tomer needs," Gerber said. "We 
still do lots of little jobs and we treat 
everyone the same. On a typical 
day, we may have 250 jobs — 
maybe 100 in mowing, 100chemi-
cal lawn care or tree and shrub care, 
30 or 40 in horticultural mainte-
nance and 10 landscaping jobs of 

all sizes. The paperchase is a night-
mare and also a challenge." 

He pointed out that the 
company's diversification has al-
ways been in response to custom-
ers' demand. "They keep calling 
for more work. We get 20 to 30 leads 
a day. You never know from under 
which rock the next juicy job comes." 

SYSTEMS ORIENTED. No one 
manager, or acrobat, can handle 
this kind of detail without a system 
that is both profitable and flexible. 
Another element of Gerber 
Landscape's success is the evolu-
tion of a practical, workable man-
agement system. 

"We're a very systems oriented 
company," Gerber ex-
plained. "My goal from 
day one has been to de-
velop self-replicating sys-
tems so the company can 
run without me." He urges 
this vision on his manage-
ment team, which frees 
him up to "push them in 
new directions and to gen-
erate new business." 

Gerber describes his 
management style as "one-
half hands off and one-
half hands on. I like stir-
ring things up a lot and 
I'm very pro-change. I'm 
a risk taker and I'm will-

Gerber's new retail 
garden center showed a 
profit in its first year. 

ing to try new things, but I'm also 
not afraid to abort a mission either. 
I love it when someone comes to 
me and says 4we want to try this.' 
My answer is to say, 'sure, try it.'" 

Previously, Gerber Landscape 
used a system of divisional man-
agement based on the type of ser-
vice (mowing, lawn care, etc.). Re-
cently, it converted the maintenance 
managers to a regional system. 

He explained, "As our managers 
get better and better, they have the 
opportunity and responsibility for 
the management of a site, and the 
customer only has to deal with one 
field person." 

In order to accommodate the 
smaller jobs profitably, Gerber 
Landscape established minimum 
charges for mowing and site visits. 
"We also try to reduce our sales 
time but still keep a structure that 
gives us the flexibility to handle the 
smaller jobs," Gerber said. 

Irrigation and landscape areas 
have division managers. Gerber 
Landscape also has managers of 
mechanics, sales, accounting and 
other areas who report to John 

(continued on page 30) 

T G S - 1 0 0 F E A T U R E S 
LOW PROFILE thermoplastic NO RUST HOPPER. 
EXCLUSIVE SWING-AWAY OPTION GIVES FULL TAILGATE ACCESS. 
600 L B . / 9 C U . FT. CAPACITY. 
12 V. HIGH TORQUE DC MOTOR MOUNTED IN COMPLETELY 
SEALED HOUSING FOR MAXIMUM PROTECTION FROM 
CORROSION. 
ELECTRONIC SPEED CONTROL WITH OVER-CURRENT PROTECTION. 
WEATHER RESISTANT POWDER COATED STEEL FRAME. 
EASY ON/OFF MOUNTING. 

FOR THE DEALER NEAREST YOU CALL: 1-800-SALTERS 

TOMORROW'S SPREADER...TODAY 

THEY'RE PREPARED 
T 0 W 0 R K A L 0 T 

OF OVERTIME. 
Professionals need equipment that can 
handle extra-long days and seasons^ 
Tanaka pro trimmers/brush-
cutters are built to stand the 
test of overtime with chrome, 
plated cylinders; two piston 1 

rings; needle bearings at each end 
of a forged steel connecting rod; two large 
ball bearings support the crankshaft; heavy-duty anti-vibration 

systems; solid steel drive shafts; fully 
automatic BRAIN00 cutting heads; and 
a 1/5-year warranty. 
Avoid downtime and Q / 

— — build profit. 
See your independent Tanaka TOO^fImT 
dealer or call (206) 395-3900. ^ ^ ^ § 3 / 1 3 1 ( 3 

USE READER SERVICE #19 



A Job Well Done 
With a Hunter Residential System 

For many of us, installing irrigation systems is rewarding Hunter products deliver years of quiet, trouble-free service 
work. Customers respect our skills, and rely on our judg- while helping to conserve water. Best of all, they're easy to 
ment for quality products. That's why so many contractors install, easy to adjust. Hunter. Complete Irrigation Systems 
recommend Hunter sprinklers, valves and controllers. for residential and light commercial sites. 

-miter 
The Irrigation Innovators 



You don't have to be a big-time operator 



(to be a big-time operator) 

Now you can act like a 

big-time operator even if you're on a one-

truck/one-trailer budget. The reason? 

The John Deere F700 Series. Mid-size 

front mowers with many of the same fea-

tures that have made our rugged, full-size 

F900s so popular with fleet owners. 

Powered by 17.5- and 20-hp gas engines, 

our F710 and F725 are equipped, not 

stripped. Both have patented 2-

pedal hydrostatic drive for no-clutch, 

I F700 SERIES FRONT MOWERS] no-shift speed and 

direction control. As well as power steering, 

differential lock, hydraulic lift and hy-

draulic weight transfer. There's even a crank-

type cutting height adjustment that can 

easily be set from 1 to 4 inches. And cutting 

widths of 48 or 54 inches. 

Now you can be a big-time operator with-

out spending like one. See your dealer 

today for an on-site demo. Or for more 

information, call 1-800-503-3373. 

NOTHING R U N S LIKE A DEERE® 



Schultz, who serves as the chief operating of-
ficer/chief executive officer. 

Gerber Landscape has bucked the trend to-
ward fewer, bigger work crews managed by one 
supervisor. "We've always had one- or two-
man crews, and in some cases, three- or four-
man crews," Gerber noted. "If we have a real big 
job, we'll send in two or three of our 'swat' 
teams. We call them 'microcrews.'" 

INDUSTRY FOCUS. One role that any leader 

must take is that of setting a vision. To do that, the 
leader must be able to perceive the organization's 
strengths and weaknesses. Gerber attributes much 
of his company's success to a professional atti-
tude and quality work. And he sees much more 
of that throughout the industry. 

He has been a member of the Associated 
Landscape Contractors of America for eight 
years and also holds membership in the Profes-
sional Grounds Management Society and other 
Missouri industry organizations. He has served 
as a discussion leader at ALCA's Executive 
Forums. 

This experience has given him a larger per-

spective on the industry and successful business. 
"It's encouraging to go to seminars and find 

out that we're doing a lot of things right, but we 
haven't learned it all from seminars or books," he 
said. "Our focus has always been on building a 
real company. Profit was a second consideration 
to building a real company, placing people where 
they want to work and getting customers who 
want to use you for the work. It's different from 
the guy who is in it because he likes to mow grass 
or just wants a few bucks." 

In Gerber's brief time in the industry, business 
has changed. "I' ve noticed a radical change in the 
construction of the active group of people in-
volved in ALCA. Eight years ago, everyone at 
industry events used to be dressed in blue jeans 
and flannel shirts. Now, they're in suits and 
they're increasingly professional. 

"It's also tougher to make money in the indus-
try. It's not as easy to enter. The industry is more 
savvy now and the needs of the customers have 
changed. Years ago, everyone wanted a special-
ist, but now there's more demand for the com-

'Our focus has always 
been on building a real 
company. Profit was a 

second consideration to 
building a real company, 

placing people where 
they want to work and 
getting customers who 

want to use you/ 

pany that does it all. The survivors of the future 
are the ones who are bigger and who do it better." 

Part of Gerber Landscape's professional im-
age is its lifetime plant warranty, which Gerber 
sees as an additional marketing tool. "We don't 
want to make anyone mad — it isn't worth it to 
lose a customer or a friend over a couple of 
dollars. If we have a negative service call, we treat 
it as a high priority item. The customers who call 
with a problem are the ones who care." 

Gerber Landscape instituted the warranty sev-
eral years ago to satisfy their customers. "But we 
don't tell people to buy from us because of the 
warranty," he said. "We tell them to buy from us 
for the maintenance work itself." 

THE CHALLENGES. Obviously, balancing such a 
diverse business with an equally diverse client 
portfolio is a challenging job. In the following 
interview, Gerber detailed how he manages to 
make it work with the most challenging aspect of 
all: the people factor. 

Q* What is the most difficult factor of running 
your business? 

(continued on page 32) 
USE READER SERVICE #57 

L O F T : 

r l ^ O / s 
U World s largest marketer of turfgrass seed 
1 Bound Brook. NJ 

Lnfts Pennstrlvania Lofts Great Western Lefts Pennsylvania Lofts Great Western 
Allentown.'M Albany. OR 
(610)266-6612'' (80Q) 708-8873 (503)928-3100 (800)547-4063 . 

W h e t h e r you're start ing a new lawn o r jj 
reseeding an existing one, get the ex-

cellence your customers demand. Use 
T h e Rebels" -- Rebel II, Rebel III, 
Rebel Jr or Rebel 3D tall fescue. 

• Good in sun o r shade 
• Deep roots al low to lerance of 

drought and heat stress 
• Takes the wear and tear of 

backyard use 
• N o " c l u m p y " g rowth like K-31 
• Finer blades for dense, 

"carpet - l i ke" g rowth 
• Excellent, year-round, dark 

green color 



QUALITY YOU 
CAN DEPEND ON! 

PERFORMANCE YOU CAN TRUST! 

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

Bob Parenti 
Palm Beach Exterminating 
West Palm Beach, Florida 

i 

Tuflex will custom-
ize a spray system to 
meet your needs , 
from a pick-up to a 2 
ton cab and chassis. 
Selec t a s ingle or 
multiple tank opera-
tion; include a mix-

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

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

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

T U F L E X M A N U F A C T U R I N G C O . Toll Free: 1 800-327-9005 
1406 S.W. 8th Street Florida Customers: 305-785-6402 
Pompano Beach, Florida 33060 FAX: 305-785-6404 



T O R O 
N O W 

M A K E S 
M O W E R S 

T H A T 
C O M E 
W H E N 

Y O U 
C A L L . 

Call 1 - 8 0 0 - 3 4 8 - 2 4 2 4 
for a FREE ProLine 
Products Brochure. 

Call today for Toro's 
complete line of rugged, 
high-performance mid-
size mowers, riders, 
zero-radius tractors and 
walk power mowers. 
All backed by in-depth 
parts & service and the 
expertise of the industry's 
finest power-equipment 
dealers. 

J ProLine 
When you want it done right 

O 1994 The Toro Company Made in the U.S.A. 
Always read and follow owner's manual instructions. 

USE READER SERVICE #21 

A . Our challenge is always people related. Our 
industry has so many variables in it: we have to 
work off-site, we always deal with different 
people, we have all types of equipment to work 
with, there are many people's expectations to 
consider, it's a very subjective kind of work 
anyway, we have to work with live plant material 
and there's the seasonality factor. 

Q . How do you handle seasonality? 

A . I've noticed that our peak seasons keep 
getting bigger and our slow seasons get slower 
(because we have higher overhead). So we try to 
lengthen the seasons by being more mobile, 
being flexible and offering more services. In the 
winter, we can do landscape work like 
hardscaping, grading and snow removal. 

In the summer when the grass stops growing 
around here, we install sprinkler systems. Lately, 
the growth in irrigation work has begun to bal-
ance out the slack in lawn maintenance. 

Q* How do you get good employees? 

A . First, we pay between 20 and 30 percent 
more in salary than the market rate. We get what 
we call the "cream of the cream," and we hire 
people with experience. We don't really have a 
set wage structure but we want to make it a win-
win situation for both parties. 

I think that in any situation, you still have 
about a 1 out of 4 chance that people will work 
out. We're quick to hire someone we want and 
pay them what they want, but we still don't know 
if they'll work out until they're on the job. 

Attitude and image are probably the most 
important factors in hiring good people, and you 
can't teach that to people. If someone is lazy or a 
cheater, we define it as a character problem. A 
person has to care about what they're doing. 

We go through a lot of people. Sometimes it 
doesn't work out. We take the attitude that we 
gave them the benefit of the doubt when they 
start with us, and if it doesn't work out, we're 
giving ourselves the benefit of the doubt when 
they leave. 

Q* How do you train your employees? 

A . We recruit many people from other compa-
nies. Most of the people we hire are already 
trained, so we have a very limited formal training 
program. Most of the training we do is on the job. 

When they start the job, we give them what we 
call their "personal management responsibili-
ties," which they must follow. It's easy to train 
people in the technical work. Personal manage-
ment is things like coming to work on time in 
uniform, taking care of the equipment, looking 
good, having a good attitude. We tell them that 
productivity and quality go hand in hand. 

It's not worth paying for people's mistakes. 
They want to know what they are supposed to do. 

(continued on page 3 7) 

Gerber Landscape maintains a mix of large and small commercial and residential clients. 
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I t ' s P a y b a c k T 
A m e r i c a n C y a n a m i d 

a n d Q r n a m e n i 
FROM NOW UNTIL MAY 3 1 , 1 9 9 5 , AMERICAN CYANAMID IS OFFERING 
TREMENDOUS CASH REBATES ON P E N D U L U M ® , A M D R O ® , I M A G E ® 
AND PENDIMETHALIN. JUST THINK OF IT AS OUR WAY OF HAVING CUSTOMER 
APPRECIATION DAY-FOR THE NEXT 5 MONTHS! 

PAYBACK ON P E N D U L U M ® HERBICIDE 
FOR LANDSCAPES 

Provides gentle over-the-top control of 45 
annual grassy and broadleaf weeds in over 
260 labeled ornamentals for up to 8 months. 

Buy 5 cases (60 lb) of 1.2 oz water soluble 
bags and get a cash rebate of $75-or a free 
Cooper Pegler 3.9 Gallon Backpack Sprayer! 

PAYBACK ON A M D R O ® FIRE ANT BAIT 

The premier fire ant bait that kills the queen 
and the mound in one easy step. 

Get $1 per pound cash rebate for every pound 
purchased (minimum purchase of 48 lb)! 

PAYBACK ON IMAGE® HERBICIDE 

The only herbicide available for complete 
control of the most problematic weeds in 
turf-like purple and yellow nutsedge, field 
sandbur, wild onion and garlic. 

Receive a $20 cash rebate for every gallon 
purchased (minimum purchase 2 gallons)! 

PAYBACK ON PENDIMETHALIN* FOR TURF 

The most widely-used pre-emergent turf 
herbicide-a proven winner! 

Purchase the same amount in 1995 as was 
purchased in 1994 and get a 10% rebate on 
1995 purchases. Purchase 10% more this 
year than last and get a 15% rebate on 1995 
purchases! 
•Pendimethalin Great Rebate Program dates August 1,1994, to July 31,1995. 

< 7 Agricultural Products Division 
Specialty Products Department 
Wayne. NJ 07470 01994 

IF YOU HAVE ANY QUESTIONS ON THE PAYBACK PROGRAM OR WOULD LIKE ADDITIONAL INFORMATION ON 

ANY AMERICAN CYANAMID TURF AND ORNAMENTAL PRODUCT, PLEASE CALL 1 - 8 0 0 - 5 4 5 - 9 5 2 5 . 

is?r>>'>Vil I • I m W W i T f V mmwM 



TME ON ALL OF 
• PROFESSIONAL TURF 
CYL PRODUCTS! 

OFFICIAL PAYBACK RULES 
Send back as many coupons as you have purchases over the 
minimum required-there s no maximum limit on your rebate for 
the number of pounds or gallons purchased! 
Purchase PENDULUM, AMDRO and IMAGE from your 
authorized distributor between January 1,1995, and May 31,1995. 
Pendimethalin Great Rebate Program dates August 1,1994, to 
July 31,1995. Complete the entire rebate coupon, including all 
information on the back (incomplete information will delay or nullify 
rebate.) Make sure to attach a copy of distributor invoice(s) for each 
purchase. All PENDULUM, AMDRO and IMAGE rebate 
coupons must be postmarked by June 15,1995. Pendimethalin 
Great Rebate coupons must be postmarked by August 15,1995. 
Mail completed coupons and appropriate distributor invoices to: 

American Cyanamid Payback Program 
do M&B Associates Group, Inc. 
PO Box 8575, Trenton, XJ 08650-9871 

Cyanamid Payback Offer 
is available to professional 
product end-users only 
Distributors and other 
companies or individuals 
reselling products are ( 
not eligible. American 
Cyanamid reserves _ 
the right to verify 
all purchases. Rebate 
check will be mailed 
directly to quailifying 
end-users. Please 
allow 6-8 weeks. 
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'•''•ffir 



AMERICAN CYANAMID 
HAS THE PROFESSIONAL PRODUCTS 

THAT MAKE YOUR JOR EASIER... 
AND MORE PROFITABLE: 

P E N D U L U M * W D G OR 3 . 3 E C HERBICIDE 

The easiest way to control over 45 annual grassy and 
broadleaf weeds. Gentle over-the-top control in over 
260 labeled ornamentals lasts up to 8 months, and 
minimizes expensive, labor-intensive hand weeding. 
W D G formulation available in 1.2 oz premeasured 
water-soluble bags and 10 lb jugs. P E N D U L U M 
3.3 EC is available in 2 lA gallon containers. g 

A M D R O * FIRE ANT BAIT 

Americas number one fire ant bait kills the 
queen and the mound in one easy step. 
AMDRO is a unique bait that fire ant workers 
take back to the other workers and the queen 
deep in the mound. When the queen eats the 
bait, she dies-and so does the colony, usually 
in about a week. 

IMAGE® HERBICIDE 

m m 

Controls a broad spectrum of previously uncontrollable weeds in warm-season turfgrasses. 
The only herbicide available for complete control of the most problematic summer and 
winter weeds in turf-like purple and yellow nutsedge, field sandbur, wild onion and garlic. 
IMAGE attacks the roots of weeds, inhibiting plant protein production and growth, so 
weeds starve and die. 

PENDIMETHALIN 

The most widely-used pre-emergent turf herbicide, thanks to its excellent performance 
and turf tolerance. No other pre-emergent can match the cost-effective season-long control 
of Pendimethalin. For control of annual grassy weeds including crabgrass and goosegrass, 
and nine annual broadleaf weeds, including tough-to-control oxalis and spurge. 



They need to have job descriptions that firmly 
state what has to be done for the job. 

Q . How do you view relationships with your 
suppliers? 

A* I believe in the concept of internal and 
external customers. Our employees and our 
vendors are our internal customers. We teach 
people to treat each other like customers. An 
employee could be both an employee and a 
customer; a vendor could be a customer. I don't 
like to think of people as a file name or an 
account number, but as a person. If you take care 
of everyone in the same way, you're treated 
well. That's how we're treated by our vendors. 

Q . What directions do you see in the future for 
Gerber Landscape Solutions? 

A . I'd like to open other branches in the local 
market and beyond, diversify and grow our 
volume. It would be nice to build a fun place like 
some kind of farm/employee retreat with recre-
ational water, retreat facilities and the capacity 
to grow live plants. 

Again, I'd like to have a self-replicating sys-
tem — take any part of the business and let it 
replicate itself. Where a lot of companies get 
into trouble is that people aren't good at wearing 
multiple hats. Those that are good at it are the 
ones that survive. You have to delegate, hire 
well and do good work. And to survive, you still 
have to meet your customers' needs. • 

GERBER'S 
SOLUTIONS 

EVERY JOB description at Gerber Landscape 
Solutions includes a section titled "Personal 
Management Responsibilities," which lists the 
qualities that management requires of employ-
ees. It covers attendance, attitude, appearance, 
initiative, productivity, quality, paperwork and 
organization steps in great detail. Some em-
ployees are asked to maintain daily planners in 
an effort to be more organized and to help the 
systems run more smoothly. 

The list ends with "Do what you say you will 
do," which is one of the "Gerber Solutions" that 
Skipp Gerber constantly preaches to the troops. 
Some others are: 

•Design and implement self-replicating sys-
tems. 

•Make plans and follow through on them. 
•Quality is a balance of productivity, techni-

cal expertise and expectations. 
•We only have one chance to make a good 

impression. 
•Lead by example. 
•Train people by giving them immediate 

positive and negative feedback with rapid rep-
etition. 

•Perceptionis reality. 

You know it makes a difference. 

You tell your customers and 

prospects alxuit it all the 

time. Quality takes extra 

commitment and letter 

resources. Sometimes it takes a little 

more time. But the results are worth it. 

And after all, isn't it results that really matter? 

Quality. It's what we produce and deliver 

every day. Give us a call. 
FocalPoint 

We'd love to show you what we mean. 800 • 525 * 6999 

Graphic Design • Copy Wr i t ing • N e w s l e t t e r s • Brochures 

c 1989 Glen-Hilton Products, Richmond,Virginia 
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:leaningand repair. They waste 
costly service time. But Mini-CIik is guaranteed to shut off sprinklers 
during rainfall and make any irrigation system more efficient. 

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

For the nearest distributor call Glen-Hilton Products, 1-800-476-
0260or 8 0 4 - 7 5 5 - 1 1 0 1 worldwide. | U | | | | | O l l l f i i 

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



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

Fitting The Right Mower 

Tb The Job 
Rotary mowers are the machine of choice for most contractors, but 

special circumstances mean that specialty mowers must be considered. 
The choice is almost as varied as the terrain. 

By Bob Gitlin 

ALTHOUGH choosing the proper 
mower for the job may require the 
simplest of variables — yard size, 
number of obstructions, weather 
conditions — there are fine points 
to the decision-making process. 

On this, manufacturers and com-
mercial contractors heartily agree. 
Anotherthing they agree on: rotary 
mowers have almost completely 
displaced reel mowers. 

John Smith, president of Exmark 
Mfg. in Lincoln, Neb., a manufac-
turer of commercial midsize walk-
behind rotary mowers (both belt 
and hydrostatic drive), explained: 
"Reels cut like a pair of scissors. 
When quality of cut is a priority, 
you would consider it. But in the 
landscape maintenance business, 
they're a thing of the past. They're 
used more commonly in ballparks 

and golf courses. Rotary is the pref-
erence by the landscape mainte-
nance professional." 

Lower maintenance is the rea-
son. The reel mower requires con-
tinual sharpening, said Smith. With 
the rotary, a stone in the deck may 
dull the blade, but you' re only down 
for 10 minutes and out maybe $10 
to put in a new blade. Or you just 
sharpen the damaged blade. 'That's 

an easy job," he added. "With reel 
mowers, the machinery to sharpen 
the mower is more complicated." 

What about walk-behinds vs. rid-
ers? In the 52-inch size and up, 
rotary models tend to come with 
riding capability. But are there any 
considerations beyond that? 

"With the walk-behind, the in-
vestment in equipment is less," said 
Smith. "And maneuverability in 
very heavily landscaped areas can 
be compromised with riders — al-
though zero-turn technology has 
made a lot of riders almost as ma-
neuverable as walk-behinds." 

Aside from budget, factors in 
mower selection include terrain, 
geography, and grass type. 

GAUGING OBSTRUCTIONS. Is it 
a very heavily landscaped area with 
a lot of trees to maneuver around?" 
said Smith. "Or is it fairly open? 
There's where you decide walk-
behind vs. rider. A small yard 
doesn't require a 48-inch mower. 
You want to get down and off in a 
hurry : consider a 32-inch size. How 
wide are the gates going into the 
property? You need a mower that 
fits if the property's fenced." 

A major consideration is what 
will fit on the contractor's hauling 
vehicle(s). 

"A lot of maintenance firms don't 
use trailers," Smith said. "If you 
have a trailer, space may be limited. 
If you don't, you need a piece of 
equipment that will fit in the back 
of your pickup. You can't have a 
52-inch mower when you only have 
48 inches between wheel wells." 

Virtually all manufacturers, in-
cluding Exmark, offer a mulching 
kit. But you still have to match it to 
the grass and climate. "I 
don't think there's a 
mulching kit on the mar-
ket today that will mulch 
in all mowing condi-
tions," Smith noted. "In 
Michigan, New England 
and Pennsylvania, they 
use a fine-bladed blue-
grass. If you are mowing 

Walk-behind mowers 
move easily in tight 
spaces. Credit: Kubota 

Riding mowers offer flexibility, operator safety and fast mowing on large properties. Credit: Walker Mfg. 



TYPICAL MOWER CHARACTERISTICS 
Management Requirements 

Type 
Examples & 
Description Terrain Vegetation 

Debris & 
Foreign 

Material 
Typical 
Mowers 

Typical 
Mowing 
Heights 

Typical 
Take 
Off 

Mowing 
Freq. Level Irrigation Fertilizer 

Pest 
Control 

Catch 
Req. 

AAA 
Golf Greens & Tees 

Flat to 
rolling 

Grass, single 
type None Reel 

Less than 
1/2" 

1/8" to 
1/4" 

daily to 
every 

other day 
Very 
High Frequent High High Catch 

AA Golf Fairways & 
Sports Fields 

Flat to 
hilly 

Grass, single 
type Little 

Reel/ 
Rotary 1/2" to 1" 

1 /4" to 
1/2" 

2 to 3 
times per 

week High Frequent High High Catch 

A 
Residential, Condo, 
Office Complexes 

Flat to 
hilly with 

landscaped 
berms 

Grass, single 
type 

Some, 
twigs & 

branches 

Walk-
behind & 

small 
riding 
rotary T t o 3 " r t o 3" 

at least 
once per 

week High Frequent Medium High 
Catch/ 
Mulch 

B 
Apartments, 

Business, Smaller 
Public Areas, 

Maintained Golf 
Roughs 

Flat to 
hilly with 

landscaped 
berms 

Grass, single 
type 

Some, 
twigs & 

branches 

Walk-
behind 

and 
small 
riding 
rotary 

1 l / Z ' t o 
3 1 /2" r t o 4" 

at least 
once per 

week Med. Some Low Medium 
Catch/ 
Mulch 

C 

Utility Turf, Parks, 
Schools, Colleges, 

Industrial Sites, 
Cemeteries and 

Memorial Gardens, 
Golf Roughs 

Flat to 
hilly, 
some 
steep 
slopes 

Mixed grasses 
and weeds 

Some, 
twigs & 

branches 
Riding 
rotary r t o 4M r t o 5" weekly 

Med. 
to low Little None Low Mulch 

D 
Rough Mowing, 

Right-of-Way, Dams 
& Levees 

Flat, hilly 
& steep 
slopes 

Mixed grasses 
and weeds 

High 
amount, 
bottles, 
cans, 

vehicle 
parts 

Tractors 
with flails 
and pull-
behind 
rotary 4" to 8" 3" to 2' 

every 2 
to 4 

weeks Low None None None None 

E 
Extremely Rough, 

Sol id Waste 

Hilly, 
rough, 
ruts& 
wash-
outs 

Wild 
vegetation 

High 
amount 

Tractors 
with flails 
and pull-

behind 
rotary 6" to 10" 6" to 5' 

2 to 4 
times per 

year Low None None None None 

S 
Specialty 

Steep 
slopes 

Grass & wild 
vegetation 

High 
amount 

Specialty 
flail and 
rotary 6" to 10" 6" to 5' 

2 to 4 
times per 

year Low None None None None 

Credit: Excel Industries Inc. 

first thing in the morning when the 
dew is on the grass, you probably 
are not going to get the highest 
quality mulching job. At the other 
extreme — in Florida where they 

have a lot of St. Augustinegrass, or 
even in the Midwest with their wide-
bladed fescues—you can mulch in 
more adverse conditions." 

Jim Wallace, product manager 
forToro's ProLine series, based in 
Bloomington, Minn., explained: 
"You've got the reel for formal 
cuts, the rotaries for almost any-
thing, and then the flails for rough 
cuts. Reels can go anywhere from a 
64th of an inch cut on a golf course 
on up to maybe 3 inches: rotaries, 
an inch on up." 

Rotary is the king of the lawn 
and landscape maintenance busi-
ness. And big enough space gener-
ally requires the rider's bigger deck, 
rather than a walk-behind, Wallace 

added. "When you get above 60 
inches, you're going to use a rider. 
Below 44, you'd probably use a 
walk-behind. In between, itdepends 
on what kind of territory you're 
trying to cover." 

Zero-turn radius has made mow-
ing more of a breeze in obstruction-
filled areas. "Zero-turn radius is for 
areas where you've got a lot of 
trimming to do," said Wallace." 

Ninety percent of zero-turn ra-
dius mowers have hydrostatic rather 
than belt drives, he said. 'They are 
for a lot of backing up, and prob-
ably not very many hills or berms, 
because they're not particularly 
good on the steep hills and berms." 

Don Kanter, director of sales and 

marketing for F.D. Kees Mfg., a 
Beatrice, Neb.-based manufacturer 
of commercial walk-behinds (both 
belt and hydrostatic drives), said 
zero-turn radius mowers generally 
are used for tighter areas. 'They're 
used predominantly on residential 
property. Riders are used more in 
larger areas because they can mow 
at higher speeds." 

Ken Raney, advertising man-
ager, Excel Industries, Hesston, 
Kan., said the convenience of rid-
ers comes with caveats. "If you've 
got to get up that curve or that tight 
little spot, you still have to come 
back with a walk-behind or a weed-
eater. In those really small areas, 
you can't beat a walk-behind." 



On larger, wide-open areas, one 
operator riding can get more work 
done, whereas operators pushing 
walk-behinds "often have to horse 
those things around and that can 
wear a guy out," Raney said. 

Excel makes only zero-turn ra-
dius and hydrostatic drives. "We 
think they're perfect for every-
thing," he added. 

Flail mowers, Raney added, al-
though high-maintenance and ex-
pensive, are commonly used on 
roadsides where safety is a concern, 
as they throw grass and potentially 
dangerous debris horizontally 
rather than down. "We offer flail 
mowers but don't sell that many of 
them. It's not a big market." 

Bob Walker, president of Walker 
Mfg., Ft. Collins, Colo., reported: 
"We build a midsize riding com-
mercial-grade mower, a zero-turn 
radius type. Its cutting width is like 
an intermediate walk-behind." The 
relatively little rider is intended to 
fit in places that commonly call for 
walk-behinds. 

There's only one place, he said, 
that a walk-behind fits better than 
the rider: on steep hills. "With that 

fitting the mower to the 
job is fitting the right 

size to the right 
application to get it 

done most efficiently/ 

exception, I can't think of a time 
you should walk. One man on our 
rider can do the work of two with 
walk-behinds." 

MAINTENANCE ISSUES. Contrac-
tors grappling with mower issues 
reflect many of these same attitudes 
about productivity and the need to 
balance unimpeded wide-area 
mowing with requirements for ma-
neuverability and flexibility. 

Rodney Bailey, owner of Ever-
green Services Corp., a Bellevue, 
Wash., landscape maintenance 
company for commercial proper-
ties, said that about 90 percent of 
his mowing is done with various 
sizes of rotary mowers. 

"We'd use a reel if a 
customer demanded that 
double-A-class lawn ap-
pearance, the patterned 
mow like you see on a 
football field," he said. 
"We'd use the flail on a 
very rough mow, with 
heavier brush and longer 
grass, like a hayfield." 

Although there are 
many 50-inch mowers 

available as walk-behinds, he pre-
fers to have his operators riding. 

"One thing we have to deal with 
up here, more so than a lot of other 
people, is mowing in rain. The say-
ing up here is, i f you' re waiting for 
it to stop raining, you'll probably 
never get it done.' So we have to 
have mowers that have a proven 
pickup capability for heavier, wet 
grass. That affects our riders more 
than our walk-behinds." 

NEW PRODUCT OPTIONS. Bailey 
keeps his eyes peeled for special 
features such as "accutrack," which 
is said to track on side hills, com-
pensating for the tendency of the 
mower to pull downhill. This helps 

the man fighting his way through a 
crosshill mow. "If we did a lot of 
side hill mowing, steeper berms 
and things like that," he said, "that's 
something we would want." 

Jack Sweeney, production man-
ager at Byrne Brothers Landscap-
ing Inc., Essex, Mass., a landscape 
maintenance firm, said "fitting the 
mower to the job" is fitting "the 
right size to the right application to 
get it done most efficiently." 

Riding mowers are his prefer-
ence. 'They're faster. The only time 
we use the walk-behind is with 
slopes. We use a 61 -inch zero-turn 
radisu rider with hydrostatic drive 
quite a bit. Those drives are a lot 
more efficient than the old belt 
driven models." 

It's mostly ryes, blues and fes-
cues in his area, he said. Mulch 
mowing is seldom needed. "On a 
lot of our residential condominium 
projects, we still pick up and haul 
away grass. Where we can do it, we 
just let it fly, and keep on top of it so 
it works its way in without need for 
a mulching mower." 

Sweeney said he would like to 
see a standard rider mower come 

FINAUYl 
Organies without sewage 

sludges or animal by-products! 

C & S TURF CARE EQUIPMENT, INC. 
T U R F T R A C K E R 

S S 8 0 3 0 

FEATURES: 
• Spreads and sprays over 4000 sq. ft. 

per minute. 
• Zero turning radius for maximum 

maneuverability. 
• Full hydrostatic drive. 
• 1 2' break away spray boom. 
• 1 50 lb. capacity; 3 speed electric 

spreader. 
• Designed for residential and commer-
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(216) 966-4511 (800) 872-7050 

FAX (216) 966-0956 

No offensive odors • Low Low dust 

" H u m i c P lus" 9 -1 -5 w i t h 1 .5% Iron 
60% slow release. As low as $1.62 per 1000 sq. feet. 

" B l a d e R u n n e r " 15-1-9 w i t h 1 .5% Iron 
37% slow release. As low as $1.22 per 1000 sq. feet. 

" P H C o n t r o l " 15-1 -15 
20% slow release. As low as $1.25 per 1000 sq. feet. 

" L i q u i d F o r m u l a C o m p o s t " 1 -1 -3 
As low as $1.00 per 1000 sq. ft. 

435 Wilson Street NE 
Minneapolis, MN 55413 

1-800-783-1069 
USE READER SERVICE #24 



out that cuts the ultra-large swath (78 inch), with 
the same control he gets out of his 61-inch 
mower. He's still waiting. 

MEASURE THE PROPERTY. Scouting the prop 
erty before or after landing the bid is necessary in 
fitting the mower to the job. This is standard 
procedure for most contractors. 

"Our people go out and measure. Then we 
have an idea of what will work. We send out 
experienced people who are the most efficient 
and productive. They figure what they would 
need. Usually they're pretty much on the money. 
We measure turf areas with wheels that gauge 
the distance," Sweeney explained. 

Unbroken broad expanses may call for an 
old-fashioned rider, as zero-turning radius can 
slow an operator on flat-out mowing. Gates, 
trees and posts on a similar size field might, on 
the other hand, call for zero-turn radius. 

Kurt Kluznik, president of Yardmaster Inc., 
Painesville, Ohio, uses more than 100 mowers 
on his Cleveland-area business. The commer-
cial and multifamily-residence contractor said 
he only runs with fourdifferent types of mowers 
in his Cleveland operation (he's also got busi-
ness down in Columbus). "We use 36s, 48s, 52s 
and 60s. And we still use a 21-inch model." 

He used to favor riding, but not now. 
"We had 60-inch riders, but we have opted to 

go with sulkies and Velkes." These are attach-
ments that allow the rider to sit on a seat over the 
mower, or stand on a little attachment behind 
that makes it look as if he's riding a skateboard. 

"We decided we wanted the flexibility of 
using our mowers as walk-behinds," Kluznik 
said. "You can use the 60 as a walk-behind. 
Several employees prefer it on some jobs. We 
have a fair amount of turnover with our people, 
and you' 11 get less damage off of a walk-behind 
mower, ora Velke or sulky mower, than you will 
out of a rider. Cost was a minor factor; the rider 
doesn't run you much more. It's just that we had 
a lot less operator abuse on a walk-behind." 

His one remaining riding mower, used for 
sports fields and huge industrial complexes, is a 
10-foot monster. He no longer has any zero-turn 
radius riders in his fleet. "We do, however, have 
hydrostatically driven zero-turn radius walk-
behinds. They do the job for tight spaces and 
trim work," Kluznik said. "We also use a big 15-
foot batwing mower, which we pull with a 
tractor. We use that for big accounts." 

REEL FLEXIBILITY. Some commercial cutters 
do a lot of reel mowing. Perhaps as much of 5 
percent of the mowing done by Laflamme Ser-
vices Inc., a Bridgeport, Conn., landscape man-
agement company, is reel mowing, said Ed 
Laflamme, owner. 

"Our high-end corporate accounts often de-
mand it," he said. "We have a number of world 
headquarters, like Xerox, on which we reel 
mow. We do 17-acre athletic complexes all by 
reel." This premium turf is relatively stone- and 
debris-free, incurring little actual blade damage, 
he said. "And it's a requirement. Athletic fields 
need a close cut for fast play." 

Maintaining the green carpet look requires 
mowing every five days with a reel mower, as 
opposed to seven days with a rotary model. 

"And the turf is tighter," Laflamme added. 
"When you cut with reels, you cut lower. It's 
more dense." He has three-gang reel units (72 
inches times three) that give a variation in color 
and pattern. "In this situation, appearance is as 
important as cost." 

The bulk of his mowing, obviously, is rotary. 
He has three diesel-engine, all-hydraulic, re-

tractable-batwingrotaries, which do 101/2-foot 
cuts. "They do a comfortable 5 acres an hour 
with extremely high quality — they are tremen-

dous machines. They will do hills like a four-
wheel drive machine. 

Sometimes a plum bid will prompt an other-
wise unadvisable expenditure on a new mower. 

"Our bid team advises me on whether we 
should use existing equipment or buy a special 
piece. We've done that. Right now, if we can 
make a deal for a certain multiyear contract, I'll 
go out and buy a machine that's twice as big as I 
have, because then nobody can compete against 
me unless they buy one too." . 

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

BUILDING PROFITS 
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•Straight line, drop through de-
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material flow. 

•16hp engine heavy duty rotor 
engagement system reduces 
waste up to 20 to 1. 
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struction is built for commercial 
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•Save time and money on green 
waste disposal. 

EAGLE 4 4 
•Trailer-mounted, articulated 

aerial lift with a 25-foot side 
reach and 44-foot working 
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•Positive bucket leveling, 360° 
continuous rotation. 

•Proportional control valve 
featuring joystick operation. 

•Ease of operation and portabil-
ity make the EAGLE 44 ideal. 
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1480 Arrow Hwy., La Verne, CA 91750 

(909)392-2033 Fax (909)392-4651 
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IRRIGATION S T R A T E G I E S 

Water 
Conservation— 

A Tough Sell 
WHERE WATER isn't scarce in 
this country, it's getting expensive, 
challenging landscape and irriga-
tion contractors to squeeze the most 
benefit for their customers out of 
the least amount of water. 

But where scarcity or high cost 
don't sink into the psyche of prop-
erty owners, contractors face an 
uphill battle toconvince customers 
that conservation is the best long-
term strategy. 

In Denver, for in-
stance, water rates in 
the city itself — thanks 
to ample supplies in 
the Rockies — are so 
low that conservation 
isn't considered. 

"In the city, they 
still purchase water at 
extremely cheap 
prices, about 80 cents 
per 1,000 gallons," 
said Tom Garber, 
president of Colorado 
Landscape Enter-
prises in Westminster. 

'That isn't to say 
we have a wasteful en-
vironment, though." 
The primary restric-
tion, Garber noted, is 
people's perception of 
the cost of water. Den-
ver sells its water to 
the suburbs, where the 
rates are $2 to $4 per 
thousand gallons. 

'Those rates have 
risen about 25% per 
year, and most of our 
homeowner association customers 
have come to us to ask what they 
can do to save money." 

Garber explained that the best 
way is renovation of the customers' 

Despite growing water shortages and 
rising rates, many consumers are reluctant 
to accept or invest in water conservation 

strategies for their landscapes. 

By Kevin Tanzillo 

The priniciples of water conservation usually hit home for landscape clients when they see costs 
skyrocket, water-use restraints or massive water waste. 

irrigation systems to make them 
more efficient. The initial cost of 
such projects intimidates custom-
ers, but they tend to go along with 
inexpensive methods such as rain 

sensors and digital (instead ofelec-
tromechanical) controllers. 

He cited one 12-acre property 
with a perimeter sidewalk and an 
irrigation setup that watered more 

than an acre of concrete. He video-
taped water running down the side-
walks and street and showed it to 
the owners, but they still balked at 
the $100,000 that it would take to 
do the job right. 

SAVING MONEY. Garber s com 
pany was able to install rain sensors 
and digital clocks — a $10,000 
investment that saved the owners 

$22,000 in water bills 
over two years. 

Customers also are 
open to low-cost im-
provements such as 
more efficient long-
range sprinkler heads. 
Ratherthan older ones 
that use five to seven 
gallons per minute, 
Garber noted they can 
use nozzles that put 
water out at a specific, 
lower rate. 

"Customers just 
want the generic 
Colorado landscape 
— a nice bluegrass 
yard with a few trees 
and shrubs," Garber 
said. 'There is a very 
small market for 
people who really 
want to implement the 
principles of xeri-
scaping. We have to 
be sensitive to clients. 
Some say that no mat-
ter what, they still 
want green grass and 
no brown spots. If we 

can't renovate their irrigation sys-
tem, the alternative is to double or 
triple the water use. 

"There is a tremendous amount 
(continued on page 44) 
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And Poison Oak Is Easy To Spot. The Difference Between 

A Great Truck And An Okay Truck Is Just As Easy. 
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Water Conservation 
(continuedfrom page 42) 

of waste and we have a long way to 
go. But only a small percentage of 
people will conserve for environ-
mental concerns. Most people must 
face higher water hills before they 
will start to conserve." 

On the bright side, Garber said, 
he sees fewer instances of "fence-
to-fence grass" and an increase in 
the use of mulched beds, perennials 
and native plants. 

BIG EXPENSE. In Nashua, N.H., 
water is plentiful but also costly. 

"Some of our water companies 
have gotten extremely expensive," 
noted Jim McMahon, landscape 
management division manager at 
Coronis Landscaping. "Water is not 
in short supply, but I am sure it will 
be, as development starts up again." 

Coronis said the Northeast area 
isn't particularly progressive about 
water conservation. 

"Not a lot of people talk about 
reclaimed water, but a couple of my 
large multi-family or commercial 
groups dug their own wells. That's 
a gamble, but it can be cost-effec-
tive in the long run. You aren't 
regulated by the town as far as 
water bans, and we have had those 
in the past, when it gets very dry." 

McMahon stressed that a con-
tractor must be aware of the areas 
being watered and use plants that 
don't require a lot of watering. 

"We are real strong on making 
sure all areas get the same amount 
of water, so we don't have to water 
the heck out of the turf just to get 
one area covered. 

"We discourage people from try-
ing to water their ornamentals with 
the lawn part of the system. As the 
ornamentals grow up they' re pretty 
tough, but you can't back the sys-
tem off if you are watering it with 
your lawn. Also, we try to keep the 
water off the hard surfaces." 

Rain sensors also are important, 
McMahon insisted. "Anyone do-
ing a commercial system should 
make sure they have a rain sensor 
on it. I am all for requiring the use 
of rain sensors, but it has not yet 
been mandated. The industry here 
is regulated very loosely." 

Cost is forcing an awareness of 
conservation techniques on custom-
ers, McMahon said. Some get an 
OK from their water companies to 
install separate water meters for ir-
rigation systems so they don' t have 
to pay sewage charges. 

"I think what will happen with 
us is new development will force 
the issue and tighten water up." 

WATER USE RESTRAINTS. One 
wouldn't expect water conserva-
tion to be a hot topic in South Caro-
lina, but it is for Matt Thomas, 
irrigation maintenance manager at 
Ocean Woods Landscaping on 
Hilton Head island. 

"Especially here on the island, 
water conservation is a big issue 
with restraints the town recently 
put on us," Thomas said. "The soils 
we have don't hold water well, so 
we are constantly irrigating. We 
don't want to use more than we 
have to, and we don't want to dig 
wells, because then you have salt 
intrusion. A preventive move is to 
watch what you are doing." 

Hilton Head requires irrigation 
system installers to be licensed and 
systems to be checked by a town 
inspector. Systems that pass are 
tightly fit ones with rain sensors, 
backflow prevention and properly 
spaced heads. 

"We typically drip-irrigate 
shrubs, but use spray heads forturf," 
explained Thomas. Hisfirm'scom-
mercial clients include subdivision-
style developments inside large 
plantations. 

"Reclaimed water is another op-
tion fora lot of commercial installa-
tions," he said. "Where it is avail-

able on the island, it costs one-tenth 
that of potable water. Where I have 
hooked it up, it is easy to sell." 

BIG INVESTMENT. "The cost of 
water is a definite concern with our 
residential and commercial clien-
tele," said Greg Kershaw, principal 
of McDugald-Steele Associates in 
Houston. 

"There are no local ordinances 
or restrictions about irrigating, but 
there is a big concern about water 
bills. Even our residential projects 
are large ones, such as estates, and 
the water bills can be tremendous. 

"We do what we can to make 
ourclients' use of water as efficient 
and cost-effective as possible. We 
use the best equipment and design 
where those heads and drip lines 
go. We like throwing water low, 
right on the ground — nothing 
overhead. We try to be as effective 
as possible in the use of water." 

Kershaw explained that 
McDugald-Steele's design criteria 
mean a more expensive installa-
tion, but the firm convinces cus-
tomers they will get the money 
back in water bill savings. 

Water-efficient plant choices 
aren' t even considered because cus-
tomers don't have that mind-set 
yet, Kershaw said. 

"They still want their place to 
look premiere," he explained. "If 
you can do something about their 
water bills, they' 11 consider it. We 
do what we can on our own, realiz-
ing that although we don' t have the 
restrictions some states have, ulti-
mately we will be affected." 

SENSOR MANDATES. Even in 
Florida, water conservation is man-
dated. Sam Cams, irrigation op-
erations manager at Ground Con-

trol Landscaping in 
Orlando, said a state 
law requires rain sen-
sors in new landscape 
installations. 

Before the law, 
"We only used them 
sparsely, if a client re-
quested it," Cams re-
called. "We try to do 
it on our maintenance 
properties, to keep re-
lations with them on 
an even keel. They 
didn't want to see the 
irrigation running at 
the same time that it 
was raining." 

Water manage-
ment is an issue on 

the major properties. Cams said. 
His staff monitors water use in 
both rainy and dry seasons, adjust-
ing watering times on all zones. 
Florida switches to water restric-
tions during dry periods. 

"Initially this was a problem, 
but now we find it is more of a 
benefit," Cams explained. "It adds 
to a sale to let the clients know we 

monitor their properties. We watch 
the scheduling of the cycles and the 
amount of water used." 

Cost of water isn't a big issue in 
Orlando, Cams added. Also, some 
large properties rely on existing re-
tention ponds for irrigation water. 

Still, he said, "Water conserva-
tion is probably one of the two top 
criteria we use when we have a 
design/build project or a project we 
have bid on that is handed to us. We 
try to look closely at it so that there 
is nothing wasteful." 

Cams' firm hasn't modified 
plantings toward more water-effi-
cient varieties. There is some use of 
drip irrigation, but it is not deployed 
extensively. "We're doing what 
we've always done, only we make 
sure things don't get overwatered," 
he concluded. 

DROUGHT EASES. On the West 
Coast, 1995 could be a good year 
after the fall rainy season got off to 
a good start. 

'This year is looking very good," 
said a confident Dave Bumley of 
Contra Costa Landscaping in 
Martinez, Calif. "As far as water 
sources from different water dis-
tricts, there probably will be less 
publicity about water use because 
of the easing of the drought." 

Explaining that his part of north-
em California gets 90 percent of its 
precipitation from November to 
February, Bumley said, rain sen-
sors are rarely used. 

"We have almost no rain from 
late April to around October. We 
know we will have to irrigate ac-
cordingly through that growing sea-
son. We feel we are charged to man-
age the water and to be responsive to 
ourclients' needs." 

Supervisors at Contra Costa 
Landscaping monitorclocks weekly 
during the transitional seasons and 
keep a close eye on evapotranspira-
tion rates, Bumley noted. 

Customers don't show much in-
terest in xeriscaping, preferring in-
stead to "fine-tune" their irrigation 
setup, moving from overhead sprays 
to drip irrigation, for instance. Such 
a move is encouraged by water dis-
tricts, which often rebate half the 
cost of equipment involved in the 
irrigation conversion. 

Although there is some interest 
in drought-tolerant plants, clients 
aren't clamoring for water-thrifty 
plantings, Bumley said. If there is to 
be any trend in that direction, the 
push must come from landscape 
architects and the industry itself. 

'We do what we can to 
make our clients' use of 

water as efficient and cost-
effective as possible. We 
use the best equipment 
and design where those 
heads and drip lines go. 
We try to be as effective 

as possible/ 



Despite California's perennial 
scarcity of water, the cost still isn't 
so high that it drives people to 
conserve, Burnley added. He noted 

that 100 cubic feet, or 748 gallons 
of water, goes for $ 1 to $ 1.45. 

WATER HARVESTING. In a place 

Drip irrigation plays 
a major role in fine 
tuning systems for 
conservation. 

like Tucson, Ariz., 
smack in the middle 
of the Sonoran De-
sert, every drop of rain 
is precious. For J.D. 
DiMeglio of Hori-
zons West, that means 
designing installa-
tions to catch as much 
water as possible. 

"We do passive 
water harvesting," 
explained DiMeglio. 
"We rarely get so 
much water that it 
would damage the 
landscape to have it 
pool. Our rain is 
spaced far enough 
apart and is light 
enough so that even 
if we get a lawn area a 

foot deep with water, it won't hurt. 
In a couple of days, it drains away." 

The Horizons West approach in-
volves grading properties and chan-

neling water to take the runoff from 
streets and paved areas and bring it 
to the turf and landscaped areas. 
Grassy areas may be dropped 4 
inches from a sidewalk, for instance, 
to collect waterand keep it where it 
will do the most good. 

Using water this way allows cus-
tomers to have a lawn or higher-
water-use shade trees in places 
where they would never have con-
sidered them. It also helps that Tuc-
son gets 12 to 13 inches of rain a 
year, almost double the rainfall of 
Phoenix, so there is more water 
available to harvest. 

"We also use moisture sensors, 
so if the soil is wet, it avoids that 
irrigation cycle. That is particularly 
important with water harvesting." 

One thing is for sure, Tucson 
customers don't question the need 
for water conservation. 

'That's a given here," DiMeglio 
observed. "People always ask for 
low-water-use plans. They are real 
open to the idea. Automated irriga-
tion is the norm, and has been for 
the past 20 years. Water has always 
been costly here, so early on there 
was an incentive to be efficient." 
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DiMeglio sees a move away from 
the dirt, gravel and cactus yard de-
sign that he jokingly named 
"zeroscaping," and into a more lush 
look. The move has been helped by 
utilities that encourage landscap-

ing designed around low-water-use. 
"Builders still crown properties 

out to the street, but the best way is 
to have water flow into the yards," 
DiMeglio said. "Many architects 
recommend that, and on custom 

homes you see this. 
You don't have street 
flooding and storm 
drains. Instead of bar-
ren, hot and crowned 
yards, you have the 
water going to the trees 
and the lawns." 

EYE TO THE FUTURE. 
It's not quite as dry in 
Spokane, Wash., but 
the rainfall only runs 
about 16 inches each 
year, explained Gary 
Sander, president of 
Nelson Landscape 
Service. However, 
Spokane benefits by 
sitting over a vast 
aquifer that helps keep 

The cost of wasted 
water often forces 
conservation. 

Customers are 
open to low-cost 

improvements like 
more efficient 

long-range sprin-
kler heads. Rather 

than older ones, 
they can use new 
nozzles that put 
out water at a 

lower rate. 

water costs among the least expen-
sive in the Northwest. 

"Spokane has not had a problem 
with water, except maybe with the 
building boom and a lack of infra-
structure to get water out to those 
new areas," Sander said. 

As a result, his firm's water con-

servation practices are "basically 
with an eye toward the future. We 
believe it has to start somewhere." 

On large commercial sites where 
not all the property is used, Sander 
said his company puts in dry land 
grasses that need almost no water 
except for the first germination. 

"Secondly, we use drip irriga-
tion whenever we can. On lawn 
areas, we use lower gal lonage heads 
and set the controllers so we can 
optimize use of the water. In rural 
areas, we go to more native-type 
plantings and use drip irrigation. 

"We also try to inform the owner 
with sandy soils that by installing 
the proper topsoil with proper 
amendments, they can cut down 
their water use." 

To protect the aquifer, area com-
mercial and subdivision projects 
must channel their water runoff into 
a specially designed swale. 

The swale area is planted with 
sod and acts as a filtering basin to 
purify the water before it returns to 
the aquifer. • 

The author is a free-lance writer 
based in Norwalk, Ohio. 
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INTERIOR P L A N T S C A P I N G 

Entering The 

Interior 
Market 

Establishing a healthy interior-
scaping business requires more 
than an investment in hand 
sprayers and feather dusters. 
Different handling of clients, plant 
management requirements and 
special equipment are necessary to 
make the leap successfully. 

By Barbara G. Howell 

"IN BOTH exterior and interior 
landscaping, you are selling plants. 
In interiorscaping, you are selling 
plants in a coat and tie," explained 
JeffZindel. 

Zindel should know. After work-
ing for 15 years with his father in 
the landscaping business in central 
Illinois, he and his wife, Susie, be-
gan an interiorscaping firm, 
Li vingreen Interiors in Omaha, Neb. 
Now, after nine years of specializ-
ing in interiorscapes, Livingreen is 
going to the outdoors. 

Livingreen Outdoors started in 
April 1994 as Zindel's company 
began to diversify. He hopes the 
attention to customer service that 
made his company successful in 
inside work will continue to mean 
success on the outside. 

Diversification is going in both 

directions. Not only are many 
interiorscaping firms beginning to 
enter the exterior market, but many 
more exterior landscaping firms are 
considering inside work to add rev-
enues and profits. 

It's "a natural evolution" accord-
ing to incoming Associated Land-
scape Contractors of America presi-
dent Terry Anderson, regional vice 
president of Rentokil Environmen-
tal Services in Riverwoods, 111. 

"It's an obvious path for diversi-
fication," said Anderson. His divi-
sion of the United Kingdom-based 
service company specializes exclu-
sively in interior work. 

NEW BUSINESS GROWTH. KEI in 
Milwaukee is typical of a company 
diversifying to grow by entering 
the interior market. Ron Kujawa 

Many exterior landscape contracting firms have diversified into interior 
plantscaping to increase profits and improve year-round cash flow. 

started Kujawa Enterprises Inc. 25 
years ago specializing in grounds 
management. Son Chris explained 
how the business grew. 

"In 1967, we were doing the 
only thing people thought of, which 
was mowing the grass. We had the 
idea of expanding into other con-
tracted services like pruning and 
tree care, annual bed maintenance 
and lawn care. 

"Our next expansion was into 
restoration work. A large utility 
company was putting power lines 
underground and we were hired to 
repair the lawns behind them. That 
required large dump trucks and big 
equipment. From there, with the 
equipment, we expanded into de-
sign^uild work by installing land-
scape material and moving parking 
lots around," he continued. 

"We are a market-driven com-
pany. We let the market dictate what 
the customers want and provide it 
from there. We were dragged into 
interiorscaping by our clients. We 
were already caring for their lawns 
and installing landscape and irriga-
tion. We had one guy doing it in 
maybe three or four places for the 
last couple of years. We did it as a 
request, not a planned expansion." 

That's the way it was for the last 
six or seven years. Now, KEI has 
about 25 interiorscape clients and 
about 12 employees in that divi-
sion. It all changed with a phone 
call just eight months ago. 

"We lost a large bid for a major 
downtown account on price," 
Kujawa explained, "but the com-
pany was so impressed that they 

(continued on page 50) 
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Interior plants require a high level of maintenance and attention to detail. 

called back a couple of months later 
and said they had a contract for 
interior service. They realized we 
weren't in the interiorscape busi-
ness but asked us to take a look at it 
and consider making a bid on the 
interior contract anyway. We were 
very flattered and put together a 
package and got the contract." 

Word of mouth has spurred the 
growth and, at the close of 1994, 
Chrisestimated the company would 
add 7 to 10 percent to sales from the 
interiorscape business. 

Most companies—whether they 
are exterior landscape contractors 
going into interior work or 
interiorscape companies going to 
outdoor work — relate the same 
experience. 

Don Horowitz with Plantscape 
Inc., in Pittsburgh explained, "Your 
clients will request it. Corporate 
clients want to work with one con-
tractor who can do everything. The 
move from exterior to interior is 
attractive to many companies be-
cause it's much easier to expand to 
existing customers who know your 
work. It's much less costly than 
going after new customers." 

Anderson suggested that natural 
diversification is only one of the 
reasons companies move from ex-
terior to interior or vice versa. 

"I think there's a less obvious 
reason for it, too," Anderson said. 
"People in our industry, the entre-
preneurs, get stale doing the same 
things. The diversification of ser-
vices gives them a chance to do 
something new." 

DIFFERENT BALLGAME. Indeed, 
the move to interiorscape gives land-
scape contractors new challenges. 

"You can't assume that because 
you are successful in one, you'll be 
successful in the other," suggested 
Anderson. 

The biggest difference, Zindel 
explained, is the "different strata of 
clients. In interiorscape, you're not 
dealing with the groundskeeper in 
coveralls who works out of the base-
ment or a back building, but the 
facilities manager who has a corner 
office on the 14th floor." 

According to managers in many 
companies who have made the 
move from exteriorto interior work, 
the clients are not the same. Often, 
landscapes believe that they'll still 
be dealing with the same person 
since work is at the same property. 

That's not usually the case. Not 
only does the switch to interiorscape 
often mean adding a new contact or 
client, it means dealing with him or 
her in a different manner. 

In addition to different working 
contacts and types of communica-
tion needed, contractors say the 
plants are not the same. 

"It's a whole new ballgame," 
continued Zindel. "Tropical foli-

'You can't assume 
that because you 
are successful in 

one, you'll be 
successful in the 

other/ 

age is an entity all its own. Interior 
plants are not forgiving. If you trim 
a ficus two feet too short inside, you 
can count on replacing it. Outside, 
you might get away with it and just 
wait a year. Not inside." 

Business is different in the inte-
rior market, too. 

First, as Zindel noted, there's not 
as much equipment required for 
interiorscaping. He also stressed that 
a landscape contractor can't count 
on interiorscaping to turn a profit as 

fast. 'Turnaround time and profit-
ability is faster and easier in exterior 
work," rather than interior work. 

Other managers echoed these 
sentiments. Several suggested they 
turned profit right away with exte-
rior landscape contracts, but it took 
more than a year for their interior 
business to show a profit. 

Orkin recently began moving 
into the interiorscape market with 
Orkin Plantscaping. Most branches 
handle interiorscaping primarily, 
but Brent Totman's branch in Knox-
ville has 35 percent of its business in 
exterior work. He noted a number 
of differences between inside and 
outside business. 

"In operations, the technical skills 
are unique. There's not a lot of 
crossover except in doing installa-
tion work. There's not even a lot of 
similarity in the type of service or 
maintenance work. 

"Crossover starts," Totman said, 
"at the selling level. The difficult 
part of selling is developing a rela-
tionship with the customer. Then, 
it's easy to come back with other 
services. Management is similar, 
too. In interior as well as exterior 
work, you have to manage people 
and equipment and work with cus-
tomers. That's the same." 

STARTING THE TREK. Interior land 
scape firm managers have some 
good news and some bad news for 

those thinking about diversifying 
into interiorscape work. 

First, there's the equipment. 
Exterior landscapes are used to 
big pieces of expensive equipment. 
The good news is that interiorscape 
requires less equipment and the 
capital investment can be consid-
erably less. 

Before venturing into the 
interiorscape field, the following 
equipment may be needed: 

• A high-cube van for transport-
ing plant material. At the high-end, 
consider climate controlled trans-
portation. 

• Water wells or some type of 
apparatus to provide water at each 
job site. Some managers suggest a 
device that can fold up and store in 
a closet. 

• Spray equipment, mostly 
smaller scale for use on foliage 
plants. Several interiorscapers sug-
gest a need for pressurized spray-
ers for atrium-type trees. 

•Lifting equipment (like a fork-
lift) to move large plants. Many say 
this type of equipment isn't always 
necessary and suggest that compa-
nies may want to rent when needed. 

• Appropriate pruners, trimmers, 
scissors and feather dusters for 
maintenance. 

• Some companies provide ve-
hicles foremployeestodrive to job 
sites. Other companies pay mile-

(continued on page 54) 
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age for employees to use their own 
cars for work. 

• An inventory of tropical plants 
for replacement or installation also 
is necessary. This inventory requires 
either a greenhouse or a heated stor-
age facility. Estimates on the size 
required varies from several hun-
dred square feet to 5,(XX) square 
feet, depending on the size of the 
business operation. 

GETTING GOOD PEOPLE. One of 
the major differences in setting up 
an interior landscaping business is 
the type of people needed to work 
inside. 

Few schools have training pro-
grams for interiorscape. While many 
managers suggest one key to suc-
cess is having a competent person 
to run the business — someone 
who knows interiorscape — most 
agree that person would l ikely come 
from another company already in 
the business. 

Interior service employees need 
to be special, too. Knowing a lot 

about diseases and plant care is not 
the key for front-line staffers. People 
skills are most important. 

'There's a big difference in the 
type of people to staff these opera-
tions," Horowitz said. "In exterior 
work, we use ornamental horticul-
turists, lawn care professionals and 
arborists. Most are men. Inside, you 
need a 'fussier' person. More than 
halfour interior people are women." 

Many exterior landscape em-
ployees don't make good interior 
landscapes. Some people have no 
patience with the amount of detail. 
Others get bored with the same 
routine work. Many exterior work-
ers get into the business because 
they like to work outside or enjoy 
physical labor. A different kind of 
person is required for interior work. 

"In interior work," Kujawa em-
phasized, "there is a personal at-
tachment to the plants. You need 
workers who can work with the 
clients and their employees, who 
can build a bond with the clients. 
Women have been successful be-
cause they have more attention to 
detail and, mostly, because they 
tend to have more people skills. 

They also have the heart and imagi-
nation to be creative, which is a 
necessity in interiorscape. 

"It'sail personal. You may hate a 
plant and the secretary or manager 

Don't think you'll 
be working 

with the same 
contact at a 

property for both 
interior and 

exterior work. 
Sometimes, you'll 
be working with 

as many clients as 
there are offices 

with plants. 

might just love it. You have to un-
derstand that and be able to create a 
personal communication with your 
clients." 

The success of the interiorscaping 
company depends on its everyday 
workers, said Anderson. 

"Clients expect a well-scrubbed 
professional who is schooled in 
customer service and who commu-
nicates well. Customers don't judge 
on the face value of the plant mate-
rial. They judge on the experience 
they have when that person comes 
in to take care of their plants." 

Training, therefore, needs to con-
centrate on customer service and 
people skills. Many managers sug-
gest hiring people, especially 
women, who like plants and give 
them basic training in plant identifi-
cation, reading a moisture meter 
and recognizing plant problems. 

ALCA has videos which help 
with the training. Anderson also 
suggested that the new employee be 
paired with a competent trainer to 
learn the necessary horticulture 
skills. Many managers say "on-the-
job-training" is most necessary and 
successful. 

WORDS OF ADVICE. Interior 
scaping clients are all different. 
Some customers will have a whole 
building with a thousand plants. 
Other clients will have a few dozen 
plants in 10 offices. In addition to 
building good personal relation-

ships between client and techni-
cian, interiorscape managers offer 
other pieces of advice for those 
diversifying into interiorscaping. 

• Don't assume because you're 
successful in exterior landscaping, 
you' 11 also be a success in the inte-
rior market. It's different. 

• Larger clients you're already 
serving may be the most likely to 
buy consolidated services, but be-
ware of pitfalls. Often, those com-
panies are looking for service en-
hancement and better value. They 
may expect a discount because 
they're giving your company more 
work. 

• Don' t put your business at risk. 
If you've diversified and are doing 
a lot of work for one client and you 
make a few mistakes, you could 
risk losing 10 percent of your cus-
tomer portfolio. 

• Don't think you'll be working 
with the same contact at a property 
for both interior and exterior work. 
You may expect communication 
to be simpler, but that's not usually 
the case. Sometimes, you'll be 
working with as many clients as 
there are offices with plants. 

• Remember every customer has 
different service expectations. 
Interiorscaping is more visible and 
perishable. Interiorscaping is used 
to create a positive image. Things 
can't look bad. There is more of a 
sense of urgency. 

• Be prepared to learn some new 
regulations and techniques for in-
door pest control. 

• Be prepared to face a higher 
public sensitivity to pesticide use 
indoors. 

• Be prepared to work odd hours. 
Much of the interior work is done 
at night or on weekends. 

• Most importantly, get active in 
professional organizations and 
learn from others' mistakes. Many 
people in the industry are willing 
to share knowledge. Take advan-
tage of it. 

One source of guidance is the 
Interior Plantscape Division of 
ALCA. Its provides a variety of 
services, industry conferences and 
materials on developing a profit-
able business. ALCA also spon-
sors the Interior Plantscape Con-
ference and Trade Show, which 
offers technical and interior busi-
ness seminars. • 

The author is an industry consult-
ant with Key Solutions, a division 
of Iris Sales & Solutions Inc., Rocky 
River, Ohio. 



NEW SUPER BOOM 

What makes you so tough? 
With the New Holland Super 

Boom™ skid-steer loader, the answer is 
simple: everything. The new Super 
Boom is the most durable, reliable and 
productive machine you'll find. 

There when you need it 
The new Super Boom is built tough 

to work when you need it. The drive 
chains never need routine adjustment 
and the Advanced Warning System 
keeps you informed of all major 
functions. There's also a new electrical 
system with reduced connections and 
new hydraulics with a better routing 
system. The new Pick Up 'n Go™ 
universal attachment system will get 
you hooked on this machine for any 
tough job. 

Built to last 
The new Super Boom is built strong 

to last. It has a tougher boom and frame 

to handle the heavy loads and massive 
loader pins for long life in any 
application. 

Easy to service 
TTie new Super Boom is built 

intelligendy for easy maintenance. You'll 
have quick access to all the routine 
service points with the boom down. 

And, if it ever needs major repairs, 
the entire boom and cab tilt forward for 
the best engine and transmission access 
anywhere. 

Best in productivity 
The new Super Boom is still the best 

for productivity and safety because of its 
superior boom reach, lift height, lift 
capacity and stability. 

So, what makes the New Holland 
Super Boom™ so tough? Reliability, 
durability and superior performance. 
Models range from 30 to 60 
horsepower, including the new LX485, 
L865 and LX885. 

Stop by your New Holland dealer 
and put the toughest skid-steer loader 
on the market to work for you. Working 
together, we'll help you build up your 
business. 

l\EWHOLLAI\D 



SOIL P R E P A R A T I O N 

Checking Soil 
Fertility 

For Plant 
Health 
Solutions 
Drought, insects and 
diseases often are 
blamed for turf and 
ornamental damage, 
but the problem might 
be low soil fertility. 

By Charles H. 
Darrah III, Ph.D. 

Soil tests verify the level of mineral nutrients available to turf and ornamentals. 

SOIL FERTILITY and plant nutrition go hand-in-hand. One of the 
most important functions of soils is to provide a reservoir of plant 
nutrients. Most of the essential elements for plant growth and 
development are taken up by the roots anchored in the soil. The 

term "soil fertility" describes the amount 
of plant nutrients available in the soil. 

There are 15 essential elements for 
plant growth (Table 1). Plants take up 
carbon, hydrogen and oxygen as car-
bon dioxide; water and oxygen from 
the atmosphere; and air and water from 
the soil. The other elements, often re-
ferred to as the mineral nutrients, are 
supplied by the soil. These mineral nu-
trients are frequently supplied by fertil-
izers used on lawns and landscapes. 

Mineral nutrients are taken up from 
Topsoils are reservoirs for nutrients. the soil reservoir by the root systems of 

turf and ornamentals. These nutrients must be in the proper quantity 
and in the proper form in the soil solution before plant uptake can 
occur. Soil fertility is the term used to describe the availability of the 
essential plant elements in the soil. 

Often, all of the essential plant nutrients are contained in the soil 
minerals. If this were not the case, natural landscapes would be 
devoid of plant life. As soil minerals break down from weathering 
and microbiological activity, plant nutrients are released to the soil 
solution. Topsoils usually have higher fertility than subsoils because 
of increased weathering and microbial activity at the soil surface. 

HIDDEN DAMAGE. In most landscape situations, the breakdown of 
the soil minerals will not supply sufficient nutrients to sustain active 
growth of turf and ornamentals. These plants may not grow well and 
may even show signs of nutrient deficiencies, unless additional 
nutrients are supplied from fertilizers. 

For example, turfgrasses readily show signs of low nitrogen 
(continued on page 58) 



CAN YOUR PREEMERGENCE GIVE YOU A... 

• • • p m ROUND #1 ROUTE BOARD 
HEAD START IN 

W I N T E R 

"Barricade® gives us a big 
head start for round one. Its 
low solubility keeps it at the 
soil surface and lets us put it 
down earlier — so we cover 
more lawns than ever before/7 

There are only so many days to a season. 
So this year, make the most of them with 
Barricade, and spend more time servicing 
new customers. Barricade is the only 
preemergence that provides full-season 
control of crabgrass and other tough 
weeds. Control that lasts from a single 
early application with no staining or 
leaching. And Barricade's lower active 
ingredient makes it better for the 
environment. Barricade herbicide. The 
cost-effective head start you need for a 
more profitable season. To 
receive your FREE brochure I 
and product label, call 
1-800-435-TURF (8873). 

Barricade 
HERBICIDE 

CRABGRASS PREVENTER 

Barricade 
65** 

Barricade Herbicide 
THE PROFITABLE PERFORMER 

A S A N D O Z Read and follow label directions carefully. Barricade Herbicide 
is a registered trademark of Sandoz Ltd. © 1994 Sandoz Agro. Inc. 



fertility as thin, weak stands of light 
green to yellowish grass. Nutrient defi-
ciencies also can be seen as foliar symp-
toms on ornamental plants. Chlorosis 
(yellowing) on oak leaves frequently 
indicates an iron deficiency, while this 
same symptom on maple leaves often 
indicates a manganese deficiency. 

More subtle, but no less important, 
are the effects of low soil fertility on 
resistance to environmental and biotic 
stresses. Low levels of phosphorus, po-
tassium, manganese, iron and other nu-
trients decrease root growth of turf and 
ornamentals, making them more sus-
ceptible to drought and heat stress. Ad-
equate levels of several nutrients are needed to 
increase their tolerance to low-temperatures. 
Winter survival of warm-season grasses and 
many woody ornamentals decreases when po-
tassium, iron and other nutrients are deficient. 

Adequate soil fertility is important in promot-
ing overall plant health for resistance to and 
recovery from biotic stresses. Certain weeds may 
thrive under low soil fertility conditions, while 
stands of turf remain thin and weak. Low levels 
of nutrients that are important for root growth 
will make turf and ornamentals more susceptible 
to damage from root feeding insects like white 

Low levels of essential nutrients in the soil can result 
in slow root growth and susceptibility to stresses. 

grubs in turf or black vine weevil larvae in 
ornamentals. In addition, low soil fertility will 
slow recovery from insect damage. 

Disease susceptibility often is related to the 
nitrogen, phosphorus, potassium, calcium and 
manganese status of the plant. Many of the leaf 
spot diseases of turf and ornamentals are related 
to nitrogen fertility. Several other diseases of 
turf and ornamentals are directly related to lev-
els of calcium, phosphorus, manganese and 
other nutrients in the soil. 

Low soil fertility frequently is a problem in 
(continued on page 60) 

ESSENTIAL NUTRIENTS 
FOR PLANT GROWTH 

NON-MINERAL NUTRIENTS 
Nutrient Source 

Hydrogen (H) 
Oxygen (O) 
Carbon (C) 

Water 
Air 
Air 

MINERAL NUTRIENTS 
Primary or Macronutrients 

Nitrogen (N) 
Phosphorus (P) 
Potassium (K) 

Secondary Nutrients 

Soil and fertilizer (some plants use nitrogen from the air) 
Soil and fertilizer 
Soil and fertilizer 

Calcium (Ca) 
Magnesium (Mg) 

Sulfur (S) 

Micronutrients 

Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 

Boron (B) 
Manganese (Mn) 

Zinc (Zn) 
Copper (Cu) 

Iron (Fe) 
Chlorine (CI) 

Molybdenum (Mo) 

Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 
Soil and fertilizer 

Tab le t 

SANDOZ DISTRIBUTORS 
1- 800-435-TURF (8873) 

AG RESOURCES, INC. 
Brandon, FL 
AGRA TURF 
Searcy, AR 
AGRTTURF 
Hatfield, MA 
THE ANDERSONS 
Maumee, OH 
BENHAM CHEMICAL COMPANY 
Farmington Hills, MI 
CANNON TURF 
Fishers, IN 
ESTES, INC. 
Wichita Falls, TX 
FISHER AND SON, INC. 
Malvern, PA 
E.H. GRIFFITH, INC. 
Pittsburgh, PA 
GEORGE W. HILL & CO., INC. 
Florence, KY 
GRASSROOTS 
Mt. Freedom, NJ 
HOWARD JOHNSON'S ENTERPRISES 
Milwaukee, WI 
KNOX FERTILIZER 
Knox, IN 
LEBANON TURF PRODUCTS 
Lebanon, PA 
PENAGRO 
Boone, NC 
PENNINGTON ENTERPRISES, INC. 
Madison, GA 
PRO SEED TURF SUPPLY 
Chantilly, VA 
PROFESSIONAL TURF SPECIALTIES, INC. 
Champaign, IL 
REGAL CHEMICAL COMPANY 
Alpharetta, GA 
TURF INDUSTRIES, INC. 
Houston, TX 
TURF PRODUCTS LTD., INC. 
West Chicago, IL 
TURF SUPPLY COMPANY 
Eagan, MN 
UNITED HORTICULTURAL SUPPLY 
Salem, OR 
VIGORO INDUSTRIES 
Winter Haven, FL 
WILBUR-ELLIS COMPANY 
Kent, WA 

USE READER SERVICE #29 



CAN YOUR PREEMERGENCE GIVE YOU A... 

S T A I N L E S S 
S P R I N G 

"You can have those other 
preemergence products — 
Barricade® keeps the yellow 
off our people and equipment, 
as well as off customers7 curbs 
and walkways!77 

With Barricade you'll have more satisfied 
customers because Barricade doesn't stain. 
Tested on shoes, cedar fences, floor tiles, 
asphalt, carpet, and concrete, Barricade left 
no staining problems when used at 
recommended rates. This makes control-
ling crabgrass in high-pressure areas along 
curbs, drives, and fences easier. Barricade 
controls crabgrass and other tough weeds 
for a full season from a single application. 
Plus, it allows you to overseed in the fall. 
Barricade herbicide. It's the best way to 
clean up this spring. To 
receive your FREE brochure I 

and product label, call 
1-800-435-TURF (8873). 

Barricade 
HEfl&CIDt 

CRABGRASS PREVENIR 
i ON FERTILIZER 

"ri:7-i Barricade 
: Barricade HlKWH « -

Barricade Herbicide 
THE PROFITABLE PERFORMER 

s S A N D O Z Read and follow label directions carefully Barricade Herbicide 
is a registered trademark of Sandoz Ltd. © 1994 Sandoz Agro. Inc. 



residential and commercial land-
scapes and other places where plants 
are placed into subsoils. The miner-
als in subsoils are largely unweath-
ered and not available for plant 
growth. In addition, subsoils can be 
low in organic matter. 

Because of this low organic con-
tent, these soils mineralize more 
slowly and hold less nutrients fol-
lowing fertilizer applications. Even 
rich looking topsoils often are found 
to be low in fertility, especially when 
the nutrients have been depleted by 
farming practices. 

A soil test is the only way to 
determine the level of mineral nu-
trients in the soil. Soil testing, using 
accepted methods of analysis, can 
provide an accurate picture of most 
plant available nutrients in the soil. 
Interpretation of the results of a soil 
test must be made according to the 
unique needs of turfgrasses and 
ornamentals. 

Many soil testing laboratories do 
not provide interpretations based 
on the soil test calibration research 

that has been done on 
turfgrasses and other 
landscape plants. As a 
result, fertilizer recom-
mendations from these 
laboratories frequently 
are higher than needed 
to correct low soil fertil-
ity conditions for turf 
and ornamentals. 

NUTRIENTS NEEDED. 
The macro- and second-
ary nutrients are needed 
by turf and ornamentals 
in the greatest amounts. 
Often, the demand for 
macronutrients exceeds 
the soil's ability to sup-
ply adequate amounts. 

Therefore, the macro-
nutrients nitrogen, phos-
phorus and potassium 
are the ones commonly 

High- and low-pH soils 
affect the availability of 
nutrients. Plants 
treated with remedial 
mineral nutrients often 
show improvement. 

NUTRIENT AVAILABILITY 
AS INFLUENCED BY SOIL pH 

4.0 4.5 5.0 5.5 6.5 7.0 7.5 
Soil pH factor 

8.0 8.5 9.0 

Source: CIC Lobs 

Ready to 
Increase Your 
Landscaping 
and Irrigation 
Business? 
Then Get 
With the 
Programs! 
LandDesignerPro® and 
IrrigatorJetPro™ are 
powerful programs for 
designing landscapes and 
irrigation systems - a t an \ • 
affordable price. 

CALL US AT 

1-000-336-3127 
to find out how you can get with the programs. 

Green Thumb Software, Inc., 
75 Manhattan Drive, 
Suite 100, Boulder, CO 30303 
Tel. 303-499-1365 
Fax 303-499-1359 

USE READER SERVICE #66 

HONDA. 
Power 
Equipment 

Commercial, 21", 5.0hp, 
OHV, 2-Speed, Shaft 
Drive, Self-Propelled, 
Steel Deck, 
Zone Start 
Call For 
Delivery 

HRC215KISDA 
$599 

Retail $719 
Thru February 28, 1995 

NEW '95 

POWER EQUIPMENT 

Fort Wayne, IN Toll Free 
219-432-9438 800-307-2114 

For opt imum performance and safety, we recommend you read 
the owners manual before operating your Honda Power 

Equipment. € 1 9 9 1 American Honda Motor C o , Inc. 

USE READER SERVICE #79 



found in most types of turf and 
ornamental fertilizers. 

Secondary nutrients also may 
be very low in the soil. When cal-
cium or magnesium fertility is low, 
liming can correct this deficiency. 

Low calcium soils are found in 
the higher rainfall areas of North 
America, like the Northeast, South-
east and in the Pacific Northwest. 
Low magnesium soils are much 
more widely distributed across 
North America. 

Sulfur deficiencies in turfgrasses 
and ornamentals are rare. Sulfur 
(available in the atmosphere from 
the burning of coal and other hy-
drocarbons) often meets plant 
needs. Estimates of sulfur fertiliza-
tion from rainfall range from 20 to 
50 pounds of sulfur per acre. In 
addition, many turf and ornamen-
tal fertilizers contain sulfur in the 
form of sulfate of potash, sulfur-
coated urea or other sulfur con-
taining fertilizer sources. 

Micronutrients typically are 
needed by turf and landscape plants 
in very low amounts. Most soils, 
even sub-soils, supply the needs of 
landscape plants. The ability of a 

All too often, nutrient 
deficiencies are masked 

in turf and landscape 
plants by excess 

nitrogen applications. 
Although the plants 

may look good for the 
short term, they can 

be more susceptible to 
environmental and 

biotic stresses. 

soil to supply micronutrients often 
is directly related to its organic 
mattercontent. 

Adding organic matter to land-
scape soils can correct low micro-
nutrient fertility. It also can be cor-
rected by the use of fertilizers con-
taining the appropriate micronutri-

ent in a readily avail-
able form. 

Many complicated 
soil reactions are in-
volved in nutrient 
availability. One of 
the best understood 
soil reactions in-
volved in nutrient 
availability is pH (see 
chart). Nutrient avail-
ability can be strongly 
influenced by pH. For 
example, in the high 
pH (7.8 to 8.2), low 
iron soils in the Rocky 
Mountain states, Ken-
tucky bluegrass often 
exhibits chlorosis. 

Likewise, in high 
pH soils in the South-
east and Gulf Coast 
states, St. Augustine-

grass and bahiagrass often show 
chlorosis and respond to iron and 
manganese fertilization. Many of 
the woody ornamental landscape 
plants show deficiency symptoms 
when soil micronutrient fertility is 
at low levels. 

On the other hand, turf and orna-

mentals may not show foliar symp-
toms of deficiencies. All too often, 
nutrient deficiencies are masked in 
turf and landscape plants by excess 
nitrogen applications. Although the 
plants may look good for the short 
term, they can be more susceptible 
toenvironmental and biotic stresses. 

Heat or drought, insects or dis-
ease may be blamed for the dam-
age, but the real cause is the lack of 
adequate soil fertility. 

If one or more of the essential 
elements are missing from the soil 
or in low supply, plant health will 
be affected adversely. Healthy turf 
and landscape plants need all 15 of 
the essential elements. Maintenance 
fertilizers and liming may not be 
enough to overcome severe defi-
ciencies in nutrients or pH com-
monly found in landscape soils. 

Deficiencies can be determined 
by soil testing. Corrective applica-
tions can then be made so that fer-
tilizer and lime applications will 
continue to produce healthy lawns 
and landscape plants. • 

The author is general manager of 
CLC Labs, Westerville, Ohio. 
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THIS POLECAT CAN 
RAISE PROFITS 

PRETTY EASILY TOO. 
The Polecat does more than just make it easy to do grounds 
maintenance. This bucket lift can also raise your bottom line by 
lowering operating and insurance costs while • ^ 
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, Phone in Florida: 
305-254-8999 or write 
Polecat Industries Inc.: 

14141 SW 142nd Street 
Miami, FL 33186 

p c L E c n r 
INDUSTRIES 

USE READER SERVICE #80 

PROFESSIONAL 

TURF FOOD 
14-3-6 

Since 1989, turf professionals have seen the 
difference a BRIDGE ̂ product makes. 

It's time you see 
the difference for yourself. 

. CALL MARLA • 

800-343-6343 

HARMONY 
^ ^ ^ ^ ^ A l n T u n e W j t ^ 
BRIDGE® is a registered trademark of Harmony Products. 



S H O W C O V E R A G E 

Strong 
Economy 

Benefits GIE 
Attendees at 
the fifth an-
nual Green 
Industry 
Expo 
benefitted 
from a strung 
educational 
track, new 
and popular 
products and 
a chance to 

GIE exhibitors and attendees gathered at a reception sponsored by 
Lawn and Landscape Maintenance magazine. 

network with 
their peers. 

More than 280 exhibitors 
presented lawn and landscape 
industry products at the Expo 
and Outdoor Equipment Demo. 

Representatives of GlE's three sponsoring groups meet Rocky Bleier. 

THE ECONOMIC FORECAST is sunny for 1995, according to exhibi-
tors, attendees and sponsors of the Green Industry Expo. Business for 1994 
was up for almost everyone interviewed, and most of them expect it to 
continue through this year. 

The positive outlook was obvious in the interest that attendees gave to 
educational seminars, industry association events and exhibitor displays. 
About 2,300 people and 280 exhibitors attended the event which covered 
60,300 net square feet of exhibit space. Exhibit floor space represented 12 
percent growth over 1993. Exhibitor attendance was close to 1,500. 

"The numbers show that there is confidence in the economy and the 
show," said Eleanor Ellison, GIE trade show manager. 'Time and again the 



GIE board members (L to R) 
George Gaumer, Joe Williams 
and Steven Glover share ribbon-
cutting duties for the GIE Expo. 

Several 
hundred people 
gathered to hear the 
keynote speech, given 
by Rocky Bleier 
(above), former 
running back for the 
Pittsburgh Steelers. 
Attendance at the 
Expo (left) was 
estimated at 2,300 
people. The Outdoor 
Equipment Demo 
(right) drew more than 
300 people. 

exhibitors told us that they were pleased with the buyer at the show. They 
were able to reach the level of executive where the buying decision is made." 

Sponsors of the Expo are the Associated Landscape Contractors of 
America, the Professional Grounds Management Society and the Profes-
sional Lawn Care Association of America. 

Ann McClure, executive vice president of PLCAA, commented on the 
show's reception: "We're very pleased with the turnout and feedback we've 
gotten so far. It was a successful show and we're looking forward to an even 
bigger and better one in Fort Worth." 

"Each successive year, the three sponsoring groups are melding together 
more and more," commented John Gillan, executive director of PGMS. "It's 

-f 
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Virginia Firm Snags 
Community Service Award 

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 

CsRqN 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turf; Tree & Shrub 
Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 

CURB APPEAL LANDSCAPING, Stafford, Va., received a Community 
Service Award for the participation of its employees in Stafford County's all 
volunteer fire service. / [ 

Curb Appeal owner Charlie Robertson and employees serve as fire fighters V \ < 
in the volunteer program which provides emergency response service to about 
78,000 residents and responds to 1,200 emergency calls annually. 

"Not only does the community benefit by the direct provision of this life-saving / \ 
emergency service through the manning of Curb Appeal employees," Robertson / \ 
explained, "but the savings of tax dollars through the all-volunteer service is / /V ] 
incalculable." I f 

The award was sponsored and presented by Lange-Stegmann, St. Louis, on / \ J 
behalf of the Professional Lawn Care Association of America, which established 
the award in 1993 to recognize lawn and landscape companies contributing leadership and 
dedication to the betterment of the community. In addition to the award. Curb Appeal received a 
$500 donation to further the firm's community service efforts. 

Top entrants for the community service award included the New York State Lawn Care 
Association, Rochester, N.Y.; the Ohio Lawn Care Association, Columbus, Ohio; and Edmonds 
Landscape and Construction Services, Halifax, Nova Scotia, Canada. 

very satisfying to see almost everything we 
planned years agocome to fruition in thisevent." 

In the host city, St. Louis, municipal and 
business groups joined the bandwagon by deco-
rating city street lights with special GIE wel-
come flags and offering special services at a 
downtown mall. 

Each attendee comes to GIE with plans to 
participate at different levels. Some find enor-
mous benefit in the associations' roundtable 
discussions, educational sessions on a variety of 
topics, or certification programs. Many come to 
shop for equipment, supplies and services. 

Attendees also had a choice of association 
business meetings, tours of the St. Louis area, 
social events and pre-conference seminars to fill 
their days. One highlight of the week was the 

Professional Lawn Care Association of Mid-
America's tour of the famed Missouri Botanical 
Garden, home of a fragrant garden for the blind, 
tropical and temperate rain forests under glass, a 
14-acre Japanese garden with a lake and several 
thematic gardens and plantings with statuary. 

Keynote speaker Rocky Bleier, former run-
ning back for the Pittsburgh Steelers, gave a 
dramatic presentation on the meaning of determi-
nation in achieving personal success. 

Exhibiting companies reported much interest 
in their products and services. This was con-
firmed as more than 3(X) attendees braved chilly 
weather to try out equipment that had been dis-
played on the floor of the Expo at the Outdoor 
Demonstration. About 47 exhibitors participated, 
up significantly from the 35 who participated in 

A growing confidence in the economy was evident in the GIE attendees, who showed much 
interest in new products and services introduced by many of the show exhibitors. 

3 8 ® ? 



Roundtable discussion participants relished 
the opportunity to share their experiences. 

'Hun te r Dedicated to the Irrigi 

The GIE Expo attracted exhibitors offering a 
wide range of products for contractors. 

the 1993 Outdoor Equipment Demonstration. 
Exhibitors with new products had a number 

of opportunities to present their materials. New 
to GIE this year was the GIE Theater, where 
exhibitors presented a variety of materials. Also 
making a debut in St. Louis was the New Product 
Showcase, in which 98 exhibitors participated. 

'The GIE Theater is a concept with lots of 
strength and interest. It keeps people on the trade 
show floor," Ellison said. "We may modify it 
slightly next year to incorporate some ideas from 
exhibitors and attendees." 

The showcase was located at the entrance to 
the trade show and was stocked with news re-
leases from participating exhibitors. 

GIE traditions, such as the breakfast and lunch-
time roundtable sessions sponsored by the three 
associations, PLCAA's Live Auction, ALCA's 
Ask the Experts and TOMS' Brag Night were 
especially well attended. 

ALCA presented its Exterior Landscape Di-
vision Board Member of the Year award to 
Steven Glover, L&L Landscape Services, Santa 
Clara, Calif., for his service as chairman of the 
board and other ALCA activities. 

Harry Collins of Total Lawn Care, Tupelo, 
Miss., served as the auctioneer at the PLCAA 
event, which sold more than $ 18,(XX) worth of 
merchandise, including an autographed Rocky 
Bleier football. 

The sixth annual GIE will be held Nov. 13-16 
at the Fort Worth Tarrant County Convention 
Center, Fort Worth, Texas. • 
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W E E D C O N T R O L S T R A T E G I E S 

Weed Biology 
Taking A Measure 

Of The Competition 
COMPETITION IS A FACT of 
life. Either in the business world or 
in sports, success is measured by 
how well you do against the com-
petition. In weed control, agro-
nomic practices are judged by how 
well the turfgrass competes against 
weeds. 

When devising a weed manage-
ment strategy, lawn and landscape 
contractors should assess the 
strengths and weakness of weeds 
and turfgrass. This is a critical step 
in developing a weed integrated 
pest management program. 

The term "weed" has no 
taxonomical meaning since it does 
not refer to a genus or family. Yet 
more than 2,000 species of weeds 
have been identified by The Weed 
Science Society of America. 

In general, weeds occur in dis-
turbed situations. Thus, it is no 
surprise that most weeds are native 
to Europe where disturbances, pri-
marily farming, were initiated long 
before North America was settled 
and subjected to disturbances 
(Tables 1 and 2). 

Since no taxonomic base exists 
for characterizing weeds, other 

A weed is not just a weed. They're the 
most competitive plants around. Con-
tractors that know how weeds get their 
competitive edge can give healthy grass 

a winning chance. 

By Karl Danneberger, Ph.D. 

methods need to be used to assess 
the competitiveness of weeds. In 
this article, biochemical, life cycle 
and something called r- and K-
strategies are used to judge weed 
competitiveness. 

A BIOCHEMICAL PROCESS. All 
plants, including weeds, carry on a 
process called photosynthesis. It is 
the process where a plant captures 
the energy from the sun and stores 
it in a usable form. 

A critical step in photosynthesis 
is the fixation of carbon. The car-
bon is derived from carbon diox-
ide and is used to construct organic 
molecules that contain the energy 

acquired from the sun. 
In the process of carbon fixa-

tion, plants use one of three reac-
tions. They are termed the Calvin-
Benson cycle (C3), Hatch/Slack or 
dicarboxylic acid cycle (C4), and 
Crassulacean Acid Metabolism 
pathway (CAM). 

Turfgrasses that have a C3 path-
way are often referred to as cool-
season turfgrasses while C4 spe-
cies are referred to as warm-season 
turfgrasses. The CAM pathway 
does not occur in turfgrasses; rather 
it is confined to plants such as 
cacti, which are found in arid cli-
mates. Given the diversity in weed 
species, all three pathways are 

found. The majority of weed spe-
cies found in turfgrass areas are 
either C3 or C4 plants with the 
exception of purslane, which ex-
presses CAM characteristics, and 
carpetweed, which has been re-
ported to be a C,-C4 intermediate 
(Kennedy and Laetsch, 1974). 

In 1969, Black proposed that 
plant-weed competition could be 
based on photosynthetic efficiency. 
In general, C4 plants are more effi-
cient at capturing CO, under in-
creasing temperature and light in-
tensity than C3 plants. Based on the 
efficiency of capturing CO,, the 
competitive outcome between a C3 
and a C4 plant would result in the 
C4 plant winning. 

Thus, the more efficient capture 
of CO, (C4) would provide a com-
petitive advantage over the less 
efficient C3 plants. Although the 
competitive outcome between C3 
and C4 plants will not always result 
in a C4 advantage (Gifford, 1974), 
this generalization will hold true in 
turf under many high light and 
temperature situations. 

For example, a Kentucky blue-
grass lawn is at a distinct disadvan-

Growth characteristics can give weeds an advantage. Left to right: wild onion, mouse-ear chickweed, ground ivy and henbit. 



COMMON DICOT WEEDS FOUND IN TURF 
PHOTO-
SYNTHETIC LIFE STRAT-

COMMON NAME BOTANICAL NAME APPARATUS CYCLE EGIST ORIGIN 
Common Yarrow Achillea millefolium L. C, P K Native 
Wild Onion Allium canadense L. c3 P K Native 
Wild Garlic Allium vineale L. c3 P K Europe 
Yellow rocket Barbarea vulgaris Br. c3 P r Eurasia 
Sheperdspurse Capsella bursa-pastoris L. c3 A r Europe 
Mouse-ear Chickweed Cerastium vulgatum L. c3 P r Europe 
Common Lambsquarters Chenopodium album L. c3 A r Eurasia 
Prostrate Spurge Euphorbia supina Raf. c4 A r Native 
Ground ivy Glechoma hederacea L. c3 P K Eurasia 
Hawkweed Hieracium pilosella L. c3 P K Europe 
Pennywort Hydrocotyle sibthorpioides Lam. c3 P r,K Asia 
Purple Deadnettle Lamium pupureum L. c3 A r Eurasia 
Henbit Lamium amplexicaule L. c3 A r Eurasia 
Mallow Malva neglecta Wallr. c3 A r Eurasia 
Black Medic Medicago lupulina L. c3 A r Eurasia 
Common Oxalis stricta L. c3 A,P r,K Native 

Yellow Woodsorrel 
Cinquefoil Potentilla spp. L. c3 P K Native 
Buckhorn Plantain Plantago lanceolata L. c3 A,P r,K Eurasia 
Broadleaf Plantain Plantago major L. c3 A,P r,K Europe 
Prostrate Knotweed Polygonum aviculare L. c3 A r Eurasia 
Common Purslane Portulaca oleracea L. C4 - CAM A r Europe 
Healall Prunella vulgaris L. c3 P r Native/Europe 
Curly Dock Rumex crispus L. c3 P r Eurasia 
Largeflower Pusley Richardia grandiflora Steud. c3 P r South America 
Common Chickweed Stellaria media L. c3 A r Europe 
Common Dandelion Taraxacum officinale Weber c3 P r,K Native/Eurasia 
White Clover Trifolium repens L. c3 P K Europe 
Puncture vine Tribulus terresris L. c4 A r Mediterranean 
Speedwell Veronica spp. c3 P r,K Europe 
Field Pansy Viola arvensis Murr. c3 A r Europe 

Photosynthetic apparatus refers to the carbon dioxide fixing pathway. The pathways include Calvin-Benson (C.) cycle. 
Hatch (C4) cycle or Crassulacean Acid Metabolic Pathway (CAM). 

Sources for some of the information in the table was obtained from: 
1) Elmore, C.D. and R.N. Paul. 1983. Weed Science 31:686-692. 3) Murphy, T.R. Weeds of Southern Turfgrasses. Alabama 
2) Muenscher, W.C. 1987. Weeds. Cornell University Press. Ithaca. Cooperative Extension Service, ANR 616. 

tage against C4 weeds like crab-
grass, goosegrass and foxtail dur-
ing the summertime. The C4 weeds 
are often the ones that literally take 
over an improperly maintained lawn. 

In the southern United States, a 
different situation exists. Warm-

season turfgrasses are very com-
petitive against weeds. A properly 
maintained bermudagrass turf in 
sunny, warm areas has very few 
weeds. However, bermudagrass 
grown in shade is noncompetitive 
against a number of weeds. 

Table 1. 
LIFE CYCLES OF ANNUAL WEEDS. 
The life cycle of an annual weed is 
very intensive in that the weed 
seed germinates, grows vegeta-
tively and produces seed within 
one year. University research has 
shown that the weed seed can oc-

cur at levels in the millions per acre 
(Danneberger, 1993). 

Light is a requirement for many 
weed seeds to germinate. Thus, the 
need to maintain a dense turf pro-
vides a means of control by limit-
ing light penetration to the weed 
seed. However, in numerous ex-
periments where researchers ex-
posed an array of weed seeds to 
optimum temperatures and light, 
the weed seeds failed to germinate. 

Weed seeds contain an internal 
clock called dormancy that pre-
vents them from germinating at 
the wrong time. Winter and sum-
mer annuals exhibit annual cycles 
of dormancy and nondormancy. 
The winter annual life cycle starts 
with seed germination in the fall. 
These plants grow vegetatively 
during the winter months, then 
culminate with the production of a 
seed in the spring. After seeds are 
dispersed, the plants die. 

The newly produced seed are 
either conditionally dormant or 
innately dormant. Conditionally 
dormant seeds can germinate when 
soil temperatures are low. How-
ever, soil temperatures are nor-
mally too high at this time of the 
year. Innately dormant seeds can-
not germinate at all. 

As summertime approaches, the 
seeds undergo biochemical 
changes that convert the seeds from 
dormancy to non-dormancy. The 
process of conversion from dor-
mancy to non-dormancy is referred 
to as afterripening. 

Afterripening is completed in 
late summer when: 1) the opti-
mum and maximum temperatures 
for germination are high for the 

Weed life cycles can affect successful turfgrass establishment. Left to right: black medic, broadleaf plantain, white clover and speedwell. 



COMMON MONOCOT WEEDS FOUND IN TURF 

COMMON NAME BOTANICAL NAME 

PHOTO-
SYNTHETIC 
APPARATUS 

LIFE 
CYCLE 

STRAT-
EGIST ORIGIN 

Quackgrass Elytrigia repens L. Nevski c 3 P K Europe 
Alexandergrass Brachiaria plantaginea Hitchc. C4 A r Central America 
Smallflowered Brachiaria subquandripara Hitchc. C4 P K Asia 

Alexandergrass 
Sandbur Cenchrus longispinusp Fern. C4 A K Central America 
Yellow Nutsedge Cyperus esculentus L. C4 P K Europe/Native 
Purple Nutsedge Cyperus rotundus L. C4 P K Asia 
Smooth crabgrass Digitaria ischaemum Schreb. C4 A r Europe 
Large crabgrass Digitaria sanguinalis L. C4 A r Europe 
Blanket crabgrass Digitaria serotina Mitch. C4 A r Europe 
Barnyardgrass Echinochloa crusgalli L. C4 A r Europe 
Goosegrass Eleusine indica L. C4 A r Asia 
Tall fescue Festuca arundinacea Schreb. C3 P K Europe 
Bearded sprangletop Leptochloa fascicularis Lam. C4 A r Central America 
Nimblewill Muhlenbergia schreberi Gmel. C4 P K Native 
Carpetweed Mullugo verticillata L. C 3 - C 4 

A r Central America 
Witchgrass Panicum capillare L. C4 A r Native 
Fall panicum Panicum dichotomiflorum Michx. C4 A r Native 
Torpedograss Panicum repens L. C4 

P r,K Europe 
Dallisgrass Paspalum dilatatum Pior C4 P K Europe 
Kikuyugrass Pennisetum clandestinum Hochst. C4 P K Europe 
Annual bluegrass Poa annua L. C, A,P r,K Europe 
Giant foxtail Setaria faberi Hevrm. C4 A r Europe 
Green foxtail Setaria virdis (L.) Beauv. C4 A r Europe 
Smutgrass Sporobolus indicus L. C4 

P r Central (tropical) 
America 

Photosynthetic apparatus refers to the carbon dioxide fixing pathway. The pathways include Calvin-Benson (C3) cycle. 
Hatch (C4) cycle or Crassulacean Acid Metabolic Pathway (CAM). 

Sources for some of the information in the table was obtained from: 
1) Elmore, C.D. and R.N. Paul. 1983. Weed Science 31:686- Press. Ithaca. 
692. 3) Murphy, T.R. Weeds of Southern Turfgrasses. Alabama 
2) Muenscher, W.C. 1987. Weeds. Cornell University Cooperative Extension Service, ANR 616. 

species; 2) a large percentage of 
seeds germinate within a very short 
time over a relatively wide range 
of temperatures; and 3) small per-
centages of seeds of some species 
will germinate, usually at low tem-
peratures, in darkness (Baskin and 
Baskin, 1985). Those seeds near 
the soil surface germinate while 
those seeds at deeper soil depths 

do not, and thus reenter dormancy. 
Summer annuals complete their 

life cycle during a single summer 
season. Summer annual seeds ger-
minate during either the spring or 
summer and complete their life 
cycle by producing seed before the 
first frost. The seeds that are pro-
duced are either conditionally dor-
mant or dormant. Since soil tem-

Table 2. 

peratures in the fall are too low to 
promote germination, conditionally 
dormant seeds will not germinate. 

Those summer annuals undergo 
afterripening during the winter. 
Afterripening is completed by early 
spring when: 1) the optimum and 
minimum temperatures for germi-
nation are as low as they can ever 
be for the species; 2) a large per-

centage of seeds germinate in a 
short time over the widest range of 
temperatures possible for the spe-
cies; and 3) in some species a small 
percentage of seeds germinate, usu-
al ly at high temperatures, in dark-
ness (Baskin and Baskin, 1985). 

At this point, those seeds at the 
soil surface will germinate, while 
the vast majority of nondormant 
seeds deeper in the soil will reenter 
dormancy over the summer. 

TIMING FOR TURFGRASS. From 
a weed control perspective, turf-
grass establishment should be 
timed to account for the life cycle 
of the weeds. Cool-season turfgrass 
establishment in the spring faces 
stiff competition from summer 
annual weeds. 

In the spring, the seeds of sum-
mer annuals in the soil have bro-
ken dormancy and are able to ger-
minate at temperatures below their 
optimum. If the soil is disturbed 
(rototilled forexample), weed seeds 
are brought to the surface, thus 
increasing the number of potential 
seeds that could germinate. 

Given that most of the summer 
annuals are C4 plants (Table 1) and 
an increased number of seeds are 
present from soil disturbance, a 
very tough environment exists for 
cool-season turfgrasses to com-
pete. Conversely, in the late sum-
mer or early fall period, establish-
ment of cool-season turfgrasses is 
favored due to cooler temperatures 
and lack of competition from C4 
annual weeds. 

STRATEGIST WEEDS. How com 
petitive weeds are depends on the 
environment, the density of 
turfgrass plants present and how 
the weed allots its resources. Weeds 

(continued on page 72) 
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are classified as r-strategists or K-
strategists. The r-strategists are 
density-independent (do not com-
pete well with turfgrass plants 
present), grow quickly and put most 
of their resources into reproduc-
tion. The K-strategists on the other 
hand are density-dependent (com-
pete well among other plants), and 
place more resources into growth 
and development. 

How competitive weeds 
are depends on 

the environment, the 
density off turfgrass 
plants present and 

how the weed allots its 
resources. Weeds are 

classified as r-strategists 
or K-strategists. Some 
weeds can be either 
r- or K-strategists, 

depending on 
the environmental 

situation. 

Most K-strategists require hand or 
chemical removal. 

Some weeds can be either r- or 
K-strategists, depending on the 
environmental situation. These 
weeds adapt to the given turfgrass 
situation. On golf courses in the 
northern United States and Canada, 
annual bluegrass is a classic ex-
ample of being both an r- and K-
strategist. 

Dandelions on lawns can adapt 
and be either r- or K-strategist. 
These weeds are difficult to con-

trol and often depend 
on a combination of 
proper cultural practices 
and some degree of 
chemical control. 

The r-strategists colonize open 
turf areas quickly. Crabgrass is a 
good example of an r-strategist. It 
germinates quickly in open or thin 
turfgrass areas. Crabgrass colo-
nizes these open areas by quickly 
growing and developing in a short 
period of time. By late summer, 
crabgrass has completed its life 
cycle and produced seed. 

Due to the fact that crabgrass 
plants place so much energy into 
completing their life cycles and 
reproduction, little resources are 
available for them to compete in 
existing stands. Thus, management 
practices that promote good 
turfgrass density discourage the 
appearance of r-strategist weeds. 

The K-strategists are more com-
petitive than r-strategists in situa-
tions where turfgrass competition 
exists. K-strategists such as clover 
are able to survive and grow in 
fairly dense turfgrass stands. These 
types of weeds are more difficult 
to control with cultural practices. 

TURF RENOVATION. 
The type of weed strat-
egist can be important 
in renovating a turfgrass 
site. For example, if a 
renovated site has a 
thatch layer present and 
good seed-soil contact 
does not occur, r-strate-
gist weeds are going to 
have the competitive 
advantage over turf. 

The ability of r-strat-
egists to complete their 
life cycles in an inhos-
pitable thatch layer has 
a definite advantage 
over turfgrass seed try-
ing to germinate under 
the same conditions. 

We tend to group all 
weeds together and say "a weed is 
a weed." Yet, weeds are the most 
competitive plants we face. Know-
ing the type and competitive fit-
ness of weeds present on a site will 
guide you toward the most effec-
tive means of controlling them, 
and also avoiding them. • 
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Long-Term Success: 
Managing Your Business 
in the 1990s and Beyond 

As any lawn or land-
scape contracting 
business grows, so do 
the demands on its 
managers. A solid 
business plan is criti-
cal to its long-term 
growth and success. 

Experts can't 
stress enough the 
importance of 
following a care-
ful business plan 
for long-term 
success. Don't 
forget to add good 
management 
practices and a 
professional 
attitude. 
By Kevin 
Tanzillo 

MANAGING A lawn and landscape contracting business today 
is more challenging than ever. While the basic ingredients for 
success haven't changed, the required skills have. 

Everyone can recite the basics, even if they don't necessarily 
practice them: put the customer first, develop and stick to a business 
plan, hire good people and make sure your work in the trees doesn't 
block your view of the forest. Follow these simple rules and you 
increase the odds that your business will be around next year. 

Where it gets tough is in coping with regulations and the seemingly 
trivial aspects of keeping a business afloat. Not too many people get 
into the lawn and landscape business because they want to sit behind 
a desk and be an administrator. They do it because they love to get out 
and do the work. 

It's still possible to do that and run a business, but when you spend 
too much time outside instead of running the business, prepare 
yourself to look failure right in the eye. 

HAVE A PLAN. "You have to learn to manage both your financial 
resources and your human resources, and do them both equally well," 
said David Minor, president and CEO of Minor's Landscape Services, 
Fort Worth, Texas, who has led numerous profit-making seminars. 

"So many people get into our business who like landscape work, but 
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they are not really business people. It is the people 
who take that next step who succeed. They have 
financial statements and profit centers. They know 
who to hire, how to motivate them, how to pay them 
and the benefits that are important." 

Since no one is born with that kind of knowledge, 
Minor said, it's a matter of educating yourself. For 
that, he suggested joining ALCA, the Associated 
Landscape Contractors of America 

"They have all kinds of resources on bidding and 
estimating, managing people and pricing jobs. The 
publications are endless. Also, go to the confer-
ences for industry-specific continuing information." 

POOR MANAGEMENT. The top three reasons busi-
nesses such as lawn and landscape operations fail 
during tough times are poor management, poor 
management and poor management. To be precise, 
it is poor planning, poor marketing or poor execu-
tion of a good marketing plan. 

For newcomers in an area, market research is the 
key to success. This includes diversifying into new 
areas, such as a landscape firm offering irrigation 
or design services. If you think there is a market and 
there is no market, you will fail eventually. 

Once in business, executing a business plan and 
controlling costs are the keys to success. 

Another key goal is to keep the staff busy. If a 
business has enthusiastic, energetic people sitting 
around for an entire afternoon with no work, even 
if they are being paid, they are not going to be happy. 
That may be the time to introduce pricing that is less 
expensive or broken into smaller bites, rather than 
the normal year-round or seasonal contract. 

This gives clients, who are fighting financial woes 
of their own, a break. It also will ensure a more even 
work load for the staff. 

However, don't get into price wars with competi-

tors. Experts agree that, in the long run, you're going 
to lose that battle no matter where you are on the 
price spectrum. Remember that lawn and landscap-
ing is a service business. Promote it and compete on 
that level. 

A tough economy is not the time to cut back on 
advertising and public relations. Experts suggest 
getting an image-building advertisement in the local 
weekly or daily paper, or perhaps a radio spot or 
two. Public relations does not require hiring an 
agency — it can be an appearance on a local talk 
show to give advice about liming lawns, or provid-
ing expert insight into a recent insect outbreak. 
Public relations funds also can be allocated to buy-
ing high quality thank you cards and postage stamps. 

The old rule of thumb for service businesses was 
to earmark 2 percent of a budget for advertising and 
public relations. Today, 3 percent is a more reason-
able figure. 

Richard Akerman, president of Northwest Land-
scape Industries in Tigard, Ore., said a good plan is 
the heart of any business' chance at short- or long-
term success. 

"You need a business plan that tells you exactly 
what you are going to be doing, what your market is 
and how you will go about competing in that mar-
ket," Akerman insisted. 

"You need to pick a niche market, whether it's 
commercial, residential, construction or something 
else, and know what you do the best. Recognize 
how big your market is and how big you want to be 
in that market," he continued. 

"Then identify what you need to be a player and 
the kind of person you need in each position in your 
company. You need to know the financial conse-
quences and financial planning involved. For in-
stance, does your budget match the going service 
prices in your area4 

Quality landscape work is just one part of building a contracting business 

PLAYING SOCCER. For Terry 
Anderson, regional vice president 
of Riverwoods, Ill.-based Rentokil 
Environmental Services doing 
business is like playing soccer — 
it's not the same without a spe-
cific goal. 

"What is most important is goal 
setting," Anderson observed. "No 
matter where a business is in its 
evolution, you need a road map, 
something to measure up against. 

"In the simplest form, you need 
to know what kind of revenues 
you want for the year. Also, you 
should have an idea of the margin 
you want to deliver," he said. "You 
need a budget in place — a 
roadmap to follow to manage the 
costs of the business. 

"A lot of people aren't as fo-
cused in goal setting as they pro-



SBA TO THE RESCUE 
There's an old joke about govern-
ment: "Hi, I'm from the United 
States government and I'm here to 
help you." Despite the abuse Uncle 
Sam takes at cocktail parties, there 
are some fine government and 
private programs to take advantage 
of, even if you are fairly confident in 
what you're doing. 

One program is the Small 
Business Administration. Many 
people think of SBA only as a place 
to get business loans or loan 
guarantees. While SBA does 
provide loans (up to $150,000 for 
applicants unable to secure an SBA 
guaranteed loan) and does assure 
banks of repayment of loans (90 

percent of the loan value up to 
$155,000 and 85 percent of loans up 
to $750,000), its business services 
and publications may be of more 
value to landscape managers. 

SBA has a library of booklets 
available, most selling for about 50 
cents or $1. They are well worth 
ordering: Creative Selling: The 
Competitive Edge (MT1, 50 cents), 
Researching Your Market (MT8, $1), 
Manning and Goal Setting for Small 
Business (MP6, 50 cents), and 
Busi ness Plan for Small Service 
Finns (MP11, 50 cents). 

Most cities have an SBA office. It 
is listed in the blue pages of the 
telephone book under U.S. Govern-
ment, Small Business Administra-
tion. If you can't locate a nearby 

office, dial toll-free 800/368-5855 
for the SBA National Answer Desk. 

The odds are good that the SBA 
will offer to put you in touch with 
SCORE, the Service Corps of 
Retired Executives. SCORE offers 
free business counseling by men 
and women who have had suc-
cessful careers and are willing to 
share their expertise and knowl-
edge. These people are not your 
competitors, although they may 
have been just a few years ago. 
They offer advice on purchasing, 
marketing, advertising, computer 
technology, machinery and 
management. 

Contact SCORE at 202/653-6279 
or through the SBA Answer Desk's 
800-number listed above. 

fess to be. Businesses can run for a number of years 
with enough success that they can continue, but that 
doesn't necessarily speak to how successful they 
might be if they were more goal-oriented." 

Anderson also suggested referring to ALCA's pub-
lications for guidance. He said that networking with 
other businesses is critical. Also, he added, last 
year's financial performance can serve as a guide for 
this year's expectations. 

Time-tested traits such as honesty and openness 
are the basics that head Dale Amstutz's list. The 
president of Northern Lawns Inc. in Omaha is the 
new president of the Professional Lawn Care Asso-
ciation of America. 

"First and foremost, you have to be straightfor-
ward and honest with your employees and custom-
ers. There should be no hidden agendas or anything 
that you're not being up-front about," said Amstutz. 

"Also, be honest and open with your vendors and 
bankers. If you have a problem paying a bill, don't 
hide it or make excuses. Tell them. Most creditors 
are interested in getting their money when it's due, 
but if you have a problem, the quicker you let them 
know, the better off they will be," he explained. 

STARTUP CHANCES. Who is more likely to succeed in 
a business startup? The person who knows land-
scaping but has no business training or the person 
with business experience who has yet to learn the 
technical side? 

Odds are, it's a draw. For both, entry into the 
business isn't expensive, and the landscaper is likely 
to take an early lead based on experience. Once the 
business-type person gets a handle on the technical 
skills, though, the race gets tight. 

"In the short term, the person from the landscape 
business has the edge, because they're smart agro-

nomically," said Amstutz, whose background com-
bines agronomy with years spent on the corporate 
side, working for an agricultural chemical company. 

"You'll see the people without business knowl-
edge do well for a couple of years, then fizzle out 
because they lack business savvy. On the other 
hand, the people who know business may stumble 
at first, using the wrong weed control or fertilizer, 
but once they get the agronomical part down pat, 
they will do better," he noted. 

Akerman doesn't hold much hope for someone 
who gets downsized out of an accounting job and 
decides to launch their own landscape business. "If 
you haven't had experience, your odds are not good 
at succeeding," he said. 

People who get their start with irayor lawn care 
companies do get good experience, he added, be-
cause they get training and an immersion in the 
company's objectives. 

RISING EXPECTATIONS. One thing contractors must 
cope with are the rising expectations among their 
customers, whether those customers are commer-
cial, residential or a mix. It takes a quality job and a 
decent price to hold customers' loyalty. 

"There is an expectation out there that landscape 
professionals are more professional than ever be-
fore. I find that in my market," said Minor. 

"When you go into a presentation, they don't 
expect you to wear a suit and tie, but they don't 
expect blue jeans and cowboy boots, either. The 
industry is maturing and as people become knowl-
edgeable about the services we can provide, their 
expectations become higher. They expect a quality 
job and a responsive company, and they expect 
those two things at a pretty good price." 

"Public expectations are constantly increasing," 



agreed Amstutz. He said state and national organiza-
tions are doing a good job of educating their mem-
bers, which in turn better equips members to edu-
cate the public. 

Anderson, however, thinks the industry must do 
more to shape the public's view. 

"Companies that have been around the longest 
are focused on that and do all they can through their 
own resources, as well as through association in-
volvement," he said. "I think everyone in the indus-
try would love to see a national media campaign, but 
nobody has figured out how to pool our resources so 
we can afford it. 

"We have evolved more quickly on the commer-
cial level," Anderson added. "That customer tends 
to be more demanding and sophisticated in deter-
mining who they will do business with and what they 
will accept in performance. But on the consumer 
side, where the big numbers are, there is probably 
still a low perception of what landscapers do." 

MORE NEGATIVES. There always has been competi-
tion and Uncle Sam still has his hand out, but the 
natures of both have changed in ways that make it 
rough on the business operator. 

"Government regulations alone take more and 

more of your business. It doesn't affect the small 
company so much, but when you have 25 to 50 
employees, you have to live by all those regulations. 
It takes you away from what you enjoy doing," said 
Akerman. 

"There are more negatives today than there were 
20 years ago. It will get worse with increased regu-
lation, and that's in every field, not just in landscap-
ing. That is why you find people saying it is too hard 
to be in business. They would rather work for 
someone else. They want to work hard, but leave 
the job behind at night." 

Minor agreed: "Ten years ago, it was easier. Things 
were booming, there wasn't as much competition 
and there was some flexibility in pricing because of 
that. It is getting tougher each day to maintain the 
competitive edge and the margins to which a lot of 
companies are accustomed. There are more people 
out there doing the work and they are more sophis-
ticated. The sheer numbers have and will drive 
prices down. 

"But that's the American free enterprise system 
at its finest," Minor added. "It is a challenge, but one 
that good companies accept. Weaker companies, 
who don't adjust, will lose out." 

This year should be good for business. Industry is 
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> Make a 
Little Magic 
in 1995 I 

Metromail provides lawn and landscape professionals with the best 
opportunities to increase sales through direct marketing. 

Our lists include New Movers, New Homeowners and many more. We 
also provide services such as enhancing your customer database, providing 
phone numbers and locating neighbors of your existing clients. 

Help us help you make 1995 a banner year. 
1-800-523-7022 

Metromail 
A N R . R . D O N N F I I F Y & S O N S C O M P A N Y 

fill 
>PS Consulting 

Mr. Accountant is the t i m e proven, 
comple te business m a n a g e m e n t 

sys tem star t ing at $ 6 9 5 . 0 0 . 
Invoices-Statements-Job Costing-Sales 
Tax/Finance Charge Computation-Aging 

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

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

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

Driven-Simple to Use-Customization and 
Multiuser Version Available 

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

plication and irrigation companies 
S e r v i n g t h e g r e e n i n d u s t r y s i n c e 1 9 8 7 

1032 Raritan Rd. 
Cranford, NJ 07016 

(800)272-1398 
Fax:(908)272-8729 

Call for FREE Demo Disk! ( Q 0 ) 

USE READER SERVICE #32 





^ y ^ r o Keept 

uir customers, y with 
Sometimes a new scent works wonders. So stay in step 

with your customers by using new Dursban* Pro insecticide 
It gives you all the performance you expect from Dursban, 
in a new low-odor formulation. 



Dursban Pro is your broad-spectrum, cost-efficient 
choice. It delivers the effective residual control your customers 
demand. So you'll reduce your risk of costly callbacks. And the 
new scent means fewer complaints and happier customers. 

Use new Dursban Pro. Your favorite partner smells 
better than ever. 
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e know j)est management 
inside an$ out. 

New Dursban* Pro insecticide, for both indoor and 
outdoor applications, is another innovative development 
from DowElanco. 

This new formulation combines cost-efficiency, 
effective residual control, and a new scent all in one 
product. The new label has more use sites and target 
insects listed than the old formulations of Dursban. And 
Dursban Pro also carries a caution label. 

So continue to look to DowElanco for the latest 
ideas. We're the company you can count on for quality 
products, helpful advice and the best service in the 
business. For more details, call 1-800-352-6776. 

& % DowElanco 
TM 

Always read and follow label directions. ^Trademark of D o w E l a n c o Printed in the U.S.A. 



coming off a strong 1994 and there's no reason to 
expect anything less for 1995. 

ttI think the economy will remain strong in 1995 
and into 1996," predicted Akerman. "Even though 
interest rates are up, they are still a bargain com-
pared with 10 years ago. Housing demand is still 
moving along, although material costs have risen." 

"Times were good in 1994, and I am even more 
optimistic going into 1995," added Anderson. 
"Interiorscaping was impacted more negatively by 
the last four or five years of difficulty in the economy. 
My friends in exterior maintenance have grown 
their businesses, but most businesses in 
interiorscaping have shrunk. In 1994, we began to 
see more money available for improvements." 

Minor also sees a promising year ahead: "The 
msyority of people I talk to around the country say 
1994 was a good year and they are really optimistic 
for 1995. We share that opinion. We're continuing to 
grow and maintaining the margins we set." 

WORDS OF WISDOM. The experts quoted above of-
fered some advice on mistakes to avoid: 

•"Don't get so wrapped up in the day-to-day busi-
ness that you can't see the forest for the trees," said 
Minor. "You have to look down the road and plan. 

Lack of planning probably is the biggest mistake 
many of us make." 

•"Join your state professional association and 
PLCAA, and mingle with your peers. You'll learn 
more from them than any school," Amstutz advised. 
"That's one thing people do — times get hard and 
they skip paying their dues. That's probably the 
worst thing they can do." 

•"Try not to grow too fast and take on more than 
you can," Akerman offered. "Also, you do have to 
understand the costs of doing business." 

•"You can't pay too much attention to the people 
you hire and the way you train those people to 
deliver the standards you've built into your busi-
ness," Anderson said. "If they do all the right things 
technically, that side of the service is covered. If 
your people are equally skilled at customer rela-
tions, that can only enhance your reputation and 
build up the price people are willing to pay." 

•"The biggest mistake people can make is not 
placing enough importance on returning telephone 
calls. They get too busy doing their business and 
they forget to run the business," Amstutz added. • 

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

B U Y F A C T O R Y DIRECT! 

SALT SPREADER SPECIAL! 

ONLY $795.00* 
"GUARANTEED LOWEST PRICE IN THE COUNTRY' 

6 Cu Ft Polyurethane IIopper-600 lbs Cap 
IID SEALED Motor - In Cab Electronic 
Speed Control - Stainless Steel Spinner 
Uses # 1 or 2 Rock Salt and Calcium 
Chloride - Spread Width from 3 to 40 ft 

LIMITED SUPPL Y-ORDER NOW! 

Don't Forget To Call for Our FREE 94/95 
Snow Plow Parts Catalog for Western-Meyer 
Fisher-Polar-Gledhill - Swenson-Henke- Etc 

CENTRAL PARTS WAREHOUSE 
1-800-761-1700 

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 -0260o r 804-755-1101 world- FREE7F-PLIK 
wide The cost is so reasonable, it's a good S S S S U S S S ^ 
way to break the ice with any customer. Become ice Makers. 
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People 
PHILIP TRALIES was appointed president of 
Textron's Jacobsen division. He has been 
with Textron for 17 years, most recently as 
senior vice president, finance and adminis-
tration for E-Z-Go Textron. 

New vice president of sales for Earthgro is 
Steven Liffers. He brings a variety of 
experience in the horticulture industry to 
this newly created position. 

Lofts Seed has promoted Dr. Richard 
Hurley to vice president, director of 
research and professional sales. He has 
served as Lofts' director of research for 17 
years. Mary Beth Ruh has been named 
manager of the company's branch in 
Allentown, Pa. 

DHM named two new partners: Gregg 
Brown and Michael Gasper Brown has 
led several landscape projects since he 
joined DHM in 1985; Gasper has 18 years 
in the field of landscape architecture. 

The position of executive vice president of 
Turf-Seed was created for Gordon 
Zielinski. He will handle new product 
development, marketing, acreage expansion 
and other management duties. 

Mike Stoll has joined the landscape 
products division of Netafim Irrigation as a 

member of the distributor account team. He 
will work with distributors in several 
regions from Colorado to New York. 

Lucy Polk was named director of finance/ 
controller for Husqvarna Forest & Garden, 
where she will oversee the firm's financial 
services department. 

L.R. Nelson Corp. appointed Mike Smith 
the northern California sales manager. He 
formerly had sales and management 
responsibility at Environmental Care. Jeff 
King was named as the company's Texas/ 
Oklahoma sales manager. Previously, he 
owned an irrigation installation company. 

Paul Grosh has been named national 
sales and marketing manager for Lebanon 
Turf Products. He joined Lebanon in 1987, 
bringing experience in the landscape, golf 
course and nursery industries. 

New regional sales managers at Hunter 
Industries are: Curt Bruce. California and 
Nevada; OJ. Warner. Pacific Northwest 
and western Canada; Derick Wright. Texas 
and the Southwest; Troy Leezy, Great 
Lakes; Jeff Crean. New England and 
eastern Canada: Mike Cucchiara. the 
Southeast and Mid-Atlantic regions; and 
Kevin Colesworthy. Florida. 

Tralies Zielinski 

John Oswald was appointed product 
manager for Briggs & Stratton's small 
engine division. He will serve as liaison 
between the division's engineering and the 
company's domestic, industrial and 
international sales divisions. Bill 
Chernohorsky will serve as the company's 
inside account representative for M.T.D. He 
joined Briggs & Stratton in 1978. 

New appointments at Shemin Nurseries 
include: Nancy Kovacs as marketing 
specialist at company headquarters in 
Ridgefield, Conn.; Henry Whalen as 
general manager in Oaks, Pa.; Jeffrey 
Waters as Mid-Atlantic region sales 
manager; Bill Bynum as facilities manager 
in Charlotte, N.C.; and Dan Whitehead as 
operations manager in Lawrenceville, Ga. . 

WHO'S WH 
AT LLM 

Cindy Code 
Group Publisher and Editor 

Susan Gibson 
Managing Editor 

Dave Miethke 
West Coast Sales 

Maureen Mertz 
Publisher/Advertising 
East Coast Sales 

1723 South Hill 
Milford, Ml 48381 

810/685-2065 

, -Lawn & Landscape 
MAINTENANCE 

4012 Bridge Avenue 
Cleveland, Ohio 44113 

216/961-4130 

Tim Yedinak 
Midwest Sales 

C E N T R A L 
L A N D S C A P E 

S U P P L Y 
WHOLESALE SUPPLIER 

SUPPLIER T O T H E 
LAWN-GARDEN & 

L A N D S C A P E I N D U S T R Y 

Trees • Shrubs • Tools 
Landscape Fabric • Edging 

Fertilizers • Nursery Containers 
Solo Sprayers • Tree Guard® 

Felco Pruners • Ponds & Pumps 

CALL FOR FREE CATALOG! 

1-800-772-3888 
Central Landscape Supply 
4026 County Rd 74 So., St. Cloud, MN 56301 

PHONE: (612) 252-1601 
FAX: (612) 252-5577 

USE READER SERVICE #75 



Outfront Reachability 

dWfiHw 
Angle Dozer Blade Snowthrower... plus Cab Enclosure 

New Dethatcher... plus Sunshade 

. to Down Discharge™ Mulching 

... and Now 
Combo Mulching Deck! 

Quik-D-Tatch Vac® 
Grasscatching System. 

WILL CHANGE YOUR MIND ABOUT WHAT A MOWER CAN DO. 
converts from mulching to side discharge. 

Choose your power from nine engine models, 12.5 to 
28 hp, gas or diesel, air-cooled or liquid-cooled. Add a Quik-
D-Tatch Vac® grasscatching system or other Quik-A-
Tatchments,M you need for year-round grounds maintenance 

jobs, including the new dethatcher and bed 
shaper. A new Quik-D-Tatch® mounting 

system lets you remove decks and add 
attachments in minutes without tools. 

Built to Last 
s^n a f i f i j TAnni^n* Call for a demonstration today. 

I JDlV Itwi" change your mind about 
what a mower can do. 

• Phone: (316) 345-8621 • FAX: (316) 345-2301 

When it comes to mowing, Grasshopper zero-radius 
outfront mowers make all the moves you need for 
unparalleled maneuverability, reachability and timesaving 

trimability. But now, unequaled selectability lets your 
mower handle more grounds maintenance jobs with 

the same machine. 
The new Quik-D-Tatch® Combo 

Mulching Deck lets you convert in 
minutes from mulching to side 

discharge or vacuum collection F i r s t t o Finish 
using the same 44", 48", 52" and 61" 
deck. A 72" Combo Deck also 

YOUR NEXT MOWER 
©1994, The Grasshopper Company 

The Grasshopper Company • One Grasshopper Trail • P.O. Box 637 • Moundridge, KS 67107 U.S.A. 



Products 
PRODUCTSPOTUGHT 
A broader label expands the uses of Pendulum® 
herbicide from American Cyanamid for pre-emergent 
control against most grassy and broadleaf weeds on a 
wide variety of cool and warm season turf grasses. 
With the active ingredient pendimethalin, Pendulum 
controls 45 kinds of weeds in over 260 labeled 
ornamentals, making it suitable for both turfgrass and 
landscape management. 

The expanded label cites broad spectrum pre-
emergent control against a variety of problem weeds, 
including goosegrass, crabgrass, oxalis and spurge. It 
also directs over-the-top use on an additional 70 species 
of ornamentals, bedding plants and perennials. 

Two formulations of Pendulum are available: 
Pendulum WDG in 10-pound jugs and 1.2-ounce 
premeasured water soluble bags, and Pendulum 3.3 EC 
in 2-1/2-gallon containers. 
Circle 125 on reader service card 

The PowerBrush topdresser/spreader from 
Millcreek Mfg. combines stiff-bristled 
polyethylene brushes with a set of adjust-

able fins to direct a wide variety of material 
into different spreading patterns. 

"Moving floor" design makes it easy to 
spread sand and peat topdressing mixes, 
powdery lime, fertilizers, compost, topsoil, 
grass clippings, sand, wood chips and de-
icing materials of inconsistent particle size. 
Circle 126 on reader service card 

Model TA-19 self-propelled roll-type core 
aerator from Classen Mfg. is powered by a 
4-hp Honda engine. It is designed to fit 
through a 30-inch gate and can cover up to 

24,000 square feet of turf per hour. The 
aerator also features a one-piece frame 
with removable weight bar, as well as 
user-friendly handle and controls. 
Circle 127 on reader service card 

Maxforce® Professional Insect Control ant 
killer granular bait from The Clorox Co. 
mixes sugars, fats, proteins and carbohy-
drates with hydramethylnon delayed-action 

(continued on page 88) 
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with the Royer Model 366 
Quality finished product Reduces preparation costs 

• Higher capacity to handle wider variety of materials 
Fully automatic 

Fast set-up, simple operation 

I N D U S T R I E S , 

CaN or tax, for more information: 
Ph. (717) 287-9624 • Fax (717) 283-0578 

P.O. Box 1232, Kingston, PA 18704 
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WITH THE 
GATOR MULCHER 

YOU'LL EAT THE 
COMPETITION ALIVE! 

Designed for the professional 
landscapes the GATOR MULCHER™ 

offers outstanding performance 
at a sensible price. 

Commercially tested for over 3 years 
Unique design provides sufficient lift for bagging while the secondary 
cutting teeth reduce grass discharge by up to 50% 
Eliminates "scragglies" other mulching blade designs leave behind 
The 4-tooth design is a standout at mulching leaves 
Sized to fit most commercial applications 
Adapted for use with the most popular residential mulching mowers too! 
Outstanding profit potential 
Available exclusively through Silver Streak 
distributors 

GATOR MULCHER" P ^ ^ WWv^p 

Frederick Manufacturing, Corp. 
Kansas City, Missouri 
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MANAGEMENT 
H T . KARL DANNEBERGER, 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 , I'm interested in purchasing copy(s) of TURFGRASS 
ECOLOGY & MANAGEMENT. I unders tand 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.) 

D Payment Enclosed 

Charge my • VISA 

Card # 

• MasterCard 

Expiration Date 

Signature 

Name: 

Title: 

Company Name: 

Address: 

. State: City: 

- JLawn k Landscape 
Published by: MAINTENANCE 

Zip Code: 

L. 

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

j 



Dimension: means fewer crab 
Well, almost 

If you have customers seeking "professional 
help" for their crabgrass problems, 
Dimension® turf herbicide is just the treat-
ment you need to prescribe. 

It's now available from Rohm and Haas at an 
affordable price, with a new split-application 
label. And its season-long control of crabgrass 
and other tough weeds reduces re-treatments — 
making your investment even more profitable. 

Dimension also helps make your business 
more successful through its unmatched 
flexibility. You can put it down preemergence 
or early postemergence, extending your 
application window two to four weeks. 

That means you can use just one 
application of Dimension, in Round Two, to 
wipe out any emerged crabgrass and control 
or suppress late-germinating broadleaves and 



grass problems for everyone. 
everyone. 

grasses. You'll conserve cash and be able to 
pick up more customers late in the season. 

Another option is to split your 
applications of Dimension. Or you can 
apply it in the form of granular fertilizer. 
No matter how you use it, Dimension offers 
excellent turfgrass safety and does not stain. 

For more information on Dimension, 
contact your local supplier. And watch your 
crabgrass problems shrink away. 

DIMENSION 
T U R F H E R B I C I D E 

The toughest thing to emerge since crabgrass. 

ALWAYS READ AND FOLLOW 

LABEL DIRECTIONS FOR 

DIMENSION TURF HERBICIDE. 

Dimension* is a registered trademark 
of Rohm and Haas Company. ©Rohm and Haas 1994 T-0-108 

ROHM 
i H n n s 



I Eliminate down-time. 
I Eliminate high equipment costs. 
I Eliminate any doubt that Encore 

is the best value in the industry! 

TAPER LOCK 
PULLEYS: 
C h a n g e the spindle 
without breaking the 
pulley! 

REINFORCED DECK: 
Reduces sh ims for an 
even, level cut! 

SIX-INCH BRAKE 
DRUMS: 
Longer wear much 
easier steering! 

MATCHED DUAL V 
BELTS: 
Better traction! 

BOLT ON RIM 
PULLEYS & DRUM: 
Replace the pulley or 
the brake drum! 

ADDITIONAL FEATURES: 
• Five speed 

transmission with 
reverse 

• #10 ga. steel deck w/#7 
ga. wear strips & 
welded seams 

• Top access to the 
grease fittings 

• Yoke-style casters 
• Parking brake 
• Tubular bumper 
• Heavy-duty high lift 

blades 
• Easy shift bar 

ENCORE W 
m 

VJ TWFTUTA TiIh J ' JU J mm A All Alt A l / i l 
36" & 48" 14HP RAW 
SPECIAL PRICES 
Ask your dealer about 
the special prices on 
Eliminator models. 

Ask for 

CREDIT 
Loan & Lease Plans 

MANUFACTURING CO., INC. 
P.O. B o x 8 8 8 • B e a t r i c e , N E 6 8 3 1 0 
4 0 2 - 2 2 8 - 4 2 5 5 • F A X : 4 0 2 - 2 2 3 - 4 1 0 3 

ENCORE ELIMINATES THE COMPETITION! 

Products 
(continued from page 84) 

insecticide to attract and kill 12 species of common ants. It works 
against fire, pharaoh, Argentine, field, carpenter and ghost ants when 
applied as a mound, perimeter or broadcast treatment. 

Bait remains palatable and effective when exposed to light rain or 
irrigation, as well as direct sunlight and humid weather. It is available 
in refillable I0-ounce packages and in 6-pound bulk containers. 
Circle 128 on reader service card 

The Goossen Vac V Load vacuum system provides one-pass 
cleanup for practically any front-mount mower working large-scale 
groundskeeping jobs. Its 4.74-cubic yard trailer extends productive 
mowing time and debris cleanup. System is powered by an 11-hp 
Honda engine with electronic ignition and features an automatic 
endgate and adjustable, sealed connection between the vacuum chute 
and enclosed trailer. 
Circle 129 on reader service card 

Convenient one-pound, resealable 
packages of Barricade® herbicide 
from Sandoz Agro give contractors 
the flexibility to treat ornamental 
plantings or smaller turfgrass areas. 
Its low water solubility provides up 
to 26 weeks of residual control in 
and around more than 100 species 
of landscape ornamentals. 

One box will treat several lawns 
or ornamental beds and applicators 
can measure small amounts for use 
in backpack sprayers. 
Circle 130 on reader service 
card 

DowElanco presents an 11-page guide designed to help nursery 
professionals comply with new Worker Protection Standard require-
ments. Meeting Worker Protection Standard Guidelines details 
pesticide safety, equipment safety, application restriction, decontamina-
tion, personal equipment and emergencies. Label specifications for 
DowElanco products are included. 
Circle 131 on reader service card 

John Deere introduces Model 45 
BP commercial power blower with 
a maximum air speed of 180 mph 
and an air-cooled, 2-cycle single-
cylinder engine. 

Design features include spark 
arrester mufflers for low noise 
levels, adjustable harness and 
padded backrest, flexible pipe with 
twist lock section for direct air blast 
in hard to reach areas and controls 
mounted on the adjustable handle 

for one-hand operation. A vacuum attachment is available. 
Circle 132 on reader service card 

The Vulcher mulcher from Butler & Wilson Research & Develop-
ment is an adjustable mulching chamber/deflector that bolts over a 
mower's discharge opening to trap grass and materials and continue to 
mulch them until they are powder-like particles. This "cyclone" 
action works on both wet and dry grass with equal effectiveness, 
while it virtually eliminates blowing. 

The Vulcher's rear discharge action removes side discharge hazards 



because it deflects objects down, not out. 
Raking and bagging are not necessary. 
Circle 133 on reader service card. 

Primo® WSB from Ciba is a new wettable 
powder formulation packaged in water-
soluble bags, giving turf managers the 
benefits of turf 
growth manage-
ment in a closed 
system that 
reduces exposure. 
The entire bag and 
its odorless 
contents disperse 
completely when 
mixed in water. 

Primo WSB is 
labeled for use to 
reduce turf growth on an major turr species 
on residential and commercial lawns, 
athletic fields and golf greens, sod farms 
and similar areas. To mix, applicators just 
drop Primo bags into a partially filled 
sprayer or mix tank and agitate. 
Circle 134 on reader service card 

System XF-416™ irrigation controller from 
Toro's I r r igat ion Division lets commer-
cial users expand a system as site demands 

change. Four-station expansion modules 
upgrade the standard 8-station controller to 
12 or 16 stations as needed. It features four 
independent irrigation programs that can be 
assigned to any station. 

The SurgePro™ system safeguards each 
module from lightning damage and power 
surges, while a built-in sensor port can be 
used with the Rain Switch® automatic 
system shutdown that prevents water waste. 
Circle 135 on reader service card 

Eliminator walk-behind mowers from 

Encore M f g . have 14-hp Kawasaki engines, 
5-speed transmissions, reinforced steel 
decks, high-lift blades and matched dual V-

belts. Both 36- and 48-inch models also 
feature yoke-style casters, parking brakes, 
tubular front bumpers and top access to 
grease fittings. 
Circle 136 on reader service card 

Merit® 75 WP insecticide from Mi les 
Specialty Products is packaged in a 
convenient two-ounce bottle that mixes as 
little as 2.5 gallons of dilution for smaller 
foliar applications. Merit contains the active 

Without 
advertising, 

a terrible 
thing 

happens... 

NOTHING. 

\ EVERYTHING FOR THE 
) LAWN MAINTENANCE INDUSTRY 

C E L E B R A T I N G O U R 2 8 t h Y E A R ! 

200 gal. poly baffled tank 
5.5 Honda with D-30 
Electric reel 

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

OLDHAM CHEMICALS 
COMPANY, INCORPORATED 

C O M P L E T E S U P P L I E R O F T & 0 C H E M I C A L S 

1 -800-888-5502 
O r w r i t e : P .O. B o x 1 8 3 5 8 , M E M P H I S , T N 3 8 1 1 8 



ingredient imidacloprid for season-long 
control of turf and ornamental insects when 
it is applied to the soil. 

Turf applications control white grub larvae, 
billbugs and annual bluegrass weevils. 

Applicators can use foliar spray, broadcast, 
soil drench and soil injection methods to 
control aphids, white grubs, leaf-feeding 
beetles and many other types of insects in 
landscapes and interior plantscapes. 
Circle 137 on reader service card 

Series 10 fertilizer spreaders from Gandy 
rely on precision cam gauge metering for 
accuracy and simplicity in gravity flow 
applications. Spreaders have a steel bottom 
with stainless steel slide mated for accuracy. 
Hopper capacity is about 100 pounds per 
linear foot. Sizes range from 6 to 12 feet in 
four drive styles. 

Standard powder angles can be installed 

on the internal rotors for agitation when 
applying granulated lime. 
Circle 138 on reader service card 

Micro-Mower MP340X attachment from 
R.L. Parsons & Son Equipment features 
individually controlled cutting heads, full-
width roller, 1/4-inch mowing increment 
adjustments, hydraulic drive and even 

mulching without windrows. Three 41-inch 
high-speed cutting heads perform 
verticutting or special grooming. Attach-

ment fits on standard tractors for flexible 
and productive operations. 
Circle 139 on reader service card 

Masking agent Spray Scent W from Terra 
Internat ional adds a wintergreen scent to 
weed and brush sprays that masks objection-
able chemical odors. Convenient 1-gallon 
jugs let applicators mix batches of 2-4 
ounces to a water carrier or 8 - 10 ounces per 
100 gallons of oil or oil emulsion. Spray 
Scent W can be used on ditch banks, as 
well as residential and commercial areas. 
Circle 140 on reader service card 

Create 
Beautiful 
Concrete Borders 
for Less than Half the Cost 
of Conventional Methods! 
$ Add on to your services/profits 
$ Low maintenance/Easy to use 
$ Self-propelled, electric or gas powered 
$ Create various shapes and sizes 

23042 Alcalde #C • Laguna Hills, CA 92653 
(714) 587-8488 • (800) 292-3488 • FAX: (714) 951-2656 

Greener Pastures Software 
Lawn Assistant Plus* Version 7.4 

Guaranteed the Most Powerful Lawn 
Maintenance Software Available or 

Your Money Back! 
+ 10 years in the Lawn Care Industry 
+ Forecasts Days, Weeks, Months in Advance • You will 

always know your product and labor needs! 
+ Easy to Learn and Use - Complete on-call support system 
+ Accounts Receivable I Financial Reports 
+ Call Scheduling /Auto-Dialing 
+ Automatic Routing 
* Mail Merging 
+ Invoice Printing 
+ Employee Production Reports 
+ Saves information continuously • DATAGUARD™ protects 

data in a power loss 
+ Never requires indexing of database 
+ Used by companies that service 80,000 transactions a month 
+ For Companies that rely on Superior Customer Service 

& Management 

Greener Pastures takes TRADE-INS on any 
LAWN CARE PROGRAM - call for details! 
Call 1 -800-783-1069 to receive your free 

demo video & sample reports. 
Lawn Attnttrfl » > iradrwK of Hawann Way Cor>pui«r Scftwart he 

USE READER SERVICE #46 

JANUARY 1995 • LAWN & LANDSCAPE MAINTENANCE 



Armater^ semi-rigid geocell containment 
system from Akzo Nobel Geosynthetics 
controls erosion around demanding 
engineering and excavation projects. The 
honeycomb shape adapts to slopes and areas 
where vegetation is scarce to provide 
workable landscape solutions. 

The nonwoven polyester fabric with 
permeable cell walls drains from cell to cell 
and is lightweight, flexible and easy to 
install and fabricate on site. 
Circle 141 on reader service card 

A multipurpose power hauling cart from Joe 
Built is constructed to handle a variety of 
landscape jobs while it saves back muscles. 
Model HD-500 is powered by a two-cycle 

engine and features front-wheel drive, 
forward and reverse gears, four-speed 
transaxle and a sturdy polyethylene tray. 

The cart hauls up to 1,200 pounds of 
material. Wide front tires and a platform 
with stake body are some options available. 
Circle 142 on reader service card 

Chemical and hazardous material storage 
lockers in the N-series from Safety 
Storage come in six different sizes for 
single or double-tier storage. The prefabri-
cated steel lockers measure over 6 feet deep 
and have lengths up to 31 feet, 6 inches. 
Design elements include heavy-gauge steel 
construction, a secondary containment sump 
with capacities to 660 gallons, removable 
floor grating, chemical-resistant coating 

inside and out and a security system. 
Circle 143 on reader service card 

Loveland Industries offers two marker 
dyes to help applicators improve the visibility 
and accuracy of their work. Marker Dye 
WSP comes as a water-soluble packet of blue 
dye to be mixed in the tank water of 
pesticides and liquid fertilizers. It dissolves 
quickly and leaves no residue that clogs 
nozzles. Marker Dye in liquid formulation is 
available in one-quart bottles for turf 
applications by tank or backpack sprayers. 
Circle 144 on reader service card 

Drift Guard WB70 walking boom spray 
applicator from Environmental Technolo-
gies is said to eliminate spray drift and guide 
spray to the proper ground areas. The 3-
section boom follows ground contours for 

All Seasons 
Catcher lift Systems 

Introducing a new product 
for Walker Mower owners 

to reach greater heights of... 
PRODUCTIVITY, PROFIT, AND SAFETY. 

• Time to lift and dump catcher box: approx. 20 seconds. 
• Reduced job time earns more accounts serviced. 
• Reduced labor costs. 
• Reduced worker fatigue. 
• Reduced risk of injury from lifting clippings. 

800-786-2301 
5100 Valley East Blvd. • Areata, CA 

USE READER SERVICE #41 

THE COMPLETE BILLING SOFTWARE! 
• Quick professional invoicing. 

• Track multiple businesses. . 

• Easy & 

• General ledger & inventory. 

• Chemical tracking for DLE.C* = ^ 

m TnxAWM^M 

lg, routing, & mailing lists. 

. Unlimited TOLL FREE training A support. 

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

CALL FOR FREE DEMO DISK! 
PLEASE SPECIFY DISK SIZE 3wOR 5W 

1-800-572-8713 m 
CUSTOMIZED BUSINESS SOFTWARE, GLEN ROCK, NJ 



accurate applications and folds when 
finished for easy storage. Standard model 
has a nozzle flow monitor, pressure gauge 
and digital speedometer. 
Circle 145 on reader service card 

A 91-inch mowing deck from Howard 
Price Turf Equipment handles large 
projects with ease. The deck is available on 

a choice of three traction units and can be 
folded to make a 56- or 74-inch cut. Flexing 
action eliminates problems with knolls and 
berms. Wings flex up 15 degrees and down 5 
degrees. Its design allows trimming on both 
sides of the deck. 
Circle 146 on reader service card 

Electric hedge trimmers from Little 
Wonder range from 16- to 30-inch blade 
length for cutting growth up to 1/2-inch 
thick. Three models come with a double-

insulated motor sealed in a metal gearbox 
and surrounded by high-impact material for 
durability. Dual action switches (one for 
each blade) activate the double reciprocating 
blades, and stop automatically when either 
handle is released. 
Circle 147 on reader service card 

The 60-inch wide Tine Rake™ dethatcher 
from JRCO fits commercial riding mowers 
having 60- to 72-inch cutting widths. 
Mowing operators can remove large amounts 
of thatch while mulching or bagging. The 
dethatcher lifts grass as it works without 
damage to turf. Front-mount unit weighs 80 
pounds and stores vertically on the mower 
when placed on a trailer. 
Circle 148 on reader service card 

This Peugeot 
Citroen engine 
was shown in 
our October 
products section 
resting on its 
side. Its proper 
configuration is 
correct as 
illustrated in this 
photograph. 

GROWTH 
That's What 

PgMS 
Is All About. 

MAXIMIZE YOUR CAREER GROWTH POTENTIAL! 
BY LEARNING ABOUT THE PROFESSIONAL GROUNDS MANAGEMENT SOCIETY, 

YOU'LL BE MADE AWARE OF THE MANY BENEFITS IT HAS TO OFFER! 
YOUXL GROW WITH US . . . JOIN PGMS TODAY! 

• ANNUAL CONFERENCE & TRADE SHOW 
• DISCOUNTS 
t WORKSHOPS 
• CERTIFICATION 
• AWARDS 
• MONTHLY NEWSLETTER 
• SURVEY INFORMATION 

PHONE # (410) 584-9754 

• EMPLOYMENT SERVICE 
• HAZARD COMMUNICATION TRAINING PACKAGE 
• MEMBERSHIP DIRECTORY 
• GROUNDS MAINTENANCE ESTIMATING GUIDE 
• GROUNDS MAINTENANCE MANAGEMENT GUIDELINES 
• GROUNDS MANAGEMENT FORMS & DESCRIPTIONS GUIDE 
• LANDSCAPE MANAGEMENT SUPERVISORY TRAINING 

MANUAL 

FAX # (410) 584-9756 

Clip and Mail to: PROFESSIONAL GROUNDS MANAGEMENT SOCIETY 
10402 Ridgland Road, Suite 4, Hunt Valley, MD 21030 

I WANT TO GROW WITH PGMS! Please send more information explaining how. 
Name City and State 
Company Zip Code 
Street Area Code/ Phone # 



Seminar 

COMPLETE 
IRRIGATION 
MANAGEMENT e £ S I 

-DAY 

SEMINAR 

Design your irrigation sys-
tems for low maintenance and 

effective water usage. 

presented by: 

Larry Keesen, 
author of 
"The Complete 
Irrigation 
Workbook" and 
Industry Consultant 

l^ppn m ^ i n f p r Keep maintenance costs to a 
minimum through proper 

system management. 

Improve the profitability of 
your irrigation division with 

installation ana maintenance tips. 

$175 INCLUDES 2-DAY 
SEMINAR & WORKBOOK An effective irrigation system 

requires proper installation. 

Register now for the SITE closest to you. 
Seating is limited to 50 people per site. 

CALL 8 0 0 / 8 7 8 - 7 7 8 1 
Become an efficient user of 

water not a water waster. 

LOCATIONS AND DATES 

ORLANDO 

ATLANTA 

COLUMBUS 

CHICAGO 

DENVER 

r Registration includes: 2-Day Seminar, "The Complete 
Irrigation Workbook" and lunch both days. 

~ l 

FEB. 2-3 N A M E 

FEB. 6-7 C O . N A M E FEB. 6-7 

A D D R E S S 
FEB. 16-17 

C I T Y S T A T E Z I P 

FEB. 23-24 1 P H O N E 

FEB. 27-28 S E M I N A R L O C A T I O N R E Q U E S T E D 

Make checks payable to Keesen Seminars, 10700 E. Bethany Dr. 
|_ Suite_ W^Auro_raf_Cq_80014 | 



Calendar 
FEB. 1 -2 Turf & Grounds Expo II, Suffern, 
N.Y. Contact: NYSTA, 800/873-TURF. 

FEB. 2 Nor Cal Spring Trade Show, San 
Mateo County Expo Center, San Mateo, Calif. 
Contact: Margo Jonsson, 916/961 -6814. 

FEB. 2 -5 American Association of Nursery-
men Management Clinic and Association of 
Professional Landscape Designers Winter 
Meeting and Conference, Gait House East, 
Louisville, Ky. Contact: AAN, 202/789-2900. 

FEB. 4 - 8 Sports Turf Managers Association 
Conference & Exhibition, Pirate City, 
Bradenton, Fla. Contact: Bret Kelsey, STMA, 
401 N. Michigan Avenue, Chicago, IL 60611; 
312/644-6610. 

FEB. 6 - 7 Illinois Landscape Contractors 
Association Landscape Foreman Training, 
Holiday Inn, Willowbrook, 111. Contact: 
ILCA, 708/932-8443. 

FEB. 8 - 9 1995 Landscape Industry Show, 
Long Beach Convention Center, California. 
Contact: California Landscape Contractors 
Association, 916/448-CLCA. 

FEB. 8 - 1 0 ProGreen Expo, Colorado 
Convention Center, Denver. Contact: 
Associated Landscape Contractors of 
Colorado/Colorado Nurserymen's Associa-
tion, 303/756-7282. 

FEB. 8 - 1 0 Turfgrass Producers International 
Midwinter Conference & Exposition 
(formerly American Sod Producers Associa-
tion), Hilton Hotel Walt Disney World 
Village, Orlando, Fla. Contact: Tom Ford, 
800/405-TURF. 

FEB. 14 -16 Landscape Contractors 
Association MD-DC-VA Winter Workshop 
and Landscape Expo, Holiday Inn Crowne 
Plaza, Rockville, Md. Contact: 301/948-0810. 

FEB. 14 -18 NAA Annual Meeting and 
Management Conference, Buena Vista 
Palace, Orlando, Fla. Contact: National 
Arborist Association, 603/673-3311. 

FEB. 17 -18 Masters in Management in the 
Landscape Industry seminar, Chicago. 
Contact: Associated Landscape Contractors of 
America, 12200 Sunrise Valley Drive, Suite 
150, Reston, VA 22091; 800/395-ALCA. 

FEB. 2 0 - 2 7 International Golf Course Show, 
Moscone Center, San Francisco. Contact: Golf 
Course Superintendents Association of 
America, 913/841-2240. 

FEB. 2 1 - 2 3 Illinois Landscape Contractors 
Association Winter Seminar '95, Lisle/ 
Naperville Hilton, Lisle, 111. Contact: ILCA, 
708/932-8443. 

FEB. 2 7 - 2 8 PLCAA Day on the Hill, 
Washington, D.C. Contact: PLCAA, 1000 
Johnson Ferry Road, NE, Suite C-135, 
Marietta, GA 30068; 404/977-5222. 

MAR. 1 New Jersey Landscape '95, Meadow-
lands Convention Center, Secaucus, N.J. 
Contact: 201/664-6310. 

MAR 8 - 9 Metropolitan Detroit Landscape 
Association Trade Show & Convention, Novi 
Expo Center, Novi, Mich. Contact: MDLA; 
810/646-4992. 

7 -9 1995 Western PA Turf Conference 
and Trade Show, Pittsburgh Expo Mart/ 
Radisson Hotel, Monroeville, PA. Contact: 
Eric Oesterling, 610/837-1402. • 

YOU CAN'T KEEP PROFITS UP 
IF YOUR EQUIPMENT IS DOWN. 

Tou can't make money if your equipment is in the shop 
instead of on the job. That's why we engineer and build 
every BlueBird Aerator, Seeder, and Lawn Comber to be 
stronger and last longer. 

Sure, you can buy cheaper equipment, but you won't 
find any that's more dependable, easier to operate, or 
requires less maintenance than BlueBird. 

That's why so many lawn-care professionals have relied 
on U.S.-made BlueBird products since 1960. Call us today 
for the name of your nearest BlueBird distributor. 

I 
XlMr/ N r E B A/ A r/ONAL 

2778 S. Tejon Street / Englewood, Colorado 80110 
FAX: (800) 254-BIRD / PHONE <800) 808-BIRD 

USE READER SERVICE #50 

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

FOR PROFESSIONALS, BY PROFESSIONALS 

C & S Protank 8 Sprayers 
•ELECTRIC A N D GAS UNITS 
• DESIGNED TO FIT IN 

A WIDE RANGE OF VEHICLES 
•SINGLE A N D DUEL 

TANK CONFIGURATIONS 
• DIAPHRAGM, PISTON, 

OR ROLLER PUMPS 

Complete Sprayers...Ready to work 
(21 6) 966-451 1 (800) 8 7 2 - 7 0 5 0 

FAX (216) 966 -0956 

Custom Orders Welcome! 

USE READER SERVICE #37 



Classifieds 
RATES 

All classified advertising is 75 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the publisher 
before the first of the month preceding publica-
tion and be accompanied by cash or money order 
covering full payment Submit ads to: Lawn & 
Landscape Maintenance magazine, 4012 Bridge 
Ave., Cleveland, OH 44113. Fax: 216/961-0364. 

BUSINESS OPPORTUNITIES 
LAWN CARE PROGRAM 

NaturaLawn® of America provides the Green 
Industry a successful, growth-oriented lawn care 
program. Discuss the opportunities available to 
you by calling the leader in organic-based lawn 
care. The franchise opportunity of the '90s. 800/ 
989-5444. 

• • • 

WHOLESALE DISTRIBUTOR 
Needed to market environmentally friendly, liq-
uid, slow-release fertilizer products direct from 
manufacturer. Ken Franke, P.O. Box 123, Plato, 
MN 55370; 800/832-9635. 

• • • 

PROFESSIONAL ASSOCIATION 
WANTED — ALCA is looking for landscape 
professionals who want to boost their productiv-
ity, increase their profits and keep abreast of the 
most current industry news. The Associated 
Landscape Contractors of America gives you 
this and much more. Call Anne at the ALCA 
office for more information at 800/395-ALCA. 

BUSINESSES FOR SALE 
LAWN CARE SERVICE 

EXCELLENT OPPORTUNITY. Spraying lawn 
care service, well-established, 9 years old, cov-
ering three counties, room for good growth and 
many add-ons. Located in south Arkansas. Call 
after 5 p.m., 501A725-2450. 

• • • 

LAWN MAINTENANCE 
LAWN MAINTENANCE COMPANY estab-
lished 8 years. Employees, accounts, equip-
ment, vehicles and storage space. Turnkey op-
eration. 904/532-0244. 

• • • 

LAWN CARE/LANDSCAPE 
MAINTENANCE 

West Coast of Florida. Well established with 
excellent references. 1 -3 years commercial con-
tracts. S800K gross average for last 5 years. All 
equipment, office systems and 3-12 months 
training. Terms negotiable. Very profitable, debt 
free. $475K/50% down. Reply to: Lawn & 
Landscape Maintenance, Box 372,4012 Bridge 
Avenue, Cleveland, OH 44113 

LANDSCAPING/NURSERIES/OTHER 
ESTABLISHED BUSINESSES FOR SALE. 
Great locations. Pictorial brochures on request. 
Bob, 719/527-9555. Professional Marketing, 
202 E. Cheyenne Mountain Blvd., Suite #N, 
Colorado Springs, CO 80906. 

• • • 

LANDSCAPE MAINTENANCE 
Austin, Texas — Profitable (37K in '94) and 
growing (15%/year), chiefly (70%) residential 
landscape maintenance. Established with great 
name. 2 crews. Could be home operated. Make 
offer to Lawn Business, 3204 Whites Dr., Aus-
tin, TX 78735. 

• • • 

LAWN MAINTENANCE 
Commercial landscaping and maintenance with 
over $1 1/4 million sales, north Texas. Full staff 
includes middle management. Tax returns show 
over $200,000discretionary cash flow to owner. 
$675,000. Price includes over $200,000 equip-
ment in first-class condition. Exclusive by Del 
Lingco Corp., P.O. Box 542543, Dallas, TX 
75354. Tel. 214/351-6762. 

• • • 

LANDSCAPE, LAWN & IRRIGATION 
N.E. Florida! Commercial/residential accounts! 
4 crews, all equipment, 4 trucks! 800/849-9847. 
VR Business Brokers. 

CONTRACTING/MAINTENANCE 
Landscape contracting and maintenance com-
pany. Established 10 years in Phoenix, Ariz. 
High growth potential in a booming economy. 
Commercial and residential landscape and irri-
gation installation and maintenance as well as 
sprinkler repair service. Many well established 
maintenance accounts. Gross sales $300,000. 
Nets owner $70,000plus. Asking $ 135,000 with 
50% down. Owner will carry. Includes 5 trucks, 
trencher, equipment trailer, equipment and tools, 
office equipment and well trained, hardworking 
staff. Discounted price for cash sale. Write to 
Landscape Co., 7039 E. Virginia Ave., Scottsdale, 
AZ 85257. 

WANTED TO BUY 
LAWN CARE SERVICE BUSINESSES 

If you have been thinking about selling your 
lawn care service business, we are interested. 
There are many options and possibilities. All 
communication is strictly confidential. Reply to 
LLM, Box 363,4012 Bridge Ave., Cleveland, 
OH 44113. 

HYDROSEEDERS & STRAW BLOWERS 
Any make, any model, any condition. Call Neil 
Reinecker at 800/245-0551, or send photo with 
description and asking price. 

MOTORS & PARTS 
Wanted: Cushman motors and parts, contact 
Vickie at 800/476-9653. 

CARBURETOR 
Wanted: Carter Model N Carburetor or parts. 
Contact: Dennis, 800/476-9653. 

FOR LEASE 

TBUCK 6/ EQUIPmm Ltnsm 
• Low Initial Investment 
• Low fJlonthly Payments 

• Quick Turnaround 
• Personalized Service 
ai/i List) mourns 

800-766-2874 
I T T T T C T T I I P v ^ f t 1 1 

LEASING, INC. — J 

1d5fl Park Drive, Wilmington, OH 

FOR SALE 
LAWN CARE EQUIPMENT 

Hannay reels new in-the-box, El526s, El530s, 
$389; lawn/tree hose, 250 psi, 600 psi, 800 psi, 
all sizes; Imler measuring wheels, $54.95; glyc-
erin-filled gauges, 0-60 psi toO-1,000psi, $ 19.95; 
ChemLawn guns, $80.85; lawn spray boots, 
$16.95; lawn spray gloves, $ 1.95/pair. 
Call Hersch's Chemical Inc. 
810/543-2200 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. Free 
recorded message: 707/448-0270. (NK8) 

W0RKCL0THES 

W O R K PANTS THAT ARE 
A CUT ABOVE THE REST. 

Dirt tough! Dickies "Original No-Iron" 
J E ^ ^ L Work Pants. Last longer. Fit better on 

^ H f e , the job. Feel better on your body. 
W ^ p C r ^ P Guaranteed. Call for your 

free catalog today. 

TOLL-FREE 1 80MICKJES 

• • • 

GROUNDSCAPING SUPPLIES 
Hot off the press. Landscapes Supply Corp.'s 
1994 catalog. Save "big bucks." Buy 
groundscaping supplies and maintenance equip-
ment, engines, parts and accessories at whole-
sale. Call 800/222-4303 for your free catalog. 



INSURANCE 

C O M M E R C I A L I N S U R A N C E F O R 
L A W N C A R E F I R M S 

" G R E E N I N D U S T R Y S P E C I A L I S T S " 

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 - 8 0 0 - 8 8 6 - 2 3 9 8 
F A X : 6 1 4 - 2 2 1 - 2 2 0 3 

M.F.P. Insurance A g e n c y , Inc. 
50 W e s t Broad Street , Sui te 3 2 0 0 

C o l u m b u s , O H 4 3 2 1 5 - 5 9 1 7 

BIDDING STRATEGIES THAT WORK 
BIDDING is the first vital step in the success of 
a business. Now available! A book with answers 
on BIDDING. Our book,Bidding & Contracts: 
Your Key to Success, was born of experience, not 
theory. Send $42.95 to: #l Profits Unlimited. 
3930-B Bardstown Road, Louisville, K Y 40218; 
800/845-0499. 

• • • 

PREMIUM REPLACEMENT PARTS 

Premium . 
Replacement J T H O M A S ' . d i s t r i b u t o r s , i n c . 

Parts for Outdoor Power 
Equipment OPTIMUM^ 
I n t r o d u c i n g : T R I M LINE™ 

STARTING PRICED AS LOW AS 
^ AS LOW AS S149.99 ^ S4.80 EACH -

F O R P R O D U C T I N F O R M A T I O N O R A 
FREE C A T A L O G O F O U R C O M P L E T E 
L I N E O F M O W E R A N D S N O W P L O W 
P A R T S C A L L 1 - 800 -828 -7980 

LANDSCAPE DESIGN KIT 

£ LANDSCAPE DESIGN KIT 3 
fc/^ r u b b e r s t a m p t r e e . s h r u b 4 p < ' . • dc & T o r e 

A . i n • - v a i e s t a m p s izes range ' 4 10 1 3 4" 
$77.50 • S5 s h ViSAMasterCard or mo s sfuppefl 

t day Checks delay shipment 3 we>>s :JS 
L ^ f l CA add 7 75°c Sales T a i 

M C " - £ 1 AMERICAN STAMP CO. 
— — m 12290 RismgRd Dept L L 95S 

^ Wilton CA 95693 
Voce'FAX (916) 687 7102 £ 

FREE Landscape Design Book with your LDK order. 

CUSTOM DECAL KITS 

F R E E 
LANDSCAPE 
)E SIGN BOO* 
WITH VOUR 

LDK 3QR0EH 

A Quick & 
Economical 

Way 
To Mark Your 

Easy to Order-Easy to Apply 
Custom Decal Kits 

Can or write: Sun Art Decals Inc. 
6837 Pearl Rd. 
Cleveland, OH 44130 
216-843-6262 
800-835-5551 

V Fax: 216-843-6130 

LAWN EQUIPMENT 
For sale — 300 gallon fiberglass tank. D30 
Hypro pump, Hannay reel 300', ChemLawn gun, 
5.0 hp Honda engine with oil alert, GPI digital 
flow meter, mechanical agitation. Asking $3,000. 
Call 616/669-0500. 

• • • 

LAWN SPRAY TRUCK 
1985 Chevy C50 series, remanufactured 1990. 
Target engine, rebuilt transmission, new brakes 
& clutch. 1,200-gallon Tuflex main tank, 200-
gallon drop tank w/mechanical agitation. Hannay 
electric hose reel, 300 feet, 800-psi hose, 18-hp 
twin cylinder Briggs engine w/20-gpm Bean 
pump. Good condition, currently working every 
day. $9,800. Fort Myers Pest Control, Inc. 800/ 
329-3100. 

GOVERNMENT LAND 
GOVERNMENT LAND now available forclaim 
(including agricultural). Up to 160acres/person. 
Free recorded message: 707/448-1887. (4NK8) 

MAINTENANCE EQUIPMENT 
Harley power rake Model TR36, 3 point hitch. 
Used 2 seasons. $2,500. Sprayer 350 gallon, 
fiberglass tank, 5hp. I/C Briggs & Stratton en-
gine, automatic hose reel. $2,500. Call 513/339-
0799. Brown to Green Landscaping. 

HELP WANTED 
FOREMEN 

A large, established Northeast irrigation/land-
scape firm seeks working foremen with a mini-
mum of five years-plus experience required. 
Individuals will be required to be hands-on 
working foremen for blue chip clientele. Posi-
tions available: Irrigation foremen, landscape 
maintenance and construction foremen. Fax 
resume to: 914/357-8086, or mail to: P.O. Box 
627, Suffern, NY 10901. 

• • • 

LAWN CARE MANAGER 
GREEN LAWN INC. is seeking a manager for 
immediate opening in our Pittsburgh location. 
Minimum three years' management/operations 
experience required. Excellent salary with large 
end-of-year bonus based on performance. Health 
insurance and new vehicle included. Starting 
package, $45,000-$50,000, depending on past 
success and experience. Come work with one of 
America's fastest growing lawn care compa-
nies that's on the move and "cares" for its 
employees! Send resume to Mike Markovich, 
P.O. Box 9038, Fort Wayne, IN46899-9038 or fax 
resume to 219/432-7892. 

SALES MANAGER/TRAINEE 
GREEN LAWN SALES MGR/SALES MGR 
TRAINEE. Permanent position. Degree or 
equivalent experience required. Must have ex-
cellent communication skills and be able to 
manage people. Green Lawn is recognized as 
the largest independent lawn care company in 
the St. Louis area. We offer outstanding salary, 
bonus, 3 weeks paid vacation and insurance 
benefits. We provide a great future in an enjoy-
able working environment. Salary to $40,000. 
Apply in person at: Kapp's Green Lawn, Inc., 
11835 Westline Industrial Drive, Maryland 
Heights, MO 63043 or call Rick Jensen at 314/ 
569-1782. 

• • • 

IRRIGATION TECHNICIAN 
Join one of America's leading landscape com-
panies, Minor's Landscape Services, as an irri-
gation technician. Minimum 3 years experience 
in trouble shooting, scheduling, and repair of 
commercial irrigation systems required. We 
offer top pay and a great location to live and 
work. Send your resume to 2550 Berner, Ft. 
Worth, TX 76111 or call Human Resources 
Manager at 817/740-9792. 

• • • 

EMPLOYEE SEARCHES 
Florapersonnel, Inc. In our second decade of 
performing confidential key employee searches 
for the landscape industry and allied trades 
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free. 
Florapersonnel, Inc., 2180 W. State Rd. 434, 
Suite 6152, Longwood, FL 32779-5013. Phone 
407/682-5151, Fax 407/682-2318. 

IT PAYS TO ADVERTISE IN LLM CLASSIFIEDS! 



MAINTENANCE MANAGERS 
& SUPERVISORS 

One of the nation's largest and fastest-growing, 
full-service landscape companies has an imme-
diate need for experienced maintenance manag-
ers and superintendents, as well as entry-level 
maintenance supervisors, in the Midwest, South-
west, Mid-Atlantic, Northeast and Southeast 
states. The company seeks energetic, team-ori-
ented college graduates with proven leadership, 
communication and interpersonal skills. The 
company offers full-time positions, excellent 
advancement opportunities and exceptional 
compensation and benefits with an industry leader 
celebrating 54 years of uncompromising customer 
service. For immediate confidential consideration, 
please send or fax your resume to: The Brickman 
Group, Ltd., Corporate Office, 375 S. Flowers Mill 
Road, Langhome, PA 19047;215/757-9630. EOE. • • • 

PROFESSIONAL OPPORTUNITIES 
Gaines International is the nation's leading 
search/recruiting firm in the landscape industry. 
Our client base consists of the top firms through-
out the U.S. We are currently interested in 
landscape professionals for a variety of excep-
tional opportunities. Candidates interested in 
current or future positions send resumes to: 

Gaines International 
650 N. Dearborn, Suite 450 
Chicago, IL 60610 
Fax: 312/654-2903 

CREW LEADERS/SUPERVISORS 
Small wood Design Group/Small wood Land-
scape, Inc. of Naples, Florida is looking for 
qualified, experienced crew leader/supervisors 
for our award winning Horticultural Manage-
ment and Landscape Construction Divisions. 
Previous leadership experience is a must. Are 
you driven by a desire to service the customer? 
Do you have the ability to move people to 
action? Do you have the maturity necessary to 
take charge, make decisions and see things 
through to completion? Are winter tempera-
tures of 80° appealing? If you answer yes to 
ALL of these questions, join the winning TEAM! 
-A Drug-Free Workplace 
-Benefits, 401K Plan 
-Advancement from within our organization 
-A secure future in this well established organi-
zation 
Call 813/597-8136, M-F8-5. 

• • • 

OPERATIONAL MANAGEMENT 
Montgomery County, Maryland, Lawn Care 
company is seeking reliable goal-oriented indi-
vidual for operational management position. 
Must be self-motivated and experienced. Job 
description includes sales, customer and per-
sonnel management. Benefits and salary based 
on experience. Send resume to: SuperLawns of 
Gaithersburg, Inc., 14115 Seneca Road, 
Darnestown, MD 20874. 

MAINTENANCE/CONSTRUCTION 
FOREMEN 

Landscape Maintenance/Construction Foremen: 
A design/build/maintenance company is seek-
ing hands-on, working foremen for the Spring 
of 1995. Positions include: Maintenance Crew 
Foremen, Irrigation Servicemen, Turf Chemi-
cal Applicator/Aeration and Construction Fore-
men. Applicable licenses required per position. 
Company offers competitive wages, benefits, 
40IK, a drug-free working environment and 
seeks only the best in the Green Industry. Send 
resumes to Allen Keesen Landscape, Inc., 2305 
S. Syracuse Way #4, Denver, CO 80231. 

RESIDENTIAL SERVICES MANAGER 
One of the largest and fastest growing full service 
landscape maintenance companies in the St. Louis 
area seeking manager for a $2 million residential 
maintenance division. Applicant should have ex-
cellent organizational and communication skills 
and the ability to lead an organization dedicated to 
an extremely high level of customer satisfaction. 
Degree or background in turfgrass management 
and prior management experience in a service 
related industry required. Excellent pay, benefits, 
growth and advancement opportunities available 
for someone who can work in a fast-paced environ-
ment. Send resume to Joe Munie, Munie Outdoor 
Services, Inc., P.O. Box 3208, St. Louis, MO 
63130. All replies confidential. E.O.E. Drug Free 
Workplace. 

L-2 

^Lawn Sprinkling^ 
Cable Laying 

Without a 
Line-Ward 
line laying 
machine 
you could be 
missing the best 
buy on the market!! 
• M o v e s O n T r a c k s , 

(Not Wheels), 
For S u p e r i o r 
T r a c t i o n 

• No Res to ra -
t ion 

• U p to 16 
D e p t h s 

• 800 LB 

B o r i n g 
A t t a c h m e n t 
A v a i l a b l e 

Fast Parts Delivery & Service 
~~ L i n e - W a r d C o r p . 
T J S ^ : 1 5 7 S e n e c a C r e e k R o a d 

Buf fa lo , N e w Y o r k 1 4 2 2 4 
F a x : ( 716 ) 6 7 4 - 5 3 3 4 

P h o n e : ( 7 1 6 ) 6 7 5 - 7 3 7 3 / ( 8 0 0 ) 8 1 6 - 9 6 2 1 

USE READER SERVICE #43 

i V ^ k l i ' i U I - r ' 
LAVJJ] 

F R O M THE LEADERS I N 
SOFTWARE FOR THE 

CHEMICAL L A W N CARE 
INDUSTRY, COMES THE 

W I N D O W S - B A S E D 
SOFTWARE FOR THE 

LANDSCAPE INDUSTRY! 

(STARTING AT $795°°) 

REAL GREEN COMPUTERS 
8 2 4 6 GOLDIE STREET 

WALLED LAKE, M l 4 8 3 9 0 
( 8 0 0 ) 4 2 2 - 7 4 7 8 
( 8 1 0 ) 3 6 0 - 5 2 9 6 

FOR N I N E YEARS, 
THE # 1 SOFTWARE FOR 

THE CHEMICAL L A W N 
CARE INDUSTRY. 

(STARTING AT $3,995°°) 

REAL GREEN COMPUTERS 
8 2 4 6 GOLDIE STREET 

WALLED LAKE, M l 4 8 3 9 0 
( 8 0 0 ) 4 2 2 - 7 4 7 8 
( 8 1 0 ) 3 6 0 - 5 2 9 6 

USE REAI SERVICE #44 USE READER SERVICE #45 



MANAGEMENT MAINTENANCE COORDINATOR LANDSCAPE OPERATIONS MANAGER 
Branch Management. Join our team of pro-

fessionals! Highly successful, multi-state con-
sumer services organization, with a track record 
of outstanding growth, is currently seeking mo-
tivated performers to join our management team. 

If your background includes: Steady career 
progression, P&L responsibility, willingness to 
relocate, direct sales or operation management 
experience, proven leadership skills; we'll pro-
vide: Salary commensurate with experience, 
company car or auto allowance, excellent ben-
efits package, bonus opportunity after assignment. 

If you are looking for an atmosphere that 
encourages individual initiative thinking, forward 
your resume in confidence to: Peter Norris,1520 
Bellevue St., Suite B, Seattle, WA 98122. 

CERTIFIED APPLICATORS/MANAGER 
Seeking independent self-starting people will-
ing to set the standards for the industry. Inquiries 
kept in the strictest confidence. Send work his-
tory and/or resume to Pro-X Lawn Care, P.O. 
Box 566, Appleton, WI54912; 414/739-5615. 

Northern Illinois design/build company seek-
ing hands-on person to coordinate all aspects of 
landscape maintenance department. Horticul-
tural degree or similar a must and working 
knowledge of all maintenance operations, dis-
ease and pest control. Send resume to Mainte-
nance Coordinator, Van Zelst, Inc., P.O. Box 
250, Wadsworth, IL 60083.708/623-3580. 

LANDSCAPE MANAGER 
Established firm with reputation for Excep-
tional Quality seeking personable, enthusiastic 
individual to manage multiple crews in full 
service maintenance of high profile commercial 
properties; must have organizational and people 
skills as well as working knowledge of all 
phases of the landscape business; 4 to 5 years 
experience with southern turfgrass and college 
degree preferred, excellent pay and benefits + 
annual bonus! Environmental Landscape Ser-
vices, 5190 Crestview Drive, Memphis, TN 
38134.901/382-9000. 

Industry leader, full service firm seeks self-
motivated individual with management experi-
ence to lead department (minimum 4 years hands-
on experience). Horticultural degree or similar a 
must and working knowledge of all landscape 
maintenance operations, tree trimming, disease 
and pest control with emphasis on scheduling, 
personnel, client relations, quality control, sales, 
territorial canvassing work and committed to 
long-term opportunity. Spanish and computer 
literate helpful. Must be ambitious, organized 
and have a take-charge attitude. Excellent salary 
(commensurate with experience) and benefit 
package. For confidential consideration, send 
resume with salary history to: Panoramic Land-
scape Management Co., Human Resources, 1470 
Industrial Dr., Itasca, IL 60143. 708/285-0300, 
Fax 708/285-0304. (Landscape architects, con-
tractors, horticultural services) providing un-
compromising high-quality service in Northern 
Illinois since 1969. • 

TO ADVERTISE IN LLM CLASSIFIEDS CALL 
1 -800-456-0707 

COMING NEXT MONTH... 
•The Roles of Landscape Architects and 
Landscape Designers 
•Weed Control in Turf and Ornamentals 
•Estimating Mowing Costs 
•Business Management Series: Bidding 
and Estimating 

Engineered for landscape with features you 
can't get elsewhere • Integrated quote 
option for fast bids • Object oriented CAD 
option • flexible independent objects • 
Unique ft specialized imaging tools • 
Frequent updates ft additions • Superior 
designed software • Easy to use for saving 
valuable design time • Ihuning tapes included 

SPECIAL OFFER!!! 
TO PROVE OUR SOFTWARE IS THE 
BEST W E INCLUDE W I T H S Y S T E M 

PURCHASE THE S A M E 
• W I Z A R D ' P R O G R A M DESIGN 

IMAGING G R O U P (D IG) RE-
MARKETS. . FREE! 

Video or photograph your customers 
home and show full color designs 
Produce a bid from the design quickly 
with IDP Landscape Proposal software 

I N C R E A S E S A L E S 
A T T R A C T N E W C U S T O M E R S 
C L O S E M O R E B I D S 

ARE YOU LOOKING FOR GOOD DESIGN SOFTWARE? 
LANDSCAPE ASSISTANT TRUE COLOR DESIGN SOFTWARE 

For PC & Windows 3 -X 

Works with video or scanner s 

Laptop version n o w available 

• V I S A / M A S T E R C A R D A C C E P T E D * 

1 -800-366-4371 
CALL NOW FOR FREE VHS DEMO VIDEO 

- " - DP 9753 HAM1T0N ROAD MPLS. MN 612-829-7553 

U S E R E A P E R S E R V I C E # 7 7 

Sand for Free Information from 
mirLawn& Landscape 
MAIMEMNCE 

Advertisers 
Our advertisers want to help your business grow, so why not take advan-
tage of the free information about the products and services advertised 
in this issue? 

Simply turn to the reader service card in this issue, circle the corre-
sponding reader service numbers and complete and mail the postage paid 
reply card. Our computerized response system will speed the requested 
materials to you. 

YOUR LOGO 
E M B R O I D E R E D 

on 
IMAGE WEAR 

Products! 

Items as 
low as 

Caps - $6.00 
Golf Shirts - $12.75 

Oxford Shirts - $15.90 
Sweatshirts - $11.00 

Jackets - $26.95 
Pants - $12.60 

[nrjral phone for 
U f c U f l Signs Catalog 

1-800-328-4009 
U S E R E A D E R S E R V I C E # 7 8 



WORKBOOK 

D E S I G N L I N S T A L L A T I O N 

M A I N T E N A N C E 
A N D W A T E R M A N A G E M E N T 

THE COMPLETE 
IRRIGATION WORKBOOK: 
DESIGN, INSTALLATION, 
MAINTENANCE AND 
WATER MANAGEMENT. 
W LARRY KEESEN 

ORDER TODAY! 
• Y E S . I'm interested in purchasing copy(s) of The Complete Irrigation 
Workbook. I understand my purchase will be shipped in the Spring '95.1 also under-
stand that I can return by book(s) within 15 days for 100 percent refund if I am not totally 
satisfied. 

Please charge to my: 
Card # 

• VISA • Mastercard 

Expiration Date. 
Signature 

Return full payment to Lawn & Landscape Maintenance 
Books Department, 4012 Bridge Avenue, Cleveland, OH 
44113. If using your VISA or MASTERCARD, you may 
fax your order to 216/961-0364. Ohio residents only add 7 
percent sales tax. Add $4 for shipping and handling. 
Allow 4 to 6 weeks for delivery. Quantity discounts are 
available. To order, call Fran Franzak at 800/456-
0707. Published by Lawn & Landscape Maintenance 
magazine. 

Name. 

CompanyName_ 

Address 

City 

Phone 

A PEEK INSIDE 
THE IRRIGATION 
WORKBOOK 
Profitable Bidding 
Sensible Sensors 
Diagnosing System Ills 
Appraising Irrigation 
Systems 
Irrigation Designs 
Understanding Pressure 
Head Selection & 
Placement 
Zoning and Routing 
System Hydraulics 
Irrigation Installation 

ANNOUNCING 



New Skid Steer 
Attachment 

Power Age 
Solutions 
For Stone Age 

Problems 

Power Box Rake -
T u r n on t h e s p e e d a n d p o w e r ! 
H a r l e y M o d e l S # 6 o p e r a t e s for-
w a r d -- left or right -- for picture-
perfect raking. 

B e n e f i t s 
• C o l l e c t rocks a n d u n w a n t e d de -

bris into windrows or piles. 
• P u l v e r i z e ground a n d clods into 

level seedbed. Dethatch or com-
pletely tear out sod. 

• S h a p e , g r a d e , s c r e e n , l e v e l , 
f i l l , a n d c o n t o u r with power. 

• P o w e r C o n d i t i o n athletic fields. 
• E l i m i n a t e c o m p a c t i o n a n d im-

prove dra inage . 
• P r e p a r e pipel ine a n d road con-

struction sites for restoration. 
• R e m o v e w h e e l & dozer tracks. 

C o m e u p t o t h e P o w e r A g e ! 

Q u i c k - a t t a c h the H a r l e y P o w e r 
B o x R a k e to your skid steer. Trac-
tor 3-point m o d e l s a re ava i lab le , 
too. For a free v ideo or a dea le r 
demonstra t ion contact: 

J a m e s t o w n , N D 5 8 4 0 2 
- 8 0 0 - 4 3 7 - 9 7 7 9 / FAX 701-252-1978 , 

TO 
ORDER 
YOUR 
COPY 

OF 
7 l e frmfileU 

IRRIGATION 
WORKBOOK 

SV ^ditXHf 'KCC&CH 

SEE 
FAGE 101 

FOR 
DETAILS. 

NEW 
PRODUCT 

POSTING 
SIGNS 

Quality 
Plastic 
Stakes 

R.N.D. 
Signs 

1-800-328-4009 

Ad Index 
ALCA 86* 
All Seasons 91 
American Cyanamid 33-36,70,71 
American Isuzu 20 
AmeriQuip 41 
The Andersons 72 
Badger 14 
Blue Bird 96 
C&S Turf Care 40,96 
CBS 91 
CNA Insurance 15 
Central Landscape Supply 100 
Central Parts Warehouse 81 
Chevy 43 
Ciba 2, 3,52,53 
CoRoN 64 
Creative Curb 90 
Deere & Co 28,29 
Design Imaging 100 
Dilloware 65 
Dixon 69 
DowElanco 17*,19*, 21*, 23,77-80 
Echo 18 
Encore 88 
Excel 104 
Focal Point 37 
New Holland 55 
Frederick Mfg 84 
Glen Hilton 37,81 
Glenmac 102 
Grasshopper 83 
Green Thumb 60 
Greener Pastures 40,65,90 
Grotech 26 
Harmony 61 
Hunter 27 
ICD 45 
Integrated Digital Products 100 
Jacklin Seed 47 
Line Ward 99 
Lofts 30 
Longhom 46 
J J. Mauget 93 
MetroMail 76 
Mutton 60 
National Lime & Stone 82* 
Oldham 89 
PGMS 92 
PLCAA 17* 
Polecat 61 
RND 100, 102 
Rainbird 46 
Real Green 99 
Recreational Leisure 45 
Remay 51 
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Royer 84 
SPS 76 
Sandoz 57-59* 
Scag 49 
Sensible Software 7 
Shindaiwa... 9 
Tanaka 26 
Toro 32 
Tuflex 31 
University of California 68 
Walker 4 
Wells Cargo 16 

* Denotes regional advertising 
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When you attend a Mauget Micro Injection Seminar, you join 
a growing family of arborists and applicators who are concerned 
about tree health and the environment. 

Everything about a Mauget seminar is designed with this 
in mind. Our seminars are designed to educate, but we also 
take time to answer your questions. And, for seasoned appli-
cators, we update your knowledge about new product regis-
trations, uses, and techniques. 

Our family of Mauget products continues to feature the 
finest materials available to control tree insects and diseases, 
and to solve nutritional, elemental, and other tree health prob-
lems. 

Mauget micro injection seminars are for the entire Green 
Industry ~ owners, managers, and applicators. 

Join the family. Call your Mauget distributor about a semi-
nar in your area. Below are dates and locations: 

Micro In ject ion Tra in ing S e m i n a r s 
Arbor Care Inc. 
New Fairfield, CT 
(203) 746-4705 FAX 
(800)746-0776 
CT, NY, MA, Rl 
Jan 18, Rochester, NY 
Mar 6, Waterbury, CT 
Mar 7, Westchester County, NY 
Mar 9, Auburn, MA 

Artistic Arborists, Inc. 
Phoenix, AZ 
(602) 265-1423 FAX 
(602)263-8889 
(800)782-8733 
Jan 24, Albuquerque, NM 
March, Las Vegas, NV 
March, Phoenix, AZ 

Enfield's Tree Service 
Elkhorn, NE 
ND, E. SD, NE, MN, CO, W. IA, 
MO, KS, OK, WY 
(402) 289-0804 FAX 
(402)289-3248 
(800)747-8733 
Feb 4, Lawrence, KS 
Feb 11, Denver, CO 
Mar 3, Oklahoma City, OK 
Mar 17, Elkhorn, NE 
Mar 31, Minneapolis, MN 

Essco Distribution 
Bayshore, LI, NY 
(516) 226-5153 FAX 
(516) 226-5115\ 

(800)842-1104 
Mar 2, Bayshore, NY 

F. Herbert Robertson 
Panama City, FL 
(904)730-8833 
N. FL, S. GA, S. AL 
January, Titfton Area 

Fisher & Son Company Inc. 
Malvern, PA 
(215) 381-5309 FAX 
(215)644-3300 
(800) 262-2127 
Eastern PA 
Feb 2, Reading, PA 

Guardian Tree Experts 
Rockville, MD 
MD, VA, DE 
(301) 881-9063 FAX 
(301)881-8550 
Feb 28, Rockville, MD 

Lanphear Supply Division 
Cleveland, OH 
Cent. OH, W. PA, WV 
Feb 2, Columbus, OH 
Feb 3, Toledo, OH 
Feb 24, Pittsburgh, PA 
Feb 27, Cleveland, OH 

Liqui-Green Lawn & Tree Care 
Peoria, IL 
IL, E. IA 

Feb 25, Willowbrook, IL 
(Chicago Area) 

Midwest Arborists Supplies 
Grand Rapids, Ml 
(616) 364-7616 FAX 
(800)423-3789 
Michigan 
Feb 23, Novi, Ml 

Northeastern Associates 
Fairfield, NJ 
(201) 227-0865 FAX 
(201)227-0359 
New Jersey 
Mar 8, Totowa, NJ 

Pruett Tree Service 
Lake Oswego, OR 
(503) 635-1525 FAX 
(503)635-3916 
(206) 693-0088 WA 
(800)635-4294 
Oregon, Washington 
Mar 2, Portland, OR 

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

Tree Injection Products Co. 
Knoxville, TN 
KY, TN, N. AL, N. GA, MS, AR 
(615) 521-6055 FAX 

(615)522-0533 
(800)827-0532 
Feb 3, Atlanta, GA 
Feb 23, Birmingham, AL 
Feb 24, Jackson, MS 
Mar 14, Lexington, KY 
Mar 23, Memphis 
Mar 24, Hot Springs, AR 
Apr 6, Chattanooga, TN 
Apr 7, Savannah, GA 
Jun 16, Gulf Shores, AL 

Target Specialty Products 
Fresno, CA 
(209) 291-2433 FAX 
(209) 291-7740 
(800)827-4389 
Feb 17, Visalia, CA 

Target Specialty Products 
San Jose, CA 
(408) 287-2004 FAX 
(408)293-6032 
(800)767-0719 
Feb 14, San Ramon, CA 

Warne Chemical & 
Equipment Co. 
Rapid City, SD 
W. SD, Wyoming 
(605) 342-6990 FAX 
(605) 342-7644 
(800) 658-5457 
Dec 8, Lyman, WY 
Feb 2, Rapid City, SD 
Feb 7, Casper, WY 

s/tVcirees 

J. J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 

JOIN THE FAMILY 
with our new full-season Inject-A-€ide AV 

MOM AGWCUt'"̂  ,s SUUMtt A*> • 
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THE EXCEL HUSTLER 2 5 0 0 IHTRODUCES A BIGQER BAG LIMIT. 
T H E E X C E L H U S T L E R 2 5 0 0 NOW C O M B I N E S COMPACT MANEUVERABILITY WITH FULL 9 -

B U S H E L G R A S S - C A T C H I N G CAPACITY. WITH THE NEW B A G - V A C " M O U N T E D ON OUR M O S T 
A F F O R D A B L E H U S T L E R , E X P E C T P E R F E C T REAR VISIBILITY, C L O S E T R I M S , A 
BEAUTIFULLY V A C U U M E D CUT UP TO 6 A " , A N D TRUE Z E R O - R A D I U S T U R N S WITH NO 
FEAR OF BUMPING THE CATCHER. 

I D E S I G N E D FOR POWER, DURABILITY, Q U I E T N E S S , SERVICEABILITY, A N D OPERATOR 
C O M F O R T NO A I R B O R N E CLIPPINGS, EVEN IN HIGH W I N D S 
E A S Y ON, EASY O F F S I D E D I S C H A R G E TO FULL CATCHING CAPABILITY IN MINUTES 
QUICK C O N V E R S I O N TO A MULCHING CONFIGURATION T H R O U G H AN INEXPENSIVE A D D 
ON PACKAGE 
L O W - P R O F I L E COMPACT CONFIGURATION FOR QUICK WORK IN TIGHT S P A C E S A N D 
U N D E R TREES 

T H E H U S T L E R 2 5 D O FROM E X C E L WITH ITS NEW G R A S S CATCHER: QUALITY OF CUT A N D 
MAXIMIZED PRODUCTIVITY WITH FAST, EASY D U M P I N G FROM THE O P E R A T O R ' S SEAT. 

W A S T E NOT. G R U N T NOT. 

1 - 8 0 0 - E X L - H S L R 
1 - B D D - 3 9 5 - 4 7 5 7 

EXCEL 
HUSTLER COMMERCIAL MOWERS 

E X C E L I N D U S T R I E S , I N C . • P . O . B O X 7 • • • • H E S S T O N . K S 6 7 0 6 2 - 2 0 9 7 

HUSTLER 2500 

BEARD 
COLLECTION 


