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THIS just in...the new TOYOTA TACOMA and the

TOYOTA TI100 One

Ton with an available new V6.

Welded STEEL cabs,
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work never gets shortchanged. Toyota TRUCKS.

An exclusive SCOOP for those with their eye on success.

Call 1-800-GO-TOYOTA for a BROCHURE and the location of your NEAREST DEALER.
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itor's Focus

CLASS OF "95. Late spring always calls to
mind the season of commencement, when
graduates of everything from kindergarten
to medical school finish their studies and
step into the next phase of their lives.

It reminded me of the landscape students
from nearly 40 colleges around the country
that I saw compete this March at the Student
Field Days in Acworth, Ga., which was
sponsored by the Associated Landscape
Contractors of America.

I wonder how many of those graduating
seniors have landed good jobs in this
industry? They looked bright, capable, eager
to work. They obviously prepared them-
selves well for the competition, which was
tough and thorough. They made finely
crafted wooden tables, planted entire land-
scape plots, installed mockup irrigation
systems, identified hundreds of plants and
weeds and even operated front-end loaders
through a particularly tricky course. They
even got experienced contractors to sign on
the dotted line during the sales competition.

But the one thing no competition can
measure is a person’s ability and desire to
work hard and stay motivated. Many
contractors I've talked to bemoan the lack of
“good people” to hire. While I admit that the
students I saw could be characterized as the
“cream of the crop,” I also suspect that there
are many more “good people” as yet undis-
covered all around the country.

A good employee doesn’t have to be a
graduate of a landscape program, or even a
graduate of a college. A good employee
doesn’t have to come prepared with know-
ledge about agronomy or horticulture or
even business management. Those are
bonuses in this industry.

Plenty of contractors would be more than
happy to hire a person who is eager to learn,
who is willing to work hard, who applies
what he or she learns, who is motivated,
who takes responsibility for personal actions
and who can communicate. Most of these
qualities will see a person through life
successfully and none of them can be taught
very well. Each person has to work hard to
develop these attitudes or skills.

Students being what they are, many at the
Field Days were more focused on the com-
petition than on the recruiting program,
which was going on hot and heavy. Some of
the country’s largest and most progressive
landscape firms were represented there,
waging a competition of their own to attract
the best prospects from the schools that
participated.

I wondered at the time if many of those
students were aware of the high caliber of
companies represented at this event. Did
they know that some of those firms could be
called “progressive” and “sophisticated,” in

any business? Were they aware of how
valued, and valuable, they will be at these
companies? Did they have any idea of how
much they will be able to grow personally
and professionally at these firms?

Contractors who say they can’t find any
“good people” might want to look in the
mirror and ask themselves why a person
would want to work for them. What do they
offer to the Class of "95? How will they
compete for entry-level people against fast-
food franchises that offer a signing bonus?
(Some do, you know).

Do they give employees the basic comforts
of good wages and benefits, job security and
respectful treatment? Do they train them
properly and give them the right tools to
perform their jobs proficiently from both a
technical and personal aspect? Do they offer
a career path that motivates employees to
stay with the company long term?

A tight job market means that contractors
have to be inventive and go that extra step to
convince those potential “good people” to
commit to their company.

One firm that has developed a workable
approach to a tight job market is Swingle
Tree & Landscape Care, which is the subject
of our cover focus story on page 24. Its
emphasis on cross-training and building a
career path gives its employees new options
they may not have otherwise considered.

Our article on customer service (Business
Management Series Part 6, page 69) offers
additional ideas for getting and keeping
“good people.” While the contractors
interviewed for this article initially talked
about serving their clients, the conversations
inevitably switched to issues dealing with
the “internal” clients — employees. It works
both ways, I guess. You have to instill a
good attitude in the employee before he or
she can share it with your customers. .
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As a lawn maintenance pro,

you can't afford to see it

Most peopie
You see taxes, the rent,
and next week's payroll.

any other way. Sure, you
appreciate a pretty
yard. But it’s a good bet
you appreciate a healthy
business even more. So let us
suggest a way to win on both
fronts: Shindaiwa. We offer a
complete line of hand-held

power equipment. Every model,

from the smallest trimmer to What's it all mean to you? Crews

the largest chain saw, is built

that are more productive. Equip-
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

for commercial use. Our line of professional equipment

¥ ®

equipment is light. in the industry. Visit your local

ke Powerful. Refreshingly Shindaiwa dealer.

easy to use. And designed,

bolt to bolt, to shrug off the

WE SIMPLY MAKE THEM BETTER

harshest treatment. If you ever

do need service, you're

backed by a national

network of independent dealers.
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Business Watch

VARIABLE ANNUITIES:
TAX-DEFERRED GROWTH

VARIABLE ANNUITIES remain one of the
few investment vehicles that offer savings on
a tax-deferred basis. By definition, it is an
investment contract between a life insurance
company and an individual. The money can be
invested in a variety of ways, creating a
portfolio suited to your financial objectives.

Investment options include bond and stock
funds. balanced funds and money market
funds. The annuity’s value fluctuates with the
performance of the investments you choose.

Variable annuities are an excellent way to
save over the long term. The assets grow on a
tax-deferred basis during the initial “accumu-
lation” phase. It can then provide monthly
income payments or provide a guaranteed
death benefit — which gives it an unquestion-
able advantage over most other market-
sensitive investments.

WHAT ABOUT TAXES? “Tax-deferred” means
that no current taxes are due on the accumu-
lated earnings on the investments in your
variable annuity. All dividends, interest and
short- and long-term gains are reinvested in
your annuity, and thus, remain tax-deferred.
You do not pay taxes until you actually with-
draw the eamnings. This means that 100 per-
cent of the annuity’s eamings continue (o
work for your benefit until annuity payments
begin. You may also alter your investment
mix at any time — without tax consequences.
This enables the assets with your variable
annuity to compound faster than if they were
invested in currently taxable investments,

WITHDRAWAL OPTIONS. You may take par-

Lawn and landscape con-
tractors will spend a ma-
jor portion of their 1995
budgets on trees and
ornamentals, trucks, bed-
ding plants, irrigation
equipment, fertilizers and
mowers, according to the
latest Lawn & Landscape
Maintenance reader sur-
vey. The study, con-
ducted by Research USA,
asked random samples of
our 48,000 readers to

($1,040) and fungicides ($990).

CONTRACTORS PLAN "95 PURCHASES

give an average amount spent for a variety of business purchases.

Those specifying average planned expenditures ranked trees and omamentals first at }
$28.660, trucks second at $18,950, bedding plants third at $8,680, irrigation equip-
ment fourth at $8,590, fertilizers fifth at $7,760 and mowers sixth at $7,700. Other ‘
planned purchases include: loaders ($4,310), turf seed ($3.380), pre-emergent herbi-
cides ($3,330), postemergent herbicides ($3,280), debris handling equipment ($2,970)
and insecticides and hand-held sprayers (both at $2,960).

Additional categories included: computers ($2,390), uniforms ($1,840), lawn renova-
tion equipment ($1.540), landscape lighting ($1,500). organics ($1,300), engines

$7,760 |

Fortilirens

$1.700 |
Maowers 4

tial withdrawals or receive a lump-sum pay-
ment from a variable annuity at any time.
You may also elect to annuitize your contract.
Depending on which distribution option you
choose, the IRS considers each monthly
check to include a partial return of your
principal, which is tax free.

Should you need liquidity, provisions of
your plan may enable you to withdraw all of
your accumulated interest, or up to 15 percent

DESERTS DRY OUT HOT AIR

While humid air forms over warm ocean waters, hot air dries out even more over the desert Southwest.

HOT, DRY AIR

of the annuity’s total account value per year,
free of insurance company charges.
Withdrawals from the interest portion of a
tax-deferred annuity will result in taxable
income and, prior to the owner’s attaining
age 59 1/2, may also be subject to a 10
percent penalty. Withdrawals made as a
result of death or disability are not subject to
penalty. — John Houlihan, Dean Witter
Reynolds Inc., Melville, N.Y. "
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When you think you need
Roundup, try REWARD®.

With REWARD herbicide, there’s no
waiting for it to go to work. Because
REWARD is absorbed by broadleal
and grass weeds just minutes after
application. On golf courses, around
residential and commercial turf,
greenhouses and nurseries, in right-
of-ways — wherever you have a
weed problem. REWARD is especial-

3 ly good for spot treatments, edging,
tree wells and other areas where you
need quick, effective weed control.
Unlike other herbicides, REWARD
can be used in both aquatic and
grounds maintenance situations.
Plus it’s rainfast in only 30 minutes.
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sﬁw“%?mﬂw1 =+ Also with REWARD, there’s no worry
us u . ¢
s about the surroundings. It stays
Sanmer” W\hcrc you spray it, controlling

weeds without affecting non-target
\'cgcmlion. fish and other wildlife.

REWARD herbicide.
spectrum weed control without the
wait — and without the worry.

For broad-

For more information, contact
your distributor or call Zeneca
at 1-800-759-2500.

ZENECA

Professional Products
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Environmental Forum

REDUCING PESTICIDE USE. The
Georgia Green Industry Association is
developing a reduced-pesticide land-
scape design for Georgia’s urban en-
vironment, according to its trade pub-
lication, the Journal. The move is in
response to ongoing public and gov-
ernmental concern about the use of
pesticides in home and urban sites,
the report said.

The project has evolved from con-
tinuing research on the pest resis-
tance qualities of certain woody orna-
mentals and turfgrasses, as well as the
effect of greenhouse cultural factors on
pest insect problems both during pro-
duction and afterward in the landscape.

Presently, selected plant material are
being planted in various combinations
to determine how the need for pesticide
applications can be reduced. This in-
cludes the use of pest resistant and
pest-susceptible plants grown with very
limited use pesticides as compared to the use
of pest-susceptible plant material grown
under “normal” chemical pest management.

The “normal” level is being determined
through a survey of application practices by
metropolitan Atlanta lawn and landscape
companies. Once the reduced pesticide
landscape beds are established and the nor-
mal level determined, the impact of landscape
management practices will be evaluated in
terms of plant quality and pest problems.

The Journal also noted that the Georgia
Station Research and Education Garden is
currently being developed for projects like
the reduced-pesticide landscape design. With
an emphasis on research, the Garden will be
open to growers, landscapers, educators,
students and other scientists interested in
seeing ongoing research and its results.

BAN WATCH. Industry equipment-use ban
watchers are reporting that, while there’s no
waning in the efforts of some communities to
limit or eliminate the use of certain outdoor
power equipment, their number of victories
has been curtailed. Here’s a sample of news
from some of the hot spots:

¢ In Davis, Calif., in suburban Sacramento,
the Davis Enterprise reported that City
Council is approving the formation of an ad
hoc committee to study new leaf blower
restrictions and a possible education program
for users of leaf blowers. The good news is a
representative of the landscape industry was
named to the panel.

* Officials in Tiburon, Calif., near San
Francisco, discussed a leaf blower ban under
pressure from the city’s planning commis-
sion, according to the Marin Independent-
Journal. Council has been less than enthusi-
astic — Mayor Andrew Thompson admitted

4

that no one had complained to him personally
about the ban, and Councilwoman Nicky
Wolf agreed. “There’s no question the noise
is annoying. But I haven’t had a single person
mention it to me,” she said.

® The city of Seal Beach, Calif., has insti-
tuted an educational program to curb “abuses”
by leaf blower operators, according to the Los
Angeles Times. Complaints revolved around
flying dust and debris rather than noise.
Brochures listing leaf blower do’s and don’ts
are being distributed to users, and educational
seminars are being conducted by city parks
officials. A complete ban was not instituted
due to the water use savings that blowers
provide, but a ban has been threatened if the
educational program fails to result in better
usage of leaf blowers, city officials warned.

BE PREPARED. As the spring and summer
lawn care season hit full stride, so too does
national media coverage of lawn chemical
use. Negative media reports tend to come fast
and furious this time of year, and it will help
you to be aware of the media’s activities in
this area. Here are a few tips from the Golf
Course Superintendents Association of
America:

® When articles appear in the newspaper
about pesticides and human health, be ready
to respond appropriately and reasonably with
a letter describing your company’s practices
and safety record. National professional
associations such as the Professional Lawn
Care Association of America, Professional
Grounds Management Society, the Associated
Landscape Contractors of America and others
can provide guidance in composing such
correspondence.

® Be prepared for questions about any pro-
tective gear you need to use during applica-
tions. When customers ask, let them know

that you are following the label instruc-
tions as required by law, and use the
analogy of the X-ray technician. Even
though occasional X-rays are com-
pletely safe for patients, the technician
requires protection against repeated
exposure.
® Be aware for the possibility of
legislative initiatives that attempt to
restrict pesticide usage in your state.
Activists understand that media
attention can be generated by intro-
ducing an anti-chemical bill in the
spring — it’s the most likely time for
it to occur.

BILL ENDORSED. The Minor Use Crop
Protection Act of 1995, H.R. 1352,
introduced in Congress in late March,
will be effective in helping to keep
niche market pesticides from being
taken off the shelves if passed, accord-
ing to Ben Bolusky, director of government
affairs for the American Association of Nur-
serymen. An AAN representative sat on the
executive committee of the Minor Crop
Farmer Alliance, which drafted the bill.

The bill would bring regulatory relief for
minor use pesticides from 1988 FIFRA re-
form that required manufacturers to reregister
all pesticides and their uses by 1997. The
expense of reregistering marginally profit-
able formulations is forcing manufacturers
to consider discontinuing certain products.
Such actions could result in smaller market
areas for growers, tighter plant availability
and less plant diversity for landscape
contractors.

Bolusky urged green industry profession-
als to contact their congressional representa-
tives to encourage the passage of this bill.

MANAGING SPRAY DRIFT. Regardless of
how careful you are in the application, drift
from spray applications is possible. The
Michigan Turfgrass Foundation made the
following suggestions:

¢ Use nozzles that produce coarser
droplets when applying pesticides on targets
that do not require uniform droplets.

® Keep the boom closer to the spray.

® Keep the spray volume up and use
nozzles with larger orifices.

® Keep the spray pressure up, and make
sure pressure gauges are accurate.

® Use additives and thickeners if needed.

® Follow label recommendations to avoid
drift with highly volatile chemicals.

® Avoid spraying on extremely hot, dry
days, especially near sensitive vegetation.

*® Do not spray when conditions favor
atmospheric inversion.

® Do not spray when winds are greater
than five miles per hour. B
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STIHL TERRITDRY 3:00 in the afternoon. Two jobs to go. Black clouds

i

overhead. When you have to work under these conditions, you can’t afford to work with unreliable

equipment. Stihl understands that landscapers can’t afford down time, not with a crew ﬁ‘q—ﬂ — re

-
standing around expecting to be paid. So we've built a full line of landscaping &D_ 0 '_-—g

equipment engineered with the same quality that has made our chain saws the number
one selling brand in the world. Many of the products are designed with interchangeable parts
so quick fixes can be made easily, right there on the job. Which will leove you to worry about other

=y yF
things, like the weather for instonce. For more information call 1-800-43-STIHL. STIHL
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WEDONT
JUST DELIVER GRUB
CONTROL
WEOVERNIGHT [T

You know how much damage grubs can do once they
begin feeding. So don't settle for an insecticide that stops grubs
eventually. DYLOX" Insecticide delivers grub control posthaste.
In other words, it's the fastest grub control available.

After grubs hatch and begin to feed, apply DYLOX. Within
24 to 48 hours, the grubs are dead. And since DYLOX has a very short soil residual, it's an insecti-
cide you can feel good about using,

What's more, unlike other subsurface insecticides, DYLOX has no label restrictions on land-
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scape and recreational turfgrass varieties or sites. In fact, with the 80% %

water soluble powder formulation, you can even spray flowers,

shrubs and trees and get first-class control of ornamental insect pests. o =
DYLOX is a low-odor compound and is also available in a 6.2% it >

granular formulation. To find out more, contact Miles Inc., Specialty > &

Products, Box 4913, Kansas City, MO 64120. (800) 842-8020. Q

And get fast grub control signed, sealed MiLes ZA -
and delivered. ————— ..
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NEWS DIGEST
e

GIE Show Taps Plumb

as Keynote Speaker

Charlie Plumb, a former POW, will give the
keynote presentation at the sixth annual
Green Industry Expo, to be held in Fort
Worth, Texas on November 13 through 16.
The exposition will open immediately after
his speech and will include the popular
Outdoor Equipment Demonstration, to be
held at Trinity Park on Thursday, Nov. 16.

Taylor-Dunn Acquires

Myers Truck & Caster
Developing one source for material handling
trailers and utility vehicles is a priority at Taylor-
Dunn Mfg., Anaheim, Calif., which recently
acquired Myers Truck & Caster Co., Nash-
ville, Tenn. The move will give the company
a wider range of product offerings, as well as
the ability to build custom trailers and vehicles.

BlueBird International
Sold to Investor Group

Doug and Bev Zehrung, owners of BlueBird
International, Englewood, Colo., recently
sold the 34-year-old lawn equipment firm to
an investors’ group headed by Dick
Cornelius of Fort Collins, Colo. The
Zehrungs will continue as consultants until
January, 1996.

V&B Manufacturing Expands
J L

for Higher Production

A new addition to V&B Manufacturing’s

Walnut Ridge, Ark., facilities will give the

company a 50-percent increase in its capacity

to produce landscaping tools. The expansion

program includes a new dry kiln facility, as

well as the acquisition of a saw mill plant in

Centreville, Tenn.

Mitsubishi Invests in

Fiber Optic Lighting

Mitsubishi Corp. and its American subsid-
iary, Mitsubishi International Corp., have in-
vested $840,000 in Fiberstars Inc., Fremont,
Calif. The deal calls for Mitsubishi to supply
Fiberstars with plastic optical fiber for conver-
sion into indoor and outdoor lighting products.

Bradshaw Adds

Landscape to Name

Bradshaw Companies of Houston, Texas, has
changed its name to Bradshaw Landscape.
The move more accurately reflects the com-
pany’s range of services, which includes land-
scape architecture, design and construction
for a variety of the area’s residential and
commercial properties.

Gallup: Professional Lawn and
Landscape Services Continve to Grow

THE LATEST GALLUP survey to track spending on the professional lawn and landscape in-
dustry shows a healthy rate of growth, reported the American Association of Nurserymen. In
fact, the survey noted that 300,000 more households used professional services and spent $900
million more in 1994 than in 1993. The new totals show that 17.6 million households spent
$13.4 billion on lawn and landscape services during the year.

The survey, which was jointly sponsored by AAN, the Associated Landscape Contractors of
America, the International Society of Arboriculture, the Professional Lawn Care Association of
America and the National Arborist Association, found that an additional 1.1 million households

expect to purchase those
services this year.

The U.S. Homeowner Land-
scaping and Lawn Care Survey
interviewed a representative
sample of 1,986 households
about their 1994 spending. The
data have a margin of error of
plus or minus 3 percent.
Services were defined as:

® Lawn/landscape mainte-
nance — lawn fertilization,
mowing, renovation, insect or
weed control, pruning and
mulching.

More U.S. houseolds used professional lawn and
landscape services in 1994. Photo credit: KEI

® Landscape installation/construction — plants, walkways, fences, decks, pools and other

water features.

® Landscape design — professional landscape design and landscape architecture services.

According to the Gallup organization, the average 1994 household spending on all of these
services rose 5 percent to $761. Professional landscape design services showed the largest
increase, rising from $488 to $869 million. Landscape installation/construction expenditures
rose to $3.9 billion (an addition of $300 million). Maintenance services showed an increase of

$200 million to a total of $6.6 billion.

The survey showed strong indications of consumer profiles and spending habits. Baby boom-
ers aged 30 to 49 accounted for nearly half of all spending for professional services, totaling
$6.2 billion. Those people living in the South and West continued to lead in spending on pro-
fessional services, accounting for $9.3 billion (69 percent) of the total spending.

Gallup pollsters also noted a definite trend to suggest that women play a major role in the
decision to purchase professional lawn and landscape services.

According to AAN, industry experts feel the continued growth of professional services is the
result of strong consumer confidence, healthy home sales and a growing awareness of the
value-added benefits of professional lawn and landscaping services.

Growers Reject Plants
for America Promotion

The Garden Council reported that grower
respondents to a survey on the Plants for
America promotion order rejected the idea
by an overwhelming 85 percent.

The survey was conducted by Ernst &
Young LLP during March of this year. If
approved, the order would have been
enacted by Congress to mandate contribu-
tions from growers across the nation in a
unified effort to market live plants to U.S.
consumers.

During the survey, 35,888 growers were
contacted by mail or fax. Of those, 7,141 (or
20 percent) responded to the ballot. Ernst
and Young noted that 68 percent of respon-

dents had prior knowledge of the promotion
order issue.

Sources at the Garden Council said that
several growers had expressed concerns
about the obligatory contribution to the
program, which would be based on a
percentage of sales.

Also, many growers experiencing good
business this year felt there was little need for
an industry wide promotion effort.

The Council, which dedicated a significant
portion of its annual budget and resources to
educate the industry and conduct the survey,
plans to reassess its charter and mission with
input from supporters and members. It has
discontinued all promotion order efforts.

Survey results are available from the
Garden Council, at 301/577-4073.
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MARERENCE

[CJPayment Enclosed OIBill Me

[J1 Year $30.00 [J2 Years $42.00
[JCanada 1 Year $35.00 [JForeign 1 Year $98.00
[CIForeign Airmail 1 Year $218.00

Date

Name

Title

Phone

Company
Address

City State Zip

1. WHAT IS YOUR PRIMARY
BUSINESS AT THIS
LOCATION?

(Please check only one)

CONTRACTOR or SERVICES:

[ Landscape Contractor
(maintenance & installation)

0 Chemical Lawn Care Company
(excluding mowing maintenance
service)

[ Lawn Maintenance Contractor

| O Ornamental Shrub & Tree Service

O Irrigation Contractor

O Landscape Architect

[ Other Contract Services
(please describe)

IN-HOUSE LAWN/CARE MAINTENANCE

In-House Maintenance including:

O Educational Facilities, Health Care
Facilities, Government Grounds,
Parks & Military Installations,
Condominium Complexes, Housing
Developments, Private Estates,
Commercial & Industrial Parks.

DISTRIBUTOR/ MANUFACTURER:
O Dealer O Formulator
O Distributor [ Manufacturer

OTHERS ALLIED TO THE FIELD:

O Extension Agent, (Federal,
State, County, City, Regulatory
Agency)

O School, College, University

[ Trade Association, Library

[ Others (please describe)

2.What best describes

your title? (please check one)

O Owner, Pres., Vice Pres., Corp.
Officer

O Manager, Director, Supt.,
Foreman

O Agronomist, Horticulturist

O Entomologist, Plant Pathologist

O Serviceman, Techincian

O Scientist, Researcher

O Company, Library copy only

0 Other (please specify)
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Databank Locates Mid-
Atlantic Nursery Plants

EquiSystem Landscape Appraisals Inc.. Har-

risburg, Pa., has developed an extensive data-

bank that will enable users to locate whole-
sale nursery plants offered at more than 140
nurseries in areas of Pennsylvania, New Jer-
sey, Maryland, Delaware, Ohio and Virginia.
The databank, which includes more than
3.800 available classifications including tree,

shrub, perennial. wetlands and native species,

is expected to expand on a nationwide basis.
Users can search for plants by specific spe-
cies, root packages, form and size. Custom-
ized reports list plants at specific nurseries
with data on wholesale cost and mileage to
the nursery site. For more information,
contact EquiSystem at 717/540-1400.

NTEP Memberships
Generate Seed Reports

The National Turf Evaluation Program
coordinates a nationwide network of turf
research facilities that measure turf perfor-
mance under a variety of weather and stress
conditions. Seed researchers pay $6,000 to
submit a turf variety to the program, which
evaluates and ranks the samples.

The results of the survey have
always been available, but
Kevin Morris, coordinator of
NTEP, said that greater efforts
are being made to get the re-
search out to anyone who
would like to use it.

As a part of the group’s five-
year plan, NTEP has instituted
a membership program. For a
yearly fee of $30, members re-
ceive the full complement of
reports that NTEP publishes,
which include rankings of
many turf types that are pres-
ently available.

For more information, contact NTEP at
Beltsville Ag. Res. Center-West, Building
002, Room 13, Beltsville, MD 20705.
Telephone is 301/504-5125.

Encore Adds More
Production Space

The second recent addition of production and
office space at Encore Manufacturing, Bea-
trice, Neb., was marked by ribbon-cutting
and an address from Governor Ben Nelson.
Several other local officials attended the event.
The expansion, which will add another

Ributting ceremonies at Encore’s plant expansion.

-
' 31/ 'HII
Quality you U ask [0 again and g

22,000 square feet of space, includes a new
training area for service seminars. The plant
has another 60,000 square feet of space for
future additions.

lllinois Pest Management
Guide Updated

The 1995 Hlinois Urban Pest Management
Handbook, which includes information
updated on an annual basis, is available from
the University of Illinois-Urbana/Cham-
paign. The 230-page guide to Midwest pests
reviews insect controls, weeds and plant
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diseases, as well as local pesticide regulations.
Pesticide applicator equipment and calibration
references are included. For more informa-
tion, call 217/333-2007.

Cable TV to Explore
Expo 95 Innovations

Home & Garden Television network will tape
a one-hour special at the International Lawn,
Garden & Power Equipment Expo to be held
July 30 through August 1 in Louisville, Ky.

The program, which will be hosted by
Willard Scott, will focus on the many new
products featured by exhibitors. He also hosts
Willard Scott’s Home & Garden Almanac on
HGTV network.

The show is scheduled to air in late August
or early September, and is expected to reach
more than 6.5 million homes across the
country.

LN (] [ iJ

Training Kit H;ghh hts
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Safe Mowing Practices

Briggs & Stratton Corp. has introduced

“Knowing All About Mowing,” a new edu-

cational package designed to supplement the

company’s 10-year-old safety program,
“Knowing Mowing.”

The new kit contains an eight-page
brochure and poster of mowing safety and
handling tips for contractors or consumers.

It also discusses reduced engine emis-
sions and methods of reducing pollution by
avoiding gasoline spills, keeping the engine
tuned, recycling oil, grasscycling benefits
and first-aid tips. For more information, call
414/223-7520.

JaiTire Wins Recycling
Excellence Award

JaiTire Industries, Denver, Colo., received
the Helen Putnam Award for Excellence in
the category of Environmental Quality
Partnerships — Tire Recycling Program
from the League of California Cities. The
program, which operated with the City of
Lancaster, recycles tires into top dressing
and soil amendment products.

British Blooms to
Enter U.S. Market

Yoder Brothers Inc., Barberton, Ohio, and
Peppergrove Perennials, Lapeer, Mich.,
have joined together to form a joint venture
to introduce perennial varieties developed in
Great Britain. The new company, Blooms

of Bressingham, North America, will
produce and market a wide variety of
perennials developed by Alan and Adrian
Bloom, well-known British horticulturists
and nurserymen.

Environmental Landscape
Buys Moss Landscaping

Environmental Landscape Services Inc.,
Houston, Texas, purchased the Austin divi-
sion of Moss Landscaping Inc. in April. The
combined landscape installation and mainte-
nance company will continue to be known
as Environmental Landscape Services, with
77 employees in the Austin area.

Body Language of Trees
Seminars Scheduled

Claus Mattheck, a physicist who has spent
his life studying trees as physical structures,
will offer three one-day seminars on “The
Body Language of Trees,” a study on how
to detect when trees become hazardous.

The seminars will be held Aug. 28 in
Mahwah, N.J.; Aug. 30 in Cleveland, Ohio;
and Sept. | in Chicago.

For more information, contact John Kirk-
land at Tree Care Educators, 503/254-0482.

Has

s !
Free Demo Disk!

Version 0

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.

Improve your Marketing. CLIP’s powerful
Mail-Merge functions allow you to export the new

Of Control?

you each step of the way. Our four-hour video
tutorial gives you a complete mini-course. The
CLIP helpline is always available. And our

Your Paperwork Grown

C
o Plete T, rain;,
tdeo pq g

W Avaijgy, e/

* Extended support hours

* Quarterly training seminars
* New leasing option available in ‘95
* Over 1,600 active users throughout the U. S.
and 3 foreign countries—references available
* Windows version available in '95
Put some space between you and the ceiling.
Call CLIP today.

season’s proposals to your favorite word processor. So
your new proposals will be the easiest and most attrac-
tive ever.
Our Easiest Version Yet. CLIP’s menus guide
e O CIE 0 .

(ST CGuts Paperwork Down To Minutes A Day.

©1994 Sensible Software Inc., 18761 N. Frederick Ave., Suite F, Gaithersburg, MD 20879, (301)330-0604

CLIPnotes newsletter helps you get the most
from your business computer.

Now available:

* Toll-free support

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

1-800-635-8485

Specify
IBM disk size

when ordering
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ssociation News

THE FOURTH annual MAPPA Grounds
Maintenance Conference, cosponsored by
the Professional Grounds Maintenance
Society and the Association of Physical
Plant Administrators for Colleges and
Universities, will be held July 19-20 at
[llinois State University. The 1995 confer-
ence will feature two keynote speakers —
George Toma, playing field consultant
with the Kansas City Royals and turf con-
sultant to the National Football League;
and Mike McCartney, speaker, trainer and
consultant with green industry credentials.
In related news, PGMS announced that
the 1995 edition of Who's Who in Grounds
Management is available. The 80-page
guide lists all PGMS members, as well as
all Certified Grounds Managers, associa-
tion officers, bylaws and award winners.

The Associated Landscape Contractors of
America recently announced the winners
of its Employee and Fleet Safety Contests,
which covers the period of Jan. 1 to Dec.
31, 1994. The awards are given in
categories according to the total number of
man-hours worked over the contest period.

ALCA

Suite 150
Reston, VA 22091
800/395-ALCA

PGMS

120 Cockeysville Road
Suite 104

Hunt Valley, MD 21031
410/584-9754

For more information...

12200 Sunrise Valley Drive

MRTF

P. O. Box 2285

W. Lafayette, IN 47906
317/494-8039

PLCAA

1000 Johnson Ferry Road,
NE, Suite C-135

Marietta, GA 30068
800/458-3466

APLD IA

11 S. LaSalle Street 8260 Willow Oaks Corp.
Suite 1400 Drive, Suite 120
Chicago, IL 60603 Fairfax, VA 22031
312/201-0101 703/573-1913

Participating contractors reported on the
number of time-lost accidents and labor
time lost during the contest period.

The first-place winners in the overall
employee and fleet safety record category
are: N.E. Peterson & Associates, Lake
Bluff, Ill. (1,243 to 46,180 man-hours);
Rentokil Environmental Services, River-
woods, I11. (49,629.3 to 107,120 man-
hours); and Green Seasons Lawn & Tree,

Dover, Del. (107,582 to 707,240 man-
hours).

In related news, ALCA is accepting
entries for its 26th annual Environmental
Improvement Awards. Entry deadlines
are June 15 for interior design entries,
and Aug. 18 for exterior design entries.

In addition, ALCA will be hosting three
Masters in Management for the Land-

(continued on page 20)

EVERYTHING FOR THE

LAWN MAINTENANCE INDUSTRY

CELEBRATING OUR 29th YEAR!

200 gal. poly baffled tank unit

I Electricreel

Bl 200 gal. polybaffled tank
Il 5.5HondawithD-30

B 3001t. 1/2" hose
I Unit pre-tested & readytouse
I Custom built units available

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 “b
dramatically raising productivity. L
controlled by the operator in the
bucket, so you can move
in any direction with &
unprecedented ease.
the Polecat can be configured to
suit any application.
For the full story, call 1-800-876-5322
POLECAT, Phone in Florida
Polecat Industries Inc.:
14141 SW 142 Street
Miami, FL 33186
ve—
POLECRHT

You see, it's fully self-propelled and hydraulically
Available with a variety of features,
305-254-8999 or write
INDUSTRIES

.

OLDHAM CHEMICALS

COMPANY, INCORPORATED

1-800-888- 5502

Or write: P.O. Box 18358, MEMPHIS, TN 38118
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Version Of
Hurricane

go.

THE ECHO PB-4600
POWER BLOWER.
Here'’s one powerhouse of a back-

pack blower, with a maximum velocity

of 180 mph and an average air volume

of 790 ¢fm.

Squeeze the trigger and you've got
the power of a hurricane Hugo in your
hands. But a quiet one. In fact, it is

one of the quietest in its class, with a
measured sound level of 70 dB(A)*.
With its padded, vented backrest
design, and easy to adjust cushioned
shoulder straps, it is extremely com-
fortable to wear.

The Echo 44.0 cc dual piston ring
engine is commercial tough. It is built

to last with Echo’s Pro-Fire®

Electronic Ignition. The purge pump-

equipped carburetor provides fast
starts and power on command.

USE READER SERVICE #117

Of It As
r-Friendly

And it has the durability that
commercial users demand. Which
includes features like a protective roll
cage that stands up to daily wear and
tear and a heavy duty automotive style
air filter. And maintenance is easier
than any blower we know of.

This 1s one blower that will weath-
er the storm. See and feel the differ-
ence. See the Echo PB<4600. For the
name of your nearest Echo dealer call
1-800-432-ECHO (3246). Or write:
Echo Incorporated. 400 Oakwood
Road, Lake Zurich. IL 60047.

*Per ANSI BI7S KX

®

Ask Any Pro!



Association News

(continued from page 18)

scape Industry seminars. They are: July 28-
29 at the Harbor Court Hotel, Baltimore;
Aug. 18-19 at the Omni Ambassador Hotel,
Chicago; and Sept. 15-16 at the Westin
Hotel, Denver.

A record number of educational programs
for landscape, agriculture and golf course
irrigation are scheduled for the 16th Annual
International Irrigation Exposition and
Technical Conference, to be held Nov. 12 -
15 in Phoeniz, Ariz. According to the
Irrigation Association, professional
seminar speakers Steve Miller and Bruce
Merrifield will provide additional market-
ing and distribution expertise.

Sessions are planned on the use of new
technology in efficient design, installation,
operation and maintenance of irrigation
systems. Many programs will be presented
in English and Spanish.

IA also reported that the American
Society of Horticulture Science will hold
a two-day conference in conjunction with
the Expo beginning on Nov. 15. For more
information about the Expo and both
association’s programs, contact IA.

The Professional Lawn Care Associa-
tion of America announced the publica-
tion of a new brochure designed as a con-
sumer awareness tool. “Tips on Choosing
a Lawn Care Service” can be used as a
billing stuffer or handout at local commu-
nity meetings. Other PLCAA publications
available for consumer use are “A
Healthy Lawn is in Your Best Interest,”
“ABC’s of Turf Benefits,” “What You
Should Know About Lawn Care Products
and Services” (U.S. and Canadian
versions) and “Grasscycling Guide.”
Contact PLCAA for discount ordering
information on these brochures and
related video products.

The Midwest Regional Turf Founda-
tion is planning two upcoming events for
lawn and landscape professionals. On
July 25, MRTF will hold its Midwest Re-
gional Turf Field Day at Purdue Univer-
sity, West Lafayette, Ind. Attendees will
see the latest in turfgrass research taking
place at the University, including cultivar
trials, pest management studies and turf
studies.

On November 14-16, also at the Univer-
sity, MRTF will hold its Turfgrass and
Ornamental Seminar. This workshop, for

the beginner and the advanced profes-
sional, will review various turf and
ornamental topics.

The Association of Professional Land-
scape Designers recently announced that
it selected CAG Management Company
Inc., Chicago, to handle the day-to-day
management and administrative functions,
effective this past March.

Jack Lagershausen, a corporate officer
and vice president of CAG, was named the
association’s new managing director.
Lagershausen has been associated with the
management firm for 10 years, and brings
more than 25 years of association leader-
ship experience to this position. He cur-
rently serves as the executive director for
the Illinois Turfgrass Foundation and the
Turf Equipment Technicians Association.

IN BRIEF...Kathy Kurth, co-owner of
Barefoot Grass, Madison, Wis., was
named Person of the Year by the Grounds
Management Association of Wis-
consin...Denny Church, Church Landscap-
ing Co. Inc., Lombard, Ill. won the
National Landscape Association’s Hall
of Fame Award. Church has been active in
the landscape industry since 1963. i

HANDY RAMP

ENDGATE PRODUCTS

(800) 783-1069

Call today for our
1995 Endgate Product
Line catalog.

M Install in seconds on full size 1/2 ton and 1 ton pickups using the
same latching system — no assembly of ramp required.

W Holds 2,000 Ibs., yet weighs only 130 Ibs. Center leg prevents
ramp from collapsing and secures safe loading.

M Load core aerators, large deck mowers, ATV’s and power equip-
ment without using planks that can slip.

Work truck accessories and specialty products include:

M Truck Bed Extenders

M Hide-Away Ramps

M Truck Bed Guards
and more

Creative
Automotive
Products Inc.

435 Wilson St. N.E.
Minneapolis, MN 55413
(612) 331-8600

Get a step ahead of your competition
with a

TURBO TURF
HYDRO SEEDING SYSTEM

olt x

) ) )

nsl
SEED FASTER, BETTER, AT LESS COST

= Seed, mulch, and fertilize in one fast
easy step.

w 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.

USE READER SERVICE #21
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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
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Irrigation News

IA’s Kimmell Briefs

Congress On Concerns
THE IRRIGATION Association is boosting
its input to Congress and the administration
about irrigation technology and management,
as both the Farm Bill and the Clean Water
Act are on the legislative agenda.

Tom Kimmell, executive director, recently
presented briefings to the U.S. House of
Representatives and the U.S. Senate. He
emphasized the technological capabilities of
equipment in commercial, landscape and
agricultural irrigation systems.

Kimmell asked Congress to reward those
who invest in efficient technology instead of
punishing those who use wasteful irrigation
practices. Congressional leaders questioned
him at length following the briefings.

New Jersey Adopts
IA Exam for Licensing

New Jersey recently adopted the Irrigation
Association’s contractor certification exam as
the basis for its new irrigator licensing pro-
gram. The state will add questions to the exam
that pertain specifically to the region. The first

licensing course was scheduled for this month.

There is no grandfather clause for the new
licensing program. All irrigation contractors
in the state of New Jersey must be licensed
by Dec. 31, 1996, or face penalties. Contrac-
tors who install or repair turf irrigation
systems will have to retest every two years to
maintain their credentials.

Hunter Offers Self-
Study Training Aids
“Precipitation Rates and Sprinkler Irrigation”
is the first of a series of irrigation training
modules developed by the educational ser-
vices department of Hunter Industries, San
Marcos, Calif. The program, which can be
used in a self-study format, also includes an
instructor’s manual, 75 slides, a slide rule for
calculations and student manuals.

The first module explores precipitation rates
and their importance in the design and instal-

lation of efficient irrigation systems, with em-
phasis on determining proper rates and select-

ing appropriate head and nozzle combinations.
Hands-on practice, problem solving and ad-
vanced topics also are presented. For more
information, contact Hunter at 619/744-5240.

Wilson Named New
IA Education Director

Tim Wilson, a certified irrigation contrac-
tor, auditor and designer, is the new educa-
tional director of the Irrigation Association.
Formerly with Turf Equipment & Irrigation
Inc., Midvale, Utah, he has extensive
experience in irrigation as both a contractor
and distributor. He will coordinate A
education and certification training from his
base in Logan, Utah.

Weather-matic
Acquires Valcon

In an effort to expand markets and offer
more irrigation products, Weather-matic,
Dallas, has acquired the line of PC-based
irrigation control products from Valcon
Automatic Irrigation Equipment, South El
Monte, Calif. The line of hardware and
software include independent field satellites
and control software that can be linked
electronically to monitor irrigation systems.
Engineeering, research and development
and manufacturing will be moved to Weather-
matic’s facilities in Garland, Texas. -

Call toll free to order

1-800-356-0171

(commercial cutters only, no dealers please)

v

Greenlme is changing
the way America
buys mowers

mf

* 30-Day Money Back Guarantee
* 2-Year Commercial Warranty

* 14 HP Kohler Engine

* 10 Gauge Steel Deck
« Payment Plan as low as $79.00 per month

36" Commercial Cut - retail $2,995.00 you pay only $1,995.00!!!
48" Commercial Cut - retail $3,295.00 you pay only $2,150.00!!!

Greenline
103 Williams Avenue
Reidsville, GA 30453

C & S TURF CARE EQUIPMENT, INC.

3 ﬁ BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS BY PROFESSIONALS
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C & S Protank® Sprayers
eELECTRIC AND GAS UNITS

¢ DESIGNED TO FIT IN
A WIDE RANGE OF VEHICLES

*SINGLE AND DUEL
TANK CONFIGURATIONS

* DIAPHRAGM, PISTON,
OR ROLLER PUMPS

Complete Sprayers...Ready to work

(216) 9664511
FAX (216) 9660956
Custom Orders Welcome!

(800) 872-7050
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Nothing makes weeds
disappear like Roundup...

...roots and all.

Now you see it, now you don't.

That’s something you hear a lot from land-
scapers, groundskeepers and lawn care operators
who use Roundup® herbicide.

Of course, they're talking about the great
control they get with Roundup. After all, Roundup
is labeled for more than 160 species of emerged
annuals, perennials, grasses, broadleaf weeds and
brush. Plus, Roundup works right down to the
roots. So you'll see lasting control, without
resprouting.

But Roundup also gives you some favorable
environmental characteristics. Like the fact that

glyphosate, its active ingredient, offers relatively
low toxicity and no residual soil activity. Or the way
it binds tightly to soil particles, and is degraded
over time by microorganisms. No wonder Roundup
is the most trusted herbicide in the world.

And now, we've made Roundup even easier to
use: with Roundup Dry Pak. It's a new dry formula-
tion that comes in premeasured packs. Each pack
contains enough herbicide for one gallon of finished
spray solution. Mixing couldn’t be simpler. You can
still count on the same lasting control, too.

Any way you look at it, Roundup makes your
weed worries disappear.




To find out more, call the 24-hour Monsanto
InfoFax line. Just follow the menu instructions to
select any of the topics listed below. Then we'll fax
you the info. Or, stay on the line for one of our
regular operators. Call: 1-800-305-3055.

|
|
|
|
|
M Q&A: Answering Your Questions About Roundup :
!
|
|
|
]
!

Water Soluble Granijle
Herbide by Monsanto

DRYpak

W Training Workers To Use Roundup

B Mulch Beds Made Easy With Roundup

M Roundup And The Environment

B Making Your Nursery More Productive With

T U AT L R

Roundup ALWAYS READ AND FOLLOW LABEL DIRECTIONS
. FOR ROUNDUP AND ROUNDUP DRY PAK HERBICIDES.
M Backyard Brush Control With Roundup Rouniiomie b e beal et of
—————————— ——— —— ————— — 4 IND-57080 Monsanto Company. ©Monsanto Company 1995 2/95
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willingness to

take chances is
ac a way of life at

Swingle Tree &

Leading

COVER STORY

Common-sense
management
and a

NP
THERE'S NO “*soup du L(UI(IS( ap('
jnur"nmn;.igcmcmgning C(UP. B()[h

on at Swingle Tree &

Landscape Care, Denver, 6’/(’”1(’)113‘ “'0’-/\»

Colo. AccordingtoTom

Tolkacz, vice president, [()g)()[he,- na

the style more closely

resemblesa*good, solid Co’npan\' I‘ha[
blocking and tackling” g
kind of management. knows Whe,y ”3
That's not to say that
things don’t change at Qoillg’ a”d Whaf
Swingle. Quite the op- ¢ A
posite is true. The com- lt does bes[.
pany’s motto is “Stay
ahead of the pack,” and
ils managers are more
than willing to take risks
and try new ways to get
the work doneefficiently
and profitably.
Thisability toaccept new ideas, tempered withcommon-sense
management, has seen the company intoits 48th yearof business.
What distinguishes it from others is that Swingle knows its place.

By Susan
Gibson

CAREFUL MARKETING. The story of Swingle's growth is a
prime example of acompany learning to understand its strengths.
It started in the late 1940s as a tree expert firm, doing planting,
spraying, pruning and removal of large trees. Early on, it was one
of the larger tree companies in the area, noted David Dickson.
president and owner. Its strongest market has always been resi-
dential work.

“In 1974, we started our chemical lawn service as an add-on,”
recalled Dickson. This service grew gradually as an ancillary
offering to company clients. But tree services were always the
major offering.

“We had been planting trees for 40 years and we were pretty
efficient at it,” said Dickson. “But growing demand from our
customers gave us the opportunity to do larger, full-scale land-
scape installation jobs rather than limiting ourselves to small,
single-tree plantings.”

By the late 1980s, Swingle offered both landscape design/
installation and irrigation installation, retrofit and maintenance
work. The company'sexperience with subcontractors was disap-
pointing enough that it learned to work on its own and rely on
internal efficiencies to control production variables. “Now, we
canpromise datesand stick tothemreligiously,” Dickson said. “If
we lose control, we’ll lose the efficiency factor. We re cognizant
of what we do well.”

Thequestforefficiency led managers tosplitthe tree work into
two separate departments: Large tree pruning and removal (over
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David Dickson, left, and Tom Tolkacz try to
encourage creativity at SwingleTree & Landscape
Care. Photo credit: Jim Krebs, Aurora, Colo.

30 feet high) and omamental services. This was also
considered a matter of common sense,

“We made a personnel decision there,” Dickson
explained. “We decided a person who is trained to
work 100 feet high in atree should not be wasting time
in a 10-foot crabapple.” He pointed out the decision
was also a more efficient way to use equipment,
because trucks outfitted for large tree work carry
different fittings than those for oramentals.

The growing lawn services department, which of-
fers the standard fertilization, weed control and aera-
tion, led to more specialization in bed and border
maintenance, pre- and postemergent spraying and
Organic programs.

An offshoot from the tree departments has been
called “plant health care,” which comprises spraying
trees and ornamental plants to combat insects and
diseases. Swingle also offers chain saw repairs and a
small power equipment sales department “that sup-
ports the mechanic’s costs,” Dickson said.

One service that used to be offered was commercial
and residential mowing, which the company got into
in the mid-1980s. In 1992, its managers made the
difficult decision to bail out, because “the culture and
philosophy of mowing is so different from the rest of
ourservices,” Dicksonrecalled. “It grated internally.”

“Ttwas agood, small business. Wehad three or four
crews and did about $200,000 in business,” noted
Tolkacz. “But the mind-set there was sodifferent from
that of the rest of the organization. It just didn’t fit.”

Dicksonand Tolkacz agreed that the low-bid aspect
of mowing, and the fact that most clients see it as a
“commodity” rather than a value-added service, did
not sit well with the culture of specialty services at
Swingle. The nearly constant changes in property
managers also complicated marketing. Swingle
dropped mowing and focused instead on a variety of
services that were its strengths.

“By dropping mowing, we could refocus on irriga-
tion and landscape services,” said Tolkacz. “People
trust us to do that work and we know our margins.
We're not interested in doing it just for the volume of work."”

Swingle managers also have a strong sense of what the
company does not do. “We don’t sell firewood. We don’t shovel
snow. We don'tdo composting.” said Dickson. “We decided we
don’tneed tobe inthose businesses, that they distract us from our
business philosophy.”

DEVELOPING PEOPLE. Swingle prides itself on offering spe-
cialty services and having courteous, skilled employees. Its
program to offer discounted pruning services during the winter
months means that the season never ends, but it does slow down.
This concerns company managers, who wanttokeep their skilled
employees working all year.

The initial investment in training is aimed at providing effi-
cient, quality services to customers. “One of our challenges is to
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SWINGLE TREE &

LANDSCAPE CARE

LOCATION: Denver, Colo.

FOUNDED: 1947 by John Swingle as a tree care business.
Added lawn services in 1974 and other services in the late 1980s.
OWNER: David Dickson, president.

PRIMARY SERVICES: Large shade tree pruning; ornamental

pruning; lawn services (fertilization, weed control, bed and borders, aeration

and organic treatment programs); landscape installation and design;
irrigation installation and maintenance; and plant health care (tree and
omamental fertilization, spraying and injections).
SERVICE MIX: Lawn care and plant health services total
about 50 percent; large and ornamental tree pruning totals about 30

percent; irrigation totals about 10 percent; landscape installation and design

totals about 10 percent. About 80 percent is residential; 10 percent
is services to commercial clients
EMPLOYEES: 80 year round, full time; 120 to 130 employees in summer.
1994 REVENUES: $5.5 million
1995 PROJECTIONS: $6.0 million
(approximately 10 percent growth across the board)

THE CONCEPT: Stay ahead of the pack
FUTURE CHALLENGES: Provide a career track for employees
within the company, continue to grow into outlying geographical areas,
maintain quality of services.

PRINCIPALS

DAVID DICKSON: Age 55. Started in tree care in the East,
relocated in Colorado and started at Swingle part-time in the late 1960s,
moved up through the ranks and started the lawn service department in

1974, bought the company with a partner in 1980. When his partner
retired in 1988, he took over company management.
TOM TOLKACZ: Age 34. Graduated from University of Wisconsin-Madison

with a degree in turf and grounds management and forestry, interned at four

places, worked in landscape installation and lawn services, started at
Swingle in 1987. He concentrated on lawn services, then moved to
operations manager in 1991 and vice president in 1993.
KR L s e

develop consistency in our departments,” Tolkacz commented.
An ongoing project has been to develop work standards foreach
service department that are easily understood as “representative
of Swingle,” he said. “This way. the customer knows what to
expect and gets consistency between departments.”

The move toward cross-training came about as a way (o
broaden employees’ experience and also be more efficient. This
system switches employees to different departments for a few
weeks at a time. For instance, arborists may become aerators
during the busy season, which gives them new experience and a
change of pace. For the company, the system offers flexibility,
with more employees able to help out during crunch times.

To Swingle managers, the idea makes perfect sense.“We'llget
abetter rate of return using a $12per hour tree trimmer for aerating

(continued on page 28)
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A combination of power, payload capacity and operating
efficiency is the key in landscaping or any other business
And it's GMC TopKick's custom fit that turns your hard
work into profit ‘

BUILD YOUR OWN TOPKICK.

Underneath, GMC TopKick offers you

1 choice of suspensions. For delicate
‘\V_xu'nm‘\' there's a 19,000 1b rear air
system available. For fragile cargo, there

weight parabolic tapered-leaf
springs. For loads that shift or sit up
high. conventional multileaf springs are

the call. TopKick's frame is a C-channel, Class 8 design
Strong stuft. For a lower deck height, TopKick's avail-
able LoPro model gets down to business. Inside
TopKick offers firm seat cushions and lumbar support,
folding seatback and refreshing power ventilation

WHATEVER THE JOB, YOU CAN PULL IT OFF.

In any configuration, unleashing the power underneath
TopKick's hood is a moving experience. Choose from a
6.0L or 7.0L gas engine or the incredible CAT® 3116
diesel. with a power range from 170 up to 275
horsepower. To get tl 1ow rolling, TopKick offers
a range of manual and automatic transmissions




All in all, there's more than enough power-
train to move TopKick's range of GVWR's -
18,000 to 61,000 lbs

WORK GETS DONE. MONEY GETS MADE.

The bottom line is that GMC TopKick offers
you the kind of dependability and advanced
engineering that keeps your crew moving.

SRR ‘ The list goes on, just like a GMC 'l"opk\lck

YD And so does the limited warranty* which : ’ I ;

mdudc\ two years/unlimited mileage basic cover For more GTRM.E( OPKI B
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in those three weeks than we will with a $7 per
hour guy off the street. Our employees are in
good shape, they 're hard workers, they know the
routes, they know our system,” said Dickson.

The system also gives Swingle a competitive
edge during certain times of the season. “If we
can have six crews out there blowing sprinkler
systems and our competition only has three, we'll
offer more advantages,” Tolkacz commented.

Cross-training enhances another pet project of
Swingle management: building a career path for
employees. Denver’s economic recovery and
low unemployment rate means that the company
has to work hard to get good people.

“Four years ago, we used to advertise saying
‘this is what we demand.” " said Tolkacz. “Now
we've raised our base rate in order to compete
and we try to show employees how they can
move up, or laterally, through the company. We
recognize that not everyone wants to be a super-
visor or manager but some may want to move
laterally and eamm more money at a job. Cross-
training helps them see that.”

Dickson agreed: “So many employees don't
know what’s out there in terms of opportunity.
Cross-training helps get them to buy into the
company and want to stay.”

Swingle keeps in contact with approximately
40 universities as sources for college interns.
“We wrote to those 40 schools and we're hiring
10 interns who are already studying to be in the
industry,” Dickson explained.

Once employees are hired, they are trained in
Swingle's system and also have the benefit of
training programs developed by several industry
associations, he said.

“We belong tothe National Arborist Associa-
tion, the International Society of Arboriculture,
the Professional Lawn Care Association of
America and several state and regional associa-
tions. We use all the industry training programs
available to us.”

The company pays better than many others in
the area, butalsoexpects hard work, said Dickson.
“We pay well. Perhaps the biggest complaint we
hear from employees is that we work too hard,
not that they don’t get paid enough.”

Beyond the standard employee benefits,
Swingle offers a self-insured health and dental
plan run by a third-party admin-
istrator, acreditunionand aprofit-
sharing plan that contributes a
percentage of each person’s an-
nual salary.

CUSTOMER CONNECTION. “I
believe a customer will jump
around within three years if you
haven’tbuilt a personal connec-
tion with him,” said Dickson.
The way to connect is through

Specialty tree and lawn
services have made Swingle a
major player in the Denver,
Colo., residential market.

quality of the services provided, he maintained.

“If you compete with a larger company, you
have to provide good services to keep customer
retention high,"” Dickson said. Many of Denver's
consumers are willing to pay forextra landscape
services. “We have maybe 10,000 customers
who spend an average of $300to $500 a yearon
services.”

Each year, customers sign on again for ser-
vices. “Wedon'tuse automatic sign-ups because
we believe there is a certain percentage who
leave because of them,” Dickson commented.
“We require a yearly proposal, which is more
expensive, but it also leaves no confusion in the
customer’smind.”

*Customer retention is our number-one chal-
lenge right now,” explained Tolkacz. “We want
tomake sure that people don’tleave because they
don’t know anyone at the company. We're try-
ing to retain the small company service aspect.”

This is challenging in a company that rou-
tinely shows growth of 10 percent or more each
year. “Wehavealotof customers who have been
doing business with us since way back, but we
also have to grow as a company to provide
opportunities for the good people we have.” he
said. “We have to know ourcustomers and listen
to them, and not rely on fancy surveys.”

Swingle assigns all customerstoits eight sales
representatives, whoactas the single contact. All
computerized forms and statements include that
representative’s name so that any customer can
call and talk to his or her own contact. This helps
foster good communication between customer
and company.

The company does do telephone surveys, but
past surveys showed that 95 percent of those
contacted were happy with the service and the
survey itselfactually became amethod of gener-
ating new business.

Customers also get postcards during service
calls that they can use for compliments or com-
plaints. “*A complaint goes to the person who is
responsibleand he orshe has 24 hoursto get back
to the customer about it,” Dickson explained.
“Then, they have 10days to solve the problem or
they get fined.”

Swingle's culture stresses individual respon-
sibility. “Wetell ouremployees thata promise to
a customer is a commitment and not just lip
service,” hesaid. “Wetry toempowerthemtoact
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on complaints and take responsibility for them.”

NEW TECHNOLOGY. Necrotic ring spot has
developed into a major problem on residential
lawnsinthe Denverarea. It'sadifficultdisease to
handle and as more customers found it in their
lawns in the late 1980s, Swingle managers de-
cided to take action.

What developed was an experimental pro-
gramwithresearchers at Colorado State Univer-
sity touse several of Swingle'scustomers’ lawns
as test plots for disease control.

“Ourattitude was if we have adisease problem
andwecan'tgetahandleonit, let’s work withthe
university people and see what we can do,”
explained Dickson.

The program, whichstudied residential lawns
for three years, gave researchers a chance to
conduct research in real life conditions, rather
than underartificial testing conditions. “What s
going on daily in acustomer’s lawn is far differ-
ent from what's going on in a university test
plot.” Tolkacz pointed out. “Homeowners' care
is usually rather inconsistent, while the univer-
sity conditions are controlled.”

The study resulted in a level of “80 to 85
percent control over a two-year period, and this
is a tough disease to control.” he noted. The
program was expensive for Swingle and the
costs of the materials are “outrageous,” but sev-
eral competitors have referred customers to the
company because of the program'’s success.

Swingle also took on the computer world by
having its own software developed. The transi-
tion started this spring and is at times rather
“painful,” according to Dickson, but “we wanted
something that would allow us to keep our
originality.” Managers reviewed several indus-
try software programs but decided they needed a
proprietary system for flexibility.

GROWING ORGANIZATION. A company with
as many as 130 employees in peak season, 105
vehicles and thousands of clients must be orga-
nized, and Swingle's system works well.
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Landscape designand
installation have grown
into a major part of

Swingle’s service mix.

Each department
manager participates in
the weekly team meet-
ing. The group jointly
decides goals, budgets
and management poli-
cies. It's a combined ef-
fort that keeps every de-
partmentclosely intouch
with overall operations,

“The system has
benefitted us,” Tolkacz
remarked. “We try to
bring professionalism
into our management
meetings and avoid re-
inventing the wheel. The
managers get a true pic-
ture of how to run a business, which fosters a
feeling of ownership.”

His role is to help all departments flourish.
“All the managers are busy doing their jobs. I try
to work with each department and if I see a great
tool one department is using, | pass it on to
another to use.”

Thissystemencourages better operations and
efficiency, he noted. “As our irrigation depart-
ment grew, ittook the routing system that we use
in our lawn care and plant health departments
and applied it for its own uses. This was very
critical because turning on 600 sprinkler systems
is a time-sensitive system — they all must be
turned on within a 40-day period.”

“Right now, we're planning our equipment
needs for 1996,” Dickson explained, “T'll get a
wish list for equipment that would knock your
socks off. The team will prioritize purchases,
then lay it aside for a few months. Later in June,
we'll revisit the budget when we have a better
picture of the work volume that comes in for the
rest of this year.”

He noted that growth is cyclical in nature and
that managers have to anticipate those cycles.
“We'll watch the percentage of our costs change
from time to time,” he said.

“For instance, we may be building up our
infrastructure by adding middle management.
The overhead costs may stay at acertain percent-
age, then creep up as we add new people. We
have to realize it may be a year later before we
reap the benefits of those people, when costs
stabilize again and our efficiencies are better.”

The challenge of helping managers become
better at their job recently took a new twist with
a policy that gives managers rewards based on
productivity, rather than automatic increases.
The system was a radical change from methods
used at Swingle in the past.

*“The managers were upbeat about it because
it allowed people to receive up to 25 percent of
their salaries as bonus, based on percentage of
salesincreases orreduced cancellations,” Tolkacz

{continued on page 90)
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WHEN IT COMES to turf seed,
the lawnand landscape professional
getstoenjoy the best of all possible
worlds. While the price of seed
remains relatively stable from year
to year, the quality and diversity of
the most favored varieties increase.
In addition, seed researchers are
focusing their efforts and money
on specific varieties and character-
istics with strong potential market
niches, battling to uncover the next
big breakthrough.

Of course, this creates adifficult
situation for seed companies, With
sO many varieties available to the
seed consumer, competition heats
up, market prices stay low and profit
margins are small. Also. research
into developing significantly im-
proved varietal characteristics is
slow and very expensive work.

For all the negatives, there re-
mains plenty of demand to go
around. America’s love affair with
the lush, healthy lawn shows no
signs of waning. The growing out-
cry for low pesticide and water use
on turf, as well as demands for
other turf enhancements, is open-
ing doors to special market niches.
This is keeping seed researchers in
the labs, pumping out improved
varieties and searching for the next
turf revolution.

“I'can’treally be too pessimistic
or too optimistic about the seed
industry today,” said Virgil Meier,
manager of seed research with O.
M. Scott & Sons, Marysville, Ohio.
“The high level of competition to
sell seed now has meant that profits
are not what some companies would
liketosee. Ontheotherhand, they're
moving a lot of seed.”

BEAUTY CONTEST. Over the last
twodecades, many of today’s most
common varieties of turfgrass were
Just gaining favor with consumers.
The possibilities for improvement
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SEED RESEARCH

The Next

Seed Revolution
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tics such as colorand oSl search wit ur
texture were being varienes keep Merchants Inc., Tan-

improved in quan-
tum steps, and they
were achieved with
relative ease. Like a
simple mouse maze,
time spent winding
throughresearch was
short,and there was a

getting better
while new
research responds

gent, Ore., noted:
“Since plant breed-
ers have done a re-
markable job of ad-
vancing thecolorand
texture of most spe-
cies, the next ad-
vancements willcome

wedge of cheese at fo customer in improved disease
the end of nearly ev-  andinsect tolerance.
ery research path. de’nandsfor n”j . “In the .la.\’l Na-

In recent years, tional Turf Evalua-
room for improve- th at Combin s tion Program tall fes-
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matically, especially
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ence in more than 50
of over 90 varieties

tomer demands are maintenance tested. Since the
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Seed companies
responded by investing more into
researching these super varieties,
but it has proven more time con-
suming — like a twisted labyrinth,
it is fraught with dead-end paths
and fewerrewards at the finish line.

“The opportunity forappearance
improvements is not that great —a
lotof the big improvementsincolor
andtexture have already occurred,”
said Art Wick, vice president, re-
search and development with
LESCO Inc., Rocky River, Ohio.
“Now, turf breakthroughs are com-
ing in baby steps. We're seeing in-
crementalimprovementsinareas like
insect and disease tolerance and
seed yields.”

By Paul Schrimpf

making bent-grasses
more heat tolerant
and increasing the
disease tolerance of
fine leaf perennial
ryegrass.”

Most of the seed companies are
targeting a few strong niche areas
of research to maximize the dollars
they spend. Even then, it is still
difficult and expensive work, be-
cause many of the most desirable
traits are abhorred by nature.

Forexample, density. a positive
aesthetic characteristic, naturally
promotesthe spread of diseases like
brown patch due to the close prox-
imity of the plants to one another.
In bluegrass, the darker the color,
the lower the yield of seed growers
can expect to harvest. Conse-
quently, darker color equals signi-
ficantly higherprice. Dwarf variet-
ies mean less mowing, but slow
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growthand shallow root base mean
once they become diseased, they
take a long time to recover and
£row out again.

That’snottosay thatdeveloping
turf with these characteristics is
impossible — just a challenge. In-
cremental improvements on the
way 1o big changes mean that turf
seed will continue to get better,
which should come as good news
1o lawn and landscape contractors.

PVP AMENDMENT. Sced compa-
nies pushed for several years to
have the Plant Variety Protection
Actamendedtoclampdownonthe
number of copycat varieties on the
market. On August 12 last year, the
first amendment to the law since
1970 was passed, affording greater
protection of turf varieties.

Provisions in the amendment
include alonger varietal protection
time, and the extension of protec-
tion to cover all parts of the plant,
rather than just the seed. In addi-
tion, aresearcher must prove thata
new variety is different from the
most similar variety, not that it is
different from every other variety.

Gayle Jacklin, assistant vice
presidentof marketing with Jacklin
Seed Co., Post Falls, Idaho, said the
law should be good news for both
the industry and the customer.

“Ifeel the updated PVP law will
greatly impact our business in the
future as it relates to competitive
varieties in the marketplace, inter-
national competition from both the
production and marketing end and
a trend for companies to bring pri-
vate research programs in house,
rather than rely solely on universi-
ties for germplasm.”

Several seed companies are wor-
ried about the clarity of some as-
pects of the law. For example, the
formula for determining what con-
stitutes a new variety is based on
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what percentage of a“‘newly devel-
oped” plant is not traceable to any
existing, registered plant. Despite
any weaknesses, however, most in
the industry agree that the changes
will make it more difficult for “me-
100" varieties to gain protection.
“The market is flooded with va-
rieties, and we have been hoping
the government would move to
close the window —shoring upthe
PVPlawisagoodstan,” said Tubbs.

CHOOSING NICHES. As research
budgets have tightened, seed com-
panies are choosing the focus of
their new product development
more carefully. Rather thanabroad
approach, they are tightly focused
on one, or a few special niches.
Or, as Tom Stanley, marketing
manager for Turf Seed Inc.,
Hubbard, Ore., putit, “we'retrying
to develop proprietary turf grasses
with a measurable difference.”
Some companies, such as Seed
Research of Oregon, Corvallis, are
targeting endophyte infection.
Some are looking at leading the
pack withcertain varieties, like prai-
rie junegrass from Barenbrug USA,
T'angent, Ore., which has been de-
signed for appearance-only areas
aroundairports, hills and roadsides
that get no maintenance.
Customer demunds are creating
new market possibilities as well.
I'he demand for lower water and
pesticide useis pushing researchers
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todevelop the lowest maintenance
turf possible.

“There are several environmen-
tal factors that are changing de-
mand,” said Vicki Wallace, techni-
cal service coordinator for Lofts
Seed Inc., Somerset, N.J. “Issues
such as pesticide use reduction, use
of recycled water or very little wa-
terand low maintenance are impor-
tant— and the customerstill wants
the lawn to look good.”

Wallace has reported good suc-
cesswith Lofts’ alkalaigrass, aniche
grass that withstands highly saline
conditions along roadsides.

Demand for so-called environ-
mentally friendly turfgrass is start-
ing to catch on, according to Steve
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Johnson, senior research scientist
with International Seeds Inc.,
Halsey, Ore. “Itisn’t huge yet, but
some customers have been asking
aboutit. It’s beginning toinfluence
buying decisions,” he said.

BABY STEPS. Despite what many
term as a peaking out in the quality
improvements of many varieties,
especially for tall fescues and per-
ennial ryegrasses, there is still a great
deal of value in having a highly
rated variety in the NTEP trials.

Consequently, thequality of these
varietiesis still going up incremen-
tally each year. “Many people buy
offthe NTEPtestresults,” Johnson
explained.

Field research targets varieties
that combine appearance and
stresstolerance characteristics.
Credit: Seed Research of Oregon

“Everyone’s goal is sort of the
same,” said Mike McCarthy. direc-
tor of research with E. F. Burling-
ham & Sons, Forest Grove, Ore.
“Darker color, finer blade, drought
tolerance and disease resistance are
the important characteristics.”

Nearly all the seed companies
will have ryegrasses and tall fes-
cuesavailable this seasonthey claim
are improved in some capacity.
Pennington Seed, Madison, Ore.,
will offer three top-rated perennial
ryegrasses. The mid-range prod-
uct, Pennington's most recent ac-
quisition, was added to provide a
transition between the common and
premium quality varieties, said
Ronnie Stapp, senior vice presi-
dent of seed operations, and will be
available next year. Each vanety
features endophyte infection.

LESCO's entries for 1995 in-
clude a perennial ryegrass said to
feature dark blue-green color, fine
texture, excellentmowing qualities
that reduce vertical growth and
steminess and very highendophyte
content. The tall fescue combines a
finer leaf texture with very dark
green color and reduced vertical
growth rate.

Burlingham will present five new
tall fescues, highlighting moder-

(continued on page 34)
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PENDULUM" AMDRO®
AND IMAGE"
THE PROFESSIONAL’S CHOICE
For Top
TURF PERFORMANCE.

Season after season, savvy professionals

rely on PENDULUM, AMDRO and IMAGE for

cost effective control of problem weeds and
fire ants.

And season after season, their confidence is
repaid with satisfied customers and better
bottom lines.

It's why they're the treatments of choice on
the market today.

FOR NUMB

PENDULUM Herbicide
with pendimethalin. New for turf!

PENDULUM provides proven turfgrass toler-
ance and excellent preemergent control of crab-
grass, goosegrass and other troublesome weeds.
And with its superior season-long performance,
your customers will notice when PENDULUM
swings into action.

And although gentle enough for over-the-
top application to more than 260 labeled
ornamentals, 45 broadleaf and grassy weeds
don't stand a chance against PENDULUM.

AMDRO Fire Ant Bait: Kills the Queen
Kills the Mound.

Fire ants may be annoying and dangerous,
but they're not all that smart. That's why it's
easy for AMDRO to fool worker ants into
thinking it is food.



ER ONE THIS

The worker ants take AMDRO back to the

colony and feed it to the queen. The worker
ants and the queen die, and the entire colony
is eliminated — often in less than a week. And
with baits like AMDRO. the colony won't
relocate or satellite.

AMDRO is easy, because the worker ants
do the killing for you. No other fire ant bait
treatment works as fast and effectively to kill
the mound. Which is why AMDRO is the
undisputed market leader in fire ant control.

IMAGE Herbicide:
Control the Uncontrollable.

IMAGE gets to the roots of the most trou-
blesome weeds in warm season turfgrasses.
IMAGE controls previously uncontrollable sum-
mer weeds like purple and yellow nutsedge,
field sandbur, and dollarweed, as well as
winter weeds like wild onion and garlic.

SEASON.

Attacking below the turf line, IMAGE
inhibits protein synthesis in the root, so these
pesky weeds starve and die. Which means it
improves the IMAGE of warm season turf-
grasses — year round.

PENDULUMYS AMDRO® and IMAGE* The
professional’s choice for top turf performance.
They'll leave your customers’ lawns looking
like a million bucks. And you'll have more
bucks in the bank!

Available from quality distributors of
turf products. For more information or
for the name of the Cyanamid
distributor nearest you,
call 1-800-545-9525.

CYANAMID

Agricultural Products Division

Specialty Products Department
Wayne, NJ 07470 51995
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(continued frompage 31)

ately dwarf characteristics and good
heatand humidity stress resistance.
Inthe perennial ryes, thecompany’s
two varieties are both low-growing
but offering different levels of en-
dophyte infection, said McCarthy.

John Zajac, general manager of
Zajac Performance Seeds, North
Haledon, N. J., is excited about the
new generation of tall fescue, which
were top performers inbrown patch
resistance, he said. “It’s versatile,
good inlow maintenance areas and
tolerates low mowing.”

BLUEGRASS BLUES. From all ac-
counts, Kentucky bluegrass is
among the most temperamental of
the cool season varieties, atleaston
the research side. Increasing qual-
ity for consumers while keeping
the seed yield high enough to gen-
erate a profit has been an ongoing
problem forresearchers. Raising its
performance under stress has also
been difficult.

And, bluegrasses continue to re-
ject endophytes, microorganisms

that, when living inside a turfgrass,
have been proventoincrease insect
and other stress tolerance. Endo-
phytes have been used successfully
in perennial ryegrasses and in fine
and tall fescues.

Despite the difficulty, Jacklin
Seed honed in on bluegrass re-
search, according to Doug Brede,
director of research. “We had 15
varieties of bluegrass in national
trials this past summer, and the top
performers are head and shoulders
above products available now. We
expect the varieties will be avail-
able in 1996.”

Brede noted that seed yield has
to be a major consideration in the
selection of what can go to market.
The best looking bluegrasses are
still poor seed yielders, so the seed
on the shelf is the best balance of
appearance and yield.

“It’s a ‘Catch-22’ — seed farm-
ers don’t want to touch the high
performing bluegrasses that don’t
yield enough seed, so the ones that
gettomarketare goodquality, high-
yielders,” he said.

Advanta Seeds West Inc., Al-
bany, Ore., targeted high-yielding,
mid-range bluegrasses that strike

Enhancing turf with endophyte
is the subject of intense re-
search. Credit: Jacklin Seed

the balance between less attractive
common and high-priced elite, ac-
cording to Scott Harer, sales mar-
keting representative.

Harer said the new bluegrass for
release in 1995 provides medium
dark green color, good seedling
vigorandrapidestablishment, along
with good early and late season
color and strong stress tolerance.
“There will be an influx of mid-
performing varieties—it’saneasier
step up from common than to an
elite,” he noted.

Several other companies have
upgraded bluegrass selections, in-
cluding two varieties from LESCO
and two from Cascade International
Seed Co., Aumsville, Ore.

Barenbrug will make anew elite
variety available this fall, which is
said to feature excellent wear and
stress tolerance and have a dark
green color, according tosales man-
ager Tom Peters.

Along withresearch challenges,

(continued on page 36)
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FAST, COMPETITIVE,

PROFITABLE MOWING

WITH WALKER

Lawn maintenance operators all across the country are discovering
the compact, maneuverable Mid-Size Walker Mower. The labor saving
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You can throw
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is easily
repaired and
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Get maximum chemical spray performance and uniform results with TURFGO
LI 700 penetrating surfactant.

LI 700 enables spray liquids to quickly bypass, without damaging, a plant’s
natural hairy or waxy defense. This ability allows liquids to spread evenly over the
entire surface of the plant’s leaves.

Because of this penetration, sprays are prevented from washing off and even
application is assured for peak chemical performance — a process that surfactants
alone cannot match.

TURFGO LI 700 also utilizes a non-ionic technology that adjusts the pH level of
water, protecting the integrity of chemicals from the harsh degradation effects of
alkaline water.

Best of all, you can use LI 700 with a wide variety of chemicals including
fungicides, insecticides, herbicides, plant growth regulators and
foliar fertilizers.

Safety, cost and effectiveness are all important
factors in any spray program and with TURFGO LI 700
penetrating surfactant, you'll have the control you need
and the performance you've been looking for.

For more information please call a United
Horticultural Supply representative at 1-800-847-6417.

LI 700 is a registered trademark of Loveland Industries, Inc. mm‘ &m
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Seed Research

(continued from page 34)

bluegrass productionisundergoing some changes
in the Pacific Northwest.

A practice unique to bluegrass production —
field burning — has been coming under fire in
recent years as the increasing population in the
region and environmental concerns have caught
the attention of legislators, according to Jacklin.

“The difference between a burned field and a
non-burned field can be as great as 80 percent
reduction in yield,” she noted.

Jacklin said the present legislature seems tobe

in support of the industry’s stance to develop al-
tematives to this practice at the corporate and uni-
versity level.

WARM SEASON. The horizon for development
in warm-season grasses is a bit clearer, as more
work needs to be done to unlock their true
potential. One of the biggest challenges has been
to develop seeded varieties of a quality equal to
those that are plug grown.

At Fine Lawn Research, Lake Oswego, Ore.,
making a seeded zoysiagrass available to con-
sumers is a research priority.

“There is a tremendous cost advantage to

SEEDING YOUR CUSTOMER’S LAWN!?
BE SURE THERE’S A

TURF-TYPE TALL FESCUE

IN THE BAG

your
“The Rebels” - Rebel I, Rebel lil,
\ Rebel Jr or Rebel 3D tall fescue.

Lofts < eed lnc.

World's largost marketer of turfgrass seed

Bound Brook, NJ
Lofts Poonsylvanla
femown pA

lofts Great Western
any, OR
) 828-3100”- (800§5
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seeded over plugged varieties,” said vice presi-
dent Dennis Combs. “If we can get the seed to
market, the demand is there.”

Researchers are making good progress with
bermudagrass, and lawn and landscape profes-
sionals can expect to see some improved variet-
iesavailable.

Farmers Marketing Corp., Phoenix, Arnz.,
released twocommercial varieties that will soon
be available. Brenda Dossey, marketing man-
ager, claimed Farmersis the firsttorelease a fine
textured, dense hybrid bermudagrass from seed.
In addition, it released a new synthetic
bermudagrass for turf.

International Seed is also introducing a new
seeded bermuda that adapts to traditional
bermudagrass and “is a big improvement over
common varieties,” said Johnson. A second va-
riety is more adaptable tocold conditions and has
good winter survivability.

LESCO’s warm-season varieties — both
bermudagrass and zoysiagrass — are nearly a
decade in the making, and should be out in the
next two years.

PUSHING BORDERS. Ronnie Duncan, profes-
sor of turf breeding and turf physiology at the
University of Georgia, Griffin, searches forways
to extend the borders at which turf grass plants
can survive.

In the Southeast where he works, the weather
is murderous on turf. Extreme heat and humidity
and auniquely low pH soil take their toll each year.

“Forall the heat stresses we have in this area,
the numberone chosen seed in Georgiais thetall
fescue,” said Duncan. “People have toreseed 50
to 80 percentof theirturfareain July and August
every year.”

With the growing population in the South-
east, the market for a more survivable cool
season turf is obvious. So Duncan and his crew
set out screening for tall fescues and perennial
ryegrasses under those unfriendly temperature
and pH conditions.

Duncan’s group started testing tall fescues at
120 degrees F, 100 percent humidity and a pH
level at 4.3 — well below the national average

“We were looking for types that would not be
limited by the soil, no matter what the soil
condition,” Duncan said.

There is also an advanced screening, where
surviving turf plants receive further abuses, in-
cluding scalping and extremely compacted soil
His work is areversal of the kind of work that has
been done in the past. Duncan selects stress
tolerant varieties first, then works on the appear
ance characteristics.

He is pleased with the results, and expects the
release of aseries of true “Southeast cool-season
grass” inthe next few years. Some production of
seed is being done in Oregon now.

The program is also expanding to try to make
warm-season grasses better survivors in the re
gion, and well over 15 seed companies are
working closely with the program. &

The author is Special Projects Editor ofL.awn
& Landscape Maintenance magazine
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% Installation

% Pest Control
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2. The contest s open (o licensed lawn and
landscape contraciors, their employees and
suppliers. Only persons who, as of the date of the
prize drawing, are I8 years of age or older, with a
valid driver’s license, and are legal residents of the
U.S. are cligible 1o enter. Entry cards must be fully
completed.

3. This sweepstakes is not open to employees or the
families of all sponsoring firms, Lawn & Landscape
Maintenance magazine or other GIE Publishing
Co. publications, and affiliasted companies.

4. Enter by completing and mailing the official
entry form available in the monthly issues of Lawn
& Landscape Maintenance magazine, or receive a
valid entry form by sending a pmlagcbraid envelope
1w Sweepstakes 95, /o GIE Pu ishing, 4012
Bridge Avenue, Cleveland, Ohio, 44113. Not
responsible or liable for lost, late, stolen, mutilated,
illegible, incomplete, postage due or misdirected
entries.  No mechanical reproductions permitted.

5. PRIZE - $20,000 retail value of professional lawn
and landscape products. The winner will be
determined by a random drawing of all entries
received by November 30, 1995, The winner will be
announced and notified by US. mail and/or
telephone. Prize novification returned as undeliver
able as addressed will result in an alternate winner
being drawn and notified until a qualified entrant

is awarded the grand prize. Only one grand
prize will be awarded.

6. No cash equivalent or prize substitution
offered. Prize is not wransferable.
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9. Odds of winning will be determined by the
number of entries received. All entries become
the property of Lawn & Landscape Mainte-
nance magazine and GIE Publishing Co

10. By participating, you agree 1o these rules
and decisions of the judges which shall be final
in all matters relating 10 this sweepstakes

11, To obtain the name of the winner of this
sweepstakes, send a selfaddressed, stamped
envelope to "LLM Product Sweepstakes,” 4012
Bridge Ave., Cleveland, Ohio 44113, Aun: Fran
Franzak
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Landscape Lighting:

New Ideas for Profit

R [nnovative new technologies
SRR (i clever marketing ideas are two
more reasons to offer landscape
lighting to both residential and
commercial clients.

By Barbara G. Howell

MARKETING STRATEGIES

tial clients are receptive to the idea
of landscape lighting as a way of
extending the enjoyment of their
landscapes at the end of a long
working day,” said David Luse of
Arteka Natural Green in Eden Prai-
rie, Minn. Two main reasons for
lighting are “providing safe pas-
sage in the evenings and showcas-
ing interesting aspects of the prop-
erty at night.”

Enjoyment of the landscape is
the main selling point of landscape
lighting, agreed John Baldasti,
marketing manager for Lumiere
Design & Manufacturing, Westlake
Village, Calif. “As more dual-in-
come families goto work and come
home after dark, they aren’t satis-
fied withseeing the landscape only
oneday aweek. They'vespenttons
of money on landscaping and they

“DEDICATE thearticle tothe land-
scaper. It's his business.” admon-
ished Dave Vanderwist. Thatcomes
from experience. Vanderwist's Ir-
rigation Supply Co. in Warrensville
Heights, Ohio, has sold landscape
lighting since 1988. Much of that
time, the company sold landscape
lighting to irrigation companies.

His lighting business is growing
rapidly now and he’s marketing
more fixtures and transformers to
landscapecontractors. Lastyear, sales
of low voltage outdoor lighting a-
mounted to about 30 percent of his
sales. This year, Vanderwistestimat-
editwill be 50 percent of the gross.

“Ttonly makes sense,” he explain-

ed. “The irrigation contractoris on
a property maybe once a year. The
landscape contractoris there every
month or every week. He's work-
ing with the flowerbeds and shrubs,
He has access to the homeowner to
talk about things that will make the
landscape look great.”

“Many of our high-end residen-

are willing to spend a little more to
enjoy it.”

While landscape lighting is ex-
panding. itisstill notamajorpart of
a landscape job, explained Bill
Kilmer, chief executive officer of
Lifescapes Inc., Canton, Ga. “If the
budget for the landscaping is
$100,000, only about five percent

SMART MARKETING BUILDS LIGHTING SALES

SUCCESS and profitability in landscape lighting are determined by the
ability to market the service. Sources for this article were asked how
contractors could best market landscape lighting. Below are some of
their suggestions to create awareness and educate potential customers:
¥ < Approach customers when they are changing landscape plantings.
2. Work with developers and new home builders to make landscape
lighting part of the landscape in model homes.

<= . Low voltage converters are available for existing line voltage sys-
tems. Remind homeowners of low voltage's safety and economy.

&8 . Customers with low voltage lighting systems must return to the
contractor who installed the lighting to get bulbs. Keep track of the sys-
tems you've installed and market maintenance service and replacement
bulbs to these customers.

& .. Customers who have installed landscape lighting systems are ex-
cellent candidates for additional lighting sales. Several contractors sug-
gested landscape lighting is “addictive.” After lighting the front yard,
homeowners often want to do the side or back yard or add tree lighting
on a property line.

& .. When you complete installation of one home lighting system, sug-
gest potential customers drive by it at night. The best selling tool is
seeing the beauty the lights create.

F . When you complete an installation, pass out literature on land-
scape lighting to neighbors. Once they see the dramatic results, they are
good candidates for an installation.

& . Work with a distributor or supplier who has a showroom. Custom-

ers can see the displays, choose their fixtures (and often add on more)
and you can complete the installation.

® .. One night when you are working late on a landscaping project at a
potential lighting customer’s home, ask if you can set up a couple of
lights to finish. Homeowners will, generally, agree and come out 10 look.
They’ll often realize what an asset landscape lighting can be.

WO After examining the prospects for landscape lighting at a par-
ticular home, rig up a demo kit and bring along a 12-volt battery to pow-
er the demonstration.

¥, Remember to market to municipalities, too. One suburb near Cin-
cinnati, Ohio, is removing street lights and replacing them with tree and
landscape lighting.

W2 Consider specialty lighting projects like gazebos, decks, pools
and hot tubs. One contractor does considerable work lighting outdoor
weddings and receptions.

W3, Include landscape lighting in your yellow pages ad.

W4l Put landscape lighting on the list of services on the side of your truck.

W&, Get literature from manufacturers and suppliers to pass out to
customers.

W&, Use reverse psychology, too. When you've completed a land-
scape lighting job, remind the customer of the new useable area you've
just created and suggest appropriate shrubs and plantings.

WP, Ask your customers about their interest in landscape lighting.
Too many landscapers pass up profits because they do what the
customer asks; they don’t suggest services.
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of that will go toward lighting.”

Lifescapes works withanumber
of subcontractors for design and
installation of landscape lighting.

Onemanufacturer, Hinkley Light-
ing in Cleveland. Ohio, reported
that many landscape contractors
work on a 10 percent rule. Mark
Gardner with Hinkley explained:
“They should apply that to land-
scape lighting. too. If the house
costs $250,000, a contractor will
suggest an investment of 10 per-
cent, or $25,000, in landscaping.
He should apply thatrule again and
suggest they spend $2,500 to ex-
tend the living space with land-
scape lighting."’

VOLTAGE SELECTION. While land-
scape lighting has been available
for more than 25 years, its popular-
ity has grown considerably since
the advent of low voltage systems.

Bob Hobar of Irrigation Supply
said landscape lighting is a $120-
million wholesale business and is
projected to grow 15 percent per
year in the next five years.

“There are two types of land-
scape lighting — line voltage and
low voltage.” he explained. “Line
voltage uses regular 120-volt cur-
rent and requires a licensed electri-
cianoperating under building codes
to install buried lines of conduit.
Low voltage has reduced voltages,
is saferand requires nospecial elec-
trical training or observance of
codes in most [\I;IL'C\.“

Rick Doesburg, vice president
of Thorton Gardens, Maineville,
Ohio, said recently that “few jobs
gooutofhere withoutlighting these
days.” and low-voltage “normally
is the way to go.”

“Landscape lighting has come a
long way in the past few years,”
Luse recalled, “especially in the
low-voltage lines. The quality and
variety of fixtures has improved
dramatically. This has allowed us
to specify landscape lighting on
our projects with confidence, pro-
viding additional revenues with an
attractive profit margin."”

The American Lighting Asso-
ciation reports that many residen-
tial and commercial jobs use low
voltage lighting forseveral reasons,
including:

LAWN & LANDSCAPE MAINTENANCE

® [t is more energy efficient and
can produce more light output per
watt.

® There is little or no risk of
shock or other electrical hazard.

® [t requires little disturbance of

the lawn and garden because cable
can be buried with conduit and

junctionboxesoritcanbe leftabove

the ground.

® [t permits easy relocation or
addition of fixtures.

Line voltage systems generally
lightanareamore brightly and pro-
vide longer beam throws. Com-
mercial and secunty lighting are
usually 120-volt systems.

Regardless of the types, landscape
lighting is attractive to businesses

and homeowners for a number of

reasons, both aesthetic and practical.

® JUNE 1995

Itshows off the beauty of ahome or
building after dark and provides
safety and security. Lighting also
has been proven to deter prowlers
and vandals.

CLEAR ADVANTAGES. Whether a
company offers in-house landscape
lighting design and installation ser-
vice or subcontracts the work, mar-
keting plays an important role in
the success of the product line.
Thorton Gardens markets its
lighting using before and after pho-
tographs and a lighting room to
demonstrate products and effects.
Kilmer recommended gaining
expertise in good customer com-
munications to interpret what he or
she wants in landscape lighting.
“Education is both a challenge and

Advances in electronics, design
and materials have given
contractors a variety of innova-
tive lighting systems for
landscapes and pools. Photo:
Lumiere Design & Mfg.

an opportunity,” he said. “There is
areal needtoeducate the consumer
about what lighting can do.”

If you're interested in discover-
ing what landscape lighting can do
for your business, talk to a local
lighting distributor. The supplier
may haveclassesorprograms which
can help provide training.

Joe Rey-Barreau, directorofedu-
cation and training for ALA, of-
fered some other suggestions. “Go
to a local ALA showroom. Each
one should have someone there to
help with landscape lighting. Most
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times, there is no conflict working “Or call the ALA at 800/  seminars and offer training. We  The authors are industry consult-
with a showroom. Most of those ~ 60LIGHT, " hecontinued.“Weare  will also have a video availableby  ants with Kev Solutions, a division
companies specialize in selling  working now to set up programs this fall to send out to people inter-  ofIris Sales & Solutions Inc., Rocky
lighting fixtures, notinstallingthem.  with other associations to put on  ested in landscape lighting.””  ®  River, Ohio.

BETTER MOUSETRAPS IN

“BUILD A BETTER mousetrap and the world will beat a path to your He pointed out that they can be buried in concrete or brick to illu-

door” rings true. Technology is changing rapidly in the landscape lighting  minate walkways, outline roof lines and decorate gazebos. Tucked under

field, too. New fixtures, controls and systems are introduced each year. the lip of a swimming pool, they provide illumination without glare or
Originally, noted Mark Gardner of Hinkley Lighting, Cleveland, Ohio,  intrusion of fixtures.

outdoor lighting fixtures were made of plastic and then of painted steel. One of the major challenges of landscape lighting has always been to

For many years, powder-coated cast aluminum fixtures were the standard  hide the intrusive fixtures so they are not a detriment to the daytime

of the industry. landscape. Such a challenge created pop-up fixtures that hide during the

The latest technology is composite materials — high-impact fiberglass ~ day and pop up when turmed on at night. Philip Kocsis, vice president of
and fiberglass combinations. These fixtures “are less expensive. more cor-  operations for Pop Light. Fairfield, CT, said “architects love the feature,
rosion resistant and more durable,” said Gardner. *“They are resistant to heat as it allows them to place the lights where they will do the most good
and impact and contain UV inhibitors to prevent breakdown in sunlight.”  and yet not detract from the area. Maintenance is simplified as there is

It’s easier and more convenient than ever to turn landscape lighting off  nothing to break during the day.”

and on, too. Homeowners can turn on lighting systems by using their car Hiding the fixtures is also a challenge successfully met by fiber optic
phones, a real asset to the family on the go. Computers can also be landscape lighting. “For the first time, landscape architects can design
programmed to turn lights on automatically, too. landscape lighting without bulky fixtures,” said Wes Mohr, vice presi-

Motion and infrared sensors can be programmed into the system to dent and general manager of the commercial lighting division of Fiber-
provide illumination anytime someone enters a protected area. Light sen-  stars of Fremont, Calif. Consumers can avoid underground or underwa-
sors turn a system on at dusk and off at daybreak for greater convenience  terelectric cables and fixtures, as the light for the landscape is transmit-
and energy savings. Remote controls can energize transformers on ted through fiber optics. The fixtures can be so small they resemble twigs
various parts of a large property. or so transparent that they are almost invisible during the day, but

Sam Barker, president of SEBCO, a tube lighting company in Santa produce a kaleidoscope of colors and a wide range of light intensities
Anna, Calif., explained that the market has grown dramatically forthe  after dark. All of these benefits come at “a fraction of the maintenance
3/8-inch tubes containing strips of small incandescent lights. costs of a conventional system,” he said. — C. Neal Howell
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NOW THERE'S NO PLACE FOR PESTS TO HIDE.

There's a good reason why AVID® has become the most widely
used miticide/insecticide for greenhouse ornamentals—eliable
mite and leafminer control.

But did you know that you could take advantage of the same
consistent control for your outdoor plant material? And in addition
to reliability, AVID offers you several other benefits as well.

CONTROLS BOTH MITES
AND LEAFMINERS

AVID provides powerful mite control on fresh flowers, bedding
plants, shade trees, foliage plants, potted flowering plants,
flowering trees and other woody ornamentals.

Its unique translaminar activity allows abamectin, the active
ingredient in AVID, to penetrate plant tissues and form a reservoir
of active ingredient to control mites and leafminers as they feed
on the leaf.

€ MERCK

Meastk AgVet Div Merch & .. PO, Bax 2000, Ratway. NJ 07065091

trademark of Merck
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EXTENDED RESIDUAL CONTROL

AVID provides extended residual control which can mean fewer
applications and lower costs.

NO UNSIGHTLY RESIDUES

AVID is a liquid that leaves no powdery deposits or residues to
detract from the beauty of your plants.

UNIQUE MODE OF ACTION

AVID is unrelated to other miticides or insecticides so it can
control mites and leafminers that have developed resistance to
other products.

So, when it comes to unsurpassed pest control for nursery,
landscape and greenhouse growers . . . the -
choice is clear. AVID leaves farget pests with
no place to hide.

MITICIDE/INSECTICIDE

BEAUTIFUL RESULTS
FROM EVERY BOTTLE *

995 Merck & Co._ fnc Al rights resarved. AVD-5-1053-AJA Ahways raad and follow label directions caretully



PRIVATIZATION is in the news.
According to Webster's New World
Dictionary, to privatize is “t0 turn
overa public property or service to
private interests.” Typically in the
service sector, privatization refers
10 government entities “‘contract-
ing out” a specific service or group
of services to a private firm for a
preset interval of time.

Because taxpayers have been
critical of the performance level of
government services, in many in-
stances, there has been a push to
move more of those services into
the private sector. Usually, at the
local level, this push is concentrat-
ed on highly visible services, such
as trash pickup and recycling.

Many citizens would be surprised
to discover that their city or county
has privatized certainother
services for a number of
yearsand, without prompt-
ing, is studying the feasi-
bility of privatizing more.

In theory, government
privatizationisessentially
the same as any othercon-
tracting arrangement. It’s
a way of increasing effi-
ciency by hiring special-
ists to perform services for
which they are either bet-
tertrained or betterequip-
ped than the entity that re-
quires the services.

Municipal mowing work
may include large,
recreational areas that
take a toll on equipment.
Photo: S. Trusty
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Contractors Eye

Municip
Mowing Market

The trend toward government accountability has
resulted in more privatization of local
services, including landscape and mowing work.
This specialty market is profitable, as long as
you learn the ropes correctly

by Steve and Suz Trusty

Rodney Bailey, president of

Evergreen Services Corp. in
Bellevue, Wash., explained how
his company got into municipal
work. “We worked with the local

municipality todevelopitscontract
procedures. The City of Bellevue
had a very aggressive park pro-
gram that essentially outgrew its
own staffing. It wanted the flexibil-
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ity to adjust services to meet com-
munity needs without the limita-
tions of fixed staff and overhead. It
investigated the contract process as
aneconomical alternative.”

WORKING WITH CONTRACTORS.
The process evolved as the city
became more knowledgeable about
working with contractors, Bailey
said. “The city started with an ex-
perimental program, using private
contractors tomow and care forthe
turfand landscapesof specific parks.
When this proved successful, they
extended the process through the
park system and other areas, such
as street medians and neighbor-
hood *pocket parks.’

“Bellevue currently uses several
contractors as well as its own in-
house staff to achieve
maximum flexibility inall
areas of landscape main-
tenance, as well as mow-
ing,” he added.

For such a program to
work successfully, the mu-
nicipality has to have a
clear picture of all costs.
“Ifamunicipality orother
government agency rec-
ognizes the costs of in-
house handling for lawn
and landscape services (on
acost basis), as compared
to contracting out those
services, they'll generally
find that the savings range
from 35 to 55 percent,”
Bailey explained.

Agencies may find that

{continued on page 46)
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Achieve environmentally
responsible insect control!

Are you concerned about environmental protec-
tion, applicator safety, and effective control of
harmful insects? Then try Mauget Inject-A-Cide
AV insecticide.

Premeasured doses of Inject-A-Cide AV are in-
jected directly into the tree's xylem tissues.
There's no waste, spills or off-target applications.
Because it is a closed system, each applicator
helps to protect the environment every time an
application is made.

Mauget Inject-A-Cide AV may be sold only where a state registration
has been issued. Protective eyewear and chemical resistant gloves
must be worn while handling or installing the capsule to prevent acci-
dental contact with the eyes or skin. Always read and follow label
directions. ©Copyright 1995, J. J. Mauget Company.

New Mauget
Inject-A-Cide AV

Low doses of Inject-A-Cide AV control harmful in-
sects that damage many economically important
shade trees and ornamentals.

Inject-A-Cide AV is accepted by trees so promptly
that any professional trained to apply Mauget mi-
cro injection products can confidently use it in most
sensitive situations.

Call your Mauget distributor today. Ask about new,
full-season Inject-A-Cide AV.

savelrees

J. J. Mauget Company
2810 N. Figueroa Street
Los Angeles, CA 90065

1-800-TREES-RX

USE READER SERVICE 100



(continued from page 44)

service actually improves along
with cost savings. “It also may be
able to provide a quality of service
It couldn’t accomplish in-house.
Thekey is accurately allocating all
overhead and other costs to get a
true comparison.”

CONTRACT RED TAPE. Private en-
terprise uses contract services ex-
tensively and most mowing com-
panies work use contracts with their
commercial accounts.

So,isthereadifference between
contracting services to a govern-
ment agency or a commercial ac-
count? Theansweris yes—andno.

The degree of difference often
depends of the amountof “red tape™
built into the procedures.

The majority of municipal and
other government contracts result
from a bid process, with the low
bidder generally being awarded the
contract. Thebidrequestdocuments
outline the specific services to be
performed, establish any qualify-
ing parameters for those services,
and listthe time frame within which
the services are to be performed.

Generally, the red tape stems
fromthe qualifying parameters. Ba-
sic stipulations are to be expected,
such as requiring the private com-
pany to carry an adequate amount of
insurance, tobe bonded and tocom-
ply withthe agency’sreporting and
other paperwork procedures.

Any contractor interested in pur-
suing municipal work must first
understand how each municipality
administers its programs. Most
likely, it will be different for each
city or county.

Bailey explained, “The city of
Bellevue hired an administrator to
handle contracting and most agen-
cies will have a contract adminis-
trator. It’s necessary for the con-
tractor to have a good understand-
ing of whatis needed to fulfill each
contract and of the process itself.

“Our company also works with
other governmententities onacon-
tract basis. Though government con-
tacts are not a major percentage of
ourbusiness, they certainly areanim-
portant and worthwhile part of it.”

TOUGH REQUIREMENTS. George
Pacheco, Jr., owner and president
of Pacheco Brothers Gardening
Hayward, Calif., provides con-
tracted landscape and mowing ser-
vices for several cities in the San
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Francisco area. He said, “We en-
tered the municipal marketin 1989
and now do about $3 million in
municipality work, basically spe-
cializing in bulk mowing.
“Because of the volume of work
that many cities contract for, and the
costs involved for bonding, suffi-
cientequipment, backupequipment
and employee staffing to handle
that volume, the numberof compa-
nies bidding on the large contracts

Mowing that is bid
with other land-
scape services may
be subject to regu-
lations that affect
«rew makeup and

pay scales.

is limited. A firm must make a
major commitment of resources to
handle this type of contract.”

A commitment of resources
should be matched by the realiza-
tion that municipal work should be
profitable, accordingto Bailey. “We
view municipal work as compa-
rable tocommercial work and bid it
withinourregularcommercial rates.
Ifacompany dropsitsrateinantici-
pation of the higher volume of busi-
ness, it can go broke in the process
of fulfilling the contract. You have
to investigate the contract specifi-

cations, assess the site and then
judge if your own company’s in-
ternal strategies for bringing effi-
ciencies to the site allow you to bid
ata comfortable margin.”

PROVIDING A SERVICE. The
equipment needed to fulfill gov-
ernmentcontractsisessentially the
same as that required for commer-
cial accounts of the same size and
scope. Occasionally acontract will
specify a certain type of mower
(such as a reel mower) be used in
certain areas, or that backup equip-
ment be available.

Most contracts stipulate that ser-
vices be performed to a specific
quality level and within a preset
period, rather than mandating what
type of equipment must be used to
do the job.

From a practical standpoint, the
mowing company needs equip-
ment that delivers the desired qual-
ity of cut and is sturdy enough to
withstand the rigors of heavy usein
quantities sufficient to perform the
contracted services.

It’s a matter of analyzing the
needs of the property in terms of
the contract stipulations and ob-
taining the right mix of quality
equipment to get the job done.

In addition, the savvy mowing
contractor will establish a good
working relationship with a reli-
able dealer who understands the
demands of the business and can
readily supply the parts and ser-
vices necessary to keep thatequip-
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Cutthroat bidding can drive down
the price, and profits, for
municipal mowing work.
Photo: John Deere & Co.

ment operating properly.

Before bidding a government
contract, study the impact it would
have on your business, cautioned
Bailey. “If you're going to do a
quality job, you must be willing to
invest in the necessary equipment
and facilities. There’s always some
degree of risk. You may need to
purchase additional equipment to
handle the mowing, or rent off-site
storage for equipment. Compute
what period of time you'll need to
adequately allocate the added costs.”

The practice of opening up con-
tracts for rebidding also has enor-
mous consequences that should be
considered before venturing into the
municipal market.

Bailey explained, “High-volume
contracts that are let for bid each
year have a higher risk than those
that are rebid every two or three
years, or those two- or three-year
contracts thatare subjecttorenewal,
rather than automatic open bidding.
There’s lessrisk if you canamortize
the added costs over the period of
the contract.”

Also consider the other opportu-
nities within your area. If a short-
term contact would require addi-
tional equipment, oradifferenttype
ofequipment than youare currently
using, how likely isitthat you could
put that equipment to work profit-

(continued on page 48)
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SALES & SERVICE, INC.

2223 VISCOUNT ROW
ORLANDO. FLORIDA 32809
{407) 855-1922/FAX (407) 855-2778

RON DAVIS

Turf and landscape maintenance companies everywhere are turning Pro and turning more profits. They've dis-

covered superior American-made value with Homelite Pro-Series. Our trimmers, brushcutters, blowers and edgers

feature well balanced, lightweight designs, long-life 30cc or 40cc engines and precision-machined,
b, heavy-duty components. All at a dramatic price advantage.
! There's more. When you buy any Pro-Series product and return the registration card,
' you're an automatic draft pick for our Pro-Series Team. Team members get a FIREE Homelite Team
Cap, subscription offers to industry trade magazines, membership card with toll-free technical sup-
port hotline and customized magnetic vehicle sign offer, for starters. Plus —
future Homelite Pro-Series team benefits. Call 1-800-467-5150, mm
and turn Pro this season. You'll enjoy the payoff for many seasons to come. B0 Box 7047, Charlotie, NG 28241

1995 Homelite inc, / A Subsidiary of Deere & Company
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MultiCreen Tl
“Like a shot

of Vitamins!”

" Iron and micronutrient deficient
turf and ornamentals respond
quickly to MultiGreen II. Iron,
zinc, copper and manganese are
chelated in natural sugars which
prevents chemical reaction with
soil and keeps the micronutrients
available for maximum plant
uptake. Nothing improves root
growth, color and stress tolerance
more.

MultiGreen II tank mixes with
many pesticides for beneficial
results. Its natural spreader sticker
properties enhance the results of
many chemicals while providing
all the micronutrients needed for
the healthiest possible turf and
ornamentals. And all this without
burning the foliage.

Regal Chemical Company
P.O. Box 900
Alpharetta, Georgia 30239
Phone: 404-475-4837
1-800-621-5208
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(continued from page 46)

ably on other accounts?
Be realistic in your as-
sessment of potential
business, probable com-
petition, and the degree
of risk you are prepared
Lo assume.

Cindy Clark, adminis-
trative assistant for Land-
scape Services of Bir-
mingham, Ala., said the
choice to go municipal
has to fit with a company's business strategy.
“Wedon tactively seek municipal contracts asa
separate category, but we would bid onacontract
if it *fit” our operation, if we had adequate equip-
mentand personnel resources and could generate
adequate profits. We wouldn’t necessarily go
afterevery commercial account either. We want
tobeabletohandleevery accounteffectively. It's
all part of planned growth and profitability.”

CUTTHROAT BIDDING.Because all fees paid by
governmentagencies are public record. any com-
pany wishing to bid on a contract can easily find
the dollar amount of the previous bid. That fact,
coupled with the failure of many municipalities
toestablish basic qualifications for bidding firms,
can lead to some cutthroat bidding.

Bill Davids, president of Clarence Davids &
Company, Blue Island, I1l., explained, “Most
municipal bids in our area are let on an annual
basis and few have qualifiers to assess company
stability or the company’s ability to do the work.
As a consequence, anyone with a mower and
truck islikely tobid, and fewer long-term profes-
sional contractors bother to bid.”

Bailey added. *On a few of the government
contracts in our area, some firms weren't even
doing asite inspection. They just check what the
officially recorded previous bid was and cutit by
10 percent. After a period of years of awarding
these contracts to the low bidder, sometimes to
firmsunder-equipped to provide the properqual-
ity work, the sites suffered.”

This practice has no benefit for the municipal-
ity or the landscape industry, he pointed out.
“Skimping onservicestoa pointthatis detrimen-
tal tothe landscape accomplishes nothing. These
agencies would better serve the public trust by
establishing contract procedures toinsure receiv-
ing reasonable bids from financially stable com-
panies that are able to do the work adequately.”

COSTLY QUALIFICATIONS.  ocal governments
can address the problem by making sure land-
scape companies “qualify” to provide profes-
sional work.

Pacheco explained, “Most municipalities in
Californiarequire contracting companies tocarry
a preset amount of insurance and submit a bid
bond with their bid. The company awarded the
bid must post a performance bond equal to 100
percent of the value of the contract. When these
qualifiers are in place, the number of bidders is
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Some munlcipal areow akig sre
that contractors ‘qualify’ for mowing
contracts. Photo: Kubota

reduced, and those that do bid are capable of
handling the job.”

Check the fine print on contracts closely be-
fore placing a bid. Mowing that is bid with other
landscape services may be subject toregulations
that affect crew makeup and pay scales.

This can have drastic effects on both profits
andemployee morale, Davids pointed out. “Many
landscape installation bids for municipalities
stipulate that the contractor must pay prevailing
wages. In Illinois, since no prevailing wage
levels have been established for the landscape
industry, the pay scale goes to the prevailing
construction industry wages. This scale is con-
siderably higher than ourindustry’s normal rate.

Italsocreates financial and management prob-
lems, he explained. “This it hard on company
morale. If you pay the crews working on these
jobs the stipulated wage. other employees feel
slighted. Employees also feel slighted if they
work on the contract site atone wage rate, and on
other job sites at their standard wage rate.”

Some contractors may be tempted to circum-
vent payment of the higher prevailing wage
rates, but the system is ready for that maneuver,
he noted. *Contractors must be aware that ac-
cepting a contract with this stipulation and ne-
glecting to pay the established wage could jeop-
ardize their company. The government agency
has the right to audit their records for a set period
of years following the contract completion and
require them to pay the designated wages, plus
penalties, to all employees involved.”

Davids does anticipate that, at some point, the
excessivestipulationsof some contract programs
will resultinso few long-term professional com-
panies bidding that governmententities will face
the frustrations from both viewpoints and de-
velop workable contracting systems,

Hereasoned: “If govenmententities are short
of funds and are looking at contracting out work
to cut costs, what's the logic of adding cost-
increasing restrictions?”

As safety concerns have increased over the
years, so have the safety stipulations included in
government contracts. Pacheco explained that
they have a major influence on how his employ-
ees operate in the field. “In California, contract-
ing companies must sign an agreement to con-

(continued on page 50)
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Confidence
for Today’s
Environment

You want your customer to be confident
in you and the insecticide you use on her
lawn. With SCIMITAR® turf and orna-
mental insecticide you can be confident
that it will do the job quickly and without

problems for today’s environment.

Plus, you now have a choice of two
easy-to-use formulations—SCIMITAR WP
in convenient water soluble packs and new
SCIMITAR CS liquid.

New SCIMITAR CS—<capsule suspen-
sion—is a timed-release, water-based form-
ulation that provides both quick knockdown
and extended residual control without

harm to turf and ornamental plantings.

Applied at a much lower rate than
other popular insecticides, SCIMITAR
delivers excellent control of major turf
and ornamental insects in seconds. Pests
like mole crickets, chinch bugs, sod web-
worms and fire ants. And without the odor
that often raises a customer’s concern.

A non-restricted use insecticide,
SCIMITAR gives your customer confi-

dence for today’s environment.

For more information, contact your
Zeneca representative, or call

1-800-759-2500,

ZENECA

Professional Products
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Extends 7-11 feet

= Portable-splined, aluminum shaft
easily extends 7-11 feet

= Lightweight—only 16 Ibs.
= Safe—eliminates climbing
m Fast-cuts through 10-inch limbs in seconds

The Power Pruner has gone beyond tree pruning.
A variety of attachments and accessories makes the
Power Pruner the only tree and hedge trimming tool
you need.

The new Hedger trimming attachment allows you to
shape and prune hedges and shrubs or to thin heavy
brush. The circle saw accessory ;
is available for finer pruning. The
Model D unit is for safe pruning
around high-voltage sources.

The automatic oiling system is
standard on all units. 2 1/2- and
5-foot extensions are available
for extended reach—up to 17 feet.

HEDGER TRIMMING
ATTACHMENT
NOW AVAILABLE

For more information or
to locate a nearby dealer, call:

OWER TRUNER’

TECHNIC TOOL CORPORATION
325 Snake River Avenue
P.O. Box 1406
Lewiston, ID 83501
208-746-9011 Fax 208-746-0616
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form to all CalTran safety regula-
tions. These regulations are con-
tained in a regular book issued by
the state and have become more
stringent in recent years.”

Pachecoexplained thatany regu-
lations are designed to protect work
crews and passers-by. “We use all
the standard safety equipment. We
postsigns and use cones, flag people
or both when working on medians.
We’ve added backup flashers and
beepers to all our equipment, even
mowers.”

Many of the regulations are com-
mon sense, he pointed out. “The
regulations are the same procedures
acompany would implement any-
way as a part of their own internal
efforts to work smarter and safer.”

Company programs that foster
professionalism and safe practices
may already meet municipal con-
tractrequirements. Clark explained,
“Like most companies, we're al-
ready stringent about safety. In ad-
dition to conforming to all govern-
mentregulations and holding regu-
lar safety meetings, we have a pre-
employment drug testing program
and do random drug testing. All of
our employees wear uniforms so
they canberecognized easily. They
are required to check in with secu-
rity when working at government
sites, but that is also required at
many of our commercial sites.”

Bailey echoed that sentiment.
“We have a strong safety program
and generally follow the same safety
procedures for government ac-
counts as we do for commercial
accounts of the same category. Any
work around the public, be it in
parks or in street medians in indus-
trial areas, requires extra attention
tosafety. If possible, we gettothese
sites early and get the work done
before the public arrives.”

POTENTIAL FOR PROFIT. Despite
exacting standards and sometimes
frustrating stipulations, municipal
contracts can be rewarding.
Pacheco pointed out that the stan-
dard efficiencies of private indus-
try can leave room for profit. He
said, “We coordinate scheduling
and organize crews to increase pro-
ductivity. Crews are assigned to
specific sites and certain jobs at
each site. Everyone knows what
must be accomplished at each site,
what their job is and how to get it
done, so efficiency is greater. We
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store equipment at strategic loca-
tions to cut travel time.”

Clark noted operating similari-
ties. “Our mowing crews keep the
same rotation, so they’re familiar
with the needs of each site. Equip-
ment is stored in secured areas on
the larger sites and crews report
directly to the site. They work un-
der the supervision of the crew
leader. A multisite supervisor will
check on each crew daily and any
necessary paperwork exchange
takes place then.”

Bailey noted thatastrategy based
on efficiency will allow municipal
work to be profitable. “Effective
business strategies make contract
work profitable. We consider the
needs of each site and schedule

‘Any work around
the public, be it
in parks or in
street medians,
requires extra
attention to
safety.’

crews and equipment accordingly.
We may store equipment within
secure trailers at the larger sites, or
in rented storage areas nearby, if
storageisn’tavailable onsite. These
simple adjustments in logistics cut
our transport costs and time.

Whetherit's commerical or mu-
nicipal, every contract implies a
quality job, Bailey noted. “Onceon
site, the job is basically the same.
We're doing our best to produce a
quality product that meets or ex-
ceeds the client’s expectations,
whether we're working with acon-
tract administrator, a company
owner or a property manager.”

He sees a lot of potential in this
developing market, as long as con-
tractors enter the work with a strat-
egy for profitability and quality
work. “Handled correctly, munici-
pal contracts are an excellent mar-
ket for our services. And—it’s the
mosteffective, efficientand fiscally
sound way fora government entity
to go. Our entire industry should
push for the privatization of lawn
and landscape related work.” =

The authors are partners in Trusty
&Associates, Council Bluffs, lowa,
and are consultants to the horticul-
tural trade.
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Prices Dominate

L.as Vegas
Market

Fast growing Las Vegas is a market
dominated by harsh desert growing conditions and
hot competition for work. Successful contractors have
learned to stay competitive and still offer quality
services, but its not easy.

By Rod Tyler

REGIONAL REPORT

THELAS VEGAS lawn and land-
scape market is a fast paced, high
growth business with several chal-
lenges that face all contractors. Is-
sues involving efficient use of wa-
ter are at the forefront. The market
area is basically four major cities
that rest in or near the mountains:
Las Vegas, Clark County, Hen-
derson and North Las Vegas.

PRECIOUS WATER. Joe Fortier,
conservation specialist for the Las
Vegas Valley Water District,
pointed out that as the cost of water
increases, sodoes the awareness for
the need to install landscapes prop-
erly, with adequate planning for
efficient water use.

“Wehave seenadefiniteincrease
in xeriscaping in this area, espe-
cially with builder packages where
the entire front yard and landscape
is included with the purchase price
of the home,” he said.

Watering bans inmostcities span
from 12 noon to 7 p.m. “Any wa-
tering during these hours canresult
inafine of asmuchas $1,000 or six
months in jail,” he added. “We do
not hand out a lot of citations, but
the issue is becoming more serious
each year. Property owners can be
cited for allowing water to run off
their property and into the street.
Perhaps the worse sentence is the
possibility of discontinuing water
service, the penalty for the most
severeinfractions.”

The “Water Police” make sure
local ordinances are enforced. Al-
though this sounds quite inhospi-
table, it is quite common in south-
western desertcities.

In fact, the cost for water use in
Las Vegas compared to other big
desertcities like Phoenix or Tucson
isextremely reasonable. Thisishard
toimagine, considering both of the
other cities have a lower evapo-
transpiration rate and Las Vegas
has higher winds, which tend todry
things out faster.

The source of most of the water
usedinthe Las Vegas valley comes
from Lake Mead, one of the largest

Lured by Las Vegas’ economy,
some landscape contractors
have found that the market and
climate are too tough to handle.
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man-made lakes in the United
States. The Hoover Dam on the
ColoradoRivercreates the lake and
although the wateris greatly appre-
ciated by area users, it has a pH of
about 7.5 or above, making the
alkaline soil conditions only worse.

SERVICE MIXES. Due to the lim-
ited sources for water, thereis grow-
ing concern over the amount of
environmental discharges into the
drainage basin which feeds the
Colorado River. A common ser-
vice provided by many contractors
like Terry Davis Landscaping in
nearby Henderson, includesirriga-
tion troubleshooting and making
sure clients are in compliance with
local water-use ordinances.

“Terry is a certified water audi-
tor,” said his wife, Denise. “We
often work with existing systems to
analyze their performance or with
property managers who are in need
of our services.”

The Davis’ have adiverse line of
services, and the climate has an
effect of increasing the summer
period, usually from April to Sep-
tember. However, the primary fo-
cus forthe company is maintenance
of commercial properties. Normal
work required during this time in-
cludesactivities like mowing, trim-
ming, edging, fertilizing andirriga-
tion troubleshooting.

“We have seen a lot of firms
come here from California and
Arizona looking for work because
they have heard of the growth rate
of Las Vegas,” she recalled. “We
have been here for 12 years and
understand the climate because we
have roots in the nursery business
forover40years. We saw the trend
of East Coast people moving here
and requesting an East Coast land-
scape. Unfortunately, the adaptabil-
ity of most of those plants, unless
they are native, is somewhat unpre-
dictable.”

With limited plant selection due
to heat, cold, wind and at times,
lack of water, many landscape
projects have moved toward natu-
ralization with rocks, stone, boul-
ders and desert plants, including
many native grass species.

In fact, some new commercial

(continued on page 54)
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ERGONOMICS AND
TOOLS YOU CARRY

We have focused on improved
operator comfort and control
in our effort to build a better
machine.The new design
simply makes them easier

to use.

ADJUSTABLE
HANDLES

Both our loop and bike
handles are casily adjusted
with a twist of a knob, to suit
the preference of the

npvr.\l( .

DON’T LET VIBRA-
TIONS GET TO YOU

All our pro models, from 26 cc
and up, are equipped with the
most advanced vibration dam-
pening system available.

o
o

LOWER NOISE
FROM BETTER
MUFFLERS

T'he times demand lower noise
levels — and we've responded
by engineering new muffler -
designs with large, baffled,
£
sound-trapping chambers
£
that effectively do the job.

THIS IS PRO-CLASS CUTTING!

We've created a completely new kind of grass and brush cutter. Our decades
of experience building professional forestry clearing saws, has helped us dc\'clop
machines with true pro-class quality. Today, we offer a complete model line, with
the features and performance to fit any requirement. Advanced crgunomics and
an cxlrvmcl_\' effective anti-vibration system — for greater control with less strain
—and pivoting handles for easier transport and storage.

Finally, someone has created a true pr()fcssi()nal-class trimmer/brushcutter for

dscapers and gr()unds maintenar Try one of our new models — and you’ll be

in a class by vourself!

Jonsered

Imported & Distributed by:Tilton Equipment Company.

St. Paul, MN. Rye, NH. Alpharetta, GA. Little Rock, AR. 1-800-447-1152. Distributed in the
Western States by: Scotsco, Inc., 9160 S.E. 74th Ave., Portland. OR 97206-3989.
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Regional Report
(continued frompage 52)

developments have adopted local
ordinances limiting the amount of
turf that may be placed in the land-
scape to below 25 percent. This
option calls for less emphasis on
elaborate soil preparation.

IRRIGATION OPTIONS. Ronald
Moore, manager for Turf Master
Inc., Las Vegas, provides many
services including management of
commercial properties, irrigation
audits, lawn and ornamental fertili-
zation and installing native desert
landscapes.

He is well aware of the impact
Las Vegas’ geography has onland-
scape design and maintenance.

Theareaisasflatasatabletop, he
explained. “Many planned com-
munities work the soil up to estab-
lish an artificial grade to develop
some drainage patterns. By doing
that, they usually require backfill
materials to achieve the grade, and
this sometimes sacrifices quality.
In addition to the high soil pH, the
soil-fill mix is in drastic need of
organic amendments. We use a lot
of organic mulches and gypsum to
try to break up the poor soil and add
water-holding capacity.”

Even though the focus on irriga-

HARSH CLIMATE MAKES

GROWING DIFFICULT

NORMAL temperatures in the Las chas area range from 33 to 105 degrees during the en- \ \ \1/ / /

tire year, with daily temperature swings of as much as 35 degrees. Many nights hover
around freezing but reach daytime highs of 65 degrees, making plant selection and

adaptation especially challenging.

-~
Extreme summer temperatures of over 100 degrees, combined with intense winds, ~—
give the area an evapotranspiration rate of 85 inches of water per year. With an annual /,
rainfall of only four inches, the 81-inch deficit comes mainly from irrigation.

To complicate matters, the native soil is less than accommodating, often ranging from a

///’I‘\\\

\\\

pH of 7.5 t0 9.0, comprised mainly of soil materials not conducive to long-term moisture stor-
age. Successful contractors have learned to focus on soil amendments, pH adjustments and proper irrigation

on a regular basis.

However, the market has dictated that price is still one of the most important factors. As a result, many con-
tractors have been slow to adapt to amendments, which usually add costs to overall job prices.

Local landscape architects are making efforts to write in proper soil amendment procedures, but conform-
ance to specifications is still slow. Many of the companies interviewed reported that the general market in Las
Vegas has a reputation of a get-rich-quick area, which predisposes many clients and contractors to a com-
petitive environment predicated solely on price. Consequently, a significant consulting business has developed,
to help provide solutions to landscape projects that may have been incorrectly installed the first time around.

tion in the area is quite intense,
Moore feels the area is still five to
10 years behind California.

“Drip irrigation is the most effi-
cient system and it is obvious that
waterhere needs tobe used wisely,”
he said. “But even though studies
say that as much as a 70 percent
savings can be realized on water
bills from drip irrigation versus
floodirrigation, the industry hereis

Poor soil conditlons and intense heat have made xenscape and

irrigation major markets for landscape contractors. Some are using soil
amendments for more efficient water use. Photo credit: Olson
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still dominated by sprinkling sys-
tems.”

Turf Master offers special pro-
grams to help deal with the needs
of various plants in the landscape,
including dual-program time
clocks that separate turf from shrub
irrigation, saving valuable water.

Existing landscapes also may
need renovation. “In the heat of
competition and the movement to
establish new homesites, many
landscapes are installed withoutro-
totilling or amending the native
soil,” Moore explained. “Some
companies simply hydroseed the
lawn and walk away and wonder
why it never grows quite right.”

There is no question that some
of these habits have occurred as a
result of the enormous growth ex-
perienced by the area over the last
ten years, but climate also matters.

The 105-degree summer days
and 30-mph winds tend to dry out
lawns and burn them, sometimes
even whenirrigationis present. To
help those trouble areas have a
fighting chance, Turf Master of-
fers a program using about 3.5
cubic yards of compost per 1,000
square feet in their “custom lawn™
program.

Interestingly enough, a bulk
market for organic materials has
not yet emerged in the area, per-
haps due to reasonable tip fees at
local landfills. However, several
bagged products are available,
shipped in from outside the area.

If organic products are unavail-
able, Turf Master uses custom
blended topsoils that contain about
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the same ratios of organic matter.
Either method gives the soil in-
creased water-holding capacity to
fight off the enormous evaporation
potential of each summer.

Once the soil is prepared cor-
rectly, it is imperative that the con-
tractor install an irrigation system
capable of meeting the needs of the
plants in this demanding climate,
said Pete Luna of Ewing Irrigation
Products, a local supplier.

“Many of the new track homes
are finally installing drip irrigation.
Uptothistime, however, there have
been only about 50 percent drip and
50 percent spray, even though we
know thatdrip is more efficient,” he
said. The trend toward drip irriga-
tion is evident compared to five
yearsago whenspray systems domi-
nated the area.

ISOLATED MARKET. Ewing has a
total of 40 stores in the Southwest.
“Since Las Vegas is so isolated and
because we are in a valley, it is
obvious that successful landscape
contractors will tend toward using
more organic products in their
projects, including mulches,” Luna
commented.

Many contractors rely on word-
of-mouth advertising and prefer to
stay away from bid work. Duetothe
amount of competition and cluster
homes, there are not as many high-
end landscape accounts in the retail
sector, compared to East or West
Coaststandards.

“Thisisapretty shallow market,”
explained Ken Pfalzgraf of Innova-

(continued on page 56)
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Civatsedge

he combination of

Trimec® herbicide com-
ponents and MSMA in
Trimec Plus gives you one
of the most efficient and
convenient herbicides ever
developed for use in turf!

Since most problems can
be cleaned up with just one
application, there is
less chance of dam-
aging your desirable
turfgrass.

Approved for use |
in bluegrass, tall fes-
cue, zoysiagrass and
bermudagrass.

TRIMEC® is a registered trademark of PBI/Gordon Corporation

Gets unwanted
grasses, nutsedge
PLUS broadleaf
weeds in turf.

é6Weed problems were very
severe in 1990 when | took
charge of this 4
year old course.
Relying heavily on
Trimec Plus we
achieved complete cleanup in
| just a couple of years. We still
use Trimec Plus, but mainly for

James M. Taylor, CGCS
HATSUHO INTERNATIONAL
COUNTRY CLUB

Dededo, Guam

©1995 PBVGordon Corporation

é6For the past two years we
have used Trimec Plus on
our roughs and greens
collars to control crabgrass
and broadleaf weeds.
Results have been excellent,
even on nutsedge, and spraying Trimec
Plus is more convenient than using or
tank-mixing several different products.9?

Michael S. Sullivan, GCS
HAWTHORNE HILLS COUNTRY CLUB
Lima, OH

66 Trimec Plus gives us a

“safety net" for our preemerge ;

program which is split into two
applications. Late signing

accounts, however, get only

one - or none. When service

calls involve either crabgrass or nutsedge,
Trimec Plus is our answer.9?

Norm Tetter, Gen. Mgr.
LAWN GENERAL
Gaithersburg, MD

bi /cordon
e s

An Employee Owned Company

816-421-4070

ALWAYS READ AND FOLLOW INSTRUCTIONS
ON THE PRODUCT CONTAINER.

USE READER SERVICE #5359 796495



Regional Report

(continued from page 34)

tive Landscape Concepts, Las Ve-
gas. “Shallow means that it has
been difficult for some of the big
name companies to getestablished
here because of the price wars and
the focus on price only during
projectconsideration.”

His company uses natural con-
trols where possible, including ben-
eficial insects, oils, soaps, etc.
Pfalzgraf is a certified arborist and
lends his services to several other
larger companies on a consulting
basis. Additionally, the firmretains
about 50 high-end residential ac-
counts that are normally acquired
throughreferrals.

“There has been a genuine thirst
foreducation and knowledge from
ourstaff,” Pfalzgrafnoted, “and we
try to encourage increased educa-
tion and training by working with
local programs, including the ex-
tensionservice and the university.”

This extends to a more educated
clientbase, he noted. “Overthe last
few years, ithas been interesting to
waltch the high-end clients start to

prefer the more qualified service
providers who have demonstrated
results.”

Althougheducational programs
are available, Pfalzgraf feels that
there is aspecial niche for programs
that focus on the Spanish commu-
nity, which is a large portion of the
workforce.

“We have made a number of

efforts to arm Spanish speaking
workers with enough knowledge

to satisfy our most demanding cli-
ents. This hasalsoimproved worker
satisfaction and is a good non-pay
benefit we offer,” he said. “We no-
ticed that the clients whohave higher
education and increased eaming
potential are especially interested
in quality plant care.”

With the fast-paced nature of
Las Vegas, itisonly amatterof time
beforethe landscape market begins
tosettle down. Asin most markets,

While spray irrigation systems
are popular in Las Vegas, drip
systems are gaining ground
because of their efficient water
use. Photo: Olson Irrigation

many consumers will find out
through the grapevine that it is bet-
terto pay for highquality once than
for lower quality several times. In-
deed, the “pay me now or pay me
later” phrase applies.

Additionally, itiscertainthat the
market for amendments focusing
on the efficient use and storage of
water should increase in the greater
Las Vegas area. Products like com-
post, mulch, diatomaceousearthor
calcined clay materials should all
begin to grow in sales to provide
more available water 1o growing
plants. With the little rainfall that
Las \r'C:_’;l\ receives, itshould bethe
objective of each landscaper to use
as much of it as possible. B

The author is a Certified Profes-
sional Agronomist and free-lance
writer residing in Medina, Ohio.
He is employed by BF1 in Oberlin,
Ohio.

Introducing the XP Chipper Series (patent applied for) from Bandit Industries...

AN XP CHIPPER

CAN SAVE YOU

THOUSANDS OF

DOLLARS A YEAR

P XTRA POWER
by as much as 40%

times

fines on radiator

P XTRA PROFIT
*Increased productivity

THE XP SERIES MEANS:

*Improves effective chipping horse power

*Reduces engine lugging by 2 to 3

P XTRA PERFORMANCE
«Improved feeding action
»Little chip blowback—Iless dust and

*(AN UNPLUGGABLE CHIPPER)
virtually impossible to plug, giving
you more chipping time

*More fuel efficiency (save up to $100
per month in fuel costs)

*Longer knife life-3 to 4 times greater
*Packs more chips into the chip box

YOU HAVE TO SEE AN XP SERIES CHIPPER
PERFORM...CONTACT BANDIT AT:

ot o Yok g Y

We are confident that no chipper will outperform the XP Chipper! So
confident that we make the following offer: “Let us demonstrate a
Bandit XP next to any other chipper in its size class and if the XP
doesn't outperform the other chipper, BANDIT WILL GIVE YOU
$50 TOWARD THE PURCHASE OF THE OTHER CHIPPER!"

BANDIT INDUSTRIES, INC., 6750 MILLBROOK RD.. REMUS, M| 49340
PHONE: 517:561-2270

FAX: 517-561-2273
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Fin Foint Sprayer Accuracy
(Compatible With Technical Materials
No Chlorides & | ow Salt [ndex
Root & [oliar Absorbed

To'cal Control -Down TJo Tlnc Micron

WHAT MORE. CAN WE. SAY?
e ~———

(rowth Froc]ucts Liquid Fertilizers,
Micronutrients and Natural Organics guarantees
you the best technical grac]c raw material sources
available. What else would you mix in your latest
tcchnologg sprayer with your more accurate than

ever liquid fungicides and herbicides.
* Nitro-30 (30-0-0) Slow Release Nitrogen
{ 15 Different N-P-K_Blends
£ |ndividually Chelated Micronutrients
(Citric, Gluconate or F D TA)
* [*_ssential - Natural Organic Matter Management

Vs o

For The ‘95 Technical Catalog, Call:

1-800-648-7626
PO. Box 1258, White Plains, NY 10602
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INSECT CONTROL STRATEGIES

Carolina’s

Mole

Cricket
Invasion

By. C. Bruce Williams
and Rick L. Brandenburg

Mole cricket nymphs were collected using a soapy water flush

technique used to identify ‘hot spots.’ Photo: Brandenburg

Editor'snote: Althoughmole crick-
ets have been found in Florida for
at least 75 years, their migration
northward has accelerated in the
last 20 vears. They have spread
rapidly along the coastlines, then
inland. Tawnymole cricketsarethe
most troublesome variety and have
a high potential for killing grass.
Their rapid expansion into the Caro-
linas has taken the area by surprise
and the author estimates that the
tawny mole cricket may already be
the number one insect pest in the
Southeast, surpassing grubs.
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INTHEPAST 10 years, molecrick-
ets have become the number-one

insect pest of home lawns, golf

courses, municipal and commer-
cial properties and sod farms along
the North Carolinacoast. Hundreds
of thousands of dollars of pesticides
are used annually to control mole
cricket populations in turfgrass.
Two species of mole cricket are
present as pests along the Southeast
coast — the tawny mole cricket
(Scapteriscus vicinus)and the south-
ernmole cricket(Scapreriscus bor-
ellii). A third species, the northern

mole cricket (Neocurtilla hexa-
dactyla)is usually much less dam-
aging and occurs throughout the
state and other parts of the country.
The tawny has been a pestin North
Carolina foronly about seven years,
but has become the most damaging
speciesto warm-season turfgrasses
grown in coastal Carolina.

As many landscape contractors
havediscovered, molecricketeradi-
cation is not feasible nor practical
with current pest control strategies.
However, mole cricket infestations
can be safely and environmentally
managed and even reduced.

KNOW THY ENEMY. Unlike other
insects thatcan be effectively elimi-
nated once a threatening popula-
tion is observed, mole crickets re-
quirespecialized control strategies.

The tawny mole cricket feeds
almostexclusively ontherootsand
shoots of grass. Southern mole
crickets may feed a little on the
roots, but primarily are predators
feeding on small creatures that live
in the soil. Both species do consid-
erable tunneling. There is only one
generation per year. Mole crickets
have three developmental stages:
the egg, the nymph and the adult,

Damage in winter and early
spring will usually be seen as short
tunnel mounds. As the soil tem-
perature warms in Marchand April,
tunneling will increase.

Inlate Marchandearly April, the
adults begin to fly and mate. Adult
males locate preferred sites to lay
eggs and dig a small tunnel with a
circular opening exposed to the
surface, which acts much like a
megaphone when they begin their
calling. The male produces a soft
toad-like call foraboutanhourafter
sunset in April and May. The call
attracts the females for mating.

Mated females digdown threeto
10inches inthe soil and lay acluster
of about 35 eggs in a small cham-
ber. Females will usually construct
three to five chambers and lay a
total of 100 to 150 eggs, which are
round, translucent and white.

Hatching occurs in late May and
continues through early July. Eggs
require about 20 daystohatchifthe
soil temperatureis warm. Thesouth-
emn mole cricket may continue to
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lay eggs throughout the summer
and hatch can occur into August
and September. Males die after
mating and the females die shortly
after completing egg laying.

The newly-hatched insects are
small, usually about 1/4-inch in
length. The mole cricket nymph
goes throughsix toeight skin molts
These molts are similar to a snake
shedding its skin as it grows.

Small nymphs have no wings,
but the larger nymphs have small
wing buds. The nymphs continue
to feed and grow through the sum-
mer. During July and early August,
the grass is often growing aggres-
sively and the nymphsaretoosmall
to produce noticeable damage.

EXTENSIVE DAMAGE. Mole crick-
etsare mostdestructive to turfgrass
in late August through early Octo-
ber. Individual tunnels may exceed
20 feet in length. Activity is regu-
lated by temperature and soil mois-
ture in ways thatare not well under-
stood. However, most feeding does
occur at night, especially after rain
or irrigation.

By October, mostof the nymphs
have reached the adult stage. Dur-
ing cold weather the crickets may
stay deep (over four feet) inthe soil.

The best way to achieve control
is by mapping the areas of greatest
infestation, because it determines
exactly where the mole cricket
populations are most abundant.

Mapping is a visual record of
molecricketactivity and abundance
over an area. This record can be
keptonablueprint, asurvey mapor
a rough drawing. It needs to be
reasonably accurate, permanent and
readily accessible.

Little evidence of mole crickets
is apparent when it’s the most ef-
fective time fortreatment. The best
time to treat is when crickets are
very young and sensitive o insec-
ticides. A map will help you target
those mole cricket “hot spots.” Few
turfareasrequire treatment over the
entirearea.

[fyoustart mapping inthe spring,
noteareas where you see mole crick-
et damage. As the temperatures
warmand activity increases, record
thoseareasthatscemtobethe worse.

(continued on page 60)
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We'll keep the pesticide industry from

becoming a victim of air pollution.

-y

-
-
.

JIGHTLY NEWS N

Ahh, television news in
the 90s.

Tabloid journalism has
sneaked its way onto the air-
waves. And the pursuit of facts
seems to have been replaced
by the pursuit of ratings.

So the specialty pesticide
industry needs a media watch-

dog that not only watches. But

that also takes action.
Fortunately, we have one.
RISE. Responsible Industry

for a Sound Environment.
RISE is a coalition of manu-

facturers, formulators and dis-
tributors from all areas of the
specialty pesticide business.

In addition to promoting
environmental stewardship,
RISE makes sure the media
doesn’t report misinformation
as fact.

We also hold editorial
meetings with media decision-
makers. And respond to nega-
tive articles or broadcasts
that are incorrect. We've been
very successful so far. Not
suprising considering what

USE READER SERVICE #7108

our most powerful weapon is.

[he truth.

Of course, there's still a lot
more work to do. But rest
assured, RISE is up to the task.

Because we know if we
eliminate air pollution, the
pesticide industry can breathe
a lot easier.




Mole Crickets

(continued from page 58)

Ifdamage exceeds tolerable levels,
then treatment may be required.

Spring treatment is not recom-
mended, but some population re-
ductionis possible. Unless the area
is very isolated, spring treatments
will have only a slight impact on
reducing the number of adults that
comeintotheareatolay eggs. After
egglayingis finished, damage from
the adults disappears.

Damage is usually quite mini-
mal or absent from early June to
late August, until the nymphs get
large enough to cause damage.

MOLE CRICKET CONTROL. Mole
crickets are one of the most difficult
insects to control in the landscape.
First, you must map areas of great-
estpopulationdensity. Second, bio-
logical or chemical controls must
be applied at the correct rate and
time of the year.

During summer, a soapy water
flush can be an effective tool to
monitor cricket egg hatch and the
abundance of nymphs in turf areas.

CONTROL RECOMMENDATIONS

FOR RECREATIONAL AREAS

Treatment* (Rates per 1,000sq.ft) Comments
Baygon, Dursban follow label directions do not water in
or Sevin bait apply in evening
Dursban Pro 11/2t0 2 1/5 ounce water in
Orthene 75S 1to 1 1/2 ounce do not water in
Trucam 2.5G 1.9 to 3.7 pounds water in
Mocap 10G 2.25 pounds water in
Triumph 4E 1 1/2 fluid ounce water in, do not use on
sand or sandy loam soils
Oftanol 5G 1 pound water in
LESCO Vector MC
(Steinernema
riobravis) follow label directions
BioControl
(Steinernema
scapterisci) follow label directions

*All product names are trademark protected.

Mix two tablespoons of liquid
dishwashing detergent in two gal-
lons of water (lemon-scented deter-
gent seems to work best).

Use the soapy water mixture to
soak an area of approximately one
square yard. After applying the so-
lution carefully, observe the area
for movement. The small nymphs

(1/4 to 3/8 inches) are difficult to
see as they emerge from the soil.
Once soil temperatures cool in
the fall and crickets become large,
the soap drench is less effective
and continues to decrease in effec-
tiveness into the spring. Flush
counts as high as 25 nymphs per
square foot have been recorded in

North Carolinathe last week of June.

TREATMENT OPTIONS. In nearly
all situations, a midsummer treat-
ment is the most effective time to
apply insecticide. Mole crickets are
most susceptible to insecticides
when in the early nymph stages. In
addition, the soil temperature is
warm and conducive to good pesti-
cideefficacy.

The optimal time for chemical
pesticide treatment will be from June
24 to July 10. If extremely dry
weatherexists during this time, wait
until rain helps to restore the soil’s
moisture. The mole crickets will be
larger, but treatments applied dur-
ing very dry conditions are not go-
ing to be effective since the mole
crickets will be deep in the soil.
Adultmole crickets can tunnel very
deep (up to four feet!).

No treatment will be 100 percent
effective. Treated areas may need
treatment again in August and Sep-
tember if initial populations were
very high. Each subsequent treat-
ment will be a little less effective
since the crickets are larger. Treat-
ments appliedinthe winterand early

Fax Number
305 255 2364

Call Toll Free 800 228 0905 To Order

or Request OQur 200 Page

SPRAYER PART S DEPOT

"The Best For Less "

= =]

SSC Plastic Lawn Gun
* $49.95 (Less Tip)

Yarts Catalog

Pressure Gauges
* $14.50

HANNAY HOSE REELS
12" Swivels From * $22.50
Replacement 12Volt Hose
Reel Motors * $135.00

Reel Switches * $5.50

(o

Discounts on all Hypro

Parts

Pumps and Replacement D i

5> FMC (John Bean)
Parts Kits and Pumps

ACCESSORIE

FOR YOUR SPRAYII

G EQUIPMENT
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spring will normally provide poor
control.

Make sure the soil is moist be-
fore application of any insecticide

catment. Alltreatments butbaitsand
acephate (Orthene) should be wa-
tered in with 1/4 to 1/2 inch of wat-
er. Apply treatments late in the day,
sincecrickets aremostactive atnight.

Acephateis particularly suscep-
tible to sunlight and should never
be applied in the moming or early
afternoon during the summer.

Bait insecticides should not be
watered in. Any water applied im-
mediately after bait use will dimin-
ish effectiveness. Baits should be
applied tomoist, butnotsoggy soil.
They have proven marginally ef-
fective against adults both in the
fall and spring.

Some insecticides call for water-
inginaftertreatment toensure prod-
ucteffectiveness and safety toman
or animals. Follow all re-entry re-
strictions and label directions.

NONCHEMICAL CONTROLS.
Great advances have been made in
non-chemical control in the past
few years and the most promising

~ CONTROL RECOMMENDATIONS

Treatment* (Rates per 1,000 sq. ft.) Comments
Dursban Pro 11/2t0 2 1/5 ounce water in
Oftanol 5G 1 pound water in
Oftanol 2L 3 ounces water in
Oftanol 1.5G 3 1/2 pounds water in
Orthene 75S 1to 1 1/2 ounce do not water in
apply in evening
Tempo 2E 1/5 ounce water in
Triumph 4E 1 1/2 ounce water in
Turcam 2.5G 1.9 to 3.7 pounds water in
Diazinon 5G 2 1/2 pounds water in
LESCO Vector MC
(Steinernema follow label
riobravis) directions
BioControl
(Steinernema follow label
scapterisci) directions

*All product names are trademark protected.

is the use of insect parasitic nema-
todes (Steinernema riobravis and
Steinernema scapterisci) that are
parasites of the mole cricket.
Living nematodes are applied to
soil in the spring using conven-
tional pesticide spray equipment.
These microscopic parasitic worms

are applied at the rate of one billion
nematodes per acre (about 160
nematodes per square inch!).
Nematodes attack only mole
crickets and once inside the insect,
release bacteria that are toxic to the
mole cricket. The nematodes use
the cricketcarcass asanursery from

which millions of additional nema-
todes are eventually released.

HOME LAWN OPTIONS. The best
philosophy for lawn infestations is
to target a single treatment to the
areas of highest infestation during
the optimal period.

Mostlawns will not require total
elimination of the crickets and can
tolerate a low population.

Follow all label directions and
precautions for pesticide applica-
tion. Recommendations forthe use
of chemicals are included as a con-
venience to the reader. The use of
brand names and any mention or
listing of commercial products or
services does not imply endorse-
ment by the North Carolina Coop-
erative Extension Service or this
publication, nor discrimination
againstsimilar products orservices
not mentioned. ®

Bruce Williams is area specialized
agent, turfgrass, with the North
Carolina Cooperative Extension
Service. Rick Brandenburg is ex-
tension entomologist at North
Carolina State University.

needs and assist you in

compromise solution.

hand-crafted seamless
fiberglass tanks.

MANUFACTURING CO.

LAWN & LANDSCAPE MAINTENANCE

Tuflex offers you a full line of
tanks to solve your pest control
problems, big or small. The
experts at Tuflex carefully
research and analyze your

designing and engineering the
right tank and pump system to
your specific requirements.
Anything less would be a

Tuflex is the only manufacturer
to specialize in seamless
fiberglass spray tanks built
specifically for the pest control
and lawn care industry. The
exclusive Tuflex process allows
a full five-year warranty on all

Our tanks from 100 gallon to
1200 gallon are ready to solve
your toughest challenges.

-

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

THE PROS CHOICE.

“We’ve been using Tuflex tanks with
mechanical agitation since 1978 with vir-
tually no repairs. The maintenance is
little or none and the construction and
versatility is the best we've seen.”

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

1-800-327-9005

USE READER SERVICE #35

* JUNE 1995

—Roger Albrecht
Nitro-Green

" -
:

N

® J

61



Chippe

MIKE WALL sells specialty prod-
ucts, including wood chippers, for
Gravely International, Brillion, Wis.
When asked if sales of his 6-inch
wood chipper were increasing to
the landscape contractor industry
as a result of growing landfill re-
strictions, he replied, “Absolutely.
And it’s only going to get better.”

Although many landscape con-
tractors “go outside” to a tub grind-
ing company to dispose of wood
and other green waste, a growing
number are buying their owncom-
post-and mulch-producing machin-
ery. Themulches canbe sold
on the outside, but most use
itfortheirown horticultural
purposes.

In the past, many con-
tractors burned such waste,
but those practices are not
allowed inmost places now.
The other option — land-
fills — will end with the
forthcoming federal 1996
deadline that will prevent
green waste from going into
landfills.

It may be a good idea to
consider the investment of
anywhere from $1,000fora
model for occasional use,
all the way to $30,000 for a
heavy-duty unit used by
major field and forest clear-

ancedepartments.
DESIGN FEATURES. Manu-

facturers are gearing up for demand
by providing a variety of features to
suit the contractor’s needs.

Wall pointed out that Gravely’s
6-inch(maximum-diameteraccept-
able limb size) unit, for instance,
has a variable-speed kit and is a
typical heavy-duty, tow-behind unit
with solid-feed roller kits.

“Userscanslowitorspeeditup,”
hesaid. “The turrettop spins around
and users can load limbs from all
directions.”

Design changes in new models
include improved towing capabili-
ties, bigger tires and wheels, an
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Help Beat the
Landfill Squeeze

Chippers and shredders are helping
landscape contractors turn green waste into dollars.
New product designs meet just about any
contractor§ requirements.

By Bob Gitlin

Chippers can reduce landscape waste by a factor f 10. Photo credit: Vermeer

updated tongue and a better light-
ing kit, Wall said.

He also noted that aside from
their appetite for organic matter
ranging from prickly pear to oak,
suchunitsgladly chew plastic bottles
and jugs. In most landscape opera-
tions, however, that type of near-
pulverization can be done with
outsourced tub grinders.

Contractors who buy chippers
and shredders should understand
standard maintenance requirements.
“All of the basic models have a gas
or diesel engine,” Wall said. “A
standard oil change is needed and

users should sharpen or change the
cutting knives. With road units, re-
member to keep the tires full and
the bearings and axle greased.”

PRODUCTION REQUIREMENTS.
All landscape operations are not
alike, which manufacturers have
recognized by offering a variety of
styles and capabilities.

“We produce a full line of hand-
fed, disc and drum chippers,” said
Pam Rhoades, advertising coordi-
nator, Bandit Industries, Remus,
Ala. “Tree service and landscape
contractors are big markets for us.
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rs and Shredders

Beginning in the mid-1980s, the
hydraulic-feed, disc-style chipper
began to replace the conventional
drumstyle.”

Improved technology has come
tohydraulic feed systems, she noted,
as have wider chipper openings.
“Withbetterfeed systems and wider
openings, these chippers save on
labor. They can limit the chainsaw
work.”

Large whole-tree chippers have
alwaysbeenavailabletoland clear-
ers. “The recent trend has been in
the development of medium-sized
whole-tree chippers that the
lawn, landscape and tree
contractor mightuse forgen-
eral tree work and land clear-
ing,” Rhoades said.

She added that such ma-
chines can generate decora-
tor chips for mulch. “Many
of the users make mulch for
flower beds, around trees
and other display areas.”

Portability is a big factor
in using various models for
maximum productivity.
Many contractors tow chip-
pers behind trucks, going
from site to site.

Manufacturers now offer
model variations suited to
transportation or production
needs, according to Jimmy
Anderson, product manager
atBushHog, aGoossendis-
tributor in Selma, Ala. “We
offer three models: a power take-
off model for tractors and two en-
gine-drive models on trailers that
can go 55 mph. Their axles have
torsion bars pressed into them.”

Likeother makes, hiscompany’s
shredders accept material up to an
inch and a quarter thick, he said.
The chippersdo piecesas fatas five
inches thick.

Typical attachments include a
blower thatlets users direct the flow
of material and a vacuum attach-
ment to pick up leaves.

The EPA landfill squeeze hasn’t

(continued on page 66)
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Our philosophy on water management
is shared by well-known experts.

Rain Bird took its philosophy on technological devel- ‘irrigation products that saves millions of gallons of
opment from nature: the more efficient the system, water every year. But not at the expense of results.

the more wisely it manages Rain Bird technology nurtures land-

resources. scapes all over the world to

Long before most companies flourish and thrive.
became involved with environ- When it comes to responsible

mental issues, Rain Bird had already resource management and the pro-
made wise water management a corporate philosophy. vision of life-sustaining water, Rain Bird didn't over-

That philosophy is manifest in a full line of innovative look nature. It was inspired by it.

RAINIBIRD.

145 North Grand Avenue, Glendora, CA 91741 « (818) 963-9311
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MERIT is effective at rates 85% to 96% lower than other soil insecticides
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while putting less active ingredient onto your customer’s lawn
What's more, when applied in the spring, MERIT provides enough residual
to effectively control grubs throughout the summer
T'o find out more, contact Miles Inc., Specialty Products.

Box 4913, Kansas City, MO 64120. (800) 842-8020.
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Chippers and Shredders

(continued from page 62)

had the impact in the South yet that
it’shad on the East Coastand across
the Midwest, said Anderson. “But
we know it’s coming. We feel that
by 1997,it’s going to create amajor
industry for us.”

Butthere was always agoodrea-
son for investing in a good wood
waste handler, whether itis a chip-
per, shredder or hybrid chipper/
shredder, he added. “They allow the
user to stay on the job site longer
and eliminate the need to carry all
the limbs and brush back to a land-
fill. They also allow users to turn
waste into compost or mulch.”

COMMERCIAL OPTIONS. “We
make chippers and shredders for
sale to the professional/commer-
cialmarket,” said Tom Meier, gen-
eral manager, Steiner Turf Equip-
ment, Dalton, Ohio.

“Durability is the main thing that
lawn and landscape maintenance
people want,” he said. “Chipping s
not mowing grass. Chipping pre-
sents a hostile application to the

Heavy duty models
provide long years
of productive use.
Photo: Steiner

make mulches, he
explained.
Shredders are de-
signed to get rid of
excess yard debris

machine. You never know what

you’re going to find inside a tree.”

The technology has caught up
with the demands of a stringent
industry, he added.

“There werealotof products out
there at one time that called them-
selves chippers and shredders and
they had a lot of service problems.
We went through extensive rede-
sign and testing until we got some-
thing that could take it,” he said.

“On a commercial unit,” said
Byron Riesen, sales representative
with Goossen Industries, Beatrice,
Neb., “the materials you use are
whatdistinguishesacommercial unit
from a piece of junk. It's heavy-
gradesteel.”

Landscapers use chippers to

suchasleaves, brush
and grass clippings, and their prod-
uct generally is compost.

Riesen noted that his company
combined both applications into a
single hybrid. “It’s a diverse ma-
chine.”

Ed Hribar, national sales man-
ager at Parker Sweeper, Addison,
[l., touted his firm’s dual-blade
vacuum-power chipper, adding:
“We went after the commercial
market. The components we use
areindustrial grade. Transmissions
are designed for heavy commer-
cial use. We use 1 1-gauge steel —
the thickest you can put on a piece
of equipment. And, the tires are
enormous.”

He said his company’s chipper/
shredder vacuum reduces debris

by aratioof 11 to 1, so that material
can be packed in less space to fur-
ther reduce the amout of landfill
area required, labor time and cost.

“Itcantake the abuse, the loading
and unloading off the trailer. At
work, it performs all three functions
without compromising the perfor-
mance of any one.” Hribar pointed
outthatthis type of machine handles
a wide variety of materials.

Ken Van Zee, product specialist
with Vermeer Manufacturing, Pella,
Iowa, noted that commercial mod-
els are more expensive than con-
sumer styles. Typical chippers may
run between $8,000 to $10,000.

“Users may spend up to $30,000
for major waste reduction opera-
tions. If contractors are going to be
feeding 6-inch branches in daily,
they may want a 9- or 12-inch size
chipper.”

Feed systems are a major safety
concern on heavily used commer-
cial models, as an operator’s arm
can be sucked into the chipper’s
maw and lost.

“Thereareafew models out there
that do not have table feeds,” said
Van Zee, “but we will only sell a
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chipper with a table feed, because
of the safety issue. We're very spe-
cific about a certain distance so
there’s no way the operator can
touch the hydraulic feed rollers.”

CONTRACTOR PERSPECTIVE.
Lied's Nursery Co.. Sussex, Wis..
is an active user of chippers and
shredders. Owner Tom Lied ex-
plained: “We have arborist, main-
tenance and landscape divisions.
We're constantly developing wood
brush and other things on our land-
scape jobs. We chip those com-
modities intosomething we can get
rid of easier.”

Lied’s employees bring the ma-
terial back tothe nursery, whereit's
used as a “healing-in medium™ for
aconsiderable pot growing opera-
tion (i.e. vegetation grown in pots)
and retail store.

“We also use it for some land-
scape work, butnotoften,” he said.
“Our nursery people use chippers
forchipping brush when they prune

Wider feed openings accept large
branches and save on labor.
Photo credit: Bandit Industries

in the nursery. The maintenance
unituseschippers for pruningatthe
clients’ homes.”

Self-contained units make the
process more productive. “We use
the bigger commercial chippers in
our work.” he added. “They have
theirown engines and are trailered.
Wemove themaround toblow into
the chipper truck.”

When confronted with large land
clearing, his crews use the subcon-
tract services of another company.
“They have the next step up: fast
tree snippers. large immobile field-
setchippers, large production trac-
tors and hydraulically operated lifts.”

Lieds’ crewsalsoassemble some
brush and a variety of other land-

scape wastes for disposal with a
shredder. “We pile it up and bring
inasubcontractor withatub grinder
a couple times a year. He'll shred
that into mulch, which is used in
ournursery asmanure foroursoils.”

Charlie Wepfer, arboristand sales
supervisorat L&S Landscape Main-
tenance, a Lied's division, said his
operation got its first chipper in
1988. “We're still using it. It's a
slow-feed machine, but it works
well. That one accepts up to an 8-
inch branch.”

The other chipper was boughtin
1994, he said. “It"s even bigger: a
brush chipper with a diesel engine
and aheavy-duty fold-up feed table
withcurbside feed, whichkeepsthe

operatoraway fromoncoming traf-
fic. Itchips 12-inch-diameter logs
orsmaller.

His crews chip everything from
shrubs to big logs. The chips are
dumped and when the pile grows
enough, big tub grinders are hired
tocomeintogrindeverythingdown
into compost.

The company uses the compost
in its nursery, incorporating it into
the field, as well as for a healing-in
medium during storage. “We sell
some chips as well. When we're
storing plants over the winter in
bulb and burlap plants, we'll add
mulch chips around them to keep
them from freezing,” Wepferadded.

On the other hand. some larger
contractors gooutside totub grinder
contractors.

J. Landon Reeve. owner of
Chapel Valley Landscaping,
Woodbine, Md., said his company
has a single chipper. “We'veruna
shredder mainly forourcomposting
operations. We use our chipper for
winter pruning, but we use it prob-
ably more than anything tochipup
materials for composting.”™

Recycling is a concern among
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landscape contractorsinhisarea, he
affirmed. “We compostit, then run
itthroughashredder, thenscreenit,
and use it as organic soil amend-
ments foralotof our landscape and
maintenance work.”

Reeve explained that the materi-
als get mixed in with soil mixes.
“When we’re planting a tree, we
take two-thirds of the existing soil

and one-third composted organic
material.”

The EPA squeeze is causing en-
trepreneurs to buy larger machines
and go from place to place renting
them for the day, Reeve added.

“Our volume comes in six or
eight trucks a day. You get this gi-
gantic pile inno time. We have one
specific areawe compost in. Before

itgoesintothe pile, werunascreen/
shredder to get it down further.”

Wood waste, the nursery end of

the business, is more likely to need
achipperthanisthe landscapedivi-
sion, he explained.

“Some of this tree work we
subcontract out to arborists with the
proper chippingequipment. They're
the ones that really use them day to

day. We have acompany that does
chipping and recomposts materi-
als. They have a 30-yard dumpster,
and they haul away all the stumps
and big stuff we put in there. We
don’t mess with the big stuff.” =

The author is Contributing Editor
ofLawn & Landscape Maintenance
magazine.

PROD

Little Wonder’s Revac uses a six-bladed steel fan to create a powerful
vacuum capable of pulling yard waste to 3 1/2-inches in diameter into the
chipping element. Operators can chip, shred, vacuum, load and reduce
debris at a ratio of 10 to 1 with this portable machine.

Circle 175 on reader service card

Bandit Industries introduced its Series XP hand-fed chippers with a new
feed wheel design said to provide better feeding with less knife mainte-
nance, increased engine effectiveness and reduced fuel consumption. This
design is available on Models 90 through 1250.

Circle 176 on reader service card

Five models in Gravely’s Pro Chip series have engines ranging from 18
to 40.5 hp for a variety of commercial chipping tasks. Model 210 has a
compact, portable design with a 6-inch intermittent cutting capacity, side
feed and a 180-pound flywheel with 10-inch reversible knives.

Circle 177 on reader service card

Bushmaster chippers from Befco Inc. features a variable-speed power-
feed system with drum-style design for smooth feeding and continuous
chipping of material up to six inches in diameter. Model BE6-800 uses a
25-hp engine to reduce materials into usable mulch.

Circle 178 on reader service card

Model 1230 brush cutter from Vermeer Mfg. comes with gas or diesel
engines ranging from 76 to 102 hp to suit a variety of needs. Design
features include an interchangeable hitch, solid-state automatic feed sys-
tem that controls feed-roller speed and a 1.5-inch thick cutter disk to
handle debris up to 12 inches in diameter.

Circle 179 on reader service card

Patriot offers the Little Patriot 10-hp chipper-shredder-vac with anti-
vibration design, snap-on debris vacuum kit and forked shredding
hammers for more efficient operations.

Circle 180 on reader service card
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BUSINESS MANAGEMENT: PART 6

Knowing what
customers expect
in terms of service
18 the first step to
keeping them
happy. Knowing
how to provide
that profitably
will keep you in
business for a
long time.

By Kevin Tanzillo

Successful
service means
exceeding
customers’
expectations and
still making a
profit in day-to-
day operations.

- Gustomer Expectations
- Define Good Service

aking customers feel good about doing business with you is

the ticket to your company’s success. That's easy to agree

with, but often hard to implement. How do you achieve the
kind of service that keeps customers smiling even while they're writing
the check to pay your bill?

Good customer service is “exceeding customer expectations,” said
Kristin Anderson, co-author of several books in the Knock Your Socks
Off Service series and principal of Performance Research Associates
in Minneapolis.

“What is it that your customer thinks ought to happen during the
service transaction?” Anderson asked. “It is not enough just to satisfy
that. Youneed to constantly look for opportunities to go above and bey-
ond and surprise your customer with the quality of the relationship.”

Dan Standley, owner of Dan’s Landscaping and Lawn Care Inc. in
Terrytown, La., agreed, but with a qualifier. For him, good customer
service “is to profitably and consistently give customers more than
they expect.”

“A lot of people can consistently give them more than they expect —
but they're not making money,” said Standley, whose full-service
landscape management and design-build company has been in busi-
ness 14 years. “I stress to my people that the customer is not always
right, but you don't let them know that. You have to make every
customer contact a good one.”

For Ed Sinnott, president of Clearwater Landscaping Co. in Sun
Valley, Idaho, top service is achieved by simply “listening to the client.”

Sinnott, whose residential landscape construction and maintenance
company has been in business 20 years, recalled how a survey came
back with a very negative rating from one client.
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BUSINESS MANAGEMENT: PART 6

SIX STEPS TO SERVICE RECOVERY

Consultant and author Kristin An-
derson identified six steps to ser-
vice recovery.

1 - Apologize and acknowledge
your mistake. “Many of us are
tempted to first try to educate a
customer. But you can't educate
the irate and irrational.”

2 . Listen. Ask questions and
find out why the customer is upset.
33 . Fix the problem.

4 _ Offer an atonement. “It isn't
enough to bring the customer back
to where they thought they should

have been in the first place. You
need a gesture that says you want
to make it up to them. You are
asking to start over and rebuild the
partnership.”

5 . Keep your promises. “But be
careful about the promises you make
in this problem-solving process,
because the customer will read the
fine print. If you aren’t specific
about when things will happen, the
customer will make up a schedule.”
6 - Follow up. “Go back to the
customer and say here is what we

have done and how do you feel
about this now? A lot of times we
don’t go back because we think we
know what they'll say and we don't
need to hear it. Well, you do, and
they need an opportunity to say it.

“With some customers, you may
expect to have them chew on your
arm for the next 14 years. If you
decide their business is valuable
enough, that's fine.”

Anderson this fall releases the
latest book in a series, titled Knock
Your Socks Off Answers: Solving
Customer Nightmares and
Soothing Nightmare Customers.

She urged contractors to take credit for those
times when they exceed a customer’s expectations.
“If you pick up trash and other companies don't,
make sure your customer knows that.”

“You can do that by pointing it out on a site walk-
through with your client or in newsletters or other
correspondence you send to clients,” she added.

INTERNAL ATTITUDE. You expect a customer-comes-
first attitude from the top people in any company. But
how can contractors instill a devotion to service in
their front-line troops?

“We do leadership training through Dale Carmegie,
in a classroom-type atmosphere. That has been our
major focus for 18 months,” said Paul Drummond,
director of business development for Smallwood
Design Group in Naples, Fla.

“Everybody from foreman on up, at great expense,
goes through this 12-week program. We are now
ready for our second year of training, focus-
ing on customer service,” he said.

Drummond noted that the training’s im-
portance has been in the “sense of empower-
ment” that it gives employees and in its em-
phasis on results rather than tasks.

“Every employee is empowered to make
decisions right there in front of the cus-
tomer,” Drummond explained, noting that
the decisions are kept within certain cost
boundaries. “If a customer indicates that we
weren't performing a certain function of a
contract correctly, then ourservice becomes
performing that aspect of the contract.”

Foremen and supervisors who receive
leadership training convey what they leam
to crew members through team meetings.
Drummond said there are also in-house semi-
nars and training, based on training video-
tapesproduced by the Associated Landscape
Contractors of America.

“We do a lot of customer service training,”

“It blew us away because any time I was on the site,
the place looked good. We asked him why he rated us
so negatively and he said it was because we never
talked to him and asked how things were.,

“You can provide good customerservice, but it still
can be negative if you aren't doing it within the
customer’s context. In this case, the customer just
wanted to talk to the foreman. As soon as we started
talking to him — and it was really just shooting the
breeze — we got a good rating. We changed nothing
technically,” he explained.

MANAGING EXPECTATIONS. “Contractors worry that
they will become victims of their customers’ unreal-
istic and irrational expectations. But you can manage
and shape those expectations,” Anderson noted.
“First, you have to know what your customer thinks
ought to happen and then begin managing soitcomes
into line with what you actually will do.”

The process takes time but is a necessary step to
understanding the customer’s viewpoint, she said.
“We suggest you enter into joint discovery with your
customers, where you find out what they already
know about working with a lawn service or land-
scape company. Then, starting at their level of exper-
tise, you help them discover what working with you
will be like, how long it takes to create sketches,
order trees, install them, etc.”

She also warned against service short cuts. “One of
therules of thumbistounderpromise and overdeliver,
but that can be misconstrued as ‘let me cut myself
huge amounts of slack time in the schedule, there-
fore I will have wonderful opportunities to surprise
my customer.” You can’t really afford to do that
because you are in a competitive bidding situation.”

The temptationto make it easy to fulfillacustomer’s
expectations can backfire in terms of getting other
business, Anderson cautioned. “If you are cutting
yourself slack, bidding a one-week job at 2 172 to
three weeks, you are creating two weeks worth of
market opportunity for someone else.”
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noted Sinnott. “We train all employees in customer
service and all foremen get a level-two customer
service training. Employees get it when they are
hired and it is renewed every year

“We teach them to listen, because most people
want to be heard,” he explained. “They learn to take
responsibility for their actions.”

EMPLOYEE RECOGNITION. Sinnott said employees are
recognized monthly for outstanding customer ser-
vice, customer surveys are posted so employees can
see how they're doing and individuals are singled out
for specific pats on the back.

“We stress in training that it is a lot easier to work
for someone who is happy and pleasant and wants
you there than for someone who is peering through
the window and who is mad at you,” Sinnott said.

He noted that dedication to customer service at
Clearwater is becoming part of the company’s cul-
ture. “It is part of being here, You just absorb it. I don't
think it is something you can hire for; it is something
that gets ingrained into people. I explain to everyone
who works here that there are a lot of people doing
landscaping and mowinglawns, but the reason people
hire us is customer satisfaction.”

“We stress quality in our employee manual and in
our meetings (attended by supervisors and team
leaders),” said Eric Moore, executive vice president
at Moore Landscapes in Glenview, Il1.

“We talk a lot about, and act on, the issue of total
quality and how the customer doesn’t just judge uson
the job we do, but how we perform the job. That
involves the appearance of crews, the management,
the total package,” he explained.

“It is primarily our supervisors and team leaders
who deal with the customer,” Moore added, “so it is
not as critical that we train our team members to be
as customer-driven. But it is still important. Every-
one must be a salesperson in one form or another.”

“We have monthly training sessions at the office
and we use ALCA training videotapes,” said Standley.
“We also do role playing. I'll play the role of a client
and let them play it out. If [ don't like the way they
handled it, we'll talk about it.”

Employee training is an ongoing process with
reinforcement and rewards, he noted. “We do break-
fast roundtable meetings to discuss how we can
better take care of our clients. We also reward good
customer service. We give pins, or unexpected cash
bonuses, or coupons for dinner for two. If | see the
crews doing a good job, I'll buy them lunch.”

He gives his crews authority — up to $75 worth —
to fix any unhappy customer situation rather than
delay a solution by having to ask someone else.

“It lets them have some authority and strengthens
the bond with the client,” he stressed. “Time is of the
essence. If people are mad, they want you to listen
and to fix it right away.”

AUTHORITY COUNTS. Giving on-site people the au-
thority to fix problems fits with the recommenda-
tions of customer service consultant Anderson.

“Great customer service happens at the moment
the customer is experiencing it,” she said. “With an
on-site contact person, the customers feel that if they
see the crew there and need something, there is
someone they can go to. The client needs someone
they can talk to. You can’t partner with a company,
you partner with individuals who, at that moment in
time, represent the company.”

The confidence to give authority depends on the
quality of employee. In competitive job markets,
finding quality employees may depend on pay and
other rewards. “We study companies that succeed
through customer service and find that they tend to
pay five to 10 percent above the industry average,”
Anderson continued.

“But they keep their employees not so much be-
cause of the money but because
of the work environment they
create. They acknowledge and
reward individual employee ac-
complishments. They give em-
ployees a sense of ownership
and pride for the work they do.
They select people who seek
that feedback.”

When it comes to hiring, find-
ing people who will fit the cus-
tomer-oriented philosophy of the
company is a challenge. Ander-
son said this is one time when
nepotism really can work.

“Ifyoucan getacore of people

Providing great customer
service is often part of the
successful company’s
culture. Credit: Clean Cut
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who have pride in the job they do, invite them to assist
you in finding new employees. As long as they feel
proud of the organization, they will want to pull in
people who will build it up, not bring it down.

She continued, “I know some landscape compa-
nies who hire many siblings and cousins from the
same families for seasonal labor. There are concerns
about that, of course, but if you have employees who
are deeply committed, you can reward them for
bringing in additional deeply committed people.”

Drummond and Standley noted that their compa-
nies test for drugs and that discourages some people
from even applying for jobs.

“It’s the best thing I ever did,” Standley recalled.
“Absenteeism and tardiness went out the door. Em-
ployee morale skyrocketed. People who do drugs or
alcohol do not apply at my company. We draw from a
higher-caliber worker and that has really helped us.”

Inaddition to ano-drugs hiring policy, Drummond’s
company uses talent indexes to reveal strengths and
weaknesses of potential new employees.

“We have been doing this for two years,” he ex-
plained. ‘Our turnover has been reduced and the
employees we hire fit the vision of the organization.
We were hiring warm bodies for years; now we can be
more selective and hire the right people.”

BUSINESS MANAGEMENT: PART 6

GETTING FEEDBACK. They say you can’t manage what
you can’'t measure, and customer surveys are an
excellent way to get feedback. All of the contractors
interviewed for this article use them in some form.

“To find out what our customers want, we do
customer surveys twice aseason,” said Moore. “They
rate us on site appearance, workmanship, crew pro-
fessionalism and more.”

He continued, “We try to follow up with a meeting
or phone call. We find that if we do initiate discus-
sion, some people will open up and tell us the good,
the bad and the ugly. We've learned a lot that way.”

CAREFUL GUARANTEES. Guarantees—ifused at all —
must be used carefully, said Anderson. They must be
realistic, clearly written and easy for customers to
invoke. “Guarantee only what you can control,”
Anderson advised, and don’t punish an employee if
one of their customers invokes the guarantee.
While many successful contractors guarantee plant
materials for a year on installations and the life of a
maintenance contract, their internal (and unwritten)
guarantee is for complete customer satisfaction. u

The author is a_ free-lance writer based in Norwalk,
Ohio.

C & S TURF CARE EQUIPMENT, INC.

TurrF TRACKER

$88030

® Spreads and sprays over 4000 sq. ft.
per minute.

® Zero turning radius for maximum
maneuverability.

® Full hydrostatic drive.
e |2’ break away spray boom.

® MUCH MORE F
(Easy payment plan availab

CALL FOR FREE DEMO DISK!

PLEASE SPECIFY DISK SIZE 312 OR 5w

1-800-572-8713

CUSTOMIZED BUSINESS SOFTWARE, GLEN ROCK, NJ E=5

USE READER SERVICE #36

® 150 Ib. capacity; 3 speed electric
spreader.

® Designed for residential and commer-
cial properties.

(216) 966-4511 (800) 872-7050
FAX (216) 966-0956
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[URFGRAS

EGOLOGY &
MANAGEMENT

1. 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.

TURFGRASS

 ECOLOGYR
MANAGEMENT

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

L Payment Enclosed
Charge my COvisa [ MasterCard
Card #

Dame | 1. KARL DANNEBERGER, Ph.D
Lo |
Company Name: 3
Address: | @ Turfgrass adaptation and survival.
® The effects of cultural practices on turf.
City: State: Zip Code: Sl

o b T anders | @ Weed and turf ineractons.

Lawn & Landsca
pubtished by: MAINTENANCE
4012 Bridge Ave.
Cleveland, OH 44113
Call 800/456-0707 for information on
volume, discount prices.




KEITH ALM was appointed president and
chief operating officer of Garden Way. He
will have total operating responsibility for the
company’s lawn and garden business.
Garden Way also announced a restructuring
of its product management and research
department, which included the appointments
of Gregory Best (o director of product
management and research; Kevin Connolly,
Brian Miller and Paul Denimarck as
product managers; and Denis Bedard and
Thomas Klein to the new positions of
associate product managers.

Suzy Davis joined the customer service
team of Angelica Nurseries Inc., to represent

Drummond

Engler

Mustang Manufacturing. He will be re-
sponsible for operating results, planning and
development. Donald Kalkman was

sume full responsibility for expanding the
company’s milk replacer, animal health and
gardening products markets.

Scott Wanzor is the new Southeast terri-
tory manager for Aquatrols. He brings more
than 18 years of experience in the turf and
ornamental industry.

Terry Kippley was promoted to national
account manager for the Agrisorbents Prod-
ucts Group, a division of Oil-Dri Corpora- J
tion of America. He will manage national
accounts in the crop protection, feed, lawn
care and processing industries.

Recent management changes at ARCT
Inc. include the promotion of Richard

Create
Beautiful
Concrete Borders

Creatjve g
cur

Permanent Landscape Borders

for Less than Half the Cost
of Conventional Methods!

Angelica’s full line of plants. appointed chairman of the board and chief Abbott to chairman of the board and chief !
Snapper appointed James Drummond o executive officer, to oversee long-term executive officer; Elizabeth Buchanan o
vice president, sales and marketing. He planning and direction. president and chief operating officer; and
brings more than 20 years of experience in Power King Products named Darrel Jeff Saltzman (o executive vice president.
sales and distribution to the position. Jeffrey | Woods to its sales and marketing department, | Jay Abercrombie, vice president, will take
Jackson was named corporate controller of as Midwest regional sales manager. In addi- over the biological services department.
Snapper Power Equipment. He previously tion, Larry Seiler joined as Northeast Donald Dungjen has been appointed
served as corporate assistant controller. regional sales manager. national market manager for Buckner
John Brannen was appointed president Steven Key was named regional sales Irrigation’s residential and commercial
and chief executive officer of Organic manager for Wesbar Corp. in western and irrigation products division.
Solutions. He formerly served as president of | southern United States and western Canada. Jay Inglis joined O.A. Newton & Son ]
Brannen’s Inc. for five years. IntAgra Inc. appointed Mike Engler presi- Co. and will be responsible for turf
Bruce Collins was named president of dent and chief executive officer. He will as- irrigation sales and design. ~
( 2
£ !

EH-12 EMITTER

A BETTER IDEA BY DESIGN

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

® Add on to your services/profits

¢ Low maintenance/easy to use

® Self-propelled, electric or gas powered
® Create various shapes and sizes

® Durable curbing is freeze/thaw tolerant

23042 Alcalde #C+Laguna Hills, CA 92653

At (714) 587-8488+(800) 292-3488+FAX: (714) 951-2656 3

J

Drip irrigation designed for
landscape — not adapted tfo it.
Call or write for more information.

10910 Wheatlands Ave |
Santee, CA 92071

619 562-3100, 800 770LSON

FAX: 619 562-2724 ;

OLSON
IRRIGATION
SYSTEMS

USE READER SERVICE #14
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INTERNATIONAL
LAWN, GARDEN &

POWER EQUIPMENT

m The largest array of
power equipment and
lawn and garden products

m A roll-up-your-sleeves,
try-before-you-buy
demo area

m Spotlight on new products

m Special emphasis on
rental, commercial, and
outdoor leisure products

m Expanded seminar
program

m Latest industry trends and
merchandising programs

‘all today for free
registration information.
800-558-8767 or
502-562-1962
FAX 502-562-1970

July 30 —

August 1, 1995
Kentucky
Exposition Center
Louisville, KY USA
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Products

RECYCLER KITS for Toro's ProLine rid-
ing mowers are said to be capable of reduc-
ing mowing time by as much as one third.
The riding mowers offer the option of a 44-
or 52-inch high-capacity, side-discharge deck

with kit for productive and flexible mowing
operations.
Circle 126 on reader service card

Pro Series Database for CD ROM from
Green Thumb Software provides detailed
cultural information on over 2,000 plants.

—

Program is compatible with Microsoft
Windows™ and offers photographic images,
audio plant pronunciation guide and
reporting functions. Other features include
searches, customized reports and pricing
functions and growing data.

Circle 127 on reader service card

John Deere’s 40 Loader fits the 425, 445
and 455 two-wheel steer tractors to provide a
6.2-cubic-feet loading capacity. Once the
mounting brackets are installed, mounting
can be done in less than five minutes without
tools. Bucket measures 48 inches wide to

for a variety of production tasks. The dump
bed is V-shaped to enhance material flow
and minimize sticking. Tailgate has an
adjustable material chute to control the
spread of materials and is hinged at top and
bottom for versatility.

Contractors can store materials and long
tools in several lockable horizontal storage
compartments built with rubber door seals.
The curbside horizontal door has cable
stops to hold the door in a 90-degree open
position, to double as a work table. Other

dump volume.

Circle 125 on reader service card

Landmaster dump bodies by Stahl give landscape contractors pracueal and flexible use

features include rust-resistant body and choice of sizes from 2.5 to 4.4 cubic yards of

handle a variety of landscape jobs.

Tractors are powered by either 20- or 22-hp
engines and have hydrostatic steering and
transmission.

Circle 128 on reader service card

NaturTech Composting Systems intro-
duced its enclosed container compost process
that uses a centralized mixer, oxygen and
temperature controls, computerized process
control and monitoring, modular biofilters
for odor control and either aeration pipe or
perforated floors for easy cleanup. Processing
facilities can be sized from one to 12 tons per
day. System is based on the segregation of
source-separated compost from mixed-waste
feedstock and does not need leachate ponds.
Circle 129 on reader service card

Titan Wheel In-
ternational has
developed the
DICO Aero-
6000™ trailer
brake actuator
with integrated
brake lockout for
unrestricted
backing with all bmke types. Other construc-
tion features include a heavy steel case, all-
aluminum filler cap, in-line roller mechanism
to reduce friction and a cable-actuated
breakaway mechanism. Built-in brake over-
load protection guards trailer brakes by
limiting the pressure in the hydraulic system.
Circle 130 on reader service card

Melroe’s Model 763 Bobcat skid-steer
loader features a long wheelbase and a rated
operating capacity of 1,500 pounds. It is
powered by a 46-hp transversely mounted
diesel engine and has a maximum lift height
of 114 inches.

This and other models in the C Series
require the operator to be safely situated in
the cab before it can be operated. Other
features include self-lubricating axle
bearings, heavy-duty tires and easy access
to internal parts for maintenance.

Circle 131 on reader service card

Spirit Pro portable FM two-way job-site
radios from Motorola operate on two chan-
nels for added flexibility. The radios are
powered by rechargeable batteries, weigh
only 12 ounces and fit easily into a pocket
or on a belt.

Users can choose frequency combinations
to easily coordinate several operations at a
site. Options include headsets, remote
speaker microphone and earpieces.

Circle 132 on reader service card

Twin-Blade Mulch X™ mulching conver-
sion kit from Blue Sky Engineering has an
adapter that allows it to fit 90 percent of all
walk-behind lawnmowers.

Its self-cleaning, airflow design extends
mulching efficiency. Kit is said to offer 90
percent more cutting edge, allows mulch to
be discharged under the deck or bagged and
is easy to install.

Circle 133 on reader service card

(continued on page 78)
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= \PANTS

is on the move!

PANTS has moved to the Fort Washington Expo Center and
we can't wait for you to see our new home! Please join us as
the Penn Allied Nursery Trade Show (PANTS) opens July 25, 26,
and 27 in its new location, the Fort Washington Expo Center,
Fort Washington, PA.

PANTS offers you three days to meet with green and hard
goods suppliers. You won't want to miss seeing more than
550 exhibitors displaying their products in a new and expanded
166,000 square feet, one-floor exhibit center.

Contact the

Pennsylvania Landscape and Nursery Association
at 717-238-1673 for more information.
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(continued from page 76)

Turbo TeeJet™ nozzle from Spraying
Systems Co. creates a unique path for liquid
flow within the tip that is said to maximize
drift control and spray pattern quality. The
unusual design produces larger droplets that
are less likely to drift, but also a uniform
spray pattern and slower liquid velocity for
greater control. Pressure range from 15 to 90
psi gives operators flexibility in the field.
Nozzle fits in standard flat spray nozzle caps
and threaded caps and comes in capacities
from 0.1 to 0.5 gpm.

Circle 134 on reader service card

Birchmeier® backpack sprayers, parts and
accessories from ITB Company range from
2.64- to 5.28-gallon sizes for liquid appli-
cations. Each
model is designed
to suit particular
lawn and land-
scape needs, such
as the Dusty-5,
which handles
powder applica-
tions, and the K-
145 Micronizer,

which uses a Ferrari engine to power either
liquid or powder applications.
Circle 135 on reader service card

Design tools from Versa-Lok® Retaining
Wall Systems give users a quick way to

plan construction and solve landscape de-
sign problems. Scale model units demon-
strate the advantages of mortarless contruc-
tion and installation techniques. Drafting
templates help designers plan curves, corn-
ers and angles in several scales.

. o
Circle 136 on reader service card

Respond® concentrated wetting agent from
United Horticultural Supply is formulated
for use on all types of turfgrass. Tests have
shown its ability to alleviate poor water
infiltration in turf affected by dry patch,

drought stress and compaction. It can also be

used in areas where standing water develops.
. A

Circle 137 on reader service card

Three fountain aerators from Aquamaster
Fountains and Aerators provide a choice
of spray patterns to enhance pools and
ponds. New patterns include high flow, low
height; wide geyser; and crystal geyser. All
aerators are designed as floating fountains.
Circle 138 on reader service card

Bac-Vac™ nine-bushel collection system
from Excel fits on Models 2500 and 2700
mowers. High-speed blower mounts on
either the 52- or 60-inch side-discharge deck
to produce nearly 10,000 cfm of air flow for
high-capacity vacuuming. Hopper is made of
fiberglass, has a sight window for operator
use and can be installed quickly.

Circle 139 on reader service card

Built for Power
and Comfort!

The ED90 places the power of a
“2 man” in the hands of one.
Operator fatigue is minimized
as torque kick-back is eliminate
by tr'1e unique right-

angle drive design. «#

Three handle .

bar positions

give the operator

freedom to dig

up against walls,

buildings, or

fences. A choice

of three auger styles

ranging from 2 X
inches in diameter Z8
to 12 inches, is
available for the
best results in
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HYRDO SEEDING SYSTEMS
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Hydro Seeing Systems

‘ ALL EASYLAWN UNITS
PROVIDE:

THE LONGEST WARRANTY
BEST AGITATION,HIGHEST
MULCH CAPACITY,
=1 | | AND LOWEST MAINTENANCE
OF ANY UNITS IN
THEIR CLASS!

Why EASYLAWN?

We Engineer Equipment that not only
Out-performs, but Out-lasts the competition!
High quality components,and few moving parts
help you earn more PROFIT!!

Cosr i rars 800-638-1769

MADE IN US.A.

R
-

different soil
conditions.

25010 E. 5TH St., Unit B, San Bernardino, CA 92410
P. O. Box 917, Highland, CA 92346 @ [——
(714) 888-4882 « FAX (714) 889-5855 | —

MasterCard & Visa Accepted

USE READER SERVICE #51
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INC.

EZ104 MULTIPURPOSE SPRAYER

Perfect for Lawn & Tree spraying
the EZ104 is designed for all your
needs; lawn care, herbicide applica-
tion, spraying omamentals and trees
upto 40'. Sizes from 50 to 300

ONLY 877 PER MONTH

(Based on 2 yr. financing, 25% down)

USE READER SERVICE #52
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Tilton Equipment presents the Jonsered
2055 turbo chain saw with a 3.25-cubic-
inch engine that provides a maximum no-
load rpm of 14,500. Narrow body profile,
new carburetor, turbo air cleaning system
and advanced cylinder design are some of
the inherent features in this model.

Computer Imaging for the Landscape Industry

IMAGINE INCREASING YOUR SALES UP TO 4 TIMES

f ducts outsell all
pvoducuwwt DIG's new 1800 item
has unique features like our “visual

nally started offering imaging in '94
a er years of considering . My business
grew 300% by lm'h:dlng images in my bid
and prese s feel they
can Irutl what they Il et with a picture..it
even wins bids at a higher cost than
the competition."'
Danny Priolo, Heritage Point, Howell , NJ F

information call (818) 706-8786 or FAX (818) 706-8465

For

USE READER SERVICE #54

Powerhead weight is only 11 pounds.
Circle 140 on reader service card

Add-It automatic proportioning fertilizer
injectors from Strong Injectors are de-
signed for subsurface and conventional
sprinkler irmigation systems. The preset units
range from as small as one pint to as large
as 30 gallons of capacity to fit landscape
fertilizer requirements. Injectors accept any
liquid fertilizer and can be used with totally
water-soluble dry fertilizers when
preblended with water.

Circle 141 on reader service card

Turfco’s acrator is rated at 26,000 square

| ARE YOU LOOKING FOR GOOD DESIGN SOFTWARE?

| LANDSCAPE ASSISTANT TRUE COLOR DESIGN SOFTWARE |
ngil d for landscape with fi you T * Video or photograph your customers
STy Gommy = Mg I (Y0 Pnom smgz 1S THE || home and show full color designs
option for fast bids * Object oriented CAD BEST WE INCLUDE WITH SYSTEM | * ch # bid from the design quickly
sy PURCHASE THE SAME with IDP Landscape Proposal soffware
reameot whdues & additons+ swpecior | “WIZARD'PROGRAMDESIGN |  INCREASE SALES
designed software + Easy 1o use for saving IMAGING GROUP (DIG) RE- ATTRACT NEW CUSTOMERS
valuable design time + Training tapes included MARKETS _FREE! CLOSE MORE BIDS
For PC & Windows 3.X
Works with video or scanners
Laptop version now available
oVISA/MASTERCARD ACCEPTEDe

1-800-366-4371
E,J.u,,, a CALL NOW FOR FREE VHS DEMOVIDEO
] 10P 9753 HAMILTON ROAD MPLS, MN §12-829-7553
“All trademarks are the property of their
respective owners.

feet per hour, which is said to be enough to
handle 10 average lawns per day. Its 3/4-

inch tines penetrate 2 3/4-inch dup into the
turf. Design features include side guards for
protection, wide drum and long handle to
reduce operator fatigue, and easy access to
chain and belt drives for service.

Circle 142 on reader service card

Electric start engines ranging from 12.5 to
I8 hp enhance Scag's Model SW belt-drive
walk-behind mowers. Each model also

includes the E-Z Grip™ controls designed to
minimize hand force required for opera-
tion. Design features include an electric
blade-engagement clutch, two power belts
and an optional traction component. Models
range from 32- to 72-inch decks.

Circle 143 on reader service card

(continued on page 89)

Precisely!

Gandy spreaders, rollers and core
aerators are built to last. Stainless
steel metering systems in all spread-
ers assure precise application of
granular materials and seeds. For
rollers, grease fittings are located on
each, replaceable axle bearing.
Independent aerator wheels on 3-
point hitch aerator are spring loaded
to keep constant contact with turf
for full aerator depth.

Every unit produced by Gandy
proves that good, old-fashioned
quality still exists. Call us at 507-
451-5430 or 1-800-443-2476.

//-

IT'S GANDY
528 Gandrud Road, Owatonna, MN 55060
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roduct Profile

IRRIGATION DEVICE CUTS TRANSPLANT LOSSES

DURING THE PAST two years,
horticulturists at the University of
Illinois-Urbana/Champaign have cut
tree transplant loss in half, signifi-
cantly reduced berm runoff and
increased associated labor efficiency
by 650 percent. According to Jim
Smith, university horticulturist, the
key to these successes is that the
department changed the way it
manages its watering program.

Campus grounds crews now wrap
newly transplanted 2 1/2- to 5-inch
trees with Treegators, portable irri-
gation devices manufactured by
Spectrum Products, Raleigh, N.C.
The devices are designed to deliver
proper water rates when in-ground irrigation
systems are unavailable.

While many landscape management teams
have installed permanent, low-volume sys-
tems with separate irrigation control zones to
ensure that at least 50 percent of each tree's
root zone is irrigated, the installation cost,
water quality and water availability can be-
come limiting factors. And, as commercial

Portable drip irrigators zip together for fast installation around
young or mature trees. Photo credit: Spectrum Products

tree maintenance costs in the United States
push beyond $1 billion per year, property
owners and landscape contractors have tight-
ened their focus on ways to reduce labor,
limit runoff, comply with environmental
mandates and increase tree survivability.

THE DRIP OPTION. Drip irrigation is one op-

tion that has become increasingly popular for

tree establishment. Maintenance costs
are higher when drip is compared to
conventional systems because sup-
ervisors must inspect each sprinkler
and emitter rather than monitor
performance from a centrally located
trrigation controller.

Managers also must walk the line
to make sure pedestrian traffic hasn’t
dislodged any drip line. Design is
critical, with precise details, such as
low shrubs receiving one emitter
while small trees receive three.

Subsurface in-line emitters elimi-
nate many of the maintenance conc-
ems caused by drip tubing. Instead,
occasional problems with breaks in
lines, low pressure or uneven flow rates can
create concerns. Managers also cite concerns
about root intrusion and question the effi-
ciency of emitters in densely planted areas.

The difficulty with any permanent system
is to meet requirements during establishment
and also handle the later needs of enlarged,
maturing trees that may require one to three

{continued on page 84)
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Do You Know Your Neighbor?

These days ics difficult to know your neighbor, let alone the family down the
block. In lawn care - where new homeowners represent some of the best prospects
for new business - knowing your neighbor can make a big difference.

Target your marketing and promotions to people who need your service. Let
Metromail provide you with names, addresses, even phone numbers of your
new neighbors. We can select new movers within your trade area, whether it be
atown, county, or state. All for just 25¢ per name - even lower for large quantities.

Give us a call - we'll handle the introductions.

1-800-523-7022 ¢
Metromail

AN R.R. DONNELLEY & SONS COMPANY

USE READER SERVICE #25

Dallas, Texas
214-406-0222

CALL TOLLFREE
1-800-284-0205
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ANNOUNCING...

-

THE COMPLETE

IRRIGATION WORKBOOK:
DESIGN, INSTALLATION,

MAINTENANCE AND

WATER MANAGEMENT
BY LARRY K

LESEN

ORDER TODAY!

jYES I'm interested in purchasing _____
Workbook I understand my purchase will be shipped in the Spring '95. I 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:

[]visa

D Mastercard

| Card #
Expiration Date

IRRIGATION

WORKBOOK

copy(s) of The Complete Irrigation

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. Quantify discounts are

Signature ilable. To order, call Fran Franzak ot 800/456-
o7, }\lhli~}|c«l by Lawn & Landscape Maintenance
magazine.

Name

Company Name

Address

City State Zip
Phone

DESIGN, |

NSTALLATION.
MAINTENANCE

AND WATER MANAGEMENT

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
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Product Profile

(continued from page 82)

more emitters per tree. Thus, landscape mana-
gers face scheduling, upgrade and mainte-
nance questions at some point in the life of
cach permanent system.

Despite the method of irrigation used, the
cost 1o establish an omamental program —
including labor. equipment costs, and in some
cases, replacement of 30 percent — can be
significant. Some professional landscape con-
tractors estimate those costs at more than $250 a
tree and some contractors estimate they aver-
age at least $25 a tree per watering, without
taking into account tree replacement guarantees.

PORTABLE IRRIGATION. Portable units ap-
pear to offer landscape contractors an alter-
native to permanent systems, allowing them
to postpone permanent installations until trees
are established. They also may be able to
eliminate the cost of permanent installation
where it becomes more cost effective to in-
vest in an individual tree watering program.
The concept for a portable watering system
was developed in 1989 by Lambert Cissel
and his sons, Steven and Scott, to minimize
tree loss in areas with no irrigation. Steven,
owner of the family's Maryland nursery

which grows 20,000 large-specimen trees for
sale, couldn’t spade trees efficiently in the
mid-summer clay soil.

The original homemade units, made of
Tyvek®, reduced a labor-intensive three-day
waiting period for digging to an easy daily
digging schedule. Soon, the Cissels noticed
that transplant shock was cut in half. The
product was introduced to the industry in the
early 1990s by Spectrum Products.

Now, the 20- and 50-gallon woven poly-
cthylene units have been redesigned to im-
prove drip-time range, which has been shor-
tened from 8 to 32 hours per tree (o a current
range of 1 to 16 hours per tree.

“The benefit is that users can water more
trees during a given time period, yet there
still is no runoff,” said Scott. The green
Treegator units have an upgraded thickness
of 10 mil to 12 mil.

PRODUCTIVITY GAINS. The University of
Illinois was a Treegator pioneer. “We really
like these units. We think it’s a great time
management device,” Smith said.

When the university first investigated the
units, Smith was interested in maximizing
time management and was concerned about
vandalism of the units and heat buildup. Two
years later, his concerns were unfounded.

“People are not vandalizing them,” Smith
noted. “And while we were concerned that
they would build up heat, we found that the
water temperature didn’t climb at all. In fact,
it works almost like a mulch around the tree,
providing a cooling effect right around the
base of the tree.

“The big benefit has been for the superin-
tendents — they can actually see which trees
have been watered and which have not.”

The units also shave actual watering time,
Smith added. “We can water 100 trees a day
with the device, whereas if we needle them,
we can do only about 15 to 16 trees a day.”
He estimated it takes him one to two minutes
to fill up 50 gallons and that employees
would spend about 30 minutes to needle a tree.

“We plant about 500 trees a year — 250 in
the spring and 250 in the fall. Many of these
trees are planted up on a berm. We like Tree-
gators for berms because water loss is
minimized.

The ease of use contributes to productivity,
he said. “These things are very easy 0 use.
We put three units together for our five-inch
trees and just zip them up.”

Smith indicated the units can reduce losses.

“During establishment, we've really cut
our losses. We used to lose three to four
percent. Now, we're down to one percent.” =

You CAN Judge a Program By Ilts Name

ACTION PAK

Green Industry Software

Covers every business need from prospecting to

invoicing/accounts receivable.

L1

[ B

Improve management capability.
Increase revenues thru higher productivity.

m No prior computer experience necessary
m Includes 30 minute personal training session
®m Tracks chemical quantities

m Produces work bids
® Easy customization

® Powerful report generator

® Advanced marketing features

Call NOW to order the 60 day trial for only $49
Greener Pastures Software \g;;e«

1-800-783-1069

10 years in the Lawn Care Industry

et
oR
S Co

Action Pak and Lawn Assistant are trademarks of Hawaiian Village Computer Software Inc,
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Professional
Portable Drip
Irrigation

Reduces Labor

Deep Penetration
without Runoff
Minimizes
Transplant Shock

TREE GATOR

PROFESSIONAL PORTABLE DRIP.IRRIGATION SYSTEM

1-800-800-7391
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&b show so 5i‘3
it could en ly be held in

TEXAS

s [ndustry's best buying potential -- $23,000 average per attendee.
_Exclusive non-stop selling to the lawn and landscape industry.
*Professional attendance -- over 90 percent decision makers.

> (utdoor Equipment Demonstration "drives home" the sale.

> Three national educational conferences.

Green Industry Expo/95

The National Expo for Lawn & Landscape Professionals

November I3 - 16,1995 > Fort Worth, Texas

For information on educational conferences Fort Worth/Tarrant County Convention Center Q
held in conjunction with GIE, call or FAX the sponsor of your choice. . - - - - . . - - . - o o o ... ... ... ..TT :

Trade Show registration is free to conference attendees. ;
Trade-show-only reqistration is available on-site for $15 per day : Te“ Me More AhO“l GIE!

Tuesday & Wednesday, November 14 & 15.
{ . (] Send information on exhibiting [ Send conference information only

GIE Sponsors: . ; :
] v j . GIE, 1000 Johnson Ferry Rd. NE, Suite C-135, Marietta, GA 30068-2112
Professional Lawn Care Association of America (PLCAA) " Phane 404/973-2019 FAX 404/578-6071
Phone: 404/977-522 »&  FAX: 404/578-6071  Name
g ] " Title:
Associaled Landscape Contractors of America (ALCA) | ot
. Lompany:

Phone 703/620-6363 »& PAX: 703/620-6365 " Address:
Professional Grounds Management Society (PGMS) (:;y/mate/zm -
. Fhone: :
Phone: 410/584-9754 »&  PAX: 410/584-9756
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Calendar

JUNE 23 -25 Plantec Intemational Trade Fair
Messe Frankfurt Service, 404/984-8023.

JUNE 27-29 Practical Approaches for Effec-
tive Erosion and Sediment Control, Toronto,
Ontario, Canada. Contact: International
Erosion Control Association, 800/455-4322.

JUNE 28 Modemn Arborculture: The Science
Behind the Treatment, Sequoia Convention
Center, Buena Park, Calif. Contact: Ted Sta-
men & Associates. 909/656-3431.

JULY 11 Turfgrass Establishment and Main-
tenance — Managing Turf Insect and Disease
Problems, Tom's Country Place, Avon, Ohio.
Contact: Tom Shockey, The Ohio State Uni-
versity Department of Horticulture and Plant
Science; 614/292-3846.

JULY 12 Scouting for Pest Problems in the
Landscape - 1995 IPM Workshop. Stock-
bridge, Mass. Contact: University of Massa-
chusetts Cooperative Extension Service,
413/545-0895.

JULY 16-19 Canadian Urban Forests Con-

for Horticulture, Frankfurt, Germany. Contact:

ference, Windsor, Ontario. Contact: Canadian
Forestry Association, 519/255-6270.

JULY 18-22 Groundskeepers Management
Academy Workshop, Millington, Tenn. Con-
tact: GMA, 800/227-9381.

JULY 19-20 Midwest Grounds Management
Conference, Illinois State University, Normal,
I11. Cosponsored by the Midwest Association
of Physical Plant Administrators and the Pro-
fessional Grounds Management Society. Con-
tact: Mike O'Grady, 309/438-2032.

JULY 24 Midwest Regional Turf Field Day,
West Lafayette, Ind. Contact: Midwest Re-
gional Turf Foundation, 317/494-8039.

JULY 25-27 Penn Allied Nursery Trade Show,
Fort Washington Expo Center, Fort Washing-
ton, Pa. Contact: Pennsylvania Landscape and
Nursery Association, 717/238-1673.

JULY 26 University of Georgia Turfgrass
Field Day. Georgia Experiment Station, Grif-
fin. Contact: Gil Landry: 404/228-7300.

JULY 26-28 Florida Nurserymen and Grow-

ers Association and the Associated Landscape
Contractors of America Conference, Hyatt
Orlando. Orlando, Fla. Contact: Lynne Rue,
FNGA, 407/345-8137.

JULY 26-28 Turfgrass Producers Internation-
al Summer Convention and Field Day, Oma-
ha, Neb. Contact: TPI, 708/705-9898.

JULY 26-29 American Association of
Nurserymen Conference, Minneapolis Con-
vention Center. Contact: AAN, 1250 1 St.
NW, Suite 500, Washington, DC 20005;
202/789-2900.

JULY 30 - AUG. 1 International Lawn, Gar-
den & Power Equipment Expo, Kentucky
Exposition Center, Louisville. Contact: EXPO
95, R00/502/473-1992.

AUG. 4-6 Southern Nurserymen's Associa-
tion Trade Show, Georgia World Congress
Center, Atlanta. Contact: SNA, 404/973-9026,

To ensure that your meeting date is pub-
lished, send an announcement at least 10
to 12 weeks in advance to LLM magazine,
4012 Bridge Ave., Cleveland, OH 44113, «

Attention Landscape Contractors
Are you having trouble finding the right software to use?
Let Rain Bird, the number one name in irrigation, lead you

to the number one software programs for the green industry! |

[RRICALC

T

RESIDENCE

USE READER SERVICE #12

HELP

Deliver Accurate Bids

CREWS

Track Job Costs

INCREASE

Record Payroll

PRODUCTIVITY

DataTrack™ will report
“time on the job” and give
accurate reports for each
crew member and task.

714-363-5353 » 1-800-DATA-2-GO
Specializing in Data
Collection Solutions

USE READER SERVICE #13
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Classifieds

BUSINESSES FOR SALE

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.

LAWN CARE PROGRAM

NaturaLawn® of America

The leader in natural organic/biological lawn
care is now expanding nationwide. Our fran-
chise offers:

« Exclusive Territory

* Proprietary Product Lines

* Comprehensive Support

* Thorough Agronomic Training

* Financing to Qualified Individuals
To learn more, contact Randy Loeb, Franchise
Development Manager at:

800/989-5444.

WHOLESALE DISTRIBUTOR

LANDSCAPING/LAWN MAINTENANCE/
NURSERIES/SPRINKLER CO'S, ETC.
PROFITABLE BUSINESSES FOR SALE.
Great Locations. Free Brochures. Call Bob
719/527-9555. Professional Marketing, 202 E.
Cheyenne Mtn. Blvd., Suite #N, Colorado
Springs, CO 80906.

LANDSCAPING/NURSERIES/OTHER
POWER EQUIPMENT, HARDWARE AND
GARDEN STORE. Beautiful Southeast coastal
city. Profitable with room for sales expansion.
Affluent clientele — new owner could add
landscape, irrigation or other services. For de-
tails, contact broker: Mark Kelly at PBCI, 804/
496-9252.

CHEMICAL LANDSCAPE MAINTENANCE

Needed to market environmentally friendly,
liquid, slow-release fertilizer products direct
from manufacturer. Ken Franke, P.O. Box 123,
Plato, MN 55370; 80(2—?.32-9635.

LAWN AND LANDSCAPE
MANAGEMENT

Ride the wave of the future to the shores of
success. Organic-based lawn and landscape
management business will get you there. No
outrageous franchise or consulting fee. For free
information, write to: Environmental Alterna-
tives, P.O. Box 4()‘)4,.l-1a.mpt0n. VA 23664.

EXTRA INCOME
POWER WASHING

EARN $100/hour power washing and sealing
wood decks. Learn the most effective method,
equipment setup and supplies. Complete train-
ing package: Manual, video, advertising kit,
and equipment catalog. For free information
packetcall 8 10/36()-9?§Ei.
PROFESSIONAL
GROWTH

Are you on the cutting edge? The members of
the Associated Landscape Contractors of
America (ALCA) are among the most success-
fullandscape companies in the country. Whether
yourcompany is large or small, ALCA can help
you make the most of your resources and talent.
Call Anne at ALCA today at 800/395-ALCA
for more information on becoming a member.

Chemical landscape maintenance company.
Lawns, shrubs and trees. Established 10 years.
$160,000 gross. Very high profitbusiness. Great
retirement community. Medical hub. White col-
lar economy. Excellent growth opportunity.
Owner will train. Selling due to health. Reply to
Chemical Maintenance Company, P.O. Box
8167, Tyler, TX7571 l. ?93/581-101 1 evenings.

MAINTENANCE/LANDSCAPE/
FERTILIZING

Business — Maintenance, Landscape and Fer-
tilizing. Retail — Garden Center, Doll and Gift
Shop. Building, stock, equipment, trucks and
accounts. Still growing. Ohio. 216/327-7868.

LAWN CARE/LANDSCAPE BUSINESS

Lawn care landscape business. Snow removal
optional. Columbus, Ohio. Fast growing area.
Excellent growth potential. Established 1988.
Annual $100,000+. Asking $60,000. Toinclude
all equipment and software. Will assist in tran-
sition for first year. Serious inquiries only. 614/
791-6700.

ALABAMA LANDSCAPE CONTRACTOR
Very well equipped, successful business. Sales
over $500,000/year. Good commercial lawn
maintenance contracts. Long established leader
in growing market. Owner will train or consult.
Southern Alabamalocation means busy all year.
ABB-Associated Business Brokers, Inc.; 334/
434-0030.

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 commu-
nication is strictly confidential. Reply to LLM,
Box363,4012Bridge Ave.,Cleveland, OH44113.

HYDROSEEDERS &
STRAW
BLOWERS

Any make, any model, any condition. Call Neil
Reinecker at 800/245-0551, or send photo with

description and asking price.

FOR LEASE

TRUCK & EQUIPMENT LEASING
e low Initial Investment
e Low Monthly Payments
o Quick Turnaround
o Personalized Service

CALL LISA moeeIs
800-766-2874

E LEASING, INC. j

1600W. Main St., Wilmington, OH45177

FOR SALE
WHOLESALE TURF SUPPLIES

Hannay hose reels (electric), $389; 300 feet of
1/2-inch I.D. 200-psi hose, $180; 400 feet of 3/8-
inch L.D. 600-psi hose, $225; Aeroquip 1/2-inch
swivels, $29; ChemLawn guns, $69.79;
Trimmerline 5-pound .95, $29.95; Jumbo grass
catcher, $139.95; Kawasaki 12.5-hp engine with
oilfilter, $479.95. To order, call Hersch’s Whole-
sale Turf Supplies, 800/THE-LAWN. Ask for
your free catalog.

FINANCING
LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $500,000. Free
recorded message: 707/448-0270. (NK8)

GROUNDSCAPING
SUPPLIES

Hot off the press. Landscapers Supply Corp.’s
1995 catalog. Save “*big bucks.” Buy groundscap-
ing supplies and maintenance equipment, en-
gines, parts and accessories at wholesale. Call
800/222-4303 for your free catalog.

BIDDING STRATEGIES

THAT WORK
BIDDING is the first vital step in the success of
abusiness. 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: #1 Profits Unlimited,
3930-B Bardstown Road, Louisville, KY 40218;
800/845-0499.

TO ADVERTISE IN LM CLASSIFIEDS CAILL

1-800-456-0707
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INSURANCE CUSTOM DECAL KITS
COMUEAWN GARE FIRMS. - A Quick &

"GREEN INDUSTRY SPECIALISTS"

M.F.P. Insurance Agency is dedicated to
providing comprehensive insurance pro-
grams to the Green Industry at competitive
prices. We back up this dedication with a
staff of professionals who understand ev-
ery facet of your business, from marketing
to customer service. We know how to prop-
erly insure your company whether you're a
sole proprietor or a multi-state operation.

Just as your customers look to you for lawn
care advice, people come to us for insur-
ance advice because they do not want to
become insurance experts themselves. If
you want good advice, the right coverage
and competitive rates, please contact:

Richard P. Bersnak, President
Jill A. Leonard, V.P.

1-800-886-2398
FAX:614-221-2203

M.F.P. Insurance Agency, Inc.
50 West Broad Street, Suite 3200
Columbus, OH 43215-5917

PREMIUM REPLACEMENT PARTS

Premium _
Replacement JTHOMAS
Parts for Outdoor Power

Equipment  Gprimum:
I7/llltrodm:ul Y| TRIM LINE™ | I
lNTE X PRICES
No, Smoke | START AS
0il LOW AS
Fy $9.95
UNBEATABLE
PRICE OF
$23.50 Spindle
PER CASE

Bearings

| PRICEDASLOW AS

ASLOWAS $149.99 $4.80 EACH

FOR PRODUCT INFORMATION OR A
FREE CATALOG OF OUR COMPLETE
LINE OF MOWER ano SNOWPLOW

PARTS caL 1-800-422-4184

LANDSCAPE DESIGN KIT
#<72 LANDSCAPE DESIGN KIT 3
| 48 rubber stamp tree, shrub, & plant symbols & more.

‘: | 18" scale. Stamp sizes range 1/4" 1o 1 3/4"
d*| $77.50 + $5 s/h VISAMasterCard, or mo's shipped
5 | next day. Checks delay shipment 3 weeks.No cod's

CA add 7.75% Sales Tax FREE

¥ Wilton, CA 95693
Voice/FAX (916) 687-7102  Fre
m o

REE Landscape Design Book with your LDK order

Economical
Way
To \I,V\arkl Your

40U~

LOG!
843-6262

Easy to Order-Easyto A
syCusfom Decc)t,l Kits pply

Call or Write: Sun7Art Decals Inc.

Pearl Rd.
) Cleveland, CH 44130
|| 216-843-6262

%/ 800-835-5551
| Fax: 216-843-6130

MOWER
SELECTION

New andused mowers. 18-hpengine. Zero-turn
hydrostatic drives. 50-inch front-mounted deck.
Used machines $1,500 to $4,000 plus tax. New
machines $6,100 plus tax. Two-year warranty
on new machines. Will deliver. 309/446-9282.

IRRIGATION
TIMER REPAIRS

TIMER REPAIRS
WE REPAIR ALL MAKES AND MODELS,
ELECTROMECHANICAL AND SOLID-
STATE. FULL ONE-YEAR WARRANTY. 72-
HOUR (OR LESS) TURNAROUND. U.PS.
PICKUP AND DELIVERY AVAILABLE. FOR
MORE INFORMATION, CALL REED'S IRRI-
GATION SERVICE, 800/793-0312.

DOT DRUG/ALCOHOL
TESTING

Last year, it was companies with 50 or more
drivers. EFFECTIVE JANUARY 1. 1996,

EVERY CDL DRIVER MUST BE SUB-
LAWN SPRAY TRUCK JECTED TO RANDOM ALCOHOL AND

1985 Chevy C50 series, remanufactured 1990.
Targetengine, rebuilt transmission, new brakes
& clutch. 1,200-gallon Tuflex main tank, 200-
gallondroptank 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 for
claim (including agricultural). Up to 160 acres/
person. Free recorded message: 707/448-1887.
(4NKS)

LANDSCAPE MAINTENANCE
SOFTWARE

Windows and
SoftQuest's
SuperScape landscape

Step up to the
easiest way to
computerize your:

* Billing maintenance software
* Scheduling can make your
* Work Orders  bookeeping as esay as

pointing and

Over 30 million
clicking. Call for
a free demo

PC users have .[l
ﬁ,—- today.

discovered that
computers don't
have to be hard to use.  800-299-9991

DRUG TESTING! We Can Help! Contact
NATIONAL DOT CONSORTIUM for
America’s Landscaping Industry at 703/
DOT-TEST.

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.

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,Fax407/682-2318.

SALES/MANAGEMENT

TRAINEES
Kapp’s Green Lawn Inc. is seeking sales and
management trainees for our Midwest loca-
tions. Lawn care experience or college credits
helpful. Must be able to relocate. Excellent
benefits. Starting salary to mid-$20s. Come
work with a growing company who cares about
itsemployees! Send resume to Mike Markovich,
P.0.Box 9038, Fort Wayne, IN 46899-9038, or
fax resume to 219/432-7892.

| TO ADVERTISE IN LM CLASSIFIEDS CALL 1-800-456-0707 ]
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LANDSCAPE MANAGEMENT
GROW WITH US. Rapidly growing, quality
oriented landscape maintenance/construction
company seeks territorial superintendents to
oversee six to eight landscape maintenance
crews and provide customer relations and sales
functions. Midwesterners preferred. For confi-
dential consideration, send resume with salary
history to Panoramic Landscape Management
Co., Human Resources, 1470 Industrial Dr.,
Itasca, IL 60143. 708/285-0300.

SALES PROFESSIONALS

LANDSCAPE
MANAGEMENT
JOB SEEKERS — For a fresh source of USA
landscape/grounds management job openings
—twice each month. 6 issues (3 months) —just
$22.50.Satisfaction Guaranteed! EMPLOY-
ERS — List your job openings, quickly and
inexpensively. Call for details—800/428-2474,
fax 800/884-3435. Ferrell’s JOBS IN HORTI-
CULTURE, 154 E. Chapel Ave., Carlisle, PA
17013-3435.MC/Visa.

LANDSCAPE MANAGER

Immediate sales opportunities available at Orkin
Plantscaping. We are looking for sales pros
ready to excel in the San Jose, San Diego,
Denver and Portland areas. Utilize your creativ-
ity and sales experience to market unique inte-
rior and exterior products and services.

Design skills and plant knowledge helpful but
not necessary. Desire to be creative and success-
ful a must. Orkin Plantscaping is a Fortune 500
Company with opportunities to grow in the
green industry.

Excellentcompensation and benefit programs.
This is a ground floor opportunity to move
forward in your career.

ORKIN PLANTSCAPING
Peter Norris

1520 Bellevue Street
Seattle, WA 98122

EOE

SENIOR MANAGEMENT POSITIONS

Commercial Landscape Foremen, Landscape
Maintenance Foreman and Supervisors. Dora
Landscaping Company Inc.,ahighly successful
Commerical Landscape, Landscape Mainte-
nance and Nursery operation located in Or-
lando, Florida, is looking for long term manage-
ment personnel for the positions listed above.
We have been in business since 1976 and have
dynamic career opportunities available offering
competitive wages and a full benefits package.
Computer and supervisory experience neces-
sary. Orlando is one of the fastest growth mar-
ketsinthe U.S. and we are looking for dedicated
team players to grow with our company. DFW.
Please fax resume to: 407/886-6447.

Firm with long term reputation for exceptional
quality in need of an experienced manager for
multiple crews involved in full service mainte-
nance of high profile commercial accounts. If
you know this business and joyfully approach
work with integrity and a commitment to qual-
ity, please contact Environmental Landscape
Services, 5190 Crestview Drive, Memphis, TN
38134.901/382-9000.

POSITIONS WANTED

LANDSCAPE
MANAGEMENT CONSULTANT

Consider an alternative to hiring an upper level
manager. [ will train your key employees in
systems and procedures that will best help your
business to reach your goals. By utilizing the
personnel you already have, you save money
and ensure their loyalty.

I have nineteen years experience in landscape
maintenance in Texas, Floridaand the Midwest.
I've helped companies to grow, stabilize their
work force, increase profits and develop pro-
cesses to enhance the company’s performance.

A preliminary review can determine areas in
your company that could be enhanced such as
estimating, scheduling, budgeting, crew organi-
zation and effectiveness, profitability and job
quality. A follow-up planis then outlined for the
weeks or months to follow according to your
needs.

FOR ADDITIONALINFORMATION AND
REFERENCES CALL T.D. MORLAND/
HBMC, 608/832-6401.

COMING NEXT MONTH

The July issue of Lawn & Landscape Maintenance magazine takes a look at
power equipment. Upcoming articles include:

* Power Equipment Legislation. A review of pending legislation and

regulations.

® Designing a Safety Plan. Successful plans incorporate safe equipment

handling.

® Choosing Replacement Engines. Productivity and cost are major issues.

® Backflow Prevention Basics. A look at the latest developments.

® EXPO 95 Preview. Commercial products are coming on strong at

EXPO 95.

Products
(continued from page 81)

AutumnMate 720 high-volume leaf disposal
system from Highway Equipment uses a
brush, roller blade and conveyor system to
pick up leaves and feed them into an auger
for movement into an impeller/blower.
Leaves then move through a chute into the
back of a truck towing the unit. This system
is maneuverable and has a maximum pickup
width of nine feet.

Circle 144 on reader service card

Echo 720 flowable chlorothalonil fungicide
from Sostram Corp. offers a concentrated
formulation for disease control on turf and
ornamental plants. It features six pounds of
active ingredient per gallon and is labeled
for use on dollar spot, large brown patch,
dichcon-dra (California only), fusarium,
copper spot, stem rust of bluegrass,
anthracnose and several other diseases.
Circle 145 on reader service card

Enlarged Power Pruner circle saw accessory
blade from Technic Tool Corp. measures 6 1/2
inches to allow cutting of branches up to 2 -
1/4 inches in diameter. Blade also has an

improved guard that lets users cut using both
sides of the blade (for instance, using the top
of the blade to cut a branch rather than turn-
ing it over to make the cut).

Circle 146 on reader service card

Protect hands and controls on walk-behind
mowers from contact with fences, trees,
buildings and other obstacles by installing
Trimmertrap’s Model BB-1 bar bumpers.
Heavy-duty steel bumpers adapt to most
walk-behind models in minutes and come
with necessary mounting hardware.

Circle 147 on reader service card

Charles Machine Works offers the Sub-
site® electronic locating and tracking system
for buried service lines. Model 75R receiver
and 75T transmitter use digital signal proce-
ssing technology and operate on standard C
and D cell batteries. Portable units have LCD
display, three detection modes and an inden-
tification feature that can discern the target
utility line where multiple lines are present.
Circle 148 on reader service card =
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Cover Story

(continued from page 29)

explained. “But some departments
didn’t make more profit for the
company and the managers didn’t
receive anything. In retrospect, we
realized that the system didn’t ad-
dress personal improvement or be-
havior, only numbers.”

This year, the managers will have
altered goals based on the same
system of rewards. “At Swingle,
we’redrivento find ways tochange
our service offerings to be different
fromthe others,” he said. “We want
tobe new and different, so we want
toencourage the generation of ideas
to come from our managers on
things like making the customer
feel special orbetter waystohandle
performance reviews.”

Both Tolkacz and Dickson real-
ize that good leadership involves a
responsibility to help managers
become independent and grow.
“We want to teach our managers
about the business aspects, that the
green industry is a sophisticated
business,” Tolkacznoted. “The dif-
ficulty is in knowing when to pull
back and give them freedom.”

Swingleencourages itsemploy-
ees to become active in industry
associations at the local and na-
tional level. “Association partici-
pation has always been a big thing
here,” he noted, pointing out that
fourmanagers currently siton asso-
ciation boards of directors and oth-

ers have served in major leadership
roles. “It’s a big commitment, a lot
of work and a lot of money, but we
see the value of these groups.”

One outgrowth of well-coordi-
nated management is the develop-
mentofan “employee sharing” pro-
gram, which gives Swingle’s sea-
sonal employees work in the slow
winter months. Tolkacz explained
thatthe company was able to“lend”
several of its employees to another
company for Christmas lighting.

“We have licensed, dependable
people who want to have full-time
careers.” The lighting company
pays Swingle’s “borrowed” em-
ployees for the short time it uses
theirservices.

“We’d love to expand this con-
cept,” Tolkacz said. “We’d love to
find someone doing seasonal cata-
log sales that we can work with this
coming winter.”

NEW CHALLENGES. Dickson ex-
plained his views of customer ex-
pectations and management re-
sponses in a recent interview:
Q. How doyoustand outin your
customers’ minds as different from
the competition?

A .. They know we are reliable.
They can call and get a quality
service, and we will not try to sell
extra services to them. We meet
theirexpectations.

Q. Whatdocustomers value and
expect in your services?

A . Peopleinourindustry have to

understand how the public per-
ceives them and whichservices are
regarded as commodities or as
value-added services. Wealsohave
to know how to create value for the
customer who thinks it’s only a
commodity.

For instance, many customers
think they can do their own lawn
care. But most can’t prune their
trees, so with that kind of work, we
have a better chance of educating
them to the value of the work.

We have two options in lawn
care: we can either say we'll fertil-
izethe lawn like everyoneelse only
we’ll be $4 cheaper, or we’ll build
aone-on-one rapport with the cus-
tomer. That was Barefoot Grass’
secret. They made that connection
with the customer. It starts with
something as simple as ahandwrit-
ten note to the customer on the
servicecall.

Q. How exactly do you “stay
ahead of the pack?”

A . [seeitasusingevery state-of-
the-art method to stay ahead. We
think it’s better to try something
and be the first to find out if it
works. For instance, we study a lot
of products before they come on
the marketplace and try to be in-
volved in beta programs. We use
our time and money to be involved
with something new.

Q. Where do you get guidance
on developing new management
programs?

A . 1100k at all types of manage-

Advertisers Index

ment systems and ideas, then try to
integrate them. I get a lot of infor-
mation fromabusiness round table
called TEC—The Executive Com-
mittee. It’s afor-profitbusiness that
has groups across the country.

Inmy group, there are 14 owners
of diverse companies. We meet
monthly and bring in a speaker
who addresses amanagement con-
cern and develops new concepts.
We solve problems together and
have a lot in common even though
our companies are different, be-
cause we are working in the world
of people.

One of the ideas we got from this
group was the idea of rewarding
risk. Department heads are account-
able for profits. It will help getrid of
mediocrity — no one will be paid
for tenure. We want risk takers.
Q. What future plans does
Swingle have?

A. We'd like to expand into a
wider geographical area. Rightnow,
we cover only about 50 percent of
the greater Denver area. Of course,
this would be controlled growth,
structured to allow us to maintain
the quality of our services. Kl

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

Swingle Tree & Landscape Care is
located at 8585 East Warren Av-
enue, Denver, CO 80231. Tele-
phone is 303/337-6200.
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With the development of TURFGO®
FeATURE™ by “lIronman” Neal Howell, turf
managers have a better way to build the deep
green turf they dream of. A single application of
FeATURE™ normally results in notable green-up
in 12-48 hours.

A unique blend of nitrogen, sulfur,
magnesium, fully chelated six percent iron
and manganese, it is amine compatible, low
temperature stable and does not require heated

storage. (Note: Also available is Double FEATURE™

with zinc added to the above ingredients.)

FeATURE™ is absorbed through both the
leaves and roots of plants and its use permits
lower nitrogen application rates and thus the
potential of decreased mowing frequency.

In addition to its ability to create remarkably
fast and lasting green-up, FEATURE™ strengthens
turf by adding to the root system (without
increasing top growth) while increasing resistance
to drought and cold injury.

FeATURE™ can also lower the pH of alkaline
spray water, thus increasing the effectiveness of
pesticide applications.

Give your

grass a
deeper green

<« United Horticultural Supply
is pleased to announce the addition
of “lronman” Neal Howell to their
team of horticultural heavy hitters.
“lronman” Howell's
micronutrient formulations are
renowned as the best available and
have been used on some of the world’s
most prestigious sporting fields, golf
courses and landscape areas.

For more information 4 N
on the complete line of 5
UHS products and

services call toll free: Horticultural &my
1'800'847'6417 Working To Enhance Our World

USE READER SERVICE #115



URSBAN [ELIMINATES 14

INSECT IPESTS IBECAUSE /

M ost customers tend to overreact. Discover one lawn
pest and they think they're infested. Never mind that
most customers can't tell the difference between a sod
webworm and a night crawler:

ree i1s what
yis it a

T insecticide,

Keeping customers’ lawns ir
insecticide is all ab

{7// DowElanco

*Trademark of DowElance

COLLECTION

LL IT TAKES

but it has also been formulated to provide you an
effective residual on most turfgrasses and ornamentals.
One thing for sure, use Dursban and customers
won't be bugging you with their insect pest problems.
For further information on Dursban, or any other product
in the extensive line of DowE ) products, give us a call
at 1-800-352-6776. Always read and follow label directions




