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"WALKER" IS THE NEW EMPLOYEE'S NAME 

IMAGINE DOUBLING YOUR REVENUE 
WITHOUT HIRING ANOTHER EMPLOYEE 

S I D B U R C H A M III , OWNER OF TERRE VISTA 

LANDSCAPES IN WICHITA, KANSAS, WAS MORE 

THAN A LITTLE EXCITED THE YEAR AFTER HE 

REPLACED HIS THREE INTERMEDIATE WALK-

BEHIND MOWERS WITH THREE WALKER MOWERS. 

H E WROTE TO TELL US WHAT HAPPENED: 

"J think you have built, quite possibly, the 
BEST lawn mowing machine I have ever seen. I 
did not own any of your machines last season. 
This year, I own three with plans to buy a 
couple more next season. Your machine has 
allowed us to increase our business 100% from 
the previous year without hiring another 
employee. I would not have believed that it was 
possible but I can assure you that it is. 
Our quality too has increased considerably. 
We were able to acquire a couple of major 
contracts this season and these businesses could 
not be more pleased with our work. I hold your 
mowers directly responsible for our success." 

<. w r . : m a / K 

p M M r i H 
WALKER MFG. CO. 

â m m ^ V f W f f , 

5925 E. HARMONY RD. • FORT COLLINS, CO 80525 • (970) 221-5614 
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Full Steam Ahead 

Many enterprising lawn and landscape contractors have found ways to keep their 
businesses growing at a healthy pace. A good economy and astute customers also help. 

OH Necessity is the 
OU Mother of Add-On Services 
Customer demands, market forces and new equipment create value-adding opportunities. 

The Survey Says... 
Statistically, the industry has had a steady year, but nagging issues persist. 
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In its sixth year, the Green Industry Expo promises even more opportunities for networking, 
viewing equipment, attending educational sessions or just plain having fun. 

OQ Basics of Micronutrients (Part 2): 
0%) Don't Overlook Manganese and Zinc 
Manganese and zinc play vital roles in encouraging growth for green, healthy plants. Careful 
additions can correct stubborn landscape problems. 
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You Feel Sharp 
Uniform use is on the rise because they look good and provide protection. 

Contractors must weigh the cost against the intangible benefits of looking 
"professional." 

C f l Software Can't 
UU Do Everything 
Some contractors expect their new computer systems to take over the business. 
It's a mistake to think that software (or hardware) can replace the personal 
touch. 

CA A Glance at the Water 
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Irrigation control in the past was pretty crude, compared to today's new devices. Allison and his great-
grandfather, an old-time irrigator, explain how things have changed... 
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Each tax situation is unique, but certain common-sense rules apply to everyone. 
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TAKING THE PULSE. If you've ever sat in 
a pediatrician's office watching the doctor 
try to take the pulse of a lively toddler, you'll 
understand how hard it is to quantify this 
industry. Not that it's a toddler — more like 
a healthy, strapping youth — but it's ener-
getic, complex and it doesn't sit still. 

Good health is one of the first points that 
comes to mind as Lawn & Landscape 
Maintenance looks at the state of the 
industry. The overview starts on page 26. 
Our overview was based on in-depth 
conversations with contractors around the 
country. Its weak point is that every market 
and every lawn or landscape contracting 
business is a little different. 

However, our conversations shared a re-
markable similarity when contractors were 
asked about their prospects of business. 
Overwhelmingly, they reported that business 
is up, growth is steady and next year's 
forecast is positive. 

One reason why prospects look good is 
that there are always new add-on options for 
the company that can sustain diversification 
of its services. Add-ons can help a contract-
ing business get through those long, cold 
winters, or they can mean the difference 
between survival and failure. Add-ons are 
also hard to manage and some contractors 
have found that it is easier to find a service 
niche and concentrate on what they do best. 
Some of the more recent ideas in add-on 
services are detailed on page 30. 

Much of the information used in our indus-
try review was reinforced by the results of an 
extensive survey conducted for LLM by a 
third-party research firm, Research USA in 
Chicago. The survey, presented to a random 
sample of our 64,000 readers, asked them 
numerous questions about the way they run 
their businesses and the issues that are im-
portant to them. 

The survey results show that professional 
contractors are optimistic of current and 
future business opportunities. The industry is 
maturing from its early days, and although 
there's always room for startup firms, many 
companies are becoming more sophisticated 
in the way they manage themselves. A pre-
view of our survey results starts on page 36. 

There isn't a week that goes by for me 
without someone in government or the in-
dustry calling for statistics on this industry. 
Unlike manufacturing, lawn and landscape 
contracting is a part of the new breed of ser-
vice industries that hasn't yet been put under 
the microscope of statistics to any great ex-
tent. So we all have to scrape together as much 
information as we can find from other 
sources, conduct our own research and piece 
together reports of what's actually happening. 

Our 1995 research survey is a major effort 
in this area, and over the coming months. 

we'll continue to share some of our findings 
about the industry and the contractors in it. 

TAX TIME ALREADY? If you're an astute 
business manager, you already know that tax 
time comes at least four times a year, when 
quarterly payments are due. However, you 
may not realize that a timely review of your 
tax strategy with an adviser who understands 
your business can pay off handsomely for 
years to come. The trick is finding the right 
tax adviser and also the extra time for deve-
loping those strategies. The latest article in 
our Business Management series has details. 

OPPORTUNITY ALWAYS KNOCKS. It's so 
interesting to talk to contractors about their 
business. Their optimism is contagious and 
got me to thinking that if I were to sum up 
the industry in one word, I'd use the term 
"opportunity." It's always been there for any-
one starting up a lawn or landscape contract-
ing firm from scratch. There has always been 
the opportunity to work hard, leam the ropes 
of business and survive those first tough 
years of competition. 

Established companies have always had the 
opportunity to improve themselves, offer 
better customer service, perfect their "sys-
tems" and explore new service add-ons. 

Large industry leaders still have great 
opportunities to explore new geographical 
markets, make constant improvements in 
their management and services and innovate 
in a thousand other ways. 

Whether a company is large or small makes 
little difference if the person in charge knows 
that opportunities exist. It's up to that person 
to grab them, take the risk, make those new 
opportunities work. It is the essence of a 
successful business and it explains why our 
industry is so diverse and healthy. — Susan 
Gibson m 
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"CENTS" '96 
4vC How Mere 

/ 4 

Now the 3rd largest show of its kind in the nation. Always 
1st In convenience, with exhibit hall, Short Course sessions, 
lodging, specialty shops and restaurants all under one 
roof. FREE assisted display move-in service, too. And new 
this year, FREE child care during Show hours for exhibitors' 
and attendees' children ages 6 months through 12 years. 

CALL TOLL-FREE TODAY TO RESERVE YOUR BOOTH 
1 - 8 0 0 - 8 2 5 - 5 0 6 2 

AMERICAS SHOW 
a n d The OSU Nursery Short Course 
JANUARY 22-24, 1996 
C o l u m b u s , O h i o 

Show M a n a g e m e n t : The Oh io Nursery a n d L a n d s c a p e Assoc ia t ion/72 Dorchester Square/Westervi l le, OH 43081-3350 



Business Watch 
TOTAL EMPLOYEES EMPLOYEE SCOREBOARD 

LAWN AND LANDSCAPE contractors hire modestly as a 
group, according to the most recent survey of the industry. In data 
just analyzed, a random group of Lawn and Landscape Mainte-
nance readers were asked about their hiring practices. The survey 
was based on impartial third-party research conducted by Re-
search USA, Chicago, from a sampling of our 64,000 readers. 

In the survey, the largest group of respondents (22 percent) 
indicated that they employ between five and nine employees in 
their firms. The second-highest response, at 13.3 percent, was 
from one-person firms with no other employees. The third highest 
response (12.1 percent) were companies employing between 10 
and 14 employees. Next in the ratings, at 11.2 percent, were firms 
with 20 or more employees. The fifth highest group included the 
10.9 percent who reported they have two employees. 

When asked to categorize full-time employees, the numbers are 
very similar: The largest group of respondents (22.2 percent) 
noted they had between five and nine full-time employees, 
followed by the 18.3 percent of respondents who reported no 
other full-time employees. The third highest response, from 12.1 
percent, indicated they employed two full-time employees. Next 
on the list were the 10.9 percent of contractors with 10 to 14 full-
time employees. 

BROKERED CDs 
GIVE INVESTORS A CHOICE 
HIGHER INTEREST rates and a shift to 
more conservative investments have created 
renewed interest in Certificates of Deposit 
(CDs). For years, individuals have enjoyed 
the advantages of investing in CDs — a low 
minimum investment and the security of 
federal deposit insurance — which make 
CDs a popular addition to most portfolios. 

Today, CDs are offered not only through 
banks but through brokerage firms as well. 

WHAT BROKERED CDS OFFER. Brokered CD 
programs provide investors with easy access 
to a wide variety of CD issuers, maturities and 
rates from which to choose. Let's take a closer 
look at some of the features and options that 

are available with brokered CDs: 
• Access to a variety of CD issuers. 

Through a brokered CD program, investors 
can conveniently select from a wide variety 
of CD issuers across the country with just 
one phone call. With this access, investors 
can diversify their CD portfolios with dif-
ferent rates while retaining federal insurance 
coverage and enjoy attractive rates. 

• Liquidity at market prices. Brokered 
CDs can be sold in a secondary market prior 
to maturity without early withdrawal fees or 
penalties. Of course, the price received prior 
to maturity may be more or less than the 
original investment amount, depending on 
market conditions at the time of sale. 

• A wide range of maturities. Brokered 
CDs are generally issued in maturities 
ranging from three months to 10 years. In 
today's changing interest rate environ-
ment, many investors choose to vary the 
maturities of their CDs by structuring a 
ladder portfolio with a finacial services 
professional. 

• Competitive rates. Brokered CD rates 
are very competitive because these pro-
grams provide access to a wide variety of 
CD issues. Investors can simply contact 
their financial services professional in or-
der to obtail the most attractive rates 
available. 

• FDIC insurance. CDs offered by 
brokerage firms are insured up to 
$100,000 of principal and interest per 
investor and issuing institution by the 
Federal Deposit Insurance Corporation. 

• Low minimum investment. Brokered 
CDs can typically be purchased for as little 
as $1,000. 

In summary, brokered CDs provide a 
convenient and affordable way to diversify 
CD investment — while still retaining 
federal insurance coverage — and also 
obtain competitive rates. 

Information and data in this report were 
obtained from sources considered reliable. 
Their accuracy or completeness is not 
guaranteed and the giving of the same is 
not to be deemed a solicitation on Dean 
Witter's part with respect to the purchase 
or sale of securities or commodities. — 
John Houlihan, Dean Witter Reynolds 
Inc., Melville, N.Y. 

WEATHER FORECASTS MADE EASY 
You don't need to be a rocket scientist to forecast an 
approaching bad weather front. According to Weather 
Metrics, Lenexa, Kan., it's a matter of looking for a few 
indicators, like: 

• Isolated high cloud patches that thicken, then lower. 
• Fast-moving clouds that thicken and lower. 
• Clouds developing dark pendulus bases. 
• Heavy "piled-up" clouds building into great vertical heights before noon. 
• Isolated roll clouds fusing into sheetlike forms and lowering. 
• "Confused" clouds that move from different directions at different times. 
• A line of middle clouds that darken the western horizon. 



Stop Callbacks & Cancellations. Use 
RegalKade™... for the newest pre-emer-
gence herbicide for the lawn care profes-
sional. RegalKade™ provides a complete 
weed control and fertility program for both 
cool season and warm season turfgrasses. 
Season-long control of crabgrass, crowfoot, 
chickweed, and many other annual grass 
and broadleaf weeds in established turf and 
landscape ornnamentals. 

New Standards 
For Turf gras s 
Excellence 

Single Application in the spring pro-
vides consistent summer-long control, 
which saves time and application costs. 

No Staining of equipment or cloth-
ing compared to other pre-emergent herbi-
cides, which eliminates your concern for 
customers' sidewalks, or your personnel. 

RegalKade™ is only available from 
Regal Chemical Company and Regal Turf 
Distributors. 

Barricade [ 
H E R B I C I D E 

Barricade® herbicide is a registered 
trademark of Sandoz Ltd. 

r CHEMICAL COMPANY 

Stop Callbacks 
& Cancellations! 

P.O. Box 900 • Alpharetta, Georgia 30239 • 404-475-4837 • 1-800-621-5208 
USE READER SERVICE #11 



Environmental Forum 
PLCAA ALLIANCE. Many lawn and 
landscape professionals have taken 
steps to make their companies as envir-
onmentally friendly and conscientious 
as possible. A new alliance created by 
the Professional Lawn Care Associa-
tion of America will provide informa-
tion contractors can pass on to cus-
tomers about making their yards an 
environmental asset. 

PLCAA recently joined forces with 
the Audubon Society of New York 
State to promote the Audubon Co-
operative Sanctuary System nation-
wide to the lawn and landscape in-
dustry. Members will be encouraged to 
distribute the Audubon Society's bro-
chure, "A Sanctuary for Your Back-
yard," to customers as a means to pro-
mote property maintenance that is en-
vironmentally responsible. 

A joint letter signed by PLCAA 
executive vice president Ann McClure and 
Ronald Dodson, president of the Audubon 
Society of New York State, was designed to 
accompany brochures distributed by industry 
members. The letter states that "caring for 
your yard can be an excellent way to help 
wildlife and protect the environment. 
PLCAA, the Audubon Society of New York 
State and your local lawn care provider 
encourage you to participate in a program to 
help you to achieve a 'wildlife friendly' 
backyard." 

The golf course industry has supported a 
similar program with great success, accord-
ing to Tom Delaney, director of government 
affairs with PLCAA. "Being associated with 
that program has been a very positive ex-
perience for participating golf courses and 
superintendents," Delaney said. "They stand 
out as supporters of the environment and 
wildlife — enhancing the industry's image 
as well as their own." 

"By encouraging customers to participate, 
it reinforces their decision to maintain a 
healthy lawn while reaping its many envir-
onmental benefits," said McClure. "This 
brochure is one more way for industry pro-
fessionals to highlight their companies' 
benefits as environmental caretakers." 

For a free copy of the brochure, send a 
self-addressed, stamped envelope with a re-
quest to PLCAA, 1000 Johnson Ferry Road 
NE, Suite C-135, Marietta, GA 30068. 

REREGISTRATION. The U. S. Environmental 
Protection Agency's efforts to reregister pes-
ticides is hitting some serious speed bumps 
and significant cost overruns, which the 
agency is attempting to pass on to the indus-
try in the form of registration fee increases to 
pesticide companies. 

The Chemical Specialties Manufacturers 

Association reported that this year's antici-
pated backlog of cases is 762, up from the 
425 case backlog in fiscal year 1994. Lynn 
Goldman, assistant administrator for the 
EPA's Office of Prevention, Pesticides and 
Toxic Substances, said there is expected to 
be a shortfall of $105 million in the reregis-
tration program, despite the industry's 
contribution of $147 million through fees. 

Goldman said reasons for the backlog in 
the system include time extensions granted 
to registrants for the purposes of filling data 
gaps or correcting invalid data; incomplete 
or erroneously filed forms; confusion about 
the requirements; and inadequate agency 
resources. She blamed the dollar shortfall on 
the underestimation of cost back in 1988, 
which did not include product reregistration, 
increased review costs and delayed final de-
cisions because of rejected studies. 

Average processing turnaround times for 
1994 proved lengthly. Some of the longest 
included 251 days for a new chemical, 355 
days for inert ingredient clearance, 208 days 
for a new biological and 263 days for a new 
use for a pesticide. 

TURF IS GOOD. Recent reports from Turf 
Producers International and the Professional 
Lawn Care Association of America are that 
positive mentions about the benefits of turf-
grass and sod are getting their due in the 
national media. 

Consumer and trade magazines and news-
papers across the country have presented 
turfgrass sod in a positive light to the tune of 
8.2 million readers, according to TPI estima-
tions. All this exposure was the result of the 
organization's public relations effort, spon-
sored by the membership and private dona-
tions. More than 116,500 writers, editors 
and officials were regular targets of TPI 

mailings, which discussed turfgrass 
sod's use in the World Cup Soccer 
matches, as well as its overall environ-
mental benefits. 

PLCAA estimates that more than 
91 million readers were educated about 
National Lawn Care Month, grass-
cycling, choosing a lawn care service, 
the environmental benefits of turf and 
proper maintenance and safety prac-
tices. The number is more than the 
total exposure for 1993 and 1994 
combined. 
Public relations chairperson Terry 

Kurth spearheaded the new "Benefits 
of Turf ' campaign for PLCAA last fall. 
PLCAA representatives visited national 
magazines, while the Lawn Care Infor-
mation Kit was sent to 300 key publi-
cations across the country. The "April 
is National Lawn Care Month" release 
went to more than 4,000 in the media. 

A two-part, four minute video produced 
and distributed for PLCAA by John Deere 
was viewed by more than 14 million people. 
The video featured PLCAA president Dale 
Amstutz, who discussed the environmental 
benefits of turf, as well as lawn care and 
safety tips. 

GRASSCYCLING 101. The Toro Company 
is collaborating with the California 
Integrated Waste Management Board to 
turn California's 6-bi 11 ion-pound grass 
clipping waste problem into fertilizer. 

The two organizations will be promoting 
grasscycling through the state's partnership 
program of public and private groups whose 
purpose is to bring businesses and manufac-
turers together with the state to promote 
waste prevention. 

"Of the 40 million tons of waste that 
Califomians generate each year, more than 
7.5 percent is from grass clippings alone, 
said CIWMB chairman Daniel Pennington. 
"We commend Toro and their California 
distributors for their decision to join with 
the state to promote grasscycling to the 
public as an environmentally sound alterna-
tive to landfilling." 

'Grasscycling is simple, easy and it works, 
but it's a major challenge to get the public 
to see the benefits," said Kendrick Melrose, 
chairman and chief executive officer of 
Toro. "We see California's endorsement of 
grasscycling as helping the entire industry 
to expand the market for recycling 
products." 

The CIWMB oversees California's 
mandate to reduce all waste going into 
landfills by the year 2000, and is encourag-
ing corporate participation. Toro is the first 
business to partner with the state under this 
new waste reduction program. • 



« American 
Cyanamid 

And I 
Want to 
Give You 
$10,000. " 

A. Thomas Perkins, Ph.D. 
Business Manager 

Professional Turf, Ornamental & Pest Control Products 



Pick the weed 
that PENDULUM 
Plus Fertilizer doesn V 
control, complete & 
mail the entry form, 
and you may win 
$ 1 0 , 0 0 0 in cash! 
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Introducing new PENI 
And the PENDULU 

LARGE CRABGRASS 
Digitarla sanguittalis 

ANNUAL BLUEGRASS 
Poa annua 

CHICKWEED 
Stellaria media 

KNOTWEED 
Polygonum aviculare 

GREEN FOXTAIL 
Setaria viridis 

GIANT FOXTAIL 
Setaria faberi 

SPURGE 
Euphorbia spp. 

EVENING PRIMROSE 
Oenothera biennis 

GOOSEGRASS 
Eleusine indica 

"Once in a great while, a product 
comes along that deserves not just 

a minor mention, but a major 
announcement. PENDULUM® Plus 
Fertilizer belongs in that category." 

A.Thomas Perkins, Ph.D. 
American Cyanamid is so excited about 

introducing new PENDULUM Plus Fertilizer, we're 
giving away $10,000 in cash to the ultimate weed picker. 
PENDULUM brand Pendimethalin has earned a repu-
tation for providing cost-effective, broad spectrum, 
season-long, preemergent control against many 
troublesome weeds. And now it's available on quality 

fertilizers from American Cyanamid, the leading manu-
facturer of preemergent turf herbicides. 

PENDULUM Plus Fertilizer controls all the 
troublesome weeds that PENDULUM alone does, 
including crabgrass, goosegrass, foxtail, oxalis and 
spurge. In fact, it controls every one of the weeds 
illustrated above and more. So the correct answer to 
our question is actually "none." Remember that when 
you're filling out your entry form. It could win you 
$10,000 in cash! ' 

PENDULUM also offers greater flexibility 
than ever before, since it is also available in 60 WDG 
and 3.3 EC sprayable formulations. And now, like all 
Pendimethalin based products, it's more affordable, 
thanks to special cash rebates available to you through 
July 31, 1996. 



ULUM® Plus Fertilizer, 
A Plus Sweepstakes. 

SOUTHERN CRABGRASS 
Digitarla ciliaris 

HOP CLOVER 
Trifolium procumbens 

BARNYARD GRASS 
Echinochloa crus-galli 

CUDWEED 
Gnaphalium purpureum 

FALL PANICUM 
Pancium dichotomiflorum 

Having trouble 
picking the correct 
weed? Just 
keep reading. 

PURSLANE 
Portulaca oleracea 

LAWN BURWEED 
Soliva ptersosperma 

HENBIT 
Lamium amplexicaule 

OXALIS 
Oxalis spp. 

Broad spectrum. Season-long control. Cost-
effectiveness. Flexibility. And a chance to win $10,000 
in cash. 

Looking for a preemergent herbicide that 
offers more? We don' t think you'll find one. 
Sweepstakes Rules: Offer available to professional product end-users only. 
Distributors or other individuals reselling product not eligible. N o purchase 
necessary. Limit one entry per person. Complete the entire form, incomplet 
information will nullify entry. All entries must be postmarked no later than 
March 10, 1996. Two winners will be selected, one each from the golf course 
and lawncare industries, from a random drawing to be held March 15, 1996. 
If prize is not claimed, additional random drawings will be conducted until all 
prizes are awarded. Estimated odds of winning are 10,000 to 1. The winners 
will be contacted by telephone and/or mail by an American Cyanamid 
Representative. All applicable taxes are the responsibility of the winners. 

C M M M T I D 
Agricultural Products Division 
Specialty Products Department 
Wayne. NJ 07470 • 1 W 5 

Plus FBrUlizBi 

YES, I'D LIKE TO BE A $10,000 CASH WINNER. 

N A M E 

TITLE/COMPANY. 

ADDRESS 

CITY 

ZIP 

_STATE_ 

_ P H O N E . 
Amount of preemergent herbicide purchased annually: 
Preemergent + Fertilizer lb Sprayable Preemergent lb/gal 
Brands of preemergent herbicides used in the past year: 

• Please send me additional information on PENDULUM Plus Fertilizer. 
Which of the weeds shown does PENDULUM Plus Fertilizer 
NOT Control? 
Mail this form to: PENDULUM PLUS Sweepstakes, O O M&B 
Associates, P.O. Box 8575, Trenton, NJ 08650-9871 

PTO-954 



News in Brief 
NEWS DIGEST 

UMass Offers Free 
Landscape Messages 
A new information number has been estab-
lished by the University of Massachusetts to 
provide landscape contractors with a variety 
of updates affecting growing problems and 
solutions. The 800 number operates on a 24-
hour basis and is adapted to five different 
regions within the state. Callers can get up-
dates on insect and disease outbreaks, cul-
tural problems, growing degree days and 
educational offerings. The UMass number is 
800/226-4476. 

MacKissic Acquires 
Commercial shippers 
MacKissic Inc., Parker Ford, Pa., has acquir-
ed the commercial duty chipper-shredder line 
from Ameriquip Corp. The highway towable 
models will be manufactured by MacKissic 
at its plant in Parker Ford. 

Dig-It Wins Patent 
Infringement Suit 
Spancrete Machinery Corp., Milwaukee, 
Wis., has been awarded a sum in damages 
against RH&M Machine Co., Morgantown, 
W.V., for the infringement of a patent on a 
towable backhoe with the trademark "Dig-
It." The line of Dig-It products are currently 
marketed and manufactured by HCC Inc., 
Mendota, 111. 

Russell Buys Rights 
to OPE Certification 
Virgil Russell acquired the rights to the OPE 
Technicians Certification Testing in an agree-
ment with the Service Dealers Association, 
Duncanville, Texas. The tests, which check 
technicians on 2-stroke, 4-stroke, compact 
diesel and electrical engines, have been used 
for three years. Additional tests may soon be 
ready on drive line/hydraulics and generators. 
For information on the tests, contact Russell 
at 512/442-1788. 

Snapper's Environmental 
Program Aids Wildlife 
In conjunction with the return of its popular 
turtle mascot, Snapper Power Equipment, 
McDonough, Ga., has started a corporate 
environmental program to help save the en-
dangered sea turtle. Each purchase of a 
Snapper rear-engine riding mower from 
September, 1995 to August, 1996, will 
generate a donation to the Sea Turtle Sur-
vival League of the Caribbean Conservation 
Corp., a not-for-profit organization based in 
Gainesville, Fla. 

RISE Calls for Industry Activism 
A HALF A DOZEN years ago, Responsible Industry for a Sound Environment was simply an 
idea several specialty pesticide manufacturers had to rally the troops together to defend their 
industry. Today, the organization is 121 members strong, has become a leading activist in the 
environmental arena and just completed its fifth annual meeting. 

"We will become 'activists' for our industry. Defense is no longer adequate," said Allen 
James, RISE executive director. "As we have shown through our school IPM work, we can ad-
dress critical issues and manage them in a variety of ways to turn the issue to a positive for the 
industry. Coalitions with our friends are the only way. Whether they are coalitions with our na-
tional associate member associations, or coalitions with state groups, we must maximize every 
friendship, and build new ones." 

Stewardship in Action was the theme that recently brought members from across the country 
to Washington, D.C., to share ideas on all levels from manufacturers to distributors and dealers 
to end users. 

RISE legislative consultant David Crow brought RISE members up to speed about happen-
ings in the federal government. Despite Republican dominance in both the House and the Sen-
ate, gridlock at the Capitol continues. 

"But public opinion polls don't show dissatisfaction," Crow said. "I predict more Republicans 
will be elected (in 1996), but so will (President) Clinton." 

If the reauthorization of the Federal Insecticide, Fungicide and Rodenticide Act is to be com-
pleted, Crow predicted, the work has to be done in the next three to four months because 1996 

will be nothing but primaries and 
campaigning. 

The new year will be full of issues 
requiring RISE'S continued attention. 
Among others, they are multiple 
chemical sensitivity and state 
registries, integrated pest manage-
ment, local pesticide ordinances, 
consumer confidence, posting and 
notification, container disposal and 
activist sponsored legislation. 

MCS is an extremely emotional is-
sue that probably won't disappear 

any time soon. Although MCS has not been defined by the American Medical Association, its 
proponents and the list of those claiming to suffer from MCS continues to grow. The issue was 
a topic of discussion at one of RISE's panel discussions. 

Dr. Janette Sherman, author of Chemical Exposure and Disease, likened MCS to chronic fati-
gue syndrome and Gulf War syndrome. She argued that it took the AMA about 25 years to 
issue a definitive statement on tobacco and that organophosphate-based pesticides are "direct 
descendants of nerve agents developed by the Nazis." 

Although the definition of MCS is elusive, it is being applied increasingly to many illnesses, 
said Dr. Suellen Pirages of the Environmental Sensitivities Research Institute. "MCS has be-
come a label for people not feeling well in general," she said. 

New officers for 1996 were elected and installed into office at the annual meeting. They 
include: Richard Holzschu, DowElanco, chairman; Tommy Reeves, Oldham Chemicals, vice 
chairman; and Allen Haws, Bayer, treasurer. 

Next year's RISE conference is Sept. 4-8 at the Ritz-Carlton in West Palm Beach, Fla. 

Congressional insiders at the RISE meeting 
discuss FIFRA's reauthorization process. 

Ruppert Acquires 
Assets of Green Thumb 
In a major acquisition move, Ruppert Land-
scape Co., Ashton, Md., purchased select 
assets of one of its major Washington, D. C., 
area competitors — Green Thumb Enter-
prises, Chantilly, Va. The move involves the 
absorption of Green Thumb's maintenance 
business and brings the total of Ruppert 
branch offices to 12, in seven locations. The 
deal became official on August 1, 1995. 

Green Thumb, which employed nearly 300 

people in peak season, is estimated to be worth 
approximately $10 to 15 million. Its commer-
cial landscape maintenance business, which 
totalled about 70 percent of Green Thumb's 
revenues, has been moved to Ruppert. The 
firm's landscape installation business will 
continue to honor current contracts. 

In the move, Ruppert combined Green 
Thumb's Atlanta office into one with its own, 
and absorbed the firm's Newcastle, Del., and 
Chantilly offices. Green Thumb's owners will 
join Ruppert's management staff at a future date. 

(continued on page 14) 
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News in Brief 
(continued from page 12) 

PPEMA Sues EPA Over 
California Tier II Rules 
After years of cooperation, the Portable 
Power Equipment Manufacturers Associa-
tion has taken the United States Environ-
mental Protection Agency to court over the 
issue of power equipment exhaust emission 
regulations. The suit, filed in the U.S. Court 
of Appeals for the District of Columbia, 
asserts that the EPA's decision to approve 
California's Tier II requirements failed to 
comply with the requirements of the Clean 
Air Act. PPEMA said the EPA is required to 
conduct a comprehensive analysis of tech-
nical and economic feasibility before grant-
ing approval of the regulations. 

Currently, California's Tier II regulations 
call for greatly reduced emission levels by 
the close of the century. Manufacturers are 
not even sure yet if any technology currently 
exists to accommodate those levels. 

According to Donald Purcell, PPEMA 
president, the Tier II regulations are "unreas-
onable" and "not feasible" at this time. He 
pointed out that the regulations are in direct 
conflict with current fire safety policies and 

that the regulations for two-cycle engines 
threaten to eliminate some consumer prod-
ucts categories from the market. 

PPEMA asserted that the regulations are 
"regulatory overkill," and stated that "EPA's 
approval of California Tier II regulations 
goes far beyond any action necessary by 
government to regulate emissions for por-
table power equipment." 

An independent analysis performed by an 
economic think tank showed that the broad 
regulations would decimate the portable power 
equipment industry in California. The suit 
asks that the Tier II regulations be returned 
to EPA for the appropriate analysis. 

PLCAA Annoumes New 
Management Confereme 
The Professional Lawn Care Association of 
America is holding its first executive-level 
meeting — the PLCAA Management Con-
ference — January 12 through 14 — at the 
Embassy Suites Camelhead in Phoenix, 
Ariz. This event will feature marketing, 
management and sales-oriented sessions for 
both small and large lawn and landscape 
contracting company owners and managers. 

Featured speakers will include Larry 
Helms, Western Training Systems; Bob 

Jacques, American Honda Motor Co.; and 
Patrick Norton, Barefoot Grass. PLCAA 
plans to hold the conference each winter, 
which will be followed immediately by the 
organization's board of directors meeting. 

Rohm and Cyanamid 
Form Joint venture 
The formation of a marketing and sales joint 
venture to develop, register and commercial-
ize a new insecticide will reduce costs and 
allow faster registration, said representatives 
of Rohm and Haas and American Cyanamid 
companies. The concept of a joint venture 
grew out the the discovery that both firms 
developed the same chemistry, which was 
discovered during the patenting process. 

The venture, which is called RohMid L.L.C., 
allows both firms to share the costs of dev-
eloping the insecticide RH-0345, which is a 
diacylhydrazine insecticide that controls 
grubs and other soil-borne pests on turf. 

The compound is said to have a unique 
mode of action that interferes with the 
normal molting process of grubs and 
caterpillars. Early testing shows that the 
insecticide can be applied at low use rates 
without harm to earthworms, honeybees or 
other beneficial insects. 
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The venture also will expedite the 
development of data necessary to register the 
product with the U.S. Environmental Pro-
tection Agency. RohMid representatives an-
ticipate that the EPA will grant a registration 
for its use in the United States by early 1997. 

Hardie Acquires Sovran's 
Control Tedtnology 
James Hardie Irrigation, Laguna Niguel, 
Calif., recently acquired the central control 
technology from Sovran, a company in Jo-
hannesburg, South Africa. The new techno-
logy relies on an advanced design user interface 
and communications protocol for a wide range 
of commecial irrigation system applications. 

The agreement allows Sovran to continue 
selling these products in selected golf mar-
kets around the world. 

Homelite Enters 
Commerdal Market 
The Homelite subsidiary of Deere & Com-
pany, Charlotte, N.C., announced its inten-
tions to produce a line of commercial grade 
outdoor power equipment known as the 
Green Machine by John Deere. Earlier this 
year, Homelite completed the purchase of 

Green Machine's assets from Mark 
Machine in Wadsworth, Ohio. 

The new line will be based on exclusive 
products designs and will be expanded to 
include a wider range of products for the 
commercial power equipment user. 

Products in the line include string trim-
mers, blowers, edgers, hedge trimmers, a 
sprayer, chain saws and walk-behind mow-
ers geared for landscape maintenance oper-
ations. They will be manufactured using a 
special team approach and will be offered 
by Green Machine dealers. 

L A. Coundlman 
Re-ignites Blower Ban 
Marvin Braude, a councilman in the city of 
Los Angeles, Calif., moved for a ban on the 
sale and use of gasoline-powered leaf blow-
ers. This motion, which is the third such ef-
fort in the last nine years, proposed a phase-
out period of one year to allow blower 
owners to recoup part of their investment, 
according to Braude's office. 

His motion noted that leaf blowers are an 
"intolerable intrusion into neighborhood 
peace," and they "raise clouds of choking 
dust and pollute the air with exhaust from 
their inefficient engines." 

The motion also stated that "they are 
ineffective because they merely relocate debris 
from one property to another, thereby shifting 
one property's waste to another person's 
property where it is blown back by either the 
wind or another leaf blower." 

Braude also noted in his motion that the leaf 
blowers "raise clouds of pollen and insecti-
cides, with injure persons with respiratory 
problems, and they blow dust and grit through 
open windows and under doors, into homes." 
Councilman Braude stated that many people at 
home need "relative quiet," and that banning 
the machines "could at long last facilitate the 
enforcement of this often violated part of the 
City's noise ordinance." 

His motion suggested that the ban would allow 
any Los Angeles police officer to cite the 
operators, which would allow the city's 
"specially trained and equipped noise-abate-
ment team to concentrate its limited enforce-
ment hours on other, more complicated 
enforcement tasks." 

The city's Municipal Code allows leaf blow-
er to emit no more than 65 decibels of noise 
measured at a distance of 50 feet. 

Braude cited a U. S. Environmental 
Protection Agency study published two years 
ago in Air Quality Week magazine, which 
stated that one hour's use of a leaf blower 
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produces as much volatile organic compound 
pollution as 100 miles of driving an automo-
bile. According to Braude, this is evidence 
that leaf blowers are more serious polluters 
than cars, since no one can legally drive 100 
miles in an hour. 

In 1986, Los Angeles City Council rejected 
a proposed leaf blower ban by a 6-6 vote. In 
1990, the Council rejected Braude's less 
sweeping plan by an indentical vote. In a 
news release issued by his office, Braude 
expressed disappointment in the industry's 
efforts to produce quieter equipment. 

"We have waited for years for the manu-
facturers of leaf blowers to produce equip-
ment which would comply with our law," he 
said. "We are still waiting. It's time to stop 
waiting and start acting, to protect the people 
of Los Angeles from the noise and pollution 
these devices create." 

California Nursery Sales 
Kept Booming in 1994 
The California Association of Nurserymen 
reported that the state's 1994 retail nursery 
sales reached an all time high with a 4 percent 
increase to $4.5 billion. This figure is almost 
double the percentage from 1993 and 
represents nearly 20 percent of all nursery 

retail sales in the United States. 
The state's wholesale production equalled 

26 percent of national sales and is the state's 
fourth largest farm product, behind milk, grapes 
and cattle. John Chiapelone, president of CAN, 
explained that the figures indicate a slow but 
steady recovery of California's economy. 

Nittany lions Become 
landscape Ornaments 
An unusual partnership between graduate 
students and a landscape ornament supplier 
has resulted in the marketing of a 100-
pound, concrete version of the famous 
Nittany Lion, mascot of The Pennsylvania 
State University. 

The ornaments, which are modeled on the 
university's 13-ton original, are the result of 
a program initiated by the school, in the new 
Entrepreneurial Market Research Services 
Center. 

EMRSC was the impetus that brought two 
graduate students and a firm called CC+ to 
collaborate on the design, production and 
marketing of the lion mascots. It is the first 
landscape art produced from EMRSC's pro-
gram, but may soon be joined by similar 
mascots for other Big 10 universities, say the 
participants. 

Conference Provides 
Research Funding 
The 42nd annual Rocky Mountain Turf Con-
ference, which will be held December 6 through 
8 in Denver, is expected to generate additional 
research funds for the RM Turfgrass Research 
Foundation. Since 1988, the foundation has 
awarded more than $184,000 for research. It 
awarded $25,000 in grants to four professors 
at Colorado State University in 1995. 

NAA Sets Tree Care Sales, 
Coathing Seminars 
Four seminars for the sales and coaching of 
tree care owners, managers and sales people 
have been set for January, 1996, by the 
National Arborist Association. They are 
scheduled for San Francisco, Calif., on 
January 6; Rockville, Md., on January 13; 
Armonk, N.Y., on January 20; and Milwau-
kee, Wis., on January 27. 

The one-day seminar, which is based on 
Hal Becker's book, Can I Have 5 Minutes of 
Your Time?, will debut at the TCI Expo '95 
in Indianapolis, Ind. Successful selling, sales 
management and motivational techniques 
will be covered. Contact NAA for more 
information at 800/733-2622. • 
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For more information 
ALCA 
12200 Sunrise Valley Drive 
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AAN/NLA 
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Washington, DC 22091 
202/789-2900 
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4401 Connecticut Ave. 
Washington, DC 20008 
202/686-2752 
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1000 Johnson Ferry Road, 
NE, Suite C-135 
Marietta, GA 30068 
800/458-3466 

PLNA 
1924 N. Second St. 
Harrisburg, PA 17102 
717/238-1673 
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Columbus, OH 43215 
614/645-3153 

NEW DIRECTOR of landscape services for 
the American Association of Nursery-
men is Warren Quinn. He will serve as ad-
ministrator of the National Landscape Asso-
cation, replacing Abby Ruden, who will fo-
cus on the Horticultural Research Institute. 

Quinn will coordinate AAN activities re-
lating to professionals' use of plants in the 
landscape. He brings experience in his 
family's landscape design/build company to 
the position. He is a Certified Professional 
Horticulturalist and has been a practicing 
attorney since 1992. 

Robert Dolibois, executive vice president 
of AAN, noted, 'Warren brings a strong 
package of skills and experience to AAN 
and NLA. His hands-on landscape back-
ground, professional legal skills and market-
ing and design abilities will enhance the 
value that landscape professionals receive 
from membership." 

AAN also reported that Lawrence Bach-
man was elected to its Nurserymen's Hall of 
Fame at its recent convention held in Minne-
apolis. Bachman, who is retired from Bach-
man's Inc. in Minneapolis, started working 
for the family business in 1938. 

The Professional Lawn Care Association 
of America reported that it has added a 
40IK retirement plan option for its members. 
Retirement Plan Strategies Inc. will provide 
the benefit, which is called "Retirement 
Trust Funds." 

Susan Spiller, program director for the 
company, explained that the benefit "com-
bines attributes normally available only to 
large companies with the expanded admin-

istrative conveniences needed in smaller 
companies." She noted that the plan in-
cludes investment choices, straightforward 
retirement plan choices (40IK and/or profit 
sharing), employee services, minimized 
administrative burden and competitive costs. 

In other news, PLCAA announced that 
mid-term and final exams for the Certified 
Turfgrass Professional designation will be 

(continued on page 22) 
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Association News 
(continuedfrom page 19) 

offered for the first time at PLCAA's Confer-
ence in Fort Worth, Texas, which will be held 
November 12 through 16. A representative 
from the University of Georgia will ad-
minister the certification exams for those 
candidates ready for mid-term or final tests. 
They will be held Tuesday, November 14 
from 4 to 7 p.m. Preregistration is required 
through the university. Contact PLCAA for 
more information on testing or enrolling in 
the program. 

October is not too soon to plan to attend the 
1996 Student Career Days, according to the 
Associated Landscape Contractors of 
America. The event will be held March 21 
through 24 at the Embassy Suites Hotel and 
California Polytechnic State University in San 
Luis Obispo, Calif. The group has planned 20 
competitive events ranging from plant identifi-
cation to installation techniques, which are 
available for sponsorship. 

In related news, ALCA announced tentative 
1996 dates for its Masters of Management for 
the Landscape Industry seminars. They are: 
February 16-17 in Atlanta, Ga.; March 1-2 in 
Chicago; and March 15-16 in Denver. 

Grand award winners in ALCA's Envir-
onmental Improvement Awards for interior 
have been announced. They are: Environ-
mental Care Inc., Calabasas, Calif.; Heroman 
Services, Baton Rouge, La.; Orkin Plant-
scaping, Knoxville, Tenn., and Carrollton, 
Texas; Plant Design, San Francisco, Calif.; 
Raimondi Horticultural Group Inc., Ridge-
wood, N.J.; Rentokil Environmental Ser-
vices — Washington, Burtonsville, Md.; 
Rentokil Inc., Ft. Lauderdale, Fla.; Rentokil 
Inc. — Tropical Plant Services, Buffalo 
Grove, 111.; Rentokil Inc./Primescape, Ft. 
Lauderdale, Fla.; The Plantworks, Las 
Vegas, Nev.; and Valley Crest Landscape Inc., 
Calabasas, Calif. 

The Penn Allied Nursery Trade Show drew 
nearly 6,500 people to its new location in 
Fort Washington, Pa., reported the Pen-
nsylvania Landscape and Nursery 
Association. The increase in attendance 
included attendees and exhibitors, bringing 
the new total to more than 900 booths. 

In other news, PLNA awarded a life mem-
bership to J. Franklin Styer. He received his 
Ph.D. in botany in 1930, after becoming sole 
owner of his family's nursery in 1924. Dr. 
Styer helped to create several professional 
organizations, including the National Land-

scape Association. He has received many 
awards for his work in a number of industry 
organizations. 

The American Society of Landscape 
Architects elected Donald Leslie as its 
president-elect for the 1995-1996 year. He is 
an associate professor of landscape architec-
ture at The Pennsylvania State University. 
Leslie will be installed as president at the 
1996 annual meeting in Los Angeles. 

ASLA also reported that it is developing a 
homepage for the World Wide Web. The 
homepage, which is called LandNet, was 
scheduled to debut at ASLA's annual meet-
ing this month. New features in LandNet 
will include discussion groups, a file library 
of CAD details, links to other homepages for 
landscape architecture and subscriptions to 
the United States Department of 
Commerce's daily publication listing all 
federal contracts. 

The Ohio Compost Producers Associa-
tion reports that representatives have met 
with representatives of the Ohio Environ-
mental Protection Agency to discuss 
proposed quality standards for composts 
produced in Ohio. The schedule calls for 
filing of rules by April of 1996. • 

They Own the House... 
Chances are, they also own the lawn. Homeowners represent your best pros-
pects for new business. Reach more of them with Metromails Homeowner lists, 
including names, addresses, and even phone numbers. 

Metromails Homeowners have demonstrated levels of income and are credit-wor-
thy; in short, excellent potential new customers. 

So don't just advertise, get your message out to the people who need your service. 
Give us a call - we'll handle the introductions. 

1-800-523-7022 
Metromail 
AN R . R . D O N N E L L E Y & SONS COMPANY 

Smal l ad. 
B ig so f twa re va lue. 

S 
c 

C o m p u S c a p e s is t h e p r o v e n 
va lue leader in lawn and land-
s c a p e m a n a g e m e n t sof tware. 
Comprehens ive and easy to learn, 
C o m p u S c a p e s sof tware prov ides 
power fu l prof i t -bui ld ing benef i ts . 

• J o b Cos t ing 
• Rout ing & Schedu l ing 
• Es t imates & Worko rde rs 
• C o m p l e t e Accoun t ing 

CompuScapes 
2653 Gravitt Rd 

Duluth, GA 30136 
(404) 447-5858 



M O T E S 

Project Summary 
The Project: 

Landscape Company: 

Designer: 

Size of Property: 
Man-Hours to Construct: 

Number of Plants Installed: 

Lake Erie Renovat ion 
The W e b b Residence 
Yardmaster Inc., Painesville, O h i o 
Kurt Kluznik, president 
M ike l McLaughl in, registered 
landscape architect 
Approximately 1 / 3 acre 
Approximately 1 , 0 0 0 + man-hours 
Approximately 3 0 0 + plants 

Arbors became a unifying element 
to enliven the home's front and to 
enhance various backyard patios 
on different levels of the cliff. 
Photos: Yardmaster Inc. 

DESIGN CHALLENGES: Growing up; I occa-
sionally heard the expression "making a silk 
purse out of a sow's ear." As a landscape 
architect, I was never able to fully appreciate 
the meaning as much as I did with this home's 
transformation. 

A typical project for our design/build firm 
is a client with a big, new, beautiful home 
who wants it enhanced. When the Webbs 
came to me and asked me to look at a lake-
front home on the Lake Erie shoreline they 
were thinking of purchasing, I eagerly ac-
cepted, as I love working on lakefront sites 
and we had done substantial work on their 
single-family condominium. 

Arriving on site, I was disappointed at 
first. The front of the house looked like a 
double garage with a couple of rooms tacked 
on the sides. The back and side yards were a 
series of concrete block walls and steep 
slopes that were nicely mown. The inside, 
although cozy with big picture windows to 
the back, had no view of the lake. 

I asked the Webbs about their expectations 
and I soon saw light at the end of the tunnel. 
They wanted to renovate the house similar to 
homes they had seen along the Eastern sea-
board. Their ideas included clearing most of 
the trees in back to regain a view of the lake, 
renovating the lower level into a master bed-
room suite, adding a big deck in back and 
relandscaping the front. 

THE SOLUTION. An initial design concept 
grew out of these desires. To provide a basic 
character to the house, we designed a series 
of arbors and a paint scheme of bayberry, 
soft tan and a cream. Decks and steps would 

wrap around the side and lead to a patio off 
the lower level, being careful not to block 
light or views to the interior of the house. 

To improve the lake view and make it more 
accessible, a series of steps and boardwalks 
would lead to a path to the beach. We would 
selectively clear and trim a view through the 
trees to frame a view of Lake Erie. Plantings 
were designed to provide privacy, dramatic 
seasonal interest and soften the lines of the 
architecture. Lawn areas would be kept to a 
minimum with the owner's bum knee in mind. 

Looking at all the costs of renovating 
inside and out, their budget definitely came 
into play. A 3- to 5-year phasing plan seem-
ed logical to achieve their goals, so we estab-
lished a budget for the outside and decided 
that the initial priorities included: 

• Carving out a view of the lake 
• Building the initial arbors and foundation 

plantings in front 
• Building a viewing deck 
• Providing safe and easy access to the lake. 
The front arbor was a very important feat-

ure as it not only took away the dominance 
of the double garage doors, but it also estab-

lished a light, airy theme and gave the home 
some style and curb appeal. Off the sun-
room, we extended another arbor and deck 
wrapping around to a future pass-through 
window to the kitchen. 

Complimenting three large sunburst honey 
locusts and a forsythia hedge in front, we 
planted wisteria, rhododendrons, little 
princess spirea, daylilies, blue princess holly, 
liriope, bay magnolias, burning bush and 
another forsythia hedge. 

In back, where there once had been grass 
that was mown weekly, we decided to let the 
hillside and lower lake plain return to a nat-
ural state with a boardwalk and steps mean-
dering through the meadow grasses. 

LOWER PATIO. Soon after the completion of 
the first phase, we sat down and discussed 
the project. The Webbs were thrilled with the 
initial phase of construction and they imme-
diately went ahead with the first part of the 
lower patio. The caring, friendly attitude of 
the foremen and crew played a major part in 
instilling this level of confidence in the 
clients. The steady flow of compliments 

from friends, neighbors and 
passers-by didn't hurt either. 

The lower patio became the area 
of concentration in the next couple 
of phases. We covered up the block 
walls with painted shake shingles, 
added retaining walls to create a 
terraced area for the patio exten-
sions and extended the spindle rail 
from the deck and steps around the 
top of the wall. The patio pavers 
were chosen to match the soft pinks 
and grays and the rounded charac-
ter of the lake gravel, which was 
brought up from the beach and in-
corporated as a mulch. 

Five more arbors and overheads 
that we designed and built carried 
the airy arbor theme around the 



side and back yards. They were designed to 
provide a sense of entry, add shade, create a 
sense of enclosure and block views for 
privacy. The most dramatic arbor is one of the 
focal points of the patio. It has a graceful arch 
that frames a lion's head sculpture and blocks 
the neighbor's view of the patio. 

Incorporating garden ornaments like the 
lion's head into the garden was quite 
endearing to the heart of the lady of the 
house. Numerous old stone and sculptural 
pieces were dramatically integrated into the 
landscape. They include a huge stone bird 
bath that we turned into a fountain, "Sara's 
head" (an old half-carved block of stone with 
the face of an inquisitive child), several ani-
mals, a variety of keystones and cornerstones, 
an old grindstone, a hand-carved stone hitch-
ing post, an old metal lamp post and a 10-
pound meteorite that was handed down 
through several generations in the family. 
Each object became a fitting focal point for its 
site as it was tucked in among appropriate 
plantings. 

A recent addition to the landscape is a side 
patio off the sunroom arbor. This cozy spot 
became a show piece for some of the smaller 
garden ornaments, with the old metal lamp 
post as a centerpiece. The patio was built to 
provide a special transitional space with a 

view of the lake. It also eliminated the last 
steep hard-to-mow slope. Construction 
necessitated a timber retaining wall, 
rerouting drainage and extending the spindle 
fence. The actual patio was built of bluestone 
edged in rounded pavers and framed with a 
dwarf evergreen collection. 

Complementing all these arbors, patios and 
sculptures are mostly the same palette of 

Patios extend from the house down the cliff, 
where trails take visitors right to Lake Erie's 
shore. Judicious planning gave the owners 
dramatic lake views, as well as several 
usable outdoor areas around the home. 

plants that we used out front, with a variety 
of additional perennials, grasses and ever-
greens. We slowly started adding more var-
ieties of perennials as the project progressed, 
so that the client would get to know and 
properly care for each type of plant. 

Now, the Webbs have the "perennial fever," 
and we're adding layers of beds out front to 
work in more and more varieties of perenni-
als, as well as more evergreens and sculpture 
pieces. 

The major focus of the Webb's landscape 
project initially was to achieve a dramatic 
lake view. Fairly quickly, outstanding views 
of Lake Erie from almost any place in the 
house, decks or patios became a reality. 

However, even more impressive are the 
site's interior views that were developed over 
the last couple of years with arbors, sculp-
tures, patios and lush, colorful plantings. — 
Mike I McLaughlin • 

The author is a registered landscape archi-
tect with Yardmaster, Painesville, Ohio. 

SPS Consulting 
Mr. Accountant is the time proven, com-

plete business management system 

Invoices • Statements • Proposals • Job 
Costing • Job Bidding • Truck Schedul-
ing & Routing • Plant/ Chemical/ Irriga-

tion Parts Databases • Inventory Reports 
• Equipment Maintenance • Lead Track-

ing & Marketing • Full Featured Inte-
grated Accounting System * user 

Friendly Menu Driven Interface* Customi-
zation and Multiuser Version Available • 

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

application and irrigation companies 
Serv ing the green industry since 1 9 8 7 

m SPS Consult ing 
1032 Raritan Road 

Cranford. NJ 07016 
(800)272-1398 

Fax: (908)272-8729 
Call for FREE Demo Disk! 

Pssst! Look here! 
H e r e ' s a n o f f e r y o u 

c a n ' t r e f u s e ! 

W e ' v e g o t t h e 
# 1 Windows™ 

software program for 
lawn care companies. 

tfs Wfi lAWff l and it's kÒT! 
It s e l l s f o r $ 1 , 8 9 5 b u t w e ' v e g o t a 

s p e c i a l d e a l f o r t h e f i rs t 1 0 0 
c o m p a n i e s b u y i n g f r o m t h i s a d . 

The First 100 Pay Only $595! 
A n d y o u g e t a 3 0 day , 
n o q u e s t i o n s a s k e d , 

money back guarantee! 
Don't Miss Out! Call Today! 

W E L C O M E T O 
T H E 2 1 S T C E N T U R Y ! 

T H E F U T U R E O F 
L A W N C A R E C O M P U T I N G ! 

DK ENTERPRISES 
P.O. Box 1070, Pocono Summit, PA 18346 

( 7 1 7 ) 8 3 9 - 1 9 5 0 
F A X : ( 7 1 7 ) 8 3 9 - 1 9 0 4 

COMMERCIAL 
MOWER 

REPLACEMENT 
PARTS 
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3 
Large »election of parts f o r 

Commercial lawn care Chainsaws 
equipment Trailers 

Lawnmowers Trimmers 
Parts include: 

(over 3500 parts) 
Blades Casters 
Beits Tail lights 

Filters Sparkplugs 
Pulleys Mufflers 

Monofilament line Engine parts 
Bearings Chain 

Oil Tires 
Catchers 

Free Catalog * Fast Delivery by UPS 
Call: 1-800-521-6848 * Fax: 810-477-1340 

RECREATIONAL LEISURE CORP. 
30717 W. T E N MILE RD. 
FARMINQTON, Ml 46336 

Quality parts since 1971 



A T R A D E S H O W P A S S I J T 

G R E E N I N D U S T R Y E X P O 
T h e N a t i o n a l E i p o f o r L a v n & L a n d s c a p e P r o f e s s i o n a l s ! 

Port W o r t h / T a r r a n t Counts Conven t i on Cente r 
t i l l H o u s t o n S t r e e t , Fort Wor th , T e i a s 

W e d n e s d a y N o v e m b e r 1 5 . 1 9 9 5 

$ 1 5 
V a l u e / v Bring this pass with you November 15, 

and attend GIE FREE! 
TRADE SHOW PASS • $ 1 5 VALUE 
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GREEN INDUSTRY EXPO 
Fori W o r t h / T a r r a n l County Convention Center 

1111 Houston S t r e e t Fort Worth, Texas 
770 /973 -2019 

November 15 & 16 
ATTEND GIE FREE! 

Bring th is c o m p l e t e d p a n v i l l i 900 and e x c h a n g e f o r a name b a d g e : 

l a m e : 
Company 
Address . 
City: 
Phone: _ 

Sta l e : 
Pax: 

Zip: 

1) Tour p r i m a r y job f u n c t i o n : 
• O v n e r / P r e i i d e n l 
• M a n a g e r / S u p e r v i s o r 
• S a l e s / M a r k e t i n g 
3 O p e r a t i o n s 
• S t u d e n t 
• Other 

2 ) I n d i c a t e s e r v i c e s c u r r e n t l y o f f e r e d by your company or d e p a r t m e n t 4 
s e r v i c e s to be e x p a n d e d : (Check a l l Iba i a p p l y ) 
C u r r e n t l y Prov ide Plan to provide 

• M a i n t e n a n c e L a i n / L a n d s c a p e O 
• Chemica l Pes t Cont ro l 4 Per t . O 
• I n s t a l l a t i o n of L a n d s c a p e O 
3 Design 4 Build L a n d s c a p e O 
• S e a s o n a l Color I n s t a l l a t i o n O 
3 B a r d s c a p e I n s t a l l a t i o n G 
G Snow Removal G 
G i r r i g a t i o n I n s t a l l a t i o n G 
G m i d i t o w e r P l a n t i n g s G 
G Outdoor Lioht ing G 
G Equ ipmen t S e r v i c i n g / S a l e s G 
G N u r s e r y / G a r d e n C e n t e r G 
G A r b o r S e r v i c e s G 
O O t h e r O 

3) Annua l v o l u m e or budge t s i t e : 
G Under S100.000 
G S100.000 5249 ,999 
G 5 2 5 0 , 0 0 0 $ 4 9 9 , 9 9 9 
O 5 5 0 0 , 0 0 0 5 9 9 9 , 9 9 9 
G 51 mi l l ion - 5 2 . 9 mi l l ion 
G 53 mi l l ion $6 .9 mi l l ion 
G 5? mi l l ion a n d above 

4) T o u r ro le in p u r c h a s i n g e q u i p m e n t , s u p p l i e s , or s e r v i c e s lor your 
c o m p a n y : 

G P ina l Dec i s ion 
G Recommend 
G No ro le 
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* Industry'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. 
* Outdoor Equipment Demonstration "drives home" the sale. 
* Three national educational conferences. 

For information OD educational conferences 
held in conjunction with GIF,call or FAX the sponsor of your choice. 

Trade Show registration is free to conference attendees. 
Trade show-only registration is available on-site for $15 per day 

Tuesday k Wednesday, November 14 & 15. 
GIE Sponsors: 

Professional Lawn Care Association of America (PLCAA) 

Green Industry Expo/95 
The Nat ional E x p o for Lawn & L a n d s c a p e P r o f e s s i o n a l s 
November 13 16,1995 * Fort Worth, Texas 

Fort Worth/Tarrant County Convention Center ^ p 

Tell Me More About GIE! 

Phone: 404/977-5222 A FAX: 404/578-6071 

Associated Landscape Contractors of America (ALCA) 
Phone 703/620-6363 A FAX 703/620-6365 

Professional Grounds Management Society (PGMS) 
Phone: 410/584-9754 A FAX: 410/584-9756 

E H Send information on eihibiting E U Send conference information only 
GIE, 1000 Johnson Ferry Rd. NE, Sulle C135. Marietta, GA 30068-2112 
Phone 404/973 2019 FAX 404/578-6071 
Name: 
Title: 

Address: 
Qly/Stale/Zip: 
Phone: FAX 
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Neither rain, 
nor snow, nor 

hot glaring sun 
could keep many 

enterprising 
contractors from 
growing their 
businesses this year 
A good economy 

and customers' 
growing awareness 
of quality have 
made the difference 
for many owners. 

By Susan Gibson 

"CREAM RISES to the top," said one industry insider of this year's business. 
He pointed out the many opportunities that presented themselves for lawn 
and landscape contractors willing to work hard at customer service, business 
management and marketing. 

'The best sales increase year in our history" is how John Rowland, 
president of Mallscapes, Dallas, Texas, described this working season. His 
interior and exterior contracting firm isestablished in 22 different cities in 11 
states. This year, it experienced a 20 percent increase in sales and nearly a 100 
percent improvement in profitability. He attributed the growth to being 
located in high-growth markets and the resurgence of the real estate market 
in the Southwest. 

While not all landscape contractors reported such healthy growth, most are 
decidedly positive about the remainder of 1995 and their prospects in 1996. 
Many have shown healthy, moderate rates of growth and perceive that their 
customers are finally understanding that quality work is as important as price. 

WEATHER INFLUENCES. Every year, the weather brings its special surprises 
to the landscape industry. This year has been remarkable for being both too 
wet and too dry. After years of drought in California, unusually heavy rains 
last winter caused some flooding in general, but did much to relieve the 
chronic water shortages. 

Contractors have found ways to take advantage of the weather's severity. 
RobZolezzi, vice president of L&L Landscape Services, Santa Clara, Calif., 
reported that the record rainfall filled local water reservoirs and ended several 
years of landscape water restrictions. As a result, his maintenance customers 
felt free to add flowers and new plantings once again to landscapes. 

"After suffering seven years of drought, we practically did dances in all the 
rain last winter," he noted. "Our landscape work grew to almost three times 
its normal level (to nearly $2 million in 1995), while maintenance remains 
nice and steady." 

In the East, the drought has meant a cutback in the need for mowing 
services, dormant lawns, stress on ornamentals and trees, delays in planting 
and the emergence of many turf diseases and weeds. It has left large areas of 
the East as much as 12 to 14 inches under normal rainfall totals. Other areas 
experienced hot, humid weather which served as an incubator for diseases. 

Mike Scian, president of Scian's Landscaping Inc., Berlin, N.J., mailed 
seeding and aeration proposals by early September with the anticipation of 
renovating several lawns before the end of the month. "We hope to get our 
residential customers done early, then do our commercial customers without 
irrigation during October." 

He explained that the drought cut back his mowing maintenance work by 
approximately 5 percent to 7 percent, but expects to pick up more business 
by grow-ing his landscape installation department. His overall sales have 
grown between 8 percent and 10 percent this year, and he expects more 
growth next year (from 10 percent to 15 percent more). 

ECONOMIC IMPACT. Dick Brickman, president of The Brickman Group 
Ltd., Long Grove, 111., noted that while the landscape market is still growing, 
"construction continues to be a challenge." His firm, which has 40 branches 

Full Steam 
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in the East and Midwest, reported 
that the glut of office space in vari-
ous markets is starting to be ab-
sorbed and that many clients are 
renovating existing landscapes. 

"Although some areas are grow-
ing faster than others, the land-
scape market is doing well," Brick-
man noted. "However, the build-
ing industry is somewhat spotty." 

He stressed that both the land-
scape design/build and mainte-
nance markets are dependent on a 
growing construction industry. 
"Design/build is responsive to the 
construction industry. New, large 
corporate campuses are so few" 
compared to a few years earlier, 
when government tax and spend-
ing policies made it more feasible 
to build that type of commercial 
property. "I think it will be three or 
four years before building comes 
back to its previous levels. People 
are building now only when it 
makes sense," he said. 

Landscape maintenance, too, 
grows proportionately with the 
amount of new building, Brickman 
explained. The limited number of 
new projects makes competition 
more fierce. In the face of such 
strong competition, companies that 
are better in business, horticulture 
and service will be the ones that 
continue to grow, he predicted. 

One area still basking in the glow 
of new construction is Denver, ac-
cording to Allen Keesen, president 
of Allen Keesen Landscape, Den-
ver. Although major projects like 
Coors Field and the area's giant 
new airport are finished, they have 
had an impact on commercial 
growth in nearby areas. As a result, 
"Larger companies are purchasing 
acreage surrounding the airport and 
it's generating some excitement" 
concerning future landscape pro-
jects, he reported. 

In Rowland's markets, the re-
bounding effect of commercial real 
estate and the construction or reno-
vation of large, regional malls has 
led to a surge in landscape invest-
ments. For Mallscapes, this means 
ajump in interior landscape installa-
tions and subsequent growth in both 
interior and exterior maintenance. 

While the interior market in gen-

eral has shown some consolidation 
over the past few years, he feels the 
tougher competition right now in 
his markets is in exterior mainte-
nance. "There are a lot more con-
tractors in this area," he pointed out. 

PRICE VS. QUALITY? Price pres-
sures also drive the markets in which 
Yardmasterlnc., Painesvi lie, Ohio, 
competes. According to Kurt Kluz-
nik, president, many customers are 
looking beyond price for quality 
work. "We can't compete on price, 
although some people buy that way. 
We look forclients who have a low 
price horror story to tell." 

Prices for landscape maintenance 
have held steady for several years 
in the local markets, said Michael 
Branch, chief operating officer of 
DuBrow's Nurseries, Livingstone, 
N.J. He added that there continues 
to be plenty of price undercutting. 
To counteract that, DuBrow's is 
able to compete by offering a wide 
range of services. 

He noted that many of this com-
mercial clients are smart buyers and 
"know the cost of paying too little" 
for maintenance services. His up-
scale residential customers are ei-
ther previous customers or refer-
rals, and "price is not a leading is-
sue" with them. 

George Gaumer, national sales 
manager-commercial services for 
The Davey Tree Expert Co., Kent, 
Ohio, agreed. "The upscale resi-
dential customer is more concerned 
with convenience, company repu-
tation, the crew's appearance and 
the level of professionalism." 

He noted, " Whi le some commer-
cial customers are still inclined to 
bid work on a routine basis, others 
are more incl ined to find a vendor that 
they are comfortable with and con-
tinue that relationship. Obviously, 
those that deal more on a relation-
ship rather than a bid basis are pre-
ferred by most contractors." 

For Sandra Weaver, president of 
Albuquerque Grounds Mainte-
nance, Albuquerque, N.M., the les-
sons of loyalty are more important 
than ever. Her market is experienc-
ing a bui Iding boom with much com-
mercial landscape construction and 
an equal amount of competition. 



"The key is loyalty building and 
consistent quality," she noted. "Bal-
ancing a budget while maintaining 
quality is always a challenge." 

She makes a practice of working 
with the client to find the program 
that fits the client's needs. Com-
petitors occasionally butt into the 
process, however. "I've had to sell 
against companies that have taken 
my proposal and simply lowered 
the figures on the line items," 
Weaver recalled. She responds by 
stressing her company's track 
record and quality reputation. 

LONGER CONTRACTS. Scian has 
found that some local commercial 
customers are extending contracts 
out to three years. He noted that 
many clients "seem to be happy 
with their contractors and are not 
looking to move. The contract times 
are getting longer and there is less 
turnover. Ifa contractor meets their 
demands for quick service, the cli-
ent will not want to change." 

The long-term contract is grow-
ing with popularity for contractors, 
who often bill customers on a 
monthly basis. Dale Elkins, divi-

sion vice president for ISS Land-
scape Management Services, Or-
lando, Fla., pointed out that the 
long-term contracts his firm has 
with local resorts give them the 
edge in finding ways to enhance 
services. "We set ourselves up for 
good enhancement money through 
client's upgrading of their sites." 

While prices, quality work and 
competition are topics dear to the 
heart of every contractor, many of 
their customers have a hard time 
differentiating one from another, 

Mowing 
continues to 
be an area of 
growth for 
contractors. 
In many 
markets, 
mowing is 
extremely 
competitive 
and 
sensitive to 
price wars. 
Photo: 
Ransomes 
America 

Kluznik said. This applies to both 
residential and commercial custom-
ers, but it is changing. 

The continuing practice of using 
price as the final decision maker 
may eventually change as custom-
ers become more educated about 
the industry, Kluznik pointed out. 
"As an industry, we have to find 
ways to help the customer differen-
tiate between the unprofessional and 
the professional contractor. Certifi-
cation is a movement that has the 
potential to help both the customer 

and the professional landscape con-
tractor. It shows that the contractor 
is committed and professional." 

ACCEPTING REGULATIONS. As 
the industry moves toward greater 
acceptance of certification, it has 
learned to appreciate the impor-
tance of safety regulations for both 
equipment and pesticides. 

"The industry can deal with 
safety regulations, as long as gov-
ernment doesn't handcuff us," said 
Paul Hoffman, sales manager for 
Lange-Stegmann Co., St. Louis, 
Mo. "The regulations bring a level 
of professionalism and environ-
mental safety to the industry. The 
companies that bring their opera-
tions into compliance with these 
regulations will be the survivors. 
The dinosaurs will be the ones not 
incompliance." 

Hoffman also noted that the level 
of training programs, certification, 
the use of uniforms, licensing and 
horticultural education have im-
proved the quality of landscaping. 
"The public is more demanding of 
quality, and good companies have 
lots of growth potential." 

Sure-loc Aluminum Edging 
"Edge with the Best for Less" 

Factory Direct Savings 

Benefits: 
Never rust like steel edging 
Never rots like wood products 
Never becomes brittle like plastic 

Colors: Natural Aluminum, Black, or Green 
Sizes: 1/8" & 3/16" Thickness - 4" & 5.5" Depth 

8' , 12', 16' Lengths - 8' Length Shipped UPS 

New Products! Call 1 800 787-3562 
1. Sure-loc L-Edge Paver Restraint 
2. Wolverine Indestructible Spades 

A-5482 144th Ave. Holland, MI 49423 

EH-12 HEAD 

o 

EH-12 EMITTER 
FILTER A BETTER IDEA BY DESIGN 

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

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

10910 Wheat lands Ave. 
Santee,CA 92071 

I O N 619 562-3100, 800 770LS0N 
FAX: 619 562-2724 

OLSON 
IRRIGAI 
SYSTEMS 



Safety regulations on the design 
of landscape maintenance equip-
ment are also having their affect, 
noted Rick Rodier, marketing man-
ager for contractor equipment and 
services, The Toro Co, Minneapo-
lis. "I see more and more enforce-
ment of safety components on 
equipment. More operators are us-
ing seat belts, for instance." 

NO GROWTH LIMITS. Not every-
one has reported that this is a banner 
year. Some contractors in slow 
growing markets have found that 
it's still tough to remain competi-
tive and profitable at the same time. 

However, many feel that there 
are no limits to growth if the busi-
ness constantly strives for improve-
ment, good customer service and 
quality work. 

"Our biggest challenge will be 
putting together support systems to 
manage our growth as we expand 
into new markets," Rowland com-
mented. "I want to redo our system 
for keeping up with our complex 
scheduling, as well as get a good 
hold on our record keeping." 

"One of the major influences 

coming in our industry is the fact 
that a lot of in-house operations 
will be going out-of-house," said 
Brickman. "There is a significant 
amount of work in government and 
commercial areas that was histori-
cally done in house. If it becomes a 
trend, it could increase our market 
dramatically, as much as 50 to 60 
percent. There's no question that 
the inside operations are not moti-
vated by profit." 

Rodier sees a more modest boost 
of around 10 percent if municipali-
ties privatize. "We see more oppor-
tunity opening up for the industry 
in general, and especially the top 
group ofcontractors, to get involved 
with this work." But it also brings 
new challenges, he explained. 

"It means a new world of equip-
ment and equipment headaches 
when a contractor realizes that his 
walking mowers are not as produc-
tive on the larger properties. He'll 
have to get the right kind of equip-
ment, then learn to operate and ser-
vice it. He may also worry about 
spending the money on equipment 
and then not keeping the account." 

The largest landscape contrac-

tors, who would get much of that 
work, currently are focusing on 
maintaining profitability, he re-
ported. "They can starve off their 
aggressive competitors this way. It 
is a constant challenge because 
they' re bigger and have more over-
head, so they are more vulnerable 
to smaller, sleeker competitors." 

Mid-size companies often are 
more focused on the day-to-day 
operations, satisfying their current 
customers and growing a little at a 
time, Rodier explained. "They want 
to maintain the business they have, 
keep their head up above water, 
keep the customer happy and keep 
the equipment running." 

While they can find and keep 
good labor, most of these owners 
don't have much money to invest 
in training and want equipment that 
is easy to operate with little training. 

Professional companies with the 
best employees are going to see the 
best growth in the future, Gaumer 
predicted. "Some companies are 
blessed with good people and that 
isn't an accident. The companies 
that can recruit, nurture and train 
people will find that it facilitates all 

other things. All our services are 
delivered by people." 

FUTURE CLOUDS? Amid the good 
business that is coming the way of 
lawn and landscape contractors are 
several issues that have yet to be 
resolved. They could potentially be 
troublesome and include: noise and 
power equipment emission regula-
tions, a clampdown on immigra-
tion and continuing efforts on a 
local level to regulate the use pesti-
cides and fertilizers in landscapes. 

The emissions regulation discus-
sion j ust became more heated when 
the Portable Power Equipment 
Manufacturers Association filed 
suit in federal court against the U. S. 
Environmental Protection Agency. 
PPEMA claimed that EPA's deci-
sion to approve California's tough 
Tier II emission regulations vio-
lates the Clean Air Act because the 
agency did not conduct a compre-
hensive analysis of technical and 
economic feasibility of the regula-
tions before it approved them (see 
page 14). 

The situation concerning immi-
(continued on page 7H) 
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Toro ProLine parts 

POWER EQUIPMENT 

Fort Wayne, IN 
219-432-9438 

Toll Free 
800-307-2114 

INTRODUCING ANTI-FREEZE FOR 
SPRINKLER SYSTEMS. 

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

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

Freeze-Clik installs easily and comes with a five-year warranty. 
It also comes from Glen-Hilton Products, inventors of Mini-Clik, the 
best-selling rain sensor in the world. For the nearest distributor, call 
800-476-0260or 804-755-1101 world- E R F F 7 F - P I \ U 
wide The cost is so reasonable, it'sa good S ^ ^ ^ S ^ 
way to break the ice with any customer. Become ice Makers. 
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Hydroseeding is one add-on service that is growing in popularity with 
many lawn and landscape contractors. Photo: Reinco Inc. 

Customers, 
market forces 
and new 
equipment create 
value-adding 
opportunities. 

By Paul Schrimpf 

THE SHARP, hard-working lawn 
and landscape contractor is always 
on the lookout for new ways to 
service customers and grow busi-
ness. Whether from the develop-
ment of new, cutting edge equip-
ment, changes in the market, 
weather extremes or customer de-
mands, adding on services is a natu-
ral outgrowth of the entrepreneur-
ial spirit that has given rise to many 
successful operations. 

Most times, the new service is a 
little gravy on the steak; occasion-
ally, it becomes the steak itself. 
There's little doubt, though, that 
add-on services help keep busi-
nesses strong by creating new av-
enues for profit, and result in greater 
customer sati sfaction. 

IN DEMAND. The biggest reason 
for adding on a service is, of course, 
because it's what the customer 
wants. Usually, it starts out as a cour-
tesy service to a few valued clients. 
Then, if enough customers buy into 
a specific program, the service can 
evolve into a regular part of the 
company menu. 

"More contractors are looking 
for other ways to increase the size 
of their businesses," said Rick Ro-
dier, marketing manager of con-
tractor equipment and sales for The 
Toro Co., Minneapolis. "I'll ask a 
commercial cutter what he does 
and he'll say that he cuts and plants 
shrubs and trims trees. So I'll say, 
'Sounds like landscape contract-

ing,' but he'll say, 'No, I'm a cut-
ter.' More contractors are getting 
into the industry with a business 
background, or they're smart 
enough to learn that if they're mow-
ing a property, it wouldn't take 
much more effort to do other things 
on the property, too." 

Sandra Weaver, president of Al-
buquerque Grounds Maintenance, 
Albuquerque, N.M., said the com-
pany entered the world of exterior 
landscape design and construction 
upon the urging of a faithful client. 
They had been doing maintenance 
on the landscapes of several fast 
food restaurants fora chain, and were 
asked to do a redesign on one of the 
sites. The project was a success, and 
today Weaver estimates that land-
scape refurbishing accounts for 30 
percent of the business. 

Selling loyal, long-time clients 
is the best source of add-on ser-
vices, and many clients are more 
receptive than ever to receiving 
many services from one contractor, 
according to Dick Brickman, presi-
dent ofThe Brickman Group, Long 
Grove, 111. "Customers are trying to 
reduce their number of vendors— 
we see it all over the country," he 
said. "The contractor who can pro-
vide or manage more services will 
get more business." 

That also goes for providing in-
terior and exterior services for the 
prepared contractor. John Rowland, 

president ofMallscapes, Dallas, said 
that 25 of the 30 malls the company 
has under contract include both in-
terior and exterior work. 

"We're starting to see the results 
now in our attempts to sell interior 
and exterior services to our clients," 
he noted. "This combination of ser-
vices is a big factor in our growth 
this year." 

Many other services commonly 
mentioned as add-on services in-
cluded mulching, special plantings, 
lawn renovation and aeration. Sea-
sonal color tops the list. 

"Many of our clients want to 
have annual plantings installed in 
the spring," said Damon Scott of 
Ireland-Gannon Associates, East 
Norwich, N. Y. "Five years ago there 
was no market for it at all." 

WEATHER FACTOR. Mother Na-
ture has provided her share of grief 
this year, creating drought condi-
tions in some areas and relentless 
storms in others. Of course, there has 
been a silver lining of opportunity 
for many contractors. 

In New England, where much of 
the area saw only a handful of rainy 
days between the Fourth of July 
and Labor Day, lawn renovation 
and reseeding will be an area of 
additional business, including aera-
tion, seeding and replacement of 
plant materials, according to 

(continued on page 34) 
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es Owned 
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2. The contest is open to licensed lawn and 
% \ p landscape contractors, their employees and 
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^ ^ valid driver's license, and are legal residents of the 
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3. This sweepstakes is not open to employees or the 
families of all sponsoring firms, lawn He landscape 
Maintenance inaga/inc or other G1E Publishing 
Co. publications, and affiliated 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 fonn by sending a postage paid envelope 
to Sweepstakes '95, c / o GIE Publishing, 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 U.S. mail and/or 
telephone. Prize notification returned as undeliver-
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in all matters relating to this sweepstakes. 

11. To obtain the name of the winner of this 
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envelope to "LLM Product Sweepstakes," 4012 
Bridge Ave., Cleveland, Ohio 44113, Attn: Fran 
Franzak. 

completely to qualify. 

Winner will be selected 

December 1995. 



Add-On Services 
(continued from page 30) 

Michael Scian, president of Scian's Lawn Ser-
vice, Berlin, N.J. 

The opposite is true in California, where tor-
rential rains after years of drought have resulted 
in clients spending more on existing landscapes. 
"This year's rains have resulted in lots of extra 
work adding plants to landscapes that did not 
have them (because of water use restrictions)," 
said Rob Zolezzi, vice president of L & L Land-
scape Services, Santa Clara, Calif. 

Florida's frequent tropical storms have cre-

ated a greater need for tree service, according to 
Dale Elkins, vice president of the Florida divi-
sion of ISS Landscape Management Services, 
Orlando. "Tree service is something we are seri-
ously looking into," he said. "With all the storm 
and wind damage in the landscape, we could 
have used more arborists on staff, and more 
available equipment." 

SHARPEN UP. You can fix their lawns, but can 
you fix their lawn mowers? A new add-on ser-
vice idea can provide you the equipment and 
know-how to do just that. 

Called Sharp-N-Lube, this franchise opportu-

CETIKER If it's not an 
Oetiker, it's wet 
behind the ears. 

! 

Patented ' 

When it comes to ear 
clamp systems for 
irrigation, nobody has 
as much experience as 
Oetiker. 

We invented the one-
ear clamp, which has 
long been the standard 
for convenience and 
economy for low- and 
normal-pressure 
applications. For higher 
pressure applications, 
the Oetiker Stepless® 
Ear Clamp is the only 
clamp that offers 
positive clamping 
pressure around the 
full circumference of 
the pipe. 

For time-tested 
reliability, demand 
the original: 
O e t i k e r C lamps . 

r 

Please see us at booth #617 at the International Irrigation Expo. 
For samples or information, call: 

U S A 
C a n a d a 

Oet ike r , Inc . 
Oe t ike r , L td . 

fax: 800-9-OETIKER 
fax: (705) 435-3155 

tel: (517) 635-3621 
tel: (705) 435-4394 

nity allows lawn and landscape contractors to 
own a rolling mower maintenance shop. Fran-
chisers are provided with a large trailer contain-
ing all the equipment needed to perform basic 
preventive maintenance on products ranging from 
small walk-behinds to 20-hp riders. 

Services that can be performed on equipment 
include blade sharpening and balancing, oil 
changing, spark plug checking and changing, 
belt and tire checking, lube point greasing and 
engine and deck cleaning. 

According to Craig Hammond with Price 
Corp., Omaha, Neb., who is promoting this new 
franchise, contractors who buy into this concept 
receive territory protection, two days of inten-
sive training and ongoing marketing assistance 
in getting the program off the ground. 

For franchiser Shawn Edwards, owner of 
Lawn of Leisure, Des Moines, Iowa, and self-
proclaimed "king of add-ons," the service has 
been a strong seller. 

"I was interested in it at first because so many 
of my customers would scuff their blades and 
damage the turf while mowing, and we'd get the 
extra service calls," he explained. "If we get cus-
tomers to add this service, we can sharpen the 
blades and raise the level of the blades. It has re-
duced the number of extra service calls we get." 

Selling Sharp-N-Lube to existing lawn care 
clients is the way it started, but as word spread 
around his area, Edwards found himself selling 
the mower service first, and later getting the 
customer's lawn care business. 

"I've been able to take some of the lawn care 
business away from the competition," he said. 

TELEMARKETING. By any measure, Sequoia 
Lawn Care, Wycoff, N.J., is one of the most 
high-tech companies of its kind. A believer in 
telemarketing, vice president Steve Glaser has 
moved the company from a handful of rotary 
phones in 1985 to a state of the art computerized 
dialing system that can reach 250,000 residen-
cies in their target area two times during their 
yearly, 12-week new sales push. 

But what do you do with al 1 that computerized 
power when the company isn't in a selling cycle? 
Glaser's answer was to find companies that need 
telemarketing support, and rent it out. 

Who wants to use such a system? Everyone 
from credit card companies to long distance 
carriers to political pollsters are waiting in line to 
use the system. The equipment and up to 24 
individuals operate in a 1,000-square-foot area 
of the company's headquarters. Not only are 
machines available, but Glaser maintains a base 
of 150 trained telephone attendants. 

Glaser estimated that the equipment in place 
cost about $250,000, but that is also what he 
presently makes each year from just the 
telemarketing end of the business. 

"I see every business as a marketing com-
pany," said Glaser. "The better you market, the 
more people use what you have and the more 
successful you will be." • 

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



Ohio Turf grass Foundation 
Regional Conference and Show 
December 5 - S, 1995 

No matter what your specialty is, you will benefit 
from attending the 1995 Ohio Turfgrass Foundation 
Regional Conference and Show. Don't miss one of 
the industry's largest events! 

• Golf Course Superintendents 
• Lawn Care Operators 
• Athletic Field Managers 
• Grounds Maintenance Personnel 
• Landscapers 
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The industry's top experts will once again he 
in Columbus to share the latest in turfgrass 
research and education. Recertification 
credits are available from many states! 

t A " 
f f * Industry products and other valuable 

items will be available for you to 
purchase at the Silent Auction. 

Meet with your fellow turfgrass professionals 
and industry representatives in an informal 
breakfast meeting. 

• Membership 
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Statistically, the industry has 
had a steady year. However, 
many nagging personnel and 
competitive issues persist. 

By Paul Schrimpf 

Figure 1: How contractors describe their businesses — a five-year comparison. 

THIS SUMMER, while most of you toiled to keep the American landscape 
in order. Research USA, an independent research firm in Chicago, was 
quietly gathering data for the 1995 Lawn and Landscape Industry Study 
conducted exclusively for Law n & Landscape Maintenance magazine. 

And although no two companies are alike, the survey does provide an 
indication of who the average lawn and landscape contractor is, what he 
cares about and what services his company is banking on in the future. 

AVERAGE COMPANY. The 1995 survey results show the average com-
pany has been in business for 15.8 years, and more than 68 percent have 
been established for more than 10 years, revealing a stable and mature side 
to the industry. 

A majority of companies describe themselves as landscape contractors 
(36.8 percent)or lawn maintenance contractors (23.3 percent), followed by 
grounds maintenance, chemical lawn care and ornamental shrub and tree 
care at around 6 percent each. These results are very consistent with surveys 
in previous years, except for slightly higher numbers of companies in the 

irrigation contracting and landscape architect catego-
ries (see Figure 1). 

The typical company's gross sales will average 
$590,000 in 1995, up from 1994's figure of $541,000. 
The majority of contractors expect to make between 
$100,000 and $249,999 (26 percent), followed by 
$250,000 to $499,999(18.9 percent), less than $50,000 
(17.7 percent), $50,000 to $99,999 (15 percent), and 
$500,000 to $999,999 (10 percent). According to the 
survey, 12.4 percent of the industry expects to have 
sales levels of $1 million or more. 

The survey also revealed that 57.2 percent expect 
their sales to increase over 1994, while 32.2 percent do 
not expect any change in revenues. A drop in revenues 
is expected by 10.6 percent. 

In terms of net profit on sales, the average company 
expects a 22.4 percent return. Slightly more than one-
fourth of respondents expect a net profit ofbetween 20 
percent and 40 percent of sales. 

Of contractors' total sales in 1995, mowing led all 
other services at 19.8 percent, followed by landscape 
installation (15 percent), pruning (5.9 percent), land-
scape design (5.8 percent), trimming (5 percent) and 
fertilization (4.7 percent). In irrigation, the combina-
tion of design, instal lation and maintenance accounted 
for 6.7 percent of sales. 

Whan asked what they view as their company's 
fastest growing segments, 22.9 percent said landscape 
installation. Mowing followed at 16.9 percent, lawn 
care at 9.6 percent and landscape design at 6.3 percent. 

Fastest growing services mentioned by between 2 
percent and 4 percent were trimming, tree care, 
hydroseeding, pruning and irrigation. 

The Survey Says • • • 



The growth in mowing services 
is not surprising, as 55.8 percent of 
respondents said they offer mow-
ing services. Of this total, exactly 
half replace mower engines as a 
maintenance practice. Companies 
that provide mowing services op-
erate an average of nearly eight 
pieces of equipment. Most are un-
der35-inch walk-behinds, followed 
by 40- to 54-inch walk-behinds 
and 35- to 39-inch walk-behinds. 

The average engine replacement 
schedule for walk-behind mowers 
is 1,500 hours for under 35-inch 
units, 2,600 hours for 35- to 39-
inch units, 3,800 hours for 40- to 
54-inch units and 1,500 hours for 
units over 54 inches. Riding mower 
engines are replaced after 2,900 
hours with units at 54-inches or 
less, and after3,200 hours on mow-
ers of over 54 inches. 

When asked what services they 
intend to add in the next five years, 
9.9 percent of the contractors said 
landscape maintenance, followed 
by retail garden center (9.2 per-
cent), irrigation and trees/ornamen-
tals (7.9 percent each), landscape 
design/installation (7.2 percent) 
hydroseeding (5.3 percent) and 
landscape lighting and waterscapes 
(4.6 percent each). Last year, tree 
service topped the list, followed by 
irrigation, hydroseeding, aeration 
and pest control as future services. 

The majority of business comes 
from single family homes (54 per-
cent). Commercial/industrial facili-
ties account for 26.4 percent of total 
business, and the remaining 9.8 
percent is in government, institu-
tional and other facilities. 

On the subject of contracts, 66.2 
percent of clients are under written 
contract this year vs. 50.3 percent 
last year. 

Anticipated business expendi-
tures by the end of this year are 
headed by trees and ornamentals at 
$26,340. Next are trucks ($ 18,560), 
bedding plants ($10,450), irriga-
tion equipment ($8,150), turf seed 
($6,440), fertilizers ($6,030) and 
mowers ($5,910). Most of these 
figures mirror the 1994 survey re-
sults (see Figure 2). 

Companies also reported some 

PROJECTED EXPENDITURES 
$30,000 

Figure 2: Estimated business expi 

major business expenditures. Those 
listed include buildings, land or 
property (47.8 percent), trailers, 
tractors, dozers or other heavy 
equipment (33.3 percent), green-
houses (9.5 percent) and office 
equipment (7.1 percent). Purchases 
in these areas averaged $54,850. 

When purchasing landscape 
materials, 66.9 percent said that they 
go to a wholesale grower. Nursery 
retailers get 22.5 percent of the busi-
ness, 14.7 percent use nursery bro-
kers while 9.2 percent maintain a 
company owned nursery. 

Surveyed companies manage an 
average of 153 acres of property. 
Approximately 11.9 percent man-
age 25 to 49 acres, 10.8 percent 
manage 15 to 24 acres and 10.8 
percent manage 100 to 199 acres. 
More than 26 percent of respon-
dents manage 100 acres or more. 

The average fleet size is nearly 
six vehicles, and the majority say 
they own, rather than lease, their 
vehicles. Nearly 40 percent say they 
plan to purchase vehicles in the 
next 12 months. 

itures for various categories in 199 

PROBLEMS, PROBLEMS. The 
long-time negative aspects about 
the lawn and landscape industry in 
the areas of people, competition 
and financial backing are still fore-
most in the minds of professionals. 
When asked what factors are limit-
ing their ability to grow or diver-
sify, lack of qualified personnel 
topped the list at 43.9 percent. 
Money/finances came in second at 
21.1 percent, followed by competi-
tion (14.5 percent), the economy 
and insurance (4.8 percent each). 

Asked to name the industry's 
most urgent problem, people issues 
again prevaled. Unskilled labor/un-
licensed contractors were men-
tioned by 30.6 percent, followed 
by competition/price cutting ( 19.4 
percent), government regulations 
( 17.3 percent), personnel (12.9 per-
cent) and insurance (8.3 percent). 

Given a specific list of problems 
to consider, the numbers revealed 
other problems and issues impor-
tant to lawn and landscape contrac-
tors. At the top of the list of'serious 
problems" were skyrocketing in-

ld 1995. 

surance costs (69.5 percent), em-
ployee recruitment/retention (51.4 
percent), licensing and certification 
(41.0 percent), training (40.6 per-
cent), groundwater contamination 
(34.1 percent) and responsible pric-
ing (33.3 percent). 

One way to alleviate some ofthe 
problems ofunskilied labor is train-
ing, which is recognized by more 
than 90 percent of the industry as 
important. The source of that train-
ing, however, is inconsistent. 

In-house training programs are 
in place in 52.4 percent of the re-
spondents' organizations, while 
43.3 percent use association-spon-
sored seminars. Some 36.4 percent 
have university programs available, 
and 33 percent have technical/vo-
cational schools. 

Having a consistent and reliable 
source of training will be important 
as the industry continues to grow 
and mature. • 

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



SHOW P R E V I E W 

Fort Worth Welcomes 

GIE Show 
In its sixth year, the Green Industry Expo promises 

even more opportunities for networking, viewing new products and services, attending educational 
sessions or just plain having fun. 

THE SOUTHWEST^ friendly 
people and interesting history will 
be much in evidence as this year's 
Green Industry Expo travels to the 
Fort Worth/Tarrant County Con-
vention Center in Fort Worth, 
Texas, from November 12 to 16. 

For the sixth year in a row, it will 
be co-sponsored by the Professional 
Lawn Care Association of America, 
the Professional Grounds Manage-
ment Society and the Associated 
Landscape Contractors of America. 

GIE will host more than 300 
exhibitors displaying products and 
services for the lawn and landscape 
contractor. The show will open 
Tuesday and Wednesday, Novem-
ber 14 and 15, from 10 a.m. to 4 
p.m. Special trade show-only ad-
mission passes are available this 
year for $15 per day, which in-
cludes admission to the Outdoor 
Equipment Demonstration. 

This popular event, to be held in 
nearby Trinity Park, will highlight 
the products of approximately 40 
companies in hands-on demonstra-
tions and test drives. The Demo will 
be held Thursday, November 16 
from 9 a.m. to noon, 
with ffee shuttle buses 
available. 

SHOW HIGHLIGHTS. 
As in other years, the 
trade show kicks off 
on Monday, Novem-

Fort Worth's many 
restaurants and 
entertainment areas 
keep the night life 
varied and fun. 

ber 13 with a keynote presentation. 
This year's speaker is Charlie 
Plumb, a former prisoner of war. 

Plumb is a former naval aviator 
who was shot down during his 75th 
combat mission over North Viet-
nam, spending six years in a com-
munist POW camp. His address 
will emphasize the value of inner 
strength in overcoming adversity. 

After the keynote address, GIE 
opens with a sneak preview for 
conference attendees and exhibi-
tors only. 

Features at this year's GIE show 
include a grand prize drawing of 
$500 with all attendees eligible; the 
New Product Showcase, which gives 
attendees a chance to preview the 
show; and the city of Cincinnati's 
drawing for home delivery of $ 100 
worth of the town' s best barbequed 
ribs. Cincinnati will host GIE/96. 

EDUCATIONAL PROGRAMS. 
Three association conferences start 
on Sunday, November 12, with a 
variety of programs on managing a 
professional contracting business, 
horticulture and customer service 

topics. Each group 
also has planned sev-
eral opportunities to 
socialize and share 
ideas with fellow 

Speaker 
Charlie Plumb 

contractors. 
PLCAA will 

feature its popular 
Live Auction, a 
pre-conference 
seminar and a 
full slate of edu-
cational pro-
grams. This is 
the first year that it will offer mid-
term and final exams for its Certi-
fied Turfgrass Professional desig-
nation, a national certification pro-
gram co-sponsored with the Uni-
versity of Georgia. A western pic-
nic lunch, new member fiesta re-
ception and breakfast roundtables 
are some of the networking oppor-
tunities available. 

Featured educational sessions in-
clude "Making Revenues Grow 
through Easy-to-Add Extra Ser-
vices" and "How to Establish and 
Communicate a Professional Pub-
lic Image." Roundtable discussions 

will cover IPM, man-
aging people, the fate 
of pesticides, recruit-
ing and other topics. 

ALCA's popular 
ask the experts discus-
sions, welcome recep-
tion, breakfast with 
champions and an-
nual awards banquet 
return to GIE this year 
with a western flair. A 
western picnic box 
lunch and a rodeo 

party at Billy 
Bob's are two 
events planned to 
allow participants 
to combine busi-
ness with pleasure. 

Seminar topics 
on ALCA's sched-
ule include: "Build-
ing a Successful 
Management Team," 
'Outsourcing," and 

"Irrigation — The 
Right Stuff." 

The educational seminars in 
PGMS's schedule will be com-
plimented two new computer ses-
sions offering 3-hourcomputer sub-
ject modules. Additional events 
include a preconference tour, busi-
ness over breakfast networking ses-
sions, brag night and PGMS' 
awards banquet. 

Seminar topics include "Weed 
Control with New Herbicides on 
the Market" and "Subcontracting 
vs. In-House Landscaping." 

FORT WORTH FUN. This thor-
oughly modem city still retains a 
flavor of the old west and its history 
shows in the architecture, muse-
ums and culture of the area. All 
three associations at GIE have 
planned several events around the 
many dining, shopping and his-
torical spots of interest. 

Where cattle drives used to move 
through town now stand art cen-
ters, historical villages and thriving 
businesses. Fort Worth boasts sev-
eral luxury hotels, parks and gar-
dens and modem transportation to 
any points of interest. • 



M I C R O N U T R I E N T S 

Basics of Micronutrients (Part 2) 

Don't Overlook 
Manganese and Zinc 

Although both manganese and zinc 
are present in small amounts in the soil, 
they play vital roles in encouraging growth 
for green, healthy plants. Careful, measured 
additions can correct stubborn 
landscape problems. 

By C. Neal Howell 

HOW IMPORTANT are manganese and zinc? Someone once 
compared micronutrients for plants to vitamins in humans. In both 
cases, very small amounts are required, but doing without them 
totally could be dangerous and even fatal. 

THE MANGANESE FACTOR. Manganese was originally recog-
nized as vital following research in 1920 by J. S. McHargue at the 
University of Kentucky agriculture research station. 
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Lush, green ornamental plants and turf will show none of the symptoms of 
micronutrient deficiency, which could be yellowing, dead spots, dissicated 
leaves and stunted growth. Soil or tissue tests can give specific guidance 
on the amount of nutrients to add to correct any problems. 

Manganese is not present in large quantities in most soils. 
Although manganese averages from a trace to just over seven 
percent by weight in most soils, levels in soils in Hawaii contain up 
to 15 percent. The element is found naturally in oxides and 
manganic minerals. It is readi ly avai lable at a soi 1 pH below 6.0, but 
shifts to an unavailable form at a pH above 6.5. 

The following situations promote manganese deficiencies: 
1. Decaying plant material in high organic or mineral soils which 
can tie up to 93 percent of manganese. 

2. Poorly drained soils. 
3. Slightly acid to alkaline soils. 
4. Overlimed clay soils, especially ones with low organic matter. 
5. Areas with high levels of copper, iron or zinc. 
6. Low light intensity. 
7. Low soil temperatures. 
Manganese deficiencies can occur in just about any part of the 

country, but are especially common in areas with high pH soils and 
in the eastern United States, where many of the above conditions are 
prevalent. Deficiencies are also very common in areas subjected to 
intense irrigation, especially those with poor drainage. As much as 
95 percent of available manganese can be lost to leaching where 
excess water is allowed to accumulate. 

OBVIOUS SYMPTOMS. Deficiency symptoms usually 
occur on new growth since, like iron, manganese is not 
mobile within the plant. The color will fade between the 
plant veins, turning a medium yellow while the midrib 
area stays dark green. Manganese deficiencies usually 
produce a more mottled yellowing than do iron defi-
ciencies and do not affect leaf size or texture, just color. 

It may initially resemble an iron deficiency, but, with 
lack of manganese, small dead spots appear as defi-
ciency increases. The leaf tip almost always remains 
green while the leaf begins to roll and wither as the 
deficiency progresses. 

CONVERTING NITROGEN. One of manganese's most 
important roles is its ability to assist in converting 
nitrogen to plant protein. Simply put, without sufficient 
manganese in an available form, utilization of nitrogen 
will slow down dramatically to the point that the major-
ity of nitrogen in the soil will be unavailable to the plant. 

Iron and manganese play closely related roles in plant 
metabolism and should be used carefully. One should not 

(continued on page 42) 
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Micronutrients 
(continued from page 39) 

be applied in the absence or exclu-
sion of the other. Manganese is 
very easily displaced by iron and 
the use of an EDTA manganese 
chelate can be disastrous if used in 
the presence of free iron in the soil. 
The iron will quickly displace the 
manganese and can actually in-
crease a manganese deficiency. 

Manganese can be displaced by 
other micronutrients and is, appar-
ently, the least preferred in plants' 
tastes. In other words, if iron, zinc, 
copper, calcium, magnesium and 
molybdenum are available in great-
erquantities than manganese, a plant 
will fill up on those elements and ex-
clude manganese from its diet even 
if it is in shortest supply to the plant. 

Fifteen years ago, the use of iron 
to promote extra dark green color 
on turf was just beginning to be an 
accepted practice. Some people who 
had very dramatic color responses 
from initial applications of iron 
found the same dosages of iron 
fai led to produce the dramatic color 
change in repeated applications. It 

was only after much experimenta-
tion with other micronutrients that 
we discovered that adding small 
amounts of manganese could re-
store that dramatic dark green color 
increase that had been so noticeable 
before when only iron was applied. 

Manganese may have a direct 
effect on the chloroplasts which 
convert sunshine into chemical en-
ergy. Manganese, to a lesser degree 
than iron, is also responsible for the 
synthesis of chlorophyll. 

Visual manganese deficiency 
symptoms are not easily diagnosed 
on turfgrasses. Ornamentals, with 
their larger leaf surfaces, would 
probably be better indicators. 

Two different 
leaves show a 
deficiency from 
manganese 
(left) and 
deficiency from 
iron (right). 
Mottled yellow-
ing or small 
dead spots are 
common. 
Credit: Howell 

TOXIC POTENTIAL While man 
gañese deficiencies are usually the 
rule, there are cases where levels of 
manganese can reach toxic levels to 
plants. Poorly-drained soils are gen-
erally the most problematic, even at 
relatively high soil pH levels. For 
the most part, in well-drained soils, 
manganese toxicities are not a prob-
lem unless the soil pH drops below 
5.6. Exercise caution before apply-
ing any manganese product to any 
poorly drained or low pH soils. 

The best advice on using manga-
nese or any other micronutrients is 
to use them based on soil and tissue 
tests. Request the DTP A extraction 
test for available iron and balance 

the iron levels against the available 
manganese. I fyou can't wait for the 
test results, a simple field demon-
stration may determine if manga-
nese or iron deficiencies exist. 

Set up plots and apply the two 
micronutrients at the label rates and, 
if greenup occurs within 24 hours, 
a deficiency for that nutrient exists. 
Several rates should be tried, as the 
"threshold" may affect responses. 
Usually a IX, 2X, 4X rate test is 
best. Neither iron nor manganese 
are toxic to the point they will cause 
long-term damage to turf, but, at 
the IX to 4X rate, the color re-
sponse will allow the discerning 
applicator to diagnose the defi-
ciency and pick the best color. 

CORRECT ZINC LEVELS. Just when 
you think you know the answers, 
the questions change. An excellent 
example of this is the information 
available on zinc. For years, the 
general consensus on application 
of zinc was "Don't use it unless 
you're absolutely sure that soil lev-
els are low, since you might induce 
a zinc toxicity." 

How much zinc is enough zinc? 
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How much is too much? At what point do soil 
levels indicate a need for additional zinc? Is this 
deficiency or toxicity a problem that can bank-
rupt you? The answers may surprise you. 

Zinc has long been recognized as an essential 
element for plant growth. In 1928, the essential 
nature of the element was confirmed in the Calif-
ornia research of Sommer and Lipman on sev-
eral types of plants. 

Research has been conducted on many agri-
cultural crops and zinc is now routinely added to 
many fertilizer blends, especially on specialty 
crops grown in California and Florida. Pecans 
and other nut crops respond well to the applica-
tions of zinc. None of this research, however, 
was conducted on turf. 

Zinc is present in nearly all soils in small 
amounts which should, theoretically, be of suf-
ficient quantity to provide for normal plant func-
tions. Under certain conditions, however, its 
availability is reduced to the point that it becomes 
the limiting resource. 

ZINC DILEMMAS. Zinc deficiencies have been 
reported in almost every state with the possible 
exception of Alaska. The more important ques-
tion is what happens when turfgrass is deficient 
in zinc. 

While there has been considerable research on 
zinc on agricultural crops, not much has been 
done of turfgrass. Deal and Engel reported in 
1965 that the growth rate, color and sod density 
of Kentucky bluegrass were not affected by zinc 
applications, but the root growth was stimulated 
by applications of zinc at a rate of 4.99 pounds 
per acre. 

Although the knowledge of zinc on turfgrass 
is scant, most authorities recognize that a defi-
ciency is a problem. In their 1979 book. Turf 
Managers Handbook, Daniel and Freeborg de-
scribe symptoms of zinc deficiency as: "Dark, thin, 
desiccating leaves which turn white in advanced 
stages, along with yellowing and bronzing of 
stunted leaves, witches' broom and reduced 
growth." 

The first symptom of zinc deficiency is stunted 
growth. The leaves appear thin and tend to shri v-

CONDITIONS WHICH 
D E C R E A S E THE 

AVAILABILITY OF ZINC 

1 * Soil pH above 6.5. Zinc availability de-
creases as soil pH increases, with the critical 
range at 5.5 to 6.5. 

Light soils like sands, sandy loams and 
loams. 
3 - High organic matter soils. 

Cold and/or wet soils. 
S • Compacted soils. 
8 • Excess irrigation. 
y . High levels of phosphorus or magnesium 
in the soil. Soils high in native phosphate may 
also fix zinc in an unavailable form. 
8 • Exposed subsoils or cut and leveled soils. 
9 m Liming. 
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el, with younger leaves being affected first, said 
James Beard in Turf grass Science and Culture. 

Zinc has several functions within the plant. It 
is needed forauxin formation, for the elongation 
of internodes and for the formation of chloro-
plasts and starches. Zinc also serves as an en-
zyme activator. It is essential for normal leaf 
development, shoot elongation, pollen develop-
ment and seed production. 

RESEARCH REPORTS. With all its functions, 
why hasn't more attention been paid to zinc? 
Along with the other trace elements or micronu-
trients, zinc is required in very small amounts. 
The low requirement, along with soil availabil-
ity, makes us look twice to see the need for zinc. 

Most soils contain zinc in small amounts, with 
sandy soils generally having the lowest amounts. 
Luckily, plant requirements are very low. Some 
soil labs report soil levels of one-half to two ppm 
as adequate forturfgrasses. 

A recent problem on a midwestem golf course 
illustrates some of the problems associated with 
micronutrient use. The turf division of a major 
university was approached by a superintendent 
who was having problems with several of his 
greens. The superintendent suspected some kind 
of nutrient imbalance and was desperate for help. 

The experts at the university started off by con-
ducting extensive soil tests. After the test results 
were received, they noticed the only element out 
of balance was zinc, which was recorded at over 
40 ppm. At that time, anything over 20 ppm was 
considered toxic to turfgrass. 

The two researchers decided not to name zinc 
as the culprit immediately. Upon further investi-
gation on other golf courses in the area, they 
found zinc levels in other greens to be as high as 
63 ppm with no symptoms of phytotoxicity! 

Finding almost no published data on zinc 
toxicities or turfgrass requirements, they set up 
an elaborate experiment to determine the level of 
zinc toxicity for turfgrass. After several months 
of experimentation and much blood, sweat and 
beers, they reviewed their collected data. 

One researcher was shocked to find that, while 
he had soil levels of 72 ppm and tissue levels of 
102 ppm zinc, he had observed absolutely no 
sign of phytotoxicity. His partner, equally dumb-
founded, suggested that perhaps they had not yet 
reached the toxicity range and should run the 
zinc levels up by 500 ppm increments to 2,000 
ppm in the soil. 

The partners agreed that these levels would 
certainly do the job, so they started new ex-
periments. At year's end, they found that even 
these astronomical rates had produced only some 
slight, inconsistent yellowing at about six weeks 
with a rate of2,000 ppm zinc. 

As they saw their hopes of national recogni-
tion faltering, they decided to try again and, this 
time, to go for broke. They thought perhaps the 
turf was unusually tolerant to zinc, so they used 
five other turfgrass varieties in the test, running 
soil levels of zinc at 0, 500, 1,000, 2,000 and 
4,000 ppm. 

The results? After the dust had settled, the 
researchers found only inconsistent yel lowing at 

1 * It aids oxidation of carbohydrates to 
carbon dioxide and respiration within the 
plant. 
2 • It allows the plant to reduce unavailable 
iron Fe+++ to usable Fe++ 
3 • Manganese aids iron in the synthesis of 
chlorophyll. 

It functions in photosynthesis. 
5 • It increases the availability of several 
other elements including phosphorus, calcium 
and magnesium. 
6 • It also acts as a catalyst to the metabolism 
of nitrogen. 

It functions in the formation of several 
enzymes within the plant. 

about six weeks on some replications treated 
with 2,000 and 4,000 ppm zinc. 

NEW DEFINITIONS. From all their efforts, the 
intrepid researchers were able to draw some 
conclusions. They felt the term "excessive" as 
used in many soil tests for zinc was misleading. 
Levels of zinc reported as excessive were prob-
ably not detrimental at all. 

For optimum color and turf health, zinc prob-
ably should be part ofyour fertilization program, 
especially on light, sandy soils. Addition of zinc 
may also prevent problems following an appli-
cation of lime on other soils, especially those 
with high organic content. 

High pH soils in the western U.S. seem to 
respond very well to applications of zinc. As a 
result, zinc should be a part of the micronutrient 
package west of the Mississippi River. If soil 
tests show low amounts of zinc, use a product 
which incorporates zinc to provide optimum turf. 

ZINC TEST LEVELS. Charles Darrah III at CLC 
Labs, Westerville, Ohio, specializes in testing 
turf soils and uses a relative availability index for 
zinc which reflects this new understanding. 
CLC's DTP A extractable zinc soil test levels are 
typical ly described as: 

• Low — less than one part per million. 
• Medium — 1 to 2.5 ppm. 
• High — 2.6 to 150 ppm. 
• Surplus — over 150 ppm. 
Sometimes, the high levels of zinc are a result 

of using composted sludge over several years. 
Exercise care in the application of micronutri-

ents. Don't overdo it. A soil test or leaf tissue test 
is still the best way to determine need. 

Applications of micronutrients can do a tre-
mendous job toward maintaining quality turf 
and ornamentals, but they should not be applied 
indiscriminately. The old adage, "A little does a 
lot" still holds true. • 

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

When You Look Sharp, 

You Feel Sharp 
The use of uniforms for lawn and landscape crew 

members is on the rise, for two reasons: they look good and they provide protection. 
Contractors must weigh the cost of uniforms against the often intangible 

benefits of having a ' professional" look. 

Bv Bob Gitlin • 

THE MILITARY long ago dis-
covered the magic of a uniform — 
it unifies different people into one 
group and conveys a message to 
others that the group is professional, 
capable, disciplined. Who hasn't 
seen someone in a full dress uni-
form and been impressed? 

Lawn and landscape contractors 
are discovering the power of the 
uniform, and many progressive 
companies rely on them to project 
an image of professional, capable 
work to the public. Although the 
effect of that message can't be mea-
sured, many contractors believe 
uniforms play a large role in their 
companies' competitiveness and 
customer relations. They also serve 
a second purpose: protection. 

CREW MEMBERS. Inboth the lawn 
service and landscape industries, 
crew members are wearing uniforms 
and/or protective apparel more of-
ten. There is a twofold purpose. 

Aside from adhering to the body 
protection criteria stipulated on pes-
ticide labels, today's conscientious 
contractorstrivestodistinguish hisor 
her employees from the shirtless 
workers in cutoffs and sneakers. 
Professional contractors are more 
image conscious, and they are find-
ing that uniformed crew members 
present a very positive image to 
clients and the general public. 

"The main safety problem is der-
mal inhalation," said Chris Ruppert 

at Ruppert Landscape Co., Ashton, 
Md. "When spraying pesticides, 
you've all kinds of skin exposed. 
You need long pants and long 
sleeved shirts. The pores open up, 
and you can suck those pesticides 

right in." He added that even a hot 
Maryland summer is no excuse not 
to wear the apparel. 

BE PROACTIVE. RobZolezzi, vice 
president of L & L Landscape Ser-

Professional looking uniforms 
can include a shirt, pants, 
jackets, a hat and even boots. 
Photo credit: Gempler's. 

vices, Santa Clara, Calif., is out 
front on both safety and aesthetic 
issues. The company, which ser-
vices five counties in the Bay area, 
could be called proactive in a num-
ber of ways. In response to Calif-
ornia's progessive legislation, Zo-
lezzi must deal with county agri-
cultural commissioners who ride 
around enforcing label laws. 

He also has aesthetic reasons for 
wanting to uniform his crew mem-
bers in handsome pinstripe shirts with 
elegant lettering. "Put a tie on these 
guys and they look ready for church. 
Our uniforms set us off from the 
riffraff," he said, pointing out that 
the sharp looking uniforms have 
instil led a sense of pride in many of 
the employees. 

In the past few years his annual 
uniform costs went from $5,000 to 
$ 15,000, as regulations dealing with 
employee skin protection have 
tightened, and as his zest for a spit-
and-polish image has intensified. 
He's happy with the outside service 
he uses, which provides and washes 
the uniforms. 

L&L has 100 employees who 
do spot spraying of weeds, apply-
ing different pesticides from 3-gal-
lon tanks. "We cover half of the 
man's vulnerable area with our 



uniforms," he said, "and the other 
half with protective gear." This in-
cludes things like safety glasses or 
goggles, boots, gloves, disposable 
coveralls, etc. 

"The basic uniform consists of 
full pants, a long sleeve shirt, a 
jacket and a cap," he said. "The uni-
form they're required to work in 
includes the work boots they own." 

L&L (via the service) provides 
each employee with 11 sets of fresh 
unifoms tai lored to their size. Then, 
each week, the employee turns in 
five dirty uniforms and gets five 
clean ones back. The uniform com-
pany collects the dirty uniforms 
and delivers the clean ones each 
Monday. Zolezzi reported that the 
system is efficient and easy. 

"I put this thing together. We 
were told we could no longer have 
an employee wearing a short sleeve 
shirt and rubber gloves, spraying 
pesticide with exposed forearms," 
Zolezzi said. "The entire body must 
be covered with something." 

He said for corporate image rea-
sons, it's not just chemical applica-
tions that require uniforms at L & 
L. "We've decided every field em-
ployee will wear the long sleeve 
shirt and long pants. We don't wear 
shorts, as legs must be covered. 
Every field employee must wear 
boots. We wrote a dress code." 

The label is the key influence on 
the dress code. I f the label mentions 
mandatory goggles or rubber 
gloves, L&L employees wear them. 

"They're also issued disposable, 
fake sleeves that go from the shoul-
der down, or a disposable coverall," 
he added. If the latter is needed, it 
must be worn over the basic pants-
and-shirt attire, he said. 

All the pesticide labels 
say if any product at all is 
dispensed, the applicator 
must wash the clothes he 
or she wore that same day, 
Zolezzi said. The service 
makes more sense than 
having the man take the 
uniform home and risk 
polluting his family's 
wash, which is illegal. 

UNIFORM OPTIONS. Joe 
Williams is president of 
Lawn Master Inc., Pen-
sacola, Fla., which is both 

Coveralls or other 
special suits can be 
slipped on to protect 
the applicator and the 
everyday work uniform. 

a liquid and dry applicator of pesti-
cides and fertilizers. He has all his 
applicators wear rubber boots and 
gloves (rubber or summerweight 
spandex) during applications. 

"When they're filling the trucks 
they use a face shield and an apron 
also. Normally, we do not wear 
anything else protective except long 
sleeve shirts, when applicable to 
the product itself," Williams noted. 
The most need for full body cover-
ing happens in the spring when his 
people are putting down weed con-
trol and related types of products. 

"Some of the pre- and postemer-
gent products require protective 
covering," he said. 

Williams furnishes all boots him-
self, as well as the entire uniform. 
He maintains a stock of uniforms, 
boots and gloves, as well as a laun-
dry that does all washing. "We also 
make jackets and caps available as 
optional items." 

The company also does mainte-
nance, and the mowing crews suit 
up in a uniform. "They have the 
option of short pants in the sum-
mertime. When they get into line 
trimming and weed-eating, a lot of 
them will take a pair of pants and 
leave them on the truck because of 
flying debris, although we don't 
require it." 

Crew members doing edging, 
trimming and blowing also must 
wear safety glasses, he said. They 
must wear ear plugs when using a 
backpack blower. Optional cotton 
gloves arc available to protect hands. 

Williams believes that presti-
gious operators will continue to 
dress up their people. And it's not 
just because of regulations. "I see it 
more as a competitive thing." 



THE "LOOK" THAT 
MAKES THE GRADE 

This dress code applies to employees in several different departments at 
L & L Landscape Services, Santa Clara, Calif., according to Rob 
Zolezzi, vice president. The code follows: 
1 « L & L will supply all "field" employees the following: hat, jacket, 

pants and shirts. 
2 « . Any clothing that is not L & L issued must be worn under the L & 
L uniform (and not be visible). 
3 . Hats are not mandatory, but if worn, they must be L & L issue. 

Jackets, pants and shirts are L & L property and a fee will be 
charged for those items not returned upon leaving L & L. 
3 • It is mandatory that "fresh" pants and shirts are worn daily. 
8 • Shirts must be tucked in at all times, 
y • Work boots must be wom. 
8 • A back brace must be worn. 
9 » Green, black or brown belts may be worn. 
1 0 « . Jewelry may be worn if all safety requirements are fulfilled. 
1 1 • Hair must be neat and groomed. Long hair should be tied back 
for safety reasons. 
1 2 . Mustaches and beards are permitted. Unshaven appearance is not. 
1 3 * Any employee who does not comply with these regulations or 

is in violation of any safety standard will not be permitted to work. 

EYE PROTECTION. You may be 
handling a concentrated material 
that requires some form of eye pro-
tection when filling the vehicle," 
said Dr. Roger Yeary, vice presi-
dent of health, safety and environ-
mental stewardship at TruGreen/ 
ChemLawn's technical center in 
Columbus, Ohio. 

"TruGreen/ChemLawn crews 
have the option of wearing goggles 
or glasses. Some of them find 
goggles binding and cumbersome. 
The safety glasses, with side vents 
and brow shields, are a pretty good 
barrier to splashing into the eye. A 
third alternative could be a facial 
mask. You get the best compliance 
with safety glasses," he said. 

Yeary pointed out that EPA 
seems not to have distinguished 
among dilution levels, almost all of 
which, in real-life field work, are 
benign. But TruGreen/ChemLawn 
is a good corporate/environmental 
citizen, so it compl ies. 

"Often the formulator or manu-
facturer is not bothering to provide 
the EPA with data on the end-use 
dilution," Yeary said. "The label 
remains the law. You will find eye 
protection on a few labels during 
application, but probably not on 
most. As newer labels are being 
written, more are requiring long 
sleeve shirts, gloves and boots. We 
don't find any requirement for an 
additional outer garment during the 
application of pesticide in the lawn 
care business, in ornamental areas. 
The long sleeve shirt and pants are 

enough. Youdon'tneedcoveralls." 
His company does require that 

people mixing and loading the con-
centrated material protect their uni-
forms with vinyl or aprons of other 
impermeable materials to protect 
them from splashing. He added that 
coveralls serve the same purpose. 

WEALTH OF PRODUCTS. John 
Asaro, vice president of sales and 
marketing at Ben Meadows Co., 
Atlanta, Ga., doesn't see many lawn 
and landscape crew people in uni-
forms. His firm is a provider of 
protective apparel. 

"They may wear shorts and T-
shirts," he commented. He must not 
be around many multimillion-dol-
lar lawn and landscape maintenance 
company employees. 

But his observation is heard of-
ten. The industry's image varies 
greatly from place to place and busi-
ness to business. 

Ben Meadows sells Tyvek (rug-
ged poly/cotton) suits to some lawn 
care contractors, though in many 
climates, the high heat would pre-
clude that use, Asaro explained. 

"The material keeps small par-
ticulates from getting through. 
There are three or four different 
Tyveks coated with different mate-
rials," he added. 

Donna Decker, advertising man-
agerat Valeo Inc., Waukesha, Wis., 
is aware of numerous sales of the 
firm's well-known weightlifter 
back-support belts, as well as other 
company products, to the green 

• P o r t a b l e - s p l i n e d , a l u m i n u m shaft 
easi ly ex tends 7-11 feet 

• L i g h t w e i g h t - o n l y 16 lbs. 
• S a f e - e l i m i n a t e s c l imbing 
• F a s t - c u t s th rough 10- inch l imbs in s e c o n d s 

T h e Power Pruner has gone beyond tree pruning. 
A variety of a t tachments and accessor ies m a k e s the 
Power Pruner the only tree and h e d g e tr imming tool 
you need. 

T h e n e w H e d g e r t r i m m i n g a t t a c h m e n t al lows you to 
shape and prune hedges and shrubs or to thin heavy 
brush. T h e circle saw accessory 
is avai lable for finer pruning. T h e 
Mode l D unit is for safe pruning 
around high-voltage sources. 

T h e automat ic oiling system is 
standard on all units. 2 1/2- and 
5-foot extensions are avai lable 
for extended r e a c h - u p to 17 feet, HEDGER TRIMMING 

ATTACHMENT 
NOW AVAILABLE 

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

800-243-9592 

O WER f RUNER 
TECHNIC TOOL CORPORATION 

325 Snake River Avenue 
P.O. Box 1406 

Lewiston, ID 83501 
208-746-9011 Fax 208-746-0616 



industry. "We also sell wrist sup-
port, lifting gloves, T-shirts and 
shorts. Sleeved elbow and knee sup-
ports are used by nursery and land-
scape people a lot." 

"We sell a lot of face respirators, 
disposable coveralls, things they 
need when they're mixing, and a 
lot of the gloves they wear when 
mixing," said Trisha Cox, corpo-
rate sales coordinator at Gempler's, 
Mt. Horeb, Wis. "We sell a lot of 
safety glasses. They're almost sun-
glasses, but they also protect em-
ployees if they're mowing or weed-
eating. We're strictly a mail order 
supply catalog. We deal mainly in 
personal protective equipment." 

Boots are a major need also, she 
added. Crew members working in 
wetlands may come to rely on sturdy 
and protective work boots. 

PROFESSIONAL PROTECTION. 
"Safety items are what we offer," 
said Joe Fritz, sales manager, Safety 
Wear Inc., Ft. Wayne, Ind., a full 
line personal protective equipment 
distributor. This includes protec-
tive clothing and footwear, and eye 
and respiratory protection. "We sell 

disposable coveralls and shirt-and-
pants outfits. Tyvek (manufactured 
by Dupont) is the main material. 
We sell a lot of protection from the 
knees down to the ground to lawn 
care firms. We call them called spray 
leggings." They are one leg of a 
pair of pants that fastens around the 
belt and protects the employee from 
thigh to ankle. 

"We also sell over-the-shoe or 
over-the-sock boots. The combi-
nation of that footwear and the 
legwear normal ly would give lawn 
service people all the protective 
clothing they would need. Then it's 
usually a pair of glasses or goggles, 
and a respirator," Fritz said. 

One of the problems in the in-
dustry, he said, is that a lot of people 
are buying safety glasses when more 
is needed. "Glasses are not going to 
provide adequate protection against 
a liquid or mist application." 
Goggles make more sense, he said. 

"Weofferchapsforpeople while 
they're spraying chemicals, and to 
lawn maintenance crews primari ly 
when they are weed eating and 
edging," said Jim Carter, president, 
W.E. Chapps Inc., Port Orange, 

Fla. "The chaps protect their uni-
forms. We also make specialty 
chaps for brush cutting and hedge 
trimming." 

Hedge trimming can be danger-
ous without them, he said. The re-
ciprocating blades of a gas-pow-
ered hedge trimmer can, if the em-
ployee's attention or strength flags 
momentarily, cut into his flesh on 
the inadvertant downstroke. With 
chaps, the rugged fabric absorbs 
the incisive action of that cutter bar. 

Similar specialty unforms pro-
tect employees using chain saws, 
and are available from several chain 
saw manufacturers. 

Maintenance crews doing 
mowing or specialty trim work 
find that some safety items offer 
both comfort and protection. 

"We distribute uniforms and pro-
tective gear," said Jack Ziegler, 
product manager, LESCO Inc., 
Rocky River, Ohio. Tyvek suits 
lead the pack as far as uniform 
material, he said. 

"There are two things people are 
trying to do," he pointed out. "Pro-
tect against dust, as well as the 
chemical repel lent or retardant that 
would keep spray from drifting back 
onto you. For instance, if you are up 
in a tree, spray could drift back. We 
also have rubber boots, goggles, 
rubberized full-forearm gloves, 
safety caps, disposable coveralls, 
rainwear and full suits (pants, jack-
ets, hats)." 

Is there a trend toward more suit-
ing up in the lawn and landscape 
maintenance field? "Most defi-
nitely," he said. • 

The author is Contributing Editor 
of Lawn & Landscape Mainte-
nance magazine. 

THE PROS CHOICE. 
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 
needs and assist you in 
designing and engineering the 
right tank and pump system to 
your specific requirements. 
Anything less would be a 
compromise solution. 
Tuflex is the only manufacture? 
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 
hand-crafted seamless 
fiberglass tanks. 
Our tanks from 100 gallon to 
1200 gallon are ready to solve 
your toughest challenges. 

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

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

1-800-327-9005 



ANNOUNCING... 
THE COMPUTE 
IRRIGATION WORKBOOK: 
DESIGN, INSTALLATION, 
MAINTENANCE AND 
WATER MANAGEMENT. 
W LARRY KEESEN 

r ORDER TODAY! 
YES. Fm interested in purchasing copy(s) of The Complete Irrigation 

Workbook for only $27.00 per copy plus $4 shipping/handling per copy. I understand 
my purchase will be shipped upon payment I also understand that I can return by 
book(s) within 15 days for 100 percent refund if I am not totally satisfied. 

Please charge to my: 
Card # 

• VISA • Mastercard 

Expiration Date. 
Signature 

Return full payment to Lawn & Landscape Maintenance 
Books Department. 4012 Bridge Avenue. Cleveland. OH 
44113. If using your VISA or MASTERCARD, you may 
fax your order to 216/961-0364. Ohio residents only add 7 
percent sales tax. Add $4 for shipping and handling. 
Allow 4 to 6 weeks for delivery. Quantity discounts are 
available. To order, call Fran Franzak at 800/456-
0707. Published by Lawn & Landscape Maintenance 
magazine. 

Name. 

Company Name. 

Address 

City. State Zip 

Phone. 

A PEEK INSIDE 
THE IRRIGATION 
WORKBOOK 

Profitable Bidding 
Sensible Sensors 
Diagnosing System Ills 
Appraising Irrigation 
Systems 
Irrigation Designs 
Understanding Pressure 
Head Selection & 
Placement 
Zoning and Routing 
System Hydraulics 
Irrigation Installation 

L. 



C O M P U T E R S 

Software 

Can't Do 
Everything 

Some lawn and landscape contractors 
expect their new computer systems to take 
over the business. It sa mistake to think that 
software (or hardware) can replace the 
personal touch with customers. 

Bv Barbara G. Howell and C Neal Howell 

Computers can 
perform every-
thing from 
accounting to 
advanced 
mapping and 
design of 
complex projects. 
Photo: LandCadd 

UPDATED DESIGNS WILL 
SIMPLIFY USE 

TWO CHANGES in the computer industry will have a direct impact on 
lawn care and landscape contractors. 

Several software companies are introducing updates of their green in-
dustry programs because of the availability of a new language which 
affects Windows and UNIX programs. Many DOS-based software pack-
ages will be converted to Windows and one supplier suggested that 
"DOS is dead." 

Developers promise that the updated programs will be easier to use 
because file folders, tabs and other on-screen markers will ensure that 
users will not lose their places in the programs, as they might have easily 
done before if they were unfamiliar with DOS-based systems. 

The programs promise to be easier to install and developers suggest 
that users will no longer have to worry about pressing the wrong key and 
losing keystroked material. For multiple-user systems, the new language 
promises faster processing of operations. 

Suppliers promise that demonstration disks will be available on the 
updates within the next 30 days and complete programs will be out in the 
next 90 days. 

This change affects programs in accounting, routing and irrigation de-
sign. Upgrades are expected to cost about 20 percent of the original pur-
chase price. 

"IT HAS NOTHING to do with bits and bytes and 
RAM. It's the people relationships," advised Phil 
Fogarty of Crowley Lawn Care, Cleveland, Ohio. 
He is a veteran of three computer packages. 

If you are selecting or using a computer program 
for your lawn service or landscape company and 
need advice, how much help can you expect? How 
much will the assistance cost? How fast can you get 
help? It all depends. 

NO CONSENSUS. Some lawn care and landscape 
contractors buy and use prepackaged software for 
design, routing and accounting functions. Some 
contractors develop their own software, often based 
on their unsatisfactory experiences with packaged 
programs. Some contractors have software pro-
grams and don't know how to use them. Some even 
resist the trend and choose not to buy a computer 
system at all. 

There is no consensus in the green industry about 
the right route to computer success. Fogarty, who 
has now used three software packages in the last 10 
years, gave sound advice when he exhorted buyers 
to remember that a computer or software package 
alone do not guarantee success. 

He recommended perfecting the company's sys-
tems manually before switching over to any com-
puter program. Once a manager is ready to select a 
program, remember that the people who provide 
the software and the technical assistance are as im-
portant as the program. 

Fogarty suggested a buyer take sufficient time to 
select a package based on the perceived need and 
that he allow a learning curve of four to six months 



DIAL 1-800-NEED-HELP: 
THE NEW COST OF 

CONSULTING 

to get up and running on a system. 
While it may be beneficial to 

consult with other users of the soft-
ware under consideration, be aware 
that your experience may not be 
like that of one of your peers. In 
several cases, contractors inter-
viewed for this article had contra-
dictory experiences with the same 
software supplier. 

Most importantly, Fogarty ad-
vised computer buyers to have rea-
sonable expectations. "Computers 
just allow you to make the same 
mistakes faster," he commented. 

VARIED ADVICE. The list of com-
puter software suppliers and con-
sultants for the green industry is long. 
The advice they give varies widely. 

Some, like Mark MilesofGreen-
er Pastures, said, "The real world is 
'know your customers' and that's 
being able to manage data. For in-
stance, I have a lawn service with 
l ,300 customers and I will net more 
this year by knowing my custom-
ers' needs through our program 
than someone who has 8,000 cus-
tomers without our program." 

Others, like Jerry Mosely, owner 
ofGrass Roots in Tulsa, Okla., said 
smaller companies with less than 
1,000 customers and only one 

branch can get along nicely with-
out a computer system. 

If you are going to buy a system 
or packaged software, take the ad-
vice of contractors who have been 
through the process. Remember that 
having a computer is not a panacea. 

You cannot expect to have the 
computer and be a better business-
person, advised Mosely. You must 
give attention to customer service 
and use the computer to help you 
provide that service. Don't let the 
program substitute for your own 
attention and don't let the com-
puter run your business. 

"People tend to expect more out 
of computer program than it is ca-
pable of giving. They think the 
computer is going to make them 
money. That mystique is not a real-
ity. You can't sit in front of the 
computerand be lackadaisical about 
taking care of business. You have 
to look after it," he explained. 

"People sometimes play with the 
computerand lose contact with cus-
tomers. The computer becomes a 
crutch; you're handcuffed to it. 
People think a computer system is 
the answer to their problems and 
they don't have to think. V ve fallen 
into this trap myself," Mosely said. 

Nor can you take full advantage 

FROM NOW ON, when you call for "help," expect to pay for it, some-
times by the minute. 

Many computer companies are switching from toll-free help and tech-
nical assistance lines. Now, some software firms are instituting policies 
which provide the help for their own and often other applications at a flat 
annual or per minute rate. It's a matter of economics for the companies. 

The per minute rate ranges from $ 1.25 to $2.00, with a maximum per 
incident fee sometimes set at about $25. The rate for annual use of the 
help services ranges from $600 to $900. A variety of options for hours 
per year and unlimited use are available with many companies. 

In most cases, an initial help period is still provided as part of the pro-
gram cost. That period is usually 30 to 90 days, but is sometimes as long 
as a year. However, the user must now pay his own toll charges. 

Software company spokespeople say the changes are being instituted 
to rectify past inequities. In the past, with toll-free help, people often 
called with questions that could be easily answered by consulting the 
program's manual. Sometimes, people called with questions about pro-
grams not even sold by that company. 

They say the new charges are more equitable because people have 
numerous plan choices and only pay for the help they actually use. 

There are still several companies in the industry which offer free 800 
numbers for help, but, as a rule, there is a limit on the amount of free help 
from the 800 numbers. That limit ranges from 12 months to three months' 
unlimited 800 use. 

In addition, several companies publish newsletters with users' ques-
tions and some offer computer bulletin boards where users may post 
questions or actually chat with company representatives or other know-
ledgeable users. Check with your individual suppliers. 

In some cases, customers may use the bulletin board system to upload 
files with problems for company attention. Corrected files may then be 
downloaded back into the user's system. Other software firms will hook 
into a user's computer via modem to help diagnose and correct problems. 

Responding to green industry concerns about timeliness of answers, 
one accounting software company offers a variety of options including 
plans which cost more not only for more help time, but also for faster 
answers. The company also offers a beeper plan which promises instant 
response for an additional annual charge. 

of any system or program unless 
you are willing to leam it, work 
with it and use it, advised Andy 
Hines, president of Shrub & Turf, 
Athens, Ga. 

"Ifcontractors spend $4,000and 
they don't know what they're do-
ing and walk away from it, the 
computer system won't do any 
good. There are two kinds of people. 
There are people who learn how to 
use the computer tools and who 
fool around with it to see what it can 
do. Then, there are people who 
purchase a system and want to get 

something specific done," he ex-
plained. I f something else happens, 
they may not understand why. 

"It' s 1 ike a lady whose car I mov-
ed the other day. She was blocking 
someone and I went out to move 
her car. It was almost identical to 
the one I had. She came back in later 
screaming that I had broken some-
thing. I had moved up the tilt steer-
ing wheel to get out. She didn't 
know it moved. She'd had the car 
for seven years and didn't even 
know it had tilt steering," he said. 

(continued on page 72) 
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At the first sign of danger, 

fire ants are genetically pro-

grammed to cart their queen 

away to safety. Before you know 

it, the colony is thriving again. 

That's the problem with 

using poisonous baits on fire 

ants. The poison kills worker 

and nurse ants before they can 

feed it to the queen. This sets 

off an alarm, signaling the rest 

of the colony to hit the road. 

Award," on the other hand, 

is an insect growth regulator, 

not a poison. It's sure to reach 

the queen undetected, and once 

there, sterilize her. 

With her ability to produce 

new ants eliminated, the colony 

soon perishes. 

So this year, use Award. 

And take care of your 

fire ants before they become 

moving targets. 



Allison and his 
great-grandpa 
explain how 
things have 
changed from the 
crude irrigation 
control systems 
of the past to 
todays comput-
erized wonders. 

Bv Luke Frank Yesterday's controllers relied on manual adjustments. Photos: Bob Cloud Memorial Collection. 

A Glance at 

TheWater 
Management 
Mirror 

MONDAY MORNING. Like slog in a sprinkler nozzle, 
I'm having a tough time getting through it. I'm a fourth-
generation irrigation technician for our family business 
that oversees multiple resorts, business parks, 
homeowners associations and estates. 

From my computer terminal, I access via phone mo-
dem the grounds control system — which includes 
irrigation—at The Bay Resort & Recluse Club near San 
Francisco, Calif. The grounds foreman has left me a 
couple of notes: 

• Appears to be hot spots developing on western slope 
of berm, northeast quadrant, grid 7, satellite 4. 

• Lost plant material in the south bed of building 3, 
along cubicle 14. 

There's no reason for us to lose plant material, unless 
somebody hasn 't been paying attention. I boot up the hub 
computer and access the site's central computer for the 
irrigation system. Sure enough, the system's self-diag-
nostic function indicates that two Time Domain Reflec-
tometry moisture sensors are out of kilter for zones 27 
and 18 on satellite 13 — the berm — and valve number 
one won't open on zone 31, satellite 2 — the planting 
bed. Jeez, why can't they make a control system that 
repairs the irrigation system? 

This shouldn't take long. I override the sensor input 
and bump the stations' schedules 3.3 percent for the next 
five days. I might as well, since the controller did the math 
for that spot, factoring slope, soil type, turf type, solar 
radiation and precipitation rates, and the weather station 
has measured recent daily évapotranspiration values at 
nearly an inch. 



W A T E R MANAGEMENT 

The anemometer has 
been spinning like a drunk. 
The winds rip through 
there this time every year. 
At least the controller made 
the adjustment for all 36 
zones on each of the 26 sat-
ellites. I'll leaveamessage 
on the computer for the fore-
man to make the repairs. 

The central's diagnos-
tic notes also indicate a 
busted riser that was 
swamping the turf on sta-
tion 34, before the control 
system elected to override 
that irrigation block, two 
days ago. 1 add an excla-
mation point to my note. 

In addition, the com-
puter alerts me to a slight 
but consistent increase in 
flow from Effluent Water 
Source One. My coverage 
uniformity is off.007 of a 
point. It appears that two 
heads on zone 11 have 
nozzle wear. 

Through the computer, 
I advance the Derringer 
nozzles on both heads and 
the new orifices spin into 
place. More hostile notes 

for that foreman. Where is he? 
While I am furiously punching 

keys, my great-grandfather, the 
founderofEnvironmental Resource 
Controls, leans over my shoulder. 
"You know, Allison," he starts... 

GRANDPA KNOWS. Great. An-
other stroll down memory lane in 
the middle of a Monday morning. 

"...When I was your age, we 
didn't have computers or modems 
or solid-state electronics," said 
great-grandfather. "We basically 
watered by the seat of our pants." 

I stifle a chuckle. That explains 
the stains. 

"We got pretty good at it, 
though," he continued. "When we 
started irrigating southern Califor-
nia landscapes in the 1920s, water 
cost pennies. The normally open 
hydraulic controllers used in agri-
culture were beginning to enter the 
landscape market." 

I can't help myself. "What were 
those controllers like, Gramps?" I 
asked, resigning myself to a history 
lesson in irrigation control. 

"Well, automatic sprinkler con-
trol started popping up commer-

cially in places like Michigan, Illi-
nois, and, of course, California," he 
reflected. "Pioneers like John 
Brooks, George Moody and Will-
iam Buckner patented irrigation 
controllers and valves that opened 
the door to commercial sprinkler 
automation. 

"The Burdick valve, and the Tom 
Sawyer—early automatic control-
lers — used a piston travelling up 
and down a cylinder to activate 
sprinkler zones. That stuff came 
out in the early 1920s and 1930s." 

How does he remember those 
names and dates? 

"What you'd do is turn a control 
key to 40' on the indicator, which 
let water enter the cylinder and 
pushed the piston to the top, expos-
ing the laterals. Turn the key to the 
41' position and you had water for 
about 30 minutes; turn it to 42' and 
you had about 20 minutes;43' gave 
you 10 minutes; and 44,' five min-
utes," he explained. 

"It seems crude now, because 
the dial was like an egg timer and 
the accuracy could be off a couple 
of minutes either way. But it was 
truly revolutionary at the time. By se-
quencing remote-controlled valves, 
it made programming possible. As 
a result, commercial irrigation sys-
tems started surfacing all over the 
L. A. basin." 

So you had to be at every site for 
every irrigation cycle you 
needed. That would be a drag 
with caliche clay in a hot 
Colorado summer, I think. 

"Then came the slide 
valves, which had two mo-
torized, slotted discs. As the 
discs slid, water moved 
through the slots to the valves 
to open and close them. 

"AfterWorldWarll, con-
troller technology really 
started hopping..." 

Uh-oh, I think. His eyes 
are beginning to glaze and I 
know there' s no turning back 
now. Gramps is in a rain-
making riptide and won't 
return unti 1 he works his way 
back to the 21 st century. 

"By the 1950s, electric 

John Brooks created this 
hydraulic controller and 
clock for wealthy Detroit 
clients like Henry Ford. He 
patented 27 inventions. 

timers were making their debut. 
Hydraulic controllers were still 
popular, as they are today, but the 
first adjustable cam-driven, elec-
tromechanical commercial timers 
for irrigation were starting to gain 
momentum. 

"Somewhere in there, the late 
1940s I believe, the Greenland 
brothers took their family-owned 
Superior Controls, which special-
ized in diaphragm control for these 
mammoth steam boilers, and started 
looking for new territory. They 
thought about textiles and a few 
other industries, but when they stud-
ied irrigation, they knew they'd 
found their home." 

I jumped as the phone rang. I 
guess I was getting the glaze, too. It 
was my foreman. "Excuse me 
Gramps, I've got to take this one." 

BACK TO REALITY. "Eric, where 
have you been? We lost plant mate-
rial. We never lose plant material. 
That central tells us every minute of 
every day when there's any abnor-
mal pressure or flow activity. Aren' t 
you wearing your pager?" 

I handled that pretty well, I think. 
He's a nice guy, but no training. 
Four years of environmental horti-
culture and not even a semester on 
irrigationcontrol. 

"Yeah, sorry Allison. I've been 
popping modules all week with 

this new security system they tapped 
into the central. I had fountains 
soaking people, gates dinking cars, 
lights blinding cyclists—whoalso 
dinked some cars. As it turns out, 
the program was the problem about 
60 percent of the time. Good thing 
these modules are cheap." 

"Who's the programmer, Eric?" 
"Uh, that would be me." 
Deep breath. "Take your time 

and think it through, and use the 
customer support. I'll download 
some training material for you from 
the 4Net.' Look for it in your office. 
Also, check yourterminal. You've 
got a valve sticking, two moisture 
sensors are inactive and an old riser 
snapped. And Eric, don't ditch your 
pager again, or I'll have it perma-
nently implanted." 

"Okay, Allison. I'm pretty much 
back on track. I'll get a crew on the 
annuals, replace that old riser with 
a swingjoint and check to see ifthat 
slope is hydrophobic. I'll follow up 
the crews with the hand-held re-
mote to check the repaired zones 
and to syringe that slope, if it needs 
it. Sorry about that." 

He's learning. "Don't sweat it. 
Thanks for calling, and I'll talk to you 
later this week." I hang up, think-
ing: One down and 13 more re-
sorts, three airports, five munici-
palities, 23 business parks, 56condo 
complexes and 17 estates to go. 
Business is booming, especially in 
the Pacific Rim, where big money 
brought in cutting-edge irrigation, 
but there's no local training on how 
to operate it. 

NEWFANGLED DESIGNS. Another 
cup of coffee will do. I wheel around 
and bump into Gramps, who is 
back to Superior Controls, thumb-
ing through their old catalog. 

"Look at this Allie," he said. 
"These guys had great timing. They 
came out with the first electronic 
actuator kits to automate commer-
cial irrigation systems. There were 
thousands of manual systems in the 
L.A. basin by the 1950s." 

"How did the kit work?" I asked. 
44 You 'd remove the stem assem-

bly from an antisiphon valve and 
screw in the actuator, then run wire 
to the clock and go. It was pretty 
slick back then." 

"So now things were becoming 
electronically automated, when did 
controllers go solid-state?" I'm 



goading him now, but I know it will 
pay off later. 

"That was the new age of control 
technology. Texas Instruments and 
TelscoAVeather-Matic brought the 
microprocessor in, as did Rockwell 
International and Buckner. They 
were very sophisticated and the in-
struction manuals alone were more 
than 10 pages. It kind of scared 
people. Then, Irritrol introduced the 
first really simplified solid-state 
commercial controller and it really 
swept through the market. 

"But those solid-state control-
lers were very sensitive to lightning 
strikes and dirty power," he added. 

"Dirty power?" Maybe he was 
goading me. My curiosity pulls me 
in like quicksand. 

"Surges, spikes, lapses," Gramps 
explained. "Actually, electronics 
decreased controller repairs in the 
West, but in the Southeast and M id-
west, weather was eating these con-
trollers alive. It's funny, though. 
The biggest problem at the time 
was that nobody knew how to work 
the controllers' keypads. It was the 
launch of the computer age and 
there was very little experience. 

He continued, "Basically, the 
unprecedented accuracy and flex-
ibility of sol id-state control lers per-
manently planted them in the in-
dustry with companies like Rain 
Bird, Toro, Hunter, Hardie, Gris-
wold, L.R. Nelson, Champion and 
Rain Master, to name a few. Sud-
denly, you could activate any valve 
anywhere in the irrigation sequence. 
Multiprogram, multicycle irrigation 
was a reality. But control lers had to 
be easier for the end user to really be 
effective." 

END-USERS ARE KING. "That's 
what brought hybrids to the market 
in the 1980s," I interjected. "People 
still preferred dials and knobs for 
starting and stopping sets, but 
wanted the microprocessor logic 
for programming water cycles, 
memory and data interface." 

"That's right," Gramps agreed. 
It wasn't necessarily to advance 
controller performance, but to help 
with user acceptance. All the while, 
the features and functions of irriga-
tion control exploded. 

"I've seen the evolution of radio 
and other communication devices 

like modems and satellites, which 
help with troubleshooting and pro-
gramming. I' ve also seen the devel-
opment of battery and solar-pow-
ered controllers for street-median 
and remote-site irrigation; surge 
protection for lightning and fluctu-
ating power; moisture, flow, pres-
sure and rain sensors — in fact, 
complete weather stations — for 
soil-water management; override 
functions and ET-based schedul-
ing..." He was excited now. 

"I bet legislation really pulled a 
lot of this stuff through R and D," I 
interrupted again. 

"Yeah, it helped. But irrigation 
water and energy control, conve-
nience, geography and simplicity 
all have played a role. Now, you 
have modular components forquick 
repairs with little downtime, and 
for specific sizing and upgrading 
controllers to sites. 

"You also have self-diagnostics 
that locate problems with the sys-
tem, shut down the zone and alert 
the operator; injectors that interface 
with controllers for metering addi-
tives to the plants through the irri-
gation system; and, of course, cen-

tral control that ties it all together 
and makes it a function of hydrol-
ogy, agronomy, horticulture, chem-
istry, soil science, limnology, 
meterology — you name it." 

"Sounds like there's nothing left, 
Gramps, like they've developed just 
about every possible feature imag-
inable." I shift gears, realizing that 
our conversation has gone full circle, 
and it's time to get back to work. 

"You'd think so. But there's al-
ways something new. They're 
manufacturing these things with the 
guts more intricate, but the opera-
tion increasingly simplified. We're 
no longer considered gardeners, 
Allison. Landscapes are now de-
signed and managed around the 
availability of water, and the more 
you show them how to use it wisely, 
the greater commodity you become. 
Afterall, this is irrigation control in 
the 21 st century." 

I watch him shuffle out the door, 
then swi veled back to my computer 
and another week's work. • 

The author is a partner with VERDE-
com Environmental Resource Me-
dia, based in Banning, Calif. 
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Lifescapes, Valley 
Crest Tackle Vegas 
Las Vegas never sleeps 

— as a 30-person crew 
f rom Valley Crest 

Landscape will vouch after six 
months of working 2 a.m. to 10 
a.m. These night owls are busy 
constructing a 4-mile long desert 
garden down the middle of Las 
Vegas Boulevard, commonly 
referred to as T h e Strip." 

The median runs in front of 
a pyramid, a sphinx, a sinking 
pirate galleon, a circus tent and 
a active volcano, among other 
bizarre and spectacular man-
made illusions. These landscap-
e s , under the direction of Art 
Williams, will have a story to tell 
their grandchildren for many 
years to come. 

Valley Crest, of Calabasas, 
Calif., is no stranger to the city 
that gambling built. The com-
pany, together with landscape 
architect Don Brinkerhoff of 
Lifescapes, created the tropical 
indoor casino at Steve Winn's 
Mirage. Lifescapes and Valley 
Crest also performed landscape 

undergoing a massive, 
$14 million landscape 
renovation project. 

feats at the Flamingo and the 
MGM. Their work brought 
praise and reliance on the two 
companies for the b ig job—the 
$14-million Las Vegas Boule-
vard Strip Beautification. 

The contract entails plant-

ing 1,400 assorted palm 
trees (some weighing up 
to 40,000 pounds) and a 
total of 84,000 orna-
mental shrubs and vines. 

Fifty-six miles of irrigation 
control wire, 52 miles of pipe 
for the immense drip system, 
and four miles of irrigation 
mains have been used. To make 
sure all this effort will be 
enjoyed around the clock, the 
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project includes a $4-million 
landscape lighting system, a 
possible record for spending on 
night lighting projects. 

The work is ahead of 
schedule and should be com-
pleted early next year, months 
before the deadline. 

"The contract was awarded 
in January of 1995, and by 
August, the first segment is 100 
percent finished, ahead of 
contract time," boasted Burton 
Sperber, chief executive officer 
of Environmental Industries, 
Inc., parent of Valley Crest. 

Julie Brinkerhoff, executive 
vice president of Lifescapes, 
Newport Beach, Calif., said the 
conceptual drawings were 
started by her father, Don 
Brinkerhoff, in April 1993. "In 
June , we presented a booklet 
and a 196-foot long scale model 
of the Strip to representatives of 
the 160 property owners. We 
divided the model up so each 
property owner could evaluate 
the part of the median in front 

of his property," she explained. 
"The approval was unanimous! 
Valley Crest also presented the 
lowest bid of three qualified 
contractors for the job." 

The project's construction 
and follow-up maintenance is 
paid for by a special improve-
ment district made up of the 
property owners. The owners 
are assessed a fee according to 
the linear feet of frontage. 

"This idea was first pro-
posed 25 years ago, but it died 
because the property owners 
weren't organized," she added. 
"The idea was to create a world 
class resort corridor that places 
Las Vegas far above any other 
location. If you've been there 
lately, you can see that the 
landscaping is the backbone of 
the Strip and the corridor is 
now in place." — Bruce Shank. 

The author is a partner loith 
VERDEcom Environmental Re-
source Media, based in Banning, 
Calif. 

b u s i n e s s trends 

Tougher Enforcement of 
Immigration Laws Expected 
Contractors in the Southwest who depend on immigrants to operate 
their businesses should double check their employment records. 
Legislation has been introduced in the U.S. Senate to toughen 
penalties for hiring illegal immigrants and to establish a system of 
verifying employment eligibility. The effort has the support of 
President Clinton and both parties. 

Senator Alan Simpson of Wyoming recently introduced 
legislation to tighten border control efforts and to increase the 
pressure on employers who hire illegal immigrants. Despite pressure 
on the federal budget, $1 billion is being asked for enforcement 
efforts. Regulators want to cut the cost of social services going to 
illegal immigrants. 

Employers are urged to obtain "Handbook for Employers M-274" 
from the Immigration and Naturalization Service, U.S. Post Offices 
or Internal Revenue Service offices. You should have an INS Form I-
9 for each of your employees and make sure it is filled out completely 
and accurately. 

You should also have photocopies of the driver's license for each 
employee, as well as their Social Security card, voter registration card 
or other official identification. You should require these forms of all 
employees, not just those who appear as though they came from a 
foreign country. 

regional business trends 

Phoenix to Host Two Major 
Management Conferences 
Landscape contractors in the West will have two opportunities 
this winter to improve their management skills as both the 
Associated Landscape Contractors of America and the 
Professional Lawn Care Association of America will host 
management clinics in Phoenix. 

PLCAA's new Management Conference is a first of a regular 
series for the organization. The executive-level conference is set 
for January 12 through 14 at the Embassy Suites Camelhead. 
Three speakers will offer their unique perspectives on 
management issues: Larry Helms of Western Training Systems; 
Bobjacques of American Honda Motor Co.; and Patrick Norton 
of Barefoot Grass Inc. 

"We can learn a lot not only from expert speakers, but from 
each other in a relaxed, professional environment," stated Lou 
Wierichs Jr., owner of Pro-X Systems in Appleton, Wis., and 
organizer of the conference. For more information on PLCAA's 
conference, call 800/458-3466. 

The time-tested ALCA Executive Forum will be held 
February 11 through 14 at The Pointe Hilton at Tapado Cliffs. 
The theme is "Busting Through Your Barriers...Maximizing 
Your Company's Potential," according to the conference's chair, 
Jud Griggs of Lied's Landscape Design and Development in 
Sussex, Wis. 

Speakers will include Nate Booth, head trainer at Robbins 
Research International in San Diego, Calif.; Bob Dorf with 
Marketing 1:1 in Bridgeport, Conn.; and Will Philips with Faust 
Management Corp., San Diego, Calif. 

Concentrated business evaluation and break-out groups are 
strong points of the ALCA clinic. For more information, contact 
ALCA at 800/395-2522. 

California Ties Building 
with Water Regulations 
Water rights disputes, which have plagued the West since the 
late 19th century, might soon be regulated more closely by 
landmark legislation awaiting the signature of Governor Pete 
Wilson. In September, farmers, developers and real estate 
companies put their support behind Sen.Jim Costa's (D-Fresno) 
Senate Bill 901, requiring developers of more than 500 dwelling 
units to research the impact of water supply before building 
permits can be issued. 

"The bill is a milestone," claimed Sen. Quentin Kopp (I-San 
Francisco). "It demonstrates a monumental change in attitudes 
and public policy in California." 

The fight over water has been complex. Farmers, city water 
districts and wildlife advocates have been battling over water 
following a three-year drought in the early 1990s. Restrictions on 
landscape irrigation were implemented at the time. 

"Everyone knows that drought will return, but we tend to 
turn our heads until the reality of water rationing, parched 
landscapes and dead lawns hits home," stated a San Fernando 
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Valley landscape con-
tractor. "This bill for-
ces the issue." 

Ever since the 
1880s, when Fred 
Eaton and William 
Mulholland devised 
a way for Los Ange-
les to take water from 
the Owens Valley, 
250 miles away, Cali-
fornia has juggled 
the state's limited water resources to support development. The 
issue became further complicated when recent environmental 
regulations started taking water away from farmers and cities for 
wildlife in the Delta region of the state. The U.S. Congress is 
considering legislation on the use of water under the Central 
Valley Project, a federal project straining under budget and 
supply issues. 

"Our concern was that agricultural water would be used as a 
bank for sprawl, which is an inefficient use of resources," said 
Mar)'Ann Warmerdam of the California Farm Bureau. Farmers 
in the San Joaquin Valley were significantly affected by the last 
drought and cutbacks in irrigation water. 

"The question is, do we build homes without planning for 
water, or do we say before building that we need so much water 
for household consumption and landscaping?" asked the San 
Fernando landscape contractor. 

I 

/ 

LLM is interested in learning more about market conditions in the 
West/Southwest, so we've incorporated a Fax Survey into the 
inaugural issue of Regional Outlook. If you would like to assist us 
in learning more about your market — as well as find out how 
others are doing in your market area — please fill out the 
following questionnaire and fax (216/961-0364) or mail a copy to 
LLM magazine at 4012 Bridge Ave., Cleveland, OH 44113. We'll 
report the results of the survey in future editions of Regional 
Outlook. Thanks for your assistance. 

1) Is business up, down or about the same as this same time in 
1994? Up Down About The Same 

2) If your business is "up" or "down" this year, please list the 
percentage increase? + -

3) Please list any additional news items or market observations 
that might be of interest to you and our readers. 

CLCA Media Blitz 
Raises Contractors' Image 
Calscape, an 8-month-long public relations campaign by the 
California Landscape Contractors Association, is a wrap after 
getting the message across that landscape contractors are 
professionals. The program ran in newspapers, television and 
radio programs. Each CLCA chapter was able to present 
charitable and environmentally signficant work to its local media 
during the blitz organized by CLCA and C.W. Crocker 
Communications of Sacramento. 

"We were looking for the Silver Bullet to penetrate the media 
with the message that contractors are caring, responsible citizens 
who serve their local communities," revealed Marc Gerig, CLCA 
director of communications. "Chapters were able to show the 
public that they are involved in water conservation, responsible 
pesticide use, fire prevention and protecting the urban forest. 
The north coast gained publicity for its landscaping of an 
orphanage in Santa Rosa. That project got a 2-minute spot during 
the prime time news and brought tears to many viewers." 

'The board kept looking for a way to get our industry's 
professionalism across to the consumer," said Richard Jark, 
CLCA president. This worked out extremely well. Executive 
board members were shown in business suits and chapter 
presidents in sharp uniforms. The media now knows it can come 
to us for good news about its local community. They understand 
that we work with community groups to solve problems that 
affect their readers and viewers." 

1 

4) Please rate your company's business performance for 
each of the following service areas when compared to 1994 
(check only one in each category): 

Service Above Below Average Not Involved 
Average Average In This Market 

Mowing 
Aeration 
Tree Care 
Landscape 
Design 
Lawn 
Renovation 
Sodding 
Landscape 
Installation 
Pesticide 
Applications 

Name 

Company 

City/State 

Large, multifamily developments are 
covered in new water use rules. 

regional outlook fax: survey 

Phone Number 

L J 
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Heat Wave to Have 
Long-Term Effects
D ON’T LET cooler 

fall weather fool 
you. This summer, 
it was sizzling across the South

east, with record temperatures 
set in almost every major city. 
Mid-Atlantic states were par
ticularly hard hit, with below 
average rainfall compounding 
the problem. The summer of 
’95 will be one that lawn and 
landscape professionals are deal
ing with long after it’s over.

All types of plant material — 
from turf to mature trees— will 
be affected by this summer’s 
heat and drought, as well as the 
cumulative effect of conditions 
from summers past, according 
to Virginia Tech Extension 
Nursery Specialist Bonnie 
Appleton. “It certainly is going 
to have some effect,” she said.

TREE & SHRUB DAMAGE. Pro-
fessionals likely will see smaller 
plants — both herbaceous and 
woody ornamentals — die this 
year. Larger plants and mature

trees take several years to react 
to the stress of high tempera
ture and little water. In trees, 
this stress can cause “flagging,” 
the loss of leaves at the top or 
crown of the tree, and eventual 
root death.

In a weakened state, plant 
material can become targets for 
opportunistic pests that couldn ’ t 
normally attack healthy plants, 
said Appleton. Attackers might 
include borer insects, canker 
fungi and leaf spot fungus.

In Charlotte,
N.C., the city’s 
parks are losing 
2 percent to 3 
percent of older 
trees every year, 
according to the 
Charlotte Ob
server. The dam
aging effects of 
Hurricane Hugo 
six years ago, a 
drought in the 
early 1990s and 
the cankerworm

infestation that followed have 
left trees in a weakened state.

TURF SHOULD RETURN. Where
shrubs and trees are expected 
to sustain long-term damage, 
turfgrasses should respond to 
cooler, wetter weather. “Fescue 
grass browns, but comes back in 
the fall,” said George Morrell, 
CEO of the Morrell Group in 
Atlanta. Dormant grass usually 
can survive high temperatures 
and drought conditions.

Heat can stress all landscape plants.
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How Plants Survive Summer
■ n  xtension Nursery Specialist Bonnie Appleton of Virginia 
Wmm Tech’s Agricultural Research & Extension Center in 
Hampton Roads recommends that extra care be taken with 
heat stressed plant material. The following are some common- 
sense suggestions:

*Pruning— Although dead branches are unsightly, don’t 
prune in the fall, as a rule. Pruning can stimulate new growth 
that won’t survive the winter. Unless you’ve confirmed stem 
tissue is dead by checking the cambium, wait until spring. 
Pruning hazardous limbs, however, is essential.

*Mulch — Renew mulch in late fall when plants enter 
dormancy. Mulch provides a moist, warm environment for 
root growth; however, mulching too early can extend the 
plant’s growing season. New growth may not survive winter. 
Mulch when soil temperatures are cooler, such as November.

In Montgomery, Ala., tropi
cal grasses can survive the heat 
but are showing signs of stress 
from drought. “The lack of 
moisture’s been a big problem,” 
said James Bartley, general 
manager and agronomist for 
Southern Lawns. Zoysia lawns 
are showing the most drought 
injury, and many may need 
replacement, he said, adding 
that drought-tolerant mites and 
chinch bugs are showing up on 
St. Augustinegrass.

Turf in greater Richmond, 
Va., is “fairly stressed,” said 
Scott Wagner, owner of Land
mark Landscape Management 
in Ashland. The fescue grass has 
gone dormant and hopefully 
will recover, he said, but with 
less than 10 percent of his 
customers’ properties irrigated, 
recovery may take a while. Due 
to the hard ground, Wagner 
expects fall aeration will “not be 
as successful as I’d like it to be.”

HIGHER COSTS. For many
professionals, the hot weather 
resulted in higher expenses. 
Morrell said his firm incurred 
higher labor costs for watering 
new installations and heat stress 
caused higher plant mortality. 
The company’s two water trucks 
were kept in constant use, 
especially at construction sites.

Because of the heat, The 
Morrell Group began organiz
ing installation jobs differently, 
completing installations within 
the confines of an irrigation 
zone to ensure immediate wa
tering. “Watering is critical,” 
said Morrell. “This is not part of

the thought process under 
normal conditions.”

While outright water restric
tions didn’t hamper most pro
fessionals, many municipalities 
encouraged conservative water 
use. Drip irrigation and gator 
bag watering devices were 
incorporated into many installa
tion programs.

In the lawn service business, 
hot, dry weather caused some 
delays in chemical services such 
as fertilization, which increases 
a lawn’s vulnerability to drought 
injury, said Bartley.

According to Wagner, the 
weather will impact one’s busi
ness, “regardless of how long or 
loyal a relationship is with a 
client.” As the lawn ceases to 
compete and weeds appear, the 
lawn’s curb appeal suffers. “You 
try to talk to customers about 
the conditions, but it can still 
strain the relationship.” A lawn 
suffering from heat stress can 
become “a selling opportunity 
for competitors.”

CLIENTS  WANT
According to Morrell, the in
tense weather made deficien
cies in the design, installation, 
engineering and maintenance 
of irrigation systems very appar
ent, as well as inconsistencies in 
soil texture. The company’s 
irrigation group received over
whelming customer demands 
for service. “It’s been a tremen
dous strain on our resources,” 
said Morrell. “There’s no way to 
plan for this. Customers de
mand immediate response, and 
that’s not always possible.”

“This season, it’s apparent 
that the green industry must 
educate homeowners on effec
tive and economical irrigation,” 
said Bartley. He anticipates that 
more irrigation systems will be 
installed, which eventually 
should result in better quality 
turf for customers.

EM PLOYEES & EQUIPM ENT.
Lawn and landscape firms 
across the Southeast took mea
sures to ensure employees 
survived the heat wave. The 
Morrell Group supplied em
ployees with ice, Gatorade, hats 
and neck soakers, as well as ice- 
cold watermelons on some 
occasions. It was essential to do 
“anything we can do to keep 
these guys cooled down and 
hydrated,” said Morrell.

The heat and drought also 
“takes a toll on equipment,” 
Wagner pointed out. Dirt and 
dust clogs filters and contrib
utes to heavier overall wear- 
and-tear. Preventive mainte
nance is essential, he added.

EXCEPTION TO THE PU LE. Hot,
dry conditions were widespread, 
but d idn’t affect the entire 
Southeast’s green industry. A 
state used to hot weather — 
Florida — had enough rain for 
the entire region.

“Florida’s plants and people 
are more adapted to high 
temperatures,” said Marvin 
Gross of Marvins Gardens in 
Sarasota. Constant, heavy rains 
have been a “tremendous haz
ard” this summer, with plant 
material suffering from “wet 
feet,” he noted.

One bright spot was Irmo, 
S.C., where Gene Broome, 
owner of the True G reen/ 
Chem-Lawn franchise said that 
the local “yards look better than 
ever.” He said it’s been hot, but 
“we’ve been very fortunate this 
year with thunderstorms almost 
every day in the afternoons. ” — 
Anne Wemhoff.

The author is a free-lance writer 
based in Hudgins, Va.

C ity J u n e E x tre m e # o f July E x tre m e it o f
1 9 9 5 Tem p. D ays

90°+
1 9 9 5 T em p. D ays  

9 0  i

Orlando 96° 6/9 24 95° 7 / 4 , 7,15,16 24
New Orleans 96 6/27 18 99 7/12,27 26
Montgomery, Ala. 101 6/9 20 100 7/18 28
Raleigh 94 6/8 2 95 7/23,24,30 20
Richmond 91 6/8 1 100 7/15 25
Atlanta 98 6/10 12 102 7/25 27
Columbia, S.C. 98 6/9 11 100 7/16,21 30



regional business trends ¿b3 news

Atlanta Olympics Landscape 
Projects Make Progress

Ruppert Land
scape Co., Ashton,
Md., was awarded 
two new Olympic 
projects: The Olym
pic Aquatic Center, a 
1996 post-game ret
rofit of the Georgia 
Tech campus hous
ing the swimming 
and diving events; 
and the Olympic 
Rowing and Canoe Venue at Lake Sydney Lanier in Gainesville, 
Ga. Ruppert also is developing Georgia State University’s 
Olympic Village, one of the major athlete villages which features 
a rooftop garden and intricate plaza green.

The list of other landscape contractors winning Olympic 
business also grows, as the city of Atlanta and surrounding 
Olympic site areas continue to award projects for the installation 
of new landscapes or existing landscape renovations.

Contractors are busy finishing new 
landscapes in Atlanta. Photo: Ruppert

SNA Announces Winners
The following recognitions and appointments were made at 
the 1995 Southern Nurserymen’s Association (SNA) annual 
meeting Aug. 4-6 in Atlanta:

•William “Buzz” Barton Jr., president of Barton’s 
Nursery and Landscape, Inc., Tuscaloosa, Ala., and 
Plantation Tree Co., Inc., Selma, Ala., was named president 
of the SNA for 1995-1996.

•Sonny Bouldin, former president of Bouldin & Lawson, 
McMinnville, Tenn., was posthumously awarded the 1995 
Pinnacle Award, presented to an allied industry member for 
contributions to the industry and SNA.

•C. Fletcher Flemer III, president of Ingleside Plantation 
Nurseries, Oak Grove, Va., received the Slater Wright 
Memorial Award for significantly advancing the Southern 
nursery industry and the SNA.

•Thomas Saunders, vice president of Saunders brothers 
Inc., Piney River, Va. and president of the Virginia 
Nurserymen’s Association, was presented the David E. 
Laird, Sr. Memorial Award recognizing young men and 
women for outstanding service in the field of environmental 
horticulture.

regional outlook fax

LLM is interested in learning more about market conditions in 
the Southeast, so we’ve incorporated a Fax Survey into the 
inaugural issue of Regional Outlook. If you would like to assist 
us in learning more about your market— as well as find out how 
others are doing in your market area —  please fill out the 
following questionnaire and fax (216/961-0364) or mail a copy 
to LLM magazine at 4012 Bridge Ave., Cleveland, OH 44113. 
We’ll report the results o f the survey in future editions of Re
gional Outlook. Thank you for your assistance.

1) Is business up, down or about the same as this same time in
1994? U p___ Down___ About The Same___

2) If your business is “up” or “down” this year, please list the
percentage of change: +________  - ________

3) Please list any additional news items or market observations 
that might be of interest to you and our readers.

5) Why are you optimistic/pessimistic?

6) Please rate your company’s business performance for 
each of the following service areas when compared to 1994 
(check only one in each category):

Service Above Below Average Not Involved 
Average Average In This Market

Mowing _____  _____  _____  _____
Aeration
Tree Care _____  _____  _____
Landscape
Design _____  _____  _____  _____
Lawn
Renovation _____  _____  _____  _____
Sodding
Landscape
Installation _____  _____  _____  _____
Pesticide
Applications _____  _____  _____  _____

Name___________________________________________

Company____
4) Are you optimistic or pessimistic about the long-term future of Citv/State 
the lawn and landscape maintenance industry in your market? y 
Optim istic____ Pessimistic____  Phone Number

L J
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BUSINESS MANAGEMENT: PART 10 

Find The Right 
Tax Advice 
Each business' 
tax situation is 
unique, but 
common-sense 
rules apply to 
everyone. 
Number one is 
to find a good 
tax adviser 
who under-
stands your 
company and 
your goals. 

By Kevin 
Tanzillo 

When the Internal Revenue Service knocks on your front door, 
will you answer with a smile or slink behind your largest 
fertilizer tank and pretend no one's home? 

Your answer probably depends on how good an accountant or tax 
adviser your company retains. Tax and small business experts — and 
contractors — agree that the quality of the individualized advice you 
get may be the most important part of your tax strategy this year or any 
year to come. 

"Make sure you have a really good accountant who is a tax specialist 
or who has a specialist in the company. As you know, the rules change 
a lot and you can get hung up," advised J. Landon Reeve, president of 
Chapel Valley Landscape in Woodbine, Md. 

"For example, we use what I consider to be a somewhat conservative 
accounting firm. We were audited two years ago and ended up getting 
a little bit of money back, which was a pleasure to say the least," he said. 
"It proves that probably we are taking too conservative a stand, but that 
is my preference rather than take risks and get surprised." 

"I rely heavily on my accountants," agreed Dick Ficco, owner of Part-
ners Quality Lawn Service in Easton, Mass. "I have a fundamental 
understanding, and I sought an accountant of a similar age—someone 
I could associate with and who would be considerate of the types of 
things my family would be going through. 

"There is quite an interpersonal relationship that a company my size 
develops with a tax consultant or accountant. Choosing an accountant 
and a tax attorney are things you don't go into lightly. For me, it has 

been a terrific plus to find someone to 
deal with who knows about my family 
and what we want to do in the future." 

SPECIFICS COUNT. Tax and small busi-
ness lawyers and consultants are willing 
to offer a bit of general advice, but cau-
tion that specifics depend strictly on a 
company's situation at the moment. 

"There is still a tax bill to be decided 
this fall, which would have a number of 
changes that might have an impact, but 
right now we are speculating," said John 
Satag^j, partner in the Washington, D.C., 
firm of London and Sataggy, specializing 
in tax and small business issues. 

"For instance, you can write off $ 17,500 
this year for an expenditure such as a 
utility van for business purposes. Over 

Look for tax advisers who understand 
the annual cycles of the lawn or 
landscape contracting industry. 



BUSINESS MANAGEMENT: PART 10 

that amount, you depreciate it. That could be affected 
by the tax bill, because the House version has that at 
$35,000," he explained. 

YEAR-END STRATEGIES. Still, Satag^j said, there are 
general rules for whether to buy something late this 
year or wait until 1996: 

"If you are looking at an extraordinarily good year, 
you would probably want to accelerate your ex-
penses to offset that. A lot is dictated by changes in 
the tax rates. If you know you are going to have some 
expenses you could incur this year, you might want 
to spend it on the expenses rather than pay taxes." 

Ed Wandtke, an IB-year partner in the consulting 
firm of Wandtke and Associates, Columbus, Ohio, 
said there is something special about 1996 that might 
make it attractive to defer income into the new year: 
it's an election year. 

"We're betting on tax rates going down, and I think 
that rates will not go up for sure. The likelihood of the 
rates going down in an election year is a lot higher 
than in a non-election year," he said. "The slower you 
collect receivables before Dec. 31, the better it can be 
for this year. You could just close your books on the 
15th and not make any bank deposits for the rest of 
the year." 

INCORPORATION OPTIONS. "Some generic advice is 
useful," conceded Richard I. Lehr, attorney with 
Lehr, Middlebrooks & Proctor in Birmingham, Ala 
His firm has advised businesses in the green industry 
for 16 years. 

"For instance, incorporating is good advice. You 
can become a Subchapter S corporation, with the tax 
benefits of a corporation. What any one owner should 
do varies, though, depending on the owner's objec-
tives," Lehr noted. "Do you want to posture the 
business for a certain balance sheet in order to sell, 
borrow, expand the business? Do you want to pass 
the business on to the next generation? These all 
have an effect." 

Ficco, current vice president of PLCAA, said his 
company is eight years old. It is a Subchapter S 

corporation, "and that has certain protective mea-
sures for me personally as owner. It also has corpo-
rate benefits and has provided us more stature than 
your basic mom-and-pop companies." 

Ficco noted when his company first incorporated, 
he was stuck with a calendar-year accounting sea-
son. Now he can petition the IRS for a one-time move 
to a fiscal year that better suits his business. 

"This may be a consideration for me down the road 
because what happens is that I start the year on a 
losing note. If we don't have a good banking setup, it 
doesn't bode well for us to borrow money," he ex-
plained. "A lawn care firm would like to end on a 
strong note, and many firms end their season in 
September or October. That's the time of their best 
cash flow and profit." 

Lehr offered that "most businesses are advised to 
incorporate so that the owner and his or her family 
are insulated from liability in the event of a legal 
dispute involving the company." 

But, he added, "They are not insulated from liabil-
ity if they fail to submit payments to the IRS. An 
accountant or attorney can be helpful in setting that 
up. As for me, I would want the shield of a corpora-
tion for my personal assets." 

ACTION IN 1995. With most contractors on a calendar 
tax year, is it too late to make a difference in the taxes 
due next April or are there still some late-year tactics 
available? 

"Between now and the end of the year may be the 
ideal time to set up a retirement plan if you don't have 
one in place," Wandtke said. 

"You could win because it is a nontaxable use of 
funds," he explained. Where contractors keep all or 
most of their people on as full timers, the retirement 
plans "are a good way to retain people. A lot of 
contractors in the North may scale back, but more 
firms are adding retirement plans to get the employ-
ees to come back." 

"In the South, where they may never lay them off, 
it's an excellent way to retain employees. You can 
lower your taxes and retain employees at the same 

time," Wandtke noted. 
"Fringe benefits and profit-sharing plans are 

valuable, but it is a question of the philosophy 
of the company's owners and how they want to 
deal with the profits," said Reeve. His com-
pany has about 165 employees, with steady 
employment except for January and February. 

"We do profit-sharing here," he explained. 
"You have to determine if you will have a 
pension, sheltered profit-sharing or actual cash. 
I think there is no question that if you are 
making a good profit, it makes sense to share 
the profitability with the people who helped 
make it." 

Careful tax planning can make the differ-
ence between success and a struggling 
business. Photo: Clean Cut Inc. 



TAX STRATEGY PLANNING. Satagqj, however, said the 
prime time for tax strategy is early in the year. "This 
late in the year, I don't know if there is anything 
contractors can do differently one way or another. In 
terms of estimated payments, for instance, those are 
things they should have planned throughout the year. 

"When you get to the end of year, you might look at 
things like whether you are taking full advantage of 
the direct expensing provisions that allow you to 
write off purchases of equipment in the year." 

The best strategy may take plenty of time and effort 
to pay off, he noted. "You might want to hold off on 
capital gains and sales of capital assets. One open 
issue at this point in the tax debate is whether there 
will be capital gains relief. If so, when will they apply 
the new rate? I might want to hold off on that to see 
when those dates are." 

Lehr agreed that planning is one thing contractors 
don't do well when it comes to their tax strategy. 
"Contractors react rather than plan. Just as the sea-
son slows down and you start to get into equipment 
maintenance and advertising, it is an excellent time 
to plan what you want to do during the year." 

The plan that looks good on paper in January may 
need adjustments as the growing season progresses, 
he explained. "It is a good idea to have another 
meeting with your tax adviser in June to review the 
plan. You're in the height of the season and you can 
see your projections. You don't want to be in a 
position where you run out of time to make changes." 

Wandtke said most contractors "don't bother to do 
anything in the line of tax preparation until they have 
to file the return, then they see they didn't do the 
preplanning that should have been done." 

He pointed out one costly mistake that can be 
avoided: "Perhaps the biggest thing is to make sure to 
make tax payments timely. If you don't, the penalties 
and interest are sometimes larger than the tax due 
had you paid it on time." 

Ficco said he can't emphasize enough the impor-
tance of a good source of tax advice. 

"Depending on the size of the company, profit or 
loss statements on a quarterly or monthly basis are 
important," Ficco said. "We are computerized and our 
software does the fundamental things as far as track-
ing general ledger account numbers. I don't overbur-
den our accountant. Quarterly statements suffice. 

"You can spend a tremendous amount of money on 
accounting," he added, suggesting that some com-
puter software makes it easy to do much of the work 
yourself and save. 

"Many accountants are just as content to teach 
people how to handle the day-to-day operation and 
how to get profit and loss statements on a monthly 
basis," he explained. 

"We always do a full audit for the company, which 
is unusual for the industry," Reeve added. "We can do 
a review, compilation or a full audit. The full audit is 
the most expensive and thorough, and takes longer. 
For the size of company we are, I want to make sure 
we have audited statements and clean information." 

WHAT YOU NEED 
TO KNOW FROM A CPA 
As you seek an accountant to help you plan your tax stra-
tegy, especially in a larger accounting firm, there are ques-
tions you need to ask to choose the right person. Here are 
sample questions, from the PLCAA publication, The Lawn 
Care Pmfessionals' Guide to Choosing a C.P.A.: 

• What knowledge of the green industry does the firm 
have? 

• What other service industry clients, and how large a 
staff, does the firm have in your market? 

• How long has the firm been serving this market and 
how large is it in the market? 

• Based on your company size, what would be the typi-
cal fee, and how is that determined? 

• Will the firm work on a fixed-fee basis for the work 
needed and is there a cap on service cost for the year? 

• What are the job titles of the people doing the work, 
and what do those titles mean in the firm? 

• How often are personnel rotated on a job in the firm 
and what if I don't like the personnel assigned to service 
my company? 

• How can I be sure I am being billed the correct fee for 
the level of employees servicing my account? 

• How often will someone communicate with me? 
• What if you give me incorrect advice and it costs me 

money? 

GET GOOD ADVICE. "One lesson I have learned is that 
the tax laws are interpreted many different ways. It 
isn't true that the law is the law and that's the way it 
is. Every accounting firm will give you a different 
version and that can have a big impact on your 
business," Reeve continued. 

Lehr said when it comes to hunting a tax adviser, 
it is important to learn the person's client base and 
how many small, seasonal businesses he or she has 
represented. He also recommended careful moni-
toring. "You have to ask questions to become an 
informed buyer of any professional services. Estab-
lish he or she charges, usually on an hourly basis, and 
request that bills be itemized to the tenth of an hour." 

"Also, get references. Speak to at least two or three 
others who use the individual about the reasonable-
ness of the fees. Also, in larger accounting firms, the 
person you contact may not be the person you deal 
with — you need to find that out." 

"The key thing is not to confuse tax advice and 
business advice," warned Wandtke. "Those are two 
different businesses, so you look at different people 
for different expertise. The best analogy is that I 
wouldn't go to the same doctor for brain surgery that 
I would go to for a cold." H 

The author is a free-lance writer based in Norwalk, 
Ohio. 



The thinking behind their 
preemergence herbicides. 

1 . 

You want cheap stuff. 

The thinking behind ours. 

You want to forget about stains. 

2. 
You want it to last longer and work better. 

3. 
You want to make so much money 

you can retire to a thatched hut in Fiji 
where somebody comes by regularly 

to weed the roof. 

Agra Turf Cannon Turf Supply, Inc. Estes Chemical, Inc. GroTech/Pennington 
Searcy, AR 501-268-7036 Fishers, IN 317-845-1987 Wichita Falls, TX 817-766-0163 Madison, GA 800-768-4578 

Available Agriturf Cornbelt Chemical Co. Fisher 6c Son, Inc. Helena Chemical 
from: Hatfield, MA 413-247-5687 McCook, NE 308-345-5057 Malvern, PA 610-644-3300 Fremont, NE 402-727-9177 

Benham Chemical Co. E.H. Griffith, Inc. George W. Hill 6c Co., Inc. Helena Chemical 
Farmington Hills, MI 810-474-7474 Pittsburgh, PA 412-271-3365 Florence, KY 606-371-8423 Tampa, FL 813-626-5121 



Barricade If you want more 
H E R B I C I D E 

cus tomer satisfaction, fewer callbacks and 

increased profits, taking some low-cost route 

® 

won ' t get you there. Barricade preemergence 

herbicide will. Not only does Barricade control 

crabgrass and 29 o ther tough weeds, it gives you 

evervthing else you need 

r to make a profit . 

Like the longest 

residual so you 

can apply earlier 

• and service m o r e 

accoun t s—wi thou t 

adding workers. 

Barricade also works better: 

U p to 26 weeks of consistent control 

f rom a single application. And it won ' t 

stain curbs, drives, fences or anvthing else. 

For details, talk to your authorized Barricade 

distributor, Sandoz sales representative or call 
1 - 8 0 0 - 2 4 8 - 7 7 6 3 . 

For informat ion on 

tropical island 

paradises, see your 

T ~ Barricade 
travel agent. 

Barricade 
H E R B IC IDF 

CRABGRASSPREVENTER 
ON FERTILIZER 

4SANDOZ Always read ami follow label directions. Sandoz Agro, Inc., 1300 E. Tòuhy Ave., Des Piaines, IL 60018. Barricade is a trademark of Sandoz. Ltd. © 1995 Sandoz Agro, Inc. 

Howard Johnson 's Enterprises 
Milwaukee, WI 800-642-4656 

Knox Fertilizer 
Knox, IN 219-772-6275 

Lebanon Turf Products 
Lebanon, PA 800-233-0628 

Professional Turf Specialties 
Champaign, IL 217-352-0591 

Regal Chemical Co. 
Alpharetta, GA 800-621-5208 

The Andersons 
Maumee, O H 800-537-3370 

Turf Industries, Inc. 
Dallas, T X 214-241-0545 

Turf Industries, Inc. 
Houston, T X 800-288-8873 

United Horticultural Supply 
Aurora, OR 503-678-9000 

United Horticultural Supply 
Tampa, FL 813-628-0496 

Turf Supply Co. 
Eagan, M N 612-454-3106 

United Horticultural Supply 
Tucson, AZ 520-293-4330 

Vigoro Industries 
Winter Haven, FL 800-329-4238 



Trees & Ornamentals 
GEOTEXTILE FABRICS AND MULCHES GO UNDER THE MICROSCOPE 

LANDSCAPE CONTRACTORS have been 
experimenting with a variety of solid plastic 
materials for weed control for some time 
now. In recent years, research and testing has 
caught up with these untested products. 

This information is based on research at the 
Horticulture Department of Oregon State 
University, Corvallis, and researchers in 
other areas around the country. 

PRODUCT TEST TRIALS. Geotextile fabrics 
vary dramatically in their effectiveness for 
weed control. Some tests have achieved the 
best control with thermally or chemically 
fused, nonwoven and laminated materials. 

Poorest control occurred with nonwoven 
needle-punched products, woven products 
and solid perforated products. We found 
better weed control with heavyweight, 
nonwoven fused products. Lightweight 
products generally have been ineffective. 

Nearly all geotextile products are effective 
in inhibiting the emergence of broadleaf 
weeds from seed, as well as emerging 
rhizomes of Canada thistle and horsetail. It's 
a different story with grass. 

Recent research has evaluated the merits of 
landscape fabrics and mulches. Credit: 

HEAVYWEIGHT ADVANTAGES. Only the 
heavyweight, nonwoven fused fabrics pre-
vented the emergence of grass from seed or 
rhizomes. Plants germinating in mulch 
placed over fabrics rooted easily through 
nonwoven, needle-punched materials; 
woven, solid-perforated styles and light-
weight nonwoven fused materials. 

Roots from adjacent shrubs and tress read-
ily penetrate and grow in nonwoven needle-
punched fabrics, woven fabrics and light-
weight, nonwoven fused materials. 

ORGANIC MULCHES. When organic mulch 
is used over fabric for aesthetic value, the 
mulch has a greater impact on weed 
development than fabrics. Fine-textured 
bark and compost materials provided 
excellent sites for weed growth. 

In contrast, very coarse bark, large wood 
chips, pea gravel and ground-up rubber tires 
were less likely to support weed growth. 

Most reports show that geotextile fabrics 
are not as effective as mulch over herbicide 
or mulch over black plastic. 

SURPRISE RESULTS. One unexpected bene-
fit of this research was the discovery of 
ground rubber as a mulch. The material was 
used as a mulch to keep weeds away from 
trees and ornamental plants and compared 
to other mulch products. The surface of the 
tire mulch became hot enough in sunlight to 
bum off emerging weeds, but not hot 
enough to hurt the shrubs themselves. 

While the ground rubber surface retained 
the sun's heat, the area below insulated the 
soil, keeping it about 60+ degrees F. — 
Thomas Cook, associate professor, OSU. u 

LANDSCAPE FABRICS & 
EROSION CONTROL PRODUCTS 

LANDSCAPE FABRICS 
-Weed Stopper 
- Professional Landscape 

Fabric & Patio Underliner 
- Professional Plus 
- Weed Restrictor 
FROST PROTECTION 
- & Germination Blanket 
BURLAP 
CONSTRUCTION FABRICS 
& FENCES 
POLYJUTE EROSION 
CONTROL 
WOVEN GROUND COVER 
FABRISCAPE DRAINAGE 
SYSTEM 
SECURING PINS 
KNIVES & REPLACEMENT 
BLADES 

Irrigation Expo Booth #327 

MBRISCAPE INC. 

L A N D S C A P E FABRICS & E R O S I O N C O N T R O L P R O D U C T S 
3145 W. C O L U M B U S AVE., CHICAGO, IL 60652 7 

(312) 436-7400 • 1-800-992-0550 • FAX: (312) 436-0335 

Green Garde® 
JD9® High-Pressure 
Spray Gun 

Field-proven 
reliable and effective — 
"the professional's choice" 

The JD9 heavy-duty 
spray gun can help 
make your operation 
more effective and 
profitable. 
• Adjustable — Quickly and easily adjusts from fine 

mist to long distance pencil stream. 
• Reliable — Ruggedly-built and precision machined. 
• Easy, Comfortable to Use — Designed with operator in mind! 

Trigger lock, drip-free shut-off. 
• Versatile — Choice of 11 tips and nozzles. Optional rootfeeder 

attachments; tip adapter that lets you use Spraying Systems Co. 
and Hudson extensions, nozzles. 

Green Garde Division « 
H.D. Hudson Manufactunng Company n r c c n 

500 N. Michigan Avenue • Chicago. IL 60611 -3748 » L t S 
Phone: 1 - 8 0 0 - 7 4 5 - 2 3 9 2 • Fax: 1 - 312 -644 -7989 9 a TCI e 



ALAN BISHOP was hired as a regional man-
ager for MacKJssic. He will be based in St. 
Petersburg, Fla. and service Mighty Mac and 
Merry Tiller power equipment distributors in 
the U.S. and Canada. He was formerly with 
McCulloch serving in the same capacity. 

Doug Hundt was named national sales 
manager for Vermeer Manufacturing. He will 
be responsible for sales of all industrial 
products in North America and will work 
with the company's domestic dealer network 
to manage territories and dealership person-
nel, and to oversee dealer recognition 
programs. He previously served as the 
northeast regional service manager. 

Three promotions at James Hardie Irriga-
tion include Paul Temby, appointed inter-
national sales manager with responsibility for 
implementing sales programs, leading the 
international sales force and strengthening the 
distribution network. In addition. Gib Lund-
quist was named district sales manager for 
seven north central states. He will provide 
sales support and training for distributors, and 
assist them with contractor development and 
marketing programs. Bill Rosser was hired 
as specifications manager, and will serve as 
the interface between the company and irri-

Temby Berthelsen 

gation designers, contractors and consult-
ants, as well as city, county and district 
officials. 

Arthur Hatley is now the national sales 
manager for Fiberstars' commercial lighting 
division. He will develop and implement 
sales strategy for the firm's side-emitting 
and point fiber optic lighting products for 
commercial applications. 

Michael Hanafee has joined Intrex/ASI 
as an interior account executive. He brings 
over 20 years experience in the interiorscape 
industry to the compaany. 

Hunter announced that Cita Berthelsen 
has been named the new regional sales and 
service representative for the west central 

plains. She will be based in Evergreen, 
Colo., and will represent the company's 
complete line of irrigation products. Other 
responsibilities will include new product 
introduction, professional training and 
technical support. In addition, Neil 
Struikmans was appointed as the new 
regional sales and service representative for 
central California. He will work with 
irrigation distributors, landscape contractors 
and municipalities to provide new product 
introductions, professional training and 
technical support. 

Steven McMillian and Jennifer Duffy 
have been added as senior engineers, and 
Wain Cooper as principal engineer, in the 
water resource division of Berryman & 
Henigar. Cooper will head a number of key 
division projects, including the pipeline 
design of a pump station sewer and force 
main for the city of San Diego. Duffy 
formerly worked for Dudek & Associates. 

Steven Fales was named head of the 
agronomy department at Penn State Univer-
sity, replacing A1 Turgeon, who stepped down 
to become director of distance education. In 
addition, Fales will continue as professor of 
crop management. • 

Our Buildings Are A Cut Above 

.ester pre-engineered 
building systems are 
designed around your 
needs for an attractive, 
affordable and energy 
efficient structure. Quality 
components plus the in-
dustry's leading warranty 
provide long term 
satisfaction! Call today 
for more information. 

Equipment Storage 
• Offices • Retail • 

LESTER 

LESTER BUILDING SYSTEMS 
A Division of Butler Manufacturing 

1-800-826-4439 
USE READER SERVICE # 7 1 
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Create profits by offering your 
customers beautiful borders. 

The Creative Curb 
line of concrete curb and 

border equipment is 
easy to use and an 
important addition 

to your 
bottom 

line. 

Creative 
curb marketing 

Curb & Landscape Border Equipment 
23362 Madero Rd, #E 
Mission Viejo, CA 92691 FAX: 

(714)587-8488 
(800) 292-3488 
(714) 951-2656 



Turn a 
Greater 
Profit 

Rain 
NEW FOR WINDOWS1 M 

RainCAD Irrigation and Design 
Software. Prices start at $375. 

Enhance your business opportunities with 
RainCAD irrigation and design software. 

• Win more bids by presenting a highly 
professional plan in no time 

• Earn more per job because of the quality 
appearance of your design printout 

• Finish jobs more quickly with automated 
design features 

• Make designing easy with free RainCAD 
tutorial 

Call 800-348-3243 
for a FREE Information Kit 

Place your risk-free order or request now and get a 
FREE kit containing a detailed brochure, sample 

design print out, and demo disk for your 
Windows compatible personal computer. 

P A / N & B / r d 
PREFERRED BY PROFESSIONALS WORLDWIDE<g) 

970 West Sierra Madre • Azusa, CA 91702 

Products 
PRODUCT SPOTLIGHT 

HOMELITE offers a new line of trimmer/ 
brushcutters for the commercial market 
— Green Machine by John Deere. The 
2600, 2800 and 3000 series are powered 
by Mitsubishi full-crank engines rang-
ing from 22.6 to 26.1-cc, which include 
solid state ignition and primer carbure-
tors for dependability and quick starts. 
Models 2600 and 2800 feature a 72-
inch shaft, 17-inch trimming swath with 
optional blade, and 13 pound weight. 

The 3000 series, designed to handle a 
40-hour work week, is equipped with a 
73-inch shaft and the option of J-bar or 
bicycle-type handles. This series also of-
fers a full anti-vibration system. The 4000 
series brushcutters arc powered by a high 
performance, 42.7-cc Mitsubishi engine. 
Other features include a quad brush 
blade, 6-inch string head with an 18-
inch trimming swath and 74-inch shaft. 
Circle 125 on reader service card 

The Problem Solver Pack from United 
Horticultural Supply aids in chemical spray 
applications. The product includes four uti-
lities: a drift retardant aid, compatibility agent, 
antifoamer/defoamer and tank and equip-
ment cleaner. 
Circle 126 on reader service card 

TrimmerTrap 
makes the Kreeper-
Keeper to prevent 
equipment damage 
in transport. Floor 
brackets mounted 
to a vehicle bed 
and a bracket at-
tached to equip-
ment are connect-
ed by a pin to hold 



equipment in place. It comes with mounting 
hardware, and a padlock can replace the pin 
for security. 
Circle 127 on reader service card 

Encore's PRO-Line Blower comes with an 
8-hp engine for easy, fast cleanup. Features 
include adjustable chute for front or side 
discharge, heavy duty front caster, pneu-
matic rear wheels with regreasable roller 
bearings and wide air intake vent. 
Circle 128 on reader service card 

Tempo insecticide from Bayer Corp. is 
now registered for use in business and 
shopping complexes, multifamily resi-
dences and many other functional and 
recreational turf applications. As an 
advanced-generation pyrethroid, the product 
controls many turf and ornamental pests. 
Circle 129 on reader service card 

AmeriQuip's Eagle 2-41 articulated design 
aerial lift is trailer-mounted and features a 
23-foot side reach and 41-foot working 
height. The 48 x 26 x 42-inch bucket holds 
two men at a total weight of 400 pounds. 
The unit allows 360-degree continuous ro-
tation and simultaneous, 2-function oper-
ation with complete feathering capability. 

An 8-hp gas en-
gine or 24-volt 
electric power are 
available. 
Circle 130 on 
reader service 
card 

A new size Prill 
fertilizer from 
Greener Pas-

tures features no dust, uniform particle size, 
ease of spreadability and a non-buming for-
mulation. Available in 50-pound bag, the 
product is manufactured in three formulations. 
Circle 131 on reader service card 

Glen-Hilton Products has installation de-
tails of all models of its Mini-Clik II and 
Freeze-Clik irrigation sensors available on 
diskette. The self-installing program loads 
drawings onto a CAD system in DWG or 
DXF formats. Diskettes are free to irrigation 
professionals, landscape architects and 
specifiers in the industry. 
Circle 132 on reader service card 

The LM-42 walk-along plow/trencher from 
Vermeer features adjustable plow blades 
from 12 to 30-inches and the vibratory plow 

attachment's shaker box delivers 10,000 
pounds of force to the plow. Designed to 
install irrigation and service lines such as 
electrical wire, the engine delivers 43.5 hp at 
3,000 rpm. The trencher attachment digs 

down to 42 inches, with 4- and 6-inch 
widths. Backhoe and rockwheel attachments 
are optional. 
Circle 133 on reader service card 

The 11-hp, Portable Truck Loader from Par-
ker Sweeper picks up leaves, clippings, 
mulch and other bark debris. The unit fea-
tures 6-blade impeller, lightweight 8 x 15-
inch steel intake hose and an exhaust hose 
with 360-degree swivel. A safety switch 
disables the unit with unattached hose. 
Circle 134 on reader service card 

L A W N V I C E S 

M A R K E T I N G 
G R O U P 

"How to Close a Qualified 
lawn Care Lead" 

Call For This FREE Guide 

Americalist has been producing leads for businesses selling lawn care 
services for 20 years. We've talked to our customers and recorded 
what closed sales. Now we've boiled down 20 years of results into one 
advice-filled booklet...lf s FREE when you call about our services: 

PHONE AND MAIL LISTS... By income, by neighbors of 
existing customers, updates of your measured file. 
DIRECT MAIL... Mailer design, printing, mailing services. 
TELEMARKETING... Lead generation or add-on services. 

Stop by and see us at booth #1121 at the G.I.E. in Fort Worth, Texas. 

americalist 
Call Mike Dauer Today for Expert Help! 

1.800.722.5595 • 1.216.494.0226 Fax 
8050 Freedom Ave. N.W., P.O. Box 2 1 1 7 - North Canton, Ohio 44720 

P L C A A 
Mfflihrrfc* IWWYf» 
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For information call (818) 706 -8786 
or FAX (818) 706 -8465 

Call today for more information on Design Imaging 
Software and to receive your "FREE Demo Video" with a 
"Color Print Of An Actual Design." 

Computer Imaging for the Landscape Industry 

THE "IMAGE WIZARD" CAN H E L P Y O U INCREASE 
Y O U R BUSINESS UP T O 3 TIMES!!! 

" I finally started offering imagining in '94 after years of 
considering it. My business grew 300% by including images in 
my bid and presentation. Customers feel they can trust what 
they'll get with a picture...it even wins bids at a higher cost than 
the competition." Danny Priolo, Heritage Point, Howell, NJ 

Design Imaging Group (818) 706-87E 



fm The 
Original... 
And Still 
The Best 

% 

T ï u G ï ® e ° 
Grass 

ThrOriQ»1 

Make off-colored 
grass as green as early 

summer grass with 
Tru-Green Grass Paint. 

Tru-Green is easy to 
use and perfect for 

troublesome areas on 
athletic fields, golf 
courses and lawns. 

Tru-Green is the 
patented, water 

soluble grass paint 
specially formulated 

for use with 
conventional liquid 
sprayers. Tru-Green, 

the low cost, low 
maintenance way to 

make dormant, sparse 
or drought damaged 

grass green again. 

H o m e of RegalStar"* 

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

Phone: 404-475-4837 
Toll Free: 1-800-621-5208 J 

Ciba's Citation insecticide has an expand-
ed label allowing its use on Dipterous leaf-
miners and fungus gnats in landscape and 
container-grown ornamentals, greenhouse-
and shade house-grown ornamental bedding 
plants and ornamental crops, as well as 
interiorscapes. It is also approved for shore 
fly control on greenhouse-grown ornamen-
tal crops and interiorscapes. 
Circle 135 on reader service card 

The Print Cady from Donnelly Interna-
tional carries and provides a work surface 
for blueprints and drawings. The product 

secures and protects against wind, and pro-
vides convenient storage of landscape 
drawings and plans. Constructed of PVC 
plastic, it comes in four sizes. 
Circle 136 on reader service card 

Three new models are available in the Jon-
sered chain saw line. The 2041, 2045 and 
2050 models all feature the Turbo air 
cleaning system, said to reduce maintenance 
and engine wear and improve fuel econ-
omy. Engine displacements are 40.2, 44.3 
and 48.9-cc, respectively. Other features are 
a professional style handle system for 
comfort, coil-spring anti-vibration design 
and inertia-activated chain brake. 
Circle 137 on reader service card 

The 6000 series Mow'n Machines from 
Woods Equipment include seven zero-turn 
radius mowers with engine options ranging 
from 14 to 24.5-hp, including diesel. At-
tachments include a snow thrower, sweeper 
and dozer. Other features include a low, 
out-front deck, instant forward-reverse ac-
tion and low center of gravity. 
Circle 138 on reader service card 

Hynite 12-0-0 organic fertilizer from Stan-
dard Tar Products is made from a formula 
of processed leather tankage said to supply 
nitrogen in a slow-release, water-insoluble 
form. It is said to be nonbuming and 
effective for ornamentals and ground covers 
in various landscape settings. 
Circle 139 on reader service card 

Terracare Products' new topdresser fits 
behind most utility vehicles. The product 
mounts in minutes without dismantling, and 
features a 5-hp Briggs & Stratton engine. It 
can distribute topdressing to either side or in 

a full spread pattern for a variety of uses. 
Circle 140 on reader service card 

Aerators' Aqua-Lator fountain aerator 
features a stainless steel, water-cooled motor 
said to be maintenance-free. The motor 
mount, volute, propeller and mooring eyes 
are also stainless steel. Features include 
interchangeable nozzles and motors in sizes 
ranging from 1 to 5-hp. 
Circle 141 on reader service card 

Model JD 8875 is John Deere's most pow-
erful in its skid steer line and is powered by a 
61-hp Series 3029T engine and 2-speed 
transmission providing a top speed of 12 
mph. Other features include vertical-lift de-
sign for load stability and better visibility, 
48-inch wheel base and 2,352-pound SAE 
operating capacity. The cab includes 

comprehensive digital gauges and visibility 
of 360 degrees for safety and productivity. 
Circle 142 on reader service card 

TruckCraft's TC-120 Ultra pickup dump 
insert is constructed of aluminum and 
stainless steel for durability and no rust. The 
unit has a 5,000-pound, 2.4-cubic yard 
payload capacity, an 18-second lift cycle and 
a 47-degree maximum dump angle. It can be 
installed in only an hour. 
Circle 143 on reader service card 

Husqvarna offers the 
Model 246 commer-
cial chain saw, a 3.3-
hp unit weighing just 
10.5 pounds. The Smart 
Start system reduces 
starting pulling force 
by 50 percent, and 
LowVib technology 
reduces vibration. 

Circle 144 on reader service card 



The McConnel Swingtrim from ALAMO 
cuts hedges, grass and weeds around hard-
to-reach places. The articulated boom and 
4-foot sickle bar cuts up to 1/2 inch 
diameter, even below water, without 
disturbing roots. At under 500 pounds, the 
unit mounts on a 15-hp tractor. The 
hydraulic boom reaches 11 feet vertically 
and 14 feet left and right horizontally. 
Cirrie 145 on reader service card 

Little Wonder offers an 11-hp commercial 
blower with an enlarged fan and housing, 
increasing power 
30 percent. Front 
and rear 10-inch 
pneumatic tires, 
ergonomic han-
dle and anti-vi-
bration grip add 
comfort of oper-
ation. Computer-
balanced steel 
fan and 12-gauge 
steel housing 
provide durability and power. 
Circle 146 on reader service card 

The Tanaka TEA-500 two-man auger has 
wraparound handles with anti-vibration 
foam covers for comfort. The safety throttle 
requires both operators to engage before 
drilling. The gear case lock allows operators 
to manually back out a stuck bit. The unit is 
powered by a 50-cc engine to dig holes up 
to a 12-inch diameter. 
Circle 147 on reader service card 

Groundsbreakers landscape tools from V & 
B Manufacturing are designed for sod 

busting and dig-
ging in summer, 
ground prep and 
fall cleanup and 
wintertime break-
up of frozen soil, 
snow and ice. Fea-
tures include re-
versible combina-
tion tool heads and 
a selection of 

various weights and handle lengths. 
Circle 148 on reader service card 

The Green Thumb Consultants catalog 
features a variety of ergonomic pruning and 
hand tools, wrist supports, heat wraps, 
clothing, books and accessories. Tools and 
accessories are built to minimize the effects 
of repetitive motion, and to aid workers 
who suffer from repetitive motion injuries. 
Circle 149 on reader service card 

The CH series of commercial chipper/ 
shredders is available from Sterling. With 
a variety of engine makes and horsepower 

P r o g r e s s i v e E l e c t r o n i c s 
M o d e l 5 2 1 

I WIRE & VALVE LOCATER 
• F ind Lost S o l e n o i d Valves 
• Loca te W i re Path 

A n d D e p t h 

l O N G M N y 

save 1 0 % l 
All T h e 
E q u i p m e n t Y o u 
N e e d T o 
T r o u b l e s h o o t 
I r r igat ion 
S y s t e m s 

$ 5 8 5 . ° ° 
( R E G . PR. $650 .00 ) I 

1 -800-284-0205 
I r r igat ion & L a n d s c a p e Supp l i es • Da l las , T X 

USE READER SERVICE #21 

Professional Growth with 
11 Principles o f Tur f grass M a n a g e m e n t f f 

i home study course certified by The University of Georgia and the Professional Lawn Care Association 
of America-covers all regions and seasons of the U.S. 

Expand your professional knowledge 
— at your own pace. 

Increase customer confidence. 
Become a Certified Turfgrass 
Professional. 
Train at home to master up-to-date 
turfgrass management principles 
conveniently and cost-effectively. 

Write to: Karen Bishop, Georgia 
Center for Continuing Education, 
Room 191, The University of Georgia, 
Athens, Georgia 30602-3603, or call 
1-800-542-8097. 

Approved for pesticide applicator 
recertification in many states. 

USE READER SERVICE # 4 0 

It's as simple as that. Install the Mini-Clik rain sensor with your sprinkler systems, 
a n d your crews will spend a lot less t ime running around turning them off and on, or 
correcting the problems of overwater ing. T h e world's best-seller, Mini-Clik is the most 
reliable a n d accurate rain sensor on the market - e v e n under the most d e m a n d i n g 
conditions. In fact, it c o m e s with an unparal le led f ive-year warranty. 

Mini-Clik is inexpensive, too, and it's the ideal match for any irrigation system: 
n e w or retrofit. He lp your cl ients c o n s e r v e water , whi le you s a v e costly serv ice a n d 
ma in tenance calls. Cal l Glen-Hi l ton Products today at 
1 - 8 0 0 - 4 7 6 - 0 2 6 0 , and learn more about the w a y s our 
m o n e y - s a v i n g products c a n e n h a n c e your profitability. R I C H M O N D , V IRGINIA U S A 

USE READER SERVICE # 3 9 

y u u o a v c o u o u y o c i v i u o a i lu 

MINI-CLIK" 



Using 

Controlled 
Release 

Ask for 

CoRoN 
Quick green-up 

Long-term release 

Even turf growth 

Reduced clippings 

Reduced leaching loss 

Enhanced rooting 
«WMmMMMMHMMMMMWH«««* 

Low burn potential 
»tMWHOOOMOMMOMWMMOWHNMtM 

Clear liquid solution 

Highly compatible 

C Q R O N 
CONTROLLED RELEASE NITROGEN 

For All Your 
Turff Tree & Shrub 
Applications 

CoRoN Corporation 
Souderton, PA 18964 

800-338-0836 
215-723-5099 

Circle 150 on 

ranges available, 
the line also 
features a centri-
fugal clutch for 
easy starting, a 
balanced rotor 
with free-swing-
ing, reversible 
blades and three 
discharge screen 
options. 

rd 

The new Riverside adjuvant, Rivet, en-
hances the consistency or performance of 
certain postemergence herbicides. The 
product is said to promote fast spreading, 
uniform distribution and absorption of pes-
ticide sprays on leaf and stem surfaces, and 
is also recommended for products that 
desiccate or defoliate. 
Circle 151 on reader service card 

Stihl's FS 88 and 108 brushcutters feature 
anti-vibration systems, contoured engine 
housings, easy access air filters, see-through 

gas tank, lifetime ignition, adjustable 
handles and shoulder strap and better 
power-to-weight ratio. Both are powered by 
a 25cc engine. The FS 88 weighs 14.1 
pounds, and the FS 108, 15.4 pounds. 
Circle 152 on reader service card 

Trailer mounting and holding devices for 
landscape tools from Green Touch Indus-
tries are made of vinyl coated, heavy gauge 
steel. The store and secure motorized equip-
ment, ladders, gas cans, drink coolers and 
others, both on the road and in the shop. 
Circle 153 of reader service card 

Three models are available in the 1996 line 
of Snapper Great Dane Hydro Rider, zero-
turn radius mowers. Kubota engines rang-
ing from 25- to 40-hp are available, as well 
as cutting widths of 52 to 72 inches. 
Circle 154 on reader service card 

The Strongland Mini-Trencher from 
Armstrong Tractor is a high-speed, hand-
held electric trenching saw that can handle 
jobs from lawn edging to drainage and 
irrigation ditches. Uses include installing 
sprinkler PVC pipe, drip and subsurface 
irrigation, root barriers and outdoor lighting. 
Circle 155 on reader service card 

GSL's TurfBlend sulfate of potash provides 
a source of potassium and sulfur for 
turfgrasses. The product contains 52 percent 
potash and 18 percent sulfur, leaches more 
slowly than other potassium sources, 
promotes stronger roots and adds disease 
and injury resistance with practically no 
chlorides or other contaminants. 
Circle 156 on reader service card 

The ASVF anti-
siphon valve from 
Rain Bird, part 
of the DV Series, 
combines an elec-
tric remote con-
trol valve with an 
atmospheric back-
flow preventer in 
one unit. The unit 
comes with either 3/4 or 1-inch inlet and 
outlet, spray-free internal and external bleed 
screws and easy-to-tum flow control. 
Circle 157 on reader service card 

The 1996 model line of trucks from Mitsu-
bishi Fuso feature several design advance-
ments, including a new aerodynamic cab 
exterior, redesigned interior and instrument 
panel. A class 4, 14,500-pound/GVW model 
has been added to the line. The Class 5 FH 
has an upgraded GVW and other modifica-
tions, while the class 6 and 7 models feature 
boosted horsepower and stardard automatic 
transmissions. 
Circle 158 on reader service card 

Encore now offers a 48-inch, hydrostatic 
walk-behind mower with a 14-hp Kawasaki 
engine as part of its Eliminator line. The 
product handles high wheel loads, with rol-

ler bearings rather than bushings supporting 
the main wheel drive shaft, and can with-
stand high temperatures. 
Circle 159 on reader service card 

The MiniDOS nonelectric water-powered 
fertilizer injector from Dosmatic features a 
built-in bypass to let technicians switch from 
solution to plain water and back. Polypropy-
lene construction will accept a wider range 
of chemicals, including petroleum-based 
pesticides, acids and others. 
Circle 160 on reader service card 



OCT. 25 Drip Irrigation Systems for the Pro-
fessional Landscapes University of California, 
Davis; 916/757-8777. 

OCT. 25-27 Design Short Course III for Resi-
dential Properties: Advanced Design, Rich-
field, Ohio. Contact: Ohio Landscapes Asso-
ciation, 800/335-6521 

OCT. 26-27 Using Compost and Other Or-
ganic Products, Pittsburgh Vista Hotel, Pitts-
burgh, Pa. Contact: American Society for 
Horticultural Science, 703/836-4606. 

NOV. 1 - JAN. 10 Arboriculture Skills Work-
shops, Kent State University, Kent, Ohio. 
Contact: Anita Lide, 614/433-0045. 

NOV. 3 Building With Trees: Saving Trees at 
Construction Sites, Grand Rapids, Mich. Con-
tact: The National Arbor Day Foundation, 402/ 
474-5655. 

NOV. 7-10 Turf & Grounds Exposition, 
Rochester Riverside Center, Rochester, N.Y. 
Contact NYSTA, 800/873-TURF. 

NOV. 9 Practical Pruning: A Workshop for 

Arborists, University of California, Davis; 
916/757-8777. 

NOV. 11 Production Techniques for Organic 
& Sustainable Landscaping/Gardening, Mc-
Laren Lodge, San Francisco, Calif. Contact: 
Committee for Sustainable Agriculture, 916/ 
756-6967. 

NOV. 12-15 International Irrigation Exposi-
tion, Phoenix. Contact: Irrigation Association, 
703/573-3661. 

NOV. 12-16 Green Industry Expo, Fort Worth, 
Texas. Co-sponsored by the Associated Land-
scape Contractors of America, the Professional 
Grounds Management Society and the Profes-
sional Lawn Care Association of America. 
Contact GIE, 1000 Johnson Feny Road, NE, 
Suite C-135, Marietta, GA 30068; 404/973-
2019. 

NOV. 14-15 Best Practices in Composting 
Workshop, San Diego, Calif. Contact: The 
Composting Council, 703/739-2401. 

NOV. 16-18 Tree Care Industry Exposition 
'95, Indiana Convention Center, Indianapolis. 

Contact: National Arborist Association, 800/ 
733-2622. 

NOV. 27-29 North Central Turfgrass Expo-
sition, Pheasant Run Resort, St. Charles, 111. 
Contact: Illinois Turfgrass Foundation, 312/ 
201-0101. 

DEC. 4-7 Georgia Turfgrass Conference & 
Show, Atlanta. Contact: Gil Landry, Extension 
Crop & Soil Sciences; 404/228-7300. 

DEC. 5-8 Ohio Turfgrass Foundation 
Conference & Show, Columbus Convention 
Center. Contact: Julie Guenther, OTF, P.O. 
Box 14824, Columbus, OH 43214-0824; 614/ 
261-6750. 

DEC. 6-8 42nd Rocky Mountain Regional 
Turfgrass Conference and Trade Show, 
Currigan Hall, Denver, Colo. Contact: 303/ 
688-3440. 

To ensure that your meeting date is pub-
lished, send an announcement at least 10 to 
12 weeks in advance to LLIY1 magazine, 
4012 Bridge Ave., Cleveland, OH 44113, or 
call 216/961-4130. . 

42" ROW MOUNTAIN 
TURF CONFERENCE & TRADE SHOW 

December 6, 7, & 8, 1995 
Currigan Naif Denver, CO 

jjjy ' ^̂  

Conference Highlights 
Sportsturf o Lawn Care 

Sod Producers o Golf Courses 
Lawn/Landscape o Parks 

Cemeteries <> Service Technical, 
Silent Auction o Workshops 

R M R T A 
Proceeds Support Turfgrass Research 

F o r \ 4/ * 
attendee ,s,h < 
or exhibitor X MA/J 
information call 
719-489-3222 
or irrite to 
Rocky M o u n t a i n Reg iona l Tur fg rass A s s o c i a t i o n 
P.O. Box 650, Rye, C O 8 1 0 6 9 

Organized by 
The Rocky 

Mountain Regional 
Turfgrass Association 

In Conjunction with 
Colorado State University 

Cooperative Extension 

Georgia International Convention Center, Atlanta, GA 
Call Georgia Turfgrass Association at: 

404/975-4123 
Bigger and Better than Ever! 

USE READER SERVICE # 3 5 
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Computers 
(continuedfrom page 51) 

ON YOUR OWN. Some contrac 
tors are never able to find the pre-
packaged software that works for 
them. Some, like Hines, have the abil-
ity to go it on their own. 

Hines emphasized that the soft-
ware specifically available for the 
green industry is only a type of 
relational data base. If one is too 
complicated or too inflexible, there 
are always choices. 

As a former franchise lawn care 
operator, Hines originally had to 
work with a complicated program. 
There was a 5-tier system designed 
to give the company information in 
a way which was not usable to him. 
When he bought another packaged 
system, it offered a specific routing 
system unlike the one his company 
used. With five different programs, 
there was no interaction. It speci-
fied a system of mapcodes that didn't 
work for him. 

H ines had worked as a computer 
consultant for some time and even-
tually developed his own software 
based on a readily-available program, 

which works for his company. 
"You don't have to spend a lot," 

Hines explained. "You need to track 
basic information and put your 
needs into focus. Many companies 
could get away with a simple data 
base available at the local computer 
store for $ 150. Rememberthe KISS 
principle (Keep It Simple Stupid). 
And, whatever program you use, 
spend the time and money, if nec-
essary on classes. Get to know 
enough to ask intelligent questions." 

Mosely also rejected the system 
his franchise holder required. He 
said the system only fit corporate 
desires and was designed and run 
by accountants. 

"The system was telling us how 
todobusiness. We bought a prepack-
aged program next and it wouldn't 
let us cancel a customer. With that 
program, it was hard to manipulate 
information and we couldn't get 
the reports we wanted. Canned sys-
temsjust don't allow the flexibility 
and there was not enough help avail-
able," he said. 

"One hundred percent of them 
are tied into accounting systems. It 
was the case of a lawn care company 

that tried to fit into accounting tech-
niques." 

He consulted with a Texas-based 
programming company to create a 
program with "a high degree of 
flexibility, numerous safeguards to 
balance the totals and a unique rout-
ing system." It still takes time to get 
assistance and he said help from the 
programming company is "ad-
equate." 

His cost for the system, how-
ever, was far from minimal. A new 
set of hardware and the specially-
created software cost about $30,000 
and took six to eight months to get 
up and running. That system was 
developed several years ago, and 
the cost today would be about half. 

SYSTEM SUCCESS. Although it 
took three systems to get him where 
he wants to be, Fogarty is pleased 
with his packaged system. He likes 
features that allow him to specialize 
each account and make notes on 
many levels—general, billing and 
individual application. The mar-
keting programs allow him to gen-
erate mailing lists. 

Fogarty advised contractors to 

look for a software provider who 
listens to the users and continues to 
upgrade and change with the in-
dustry. Others advise looking for a 
system devised by a lawn service or 
landscape contractor who is knowl-
edgeable in computers, rather than 
one designed by a computer expert 
who is trying to make a program for 
the industry. 

Company owners also need to 
understand that they will pay for 
support on an on-going basis. Fogar-
ty estimated he spendsaboutS 1 ,000 a 
year to get this support. "A comput-
er does al low you to do things faster, 
but it's a big expense," he noted. 

"It's an imperfect science," he-
concluded. "It involves human re-
lations, too. When you computer-
ize, you 're married to the computer 
company. You need to expect com-
mon consideration from the soft-
ware company. That relationship 
with the computer company people 
can make you or break you." • 

The authors are industry consult-
ants with Key Solutions, a division 
of Iris Sales & Solutions Inc., Rocky 
River, Ohio. 
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FROM THE LEADERS IN 

SOFTWARE FOR THE 
CHEMICAL LAWN CARE 
INDUSTRY, COMES THE 

WINDOWS-BASED 
SOFTWARE FOR THE 

LANDSCAPE INDUSTRY! 

(STARTING AT $795°°) 

REAL GREEN COMPUTERS 
8246 GOLDIE STREET 

WALLED LAKE, Ml 48390 
(800) 422-7478 
(810) 360-5296 

r, Lawn Sprinkling 
Cable Laying 

B U Y F A C T O R Y D I R E C T ! 

Salt Spreader Special 

ONLY $849.00* 
-GUARANTEED LOWEST PRICE IN THE COUNTRY" 

NEW SNOWPLOWS! 
Hiniker - Western - Meyer 
7 x / i Starting at $2055.00 

(FOB ORLAND PARK, IL) 

LIMITED SUPPLY 
ORDER NOW! 

Don't Forget To Call for Our FREE 95/96 
Snow Plow Parts Catalog for Western-Meyer 
Fisher-Polar-Gledhill - Swenson-Henke-Etc. 

CENTRAL PARTS WAREHOUSE 
1-800-761 -1700 

W i t h o u t a 
L i n e - W a r d 
l ine lay ing 
m a c h i n e 
y o u cou ld be 
m i s s i n g the best 
buy o n t h e market ! ! 
• Moves On Tracks, 

( N o t W h e e l s ) , 

For Superior 
Traction 

m a 

Fast Parts Del ivery & Serv ice 
T Line-Ward Corp. 

157 Seneca Creek Road 
^ ^ - Buffalo, New York 14224 

Fax: (716) 674-5334 
Phone: (716) 675-7373 / (800) 816-9621 

• No Restora-
tion 

• Up to 16 
Depths 

• 800 LB 

Since 
1972 

Attachment 
Available 



Your customers say 
"Quit advertising and 
just cut your prices." 

Nice gesture. But there's a dangerous 
flaw in that th inking. When ' s the last t ime 
your customers bought everything your 
company produced? 

if you want to increase sales, you'll need 
to advertise. 

Advertising extends your company's 
reach, making contact with prospective buyers. 
It informs them about your company, your 

product . And helps pave the way for a 
smoother sell. Stop advertising and you could 
choke the buying process before it even begins. 

Need proof? A recent study by the 
Ad vertising Research Foundation and the 

American Business Press shows that one 
k k product advertised at medium levels 

over 12 mon ths experienced a 
sales increase of 8 0 % . W h e n 

the product was advertised at 
high levels, sales increased 

by 157%. 
Don't get roped in by 

a misleading argument. 
For more information on 

the impact advertising 
has on sales, write the 

Amer ican Associa t ion of 
Advertising Agencies, Dept. Z, 

6 6 6 Thi rd Ave., New York, 
NY 10017 -4056 . 

AAAA/ABP/AWIA 
Amer ican Association of Advertising Agencies 

Amer ican Business Press 
Association of National Advertisers 

This adv ert isement prepared by Sawyer Riley Compton. Atlanta. 



"ALCA is the best 
landscape business 

resource in the 
country. 99 

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

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

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

Join ALCA today and meet people like 
Joe Skelton. 

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

A S S O C I A T E D L A N D S C A P E C O N T R A C T O R S O F A M E R I C A 



Classifieds 
RATES 

All classified advertising is 75 cents per word. 
For box numbers, add $ 1 plus six words. All clas-
sified ads must be received by the publisher be-
fore the first of the month preceding publication 
and be accompanied by cash or money order cover-
ing full payment. Submit ads to: LLM, 4012 Bridge 
Ave., Cleveland, OH 44113. Fax: 216/% 1 -0364. 

BUSINESS OPPORTUNITIES " 
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 leam more, contact Randy Loeb, Franchise 
Development Manager at: 

800/989-5444. • • • 

WHOLESALE DISTRIBUTOR 
Needed to market environmentally friendly, liq-
uid, slow-release fertilizer products direct from 
manufacturer. Ken Franke, P.O. Box 123, Plato, 
MN 55370; 800/832-9635. 

• • • 

BIDDING FOR PROFIT 
"BIDDING & CONTRACTS YOUR KEY TO 
SUCCESS," a book with over 16 years experi-
ence, not theory. Get factual information on a 
very accurate and profitable bidding process. Bid 
sheets, contracts and much more. Send $42.95 to: 
#1 Profits' Unlimited, 3930 Bardstown Road, 
Louisville, KY 40218.800/845-0499. • • • 

GET CHRISTMAS BUSINESS 
Outdoor Christmas decorating services will stretch 
your season and improve your bottom line. Adams 
M fg. makes the most versati le, easiest to use, best 
quality professional outdoor Christmas decorat-
ing fasteners and accessories: SHINGLE/GUT-
TER GRIPPER—One product holds C C 7 or 
mini lights and works on shingles or gutters. 
SHINGLE INSERT — Easily slides between 
slate, shake or tile shingles without damaging 
roof. LIGHT STAKE — Most economical way 
to illuminate driveways, walkways and land-
scaping. ROOF HOOK & GUTTER HOOK -
Quick, easy way to hang light strings on homes. 
Call or write for FREE SAMPLE KIT and bulk 
pricing. ADAMS MFG., 109 West Park Road, 
Portersville, PA 16051, attn: Laura Green, 800/ 
237-8287, fax: 412/368-9311. 

TO ADVERTISE 
IN LLM 

CLASSIFIEDS 
CALL 

1 - 8 0 0 - 4 5 6 - 0 7 0 7 

CONCRETE EDGING BUSINESS 
Beautiful concrete landscape edging business. 
Many landscapes are just beginning to realize 
how much money they can make installing beau-
tiful concrete landscape edging. The Curbmate 
concrete extruder makes the installation process 
a breeze. Easy to use, it's simple to install 300 to 
800 feet per day with profits exceeding $ 1.00 per 
linear foot. Call for free literature 801 /262-7509. • • • 

EXTRA INCOME POWER WASHING 
EARN $100/hour power washing and sealing 
wood decks. Leam the most effective method, 
equipment setup and supplies. Complete training 
package: Manual, video, advertising kit and 
equipment catalog. For free information packet 
call 810/683-9080. 

• • • 

PARTNERSHIP OPPORTUNITY 

PARTNERSHIPOPPORTUNITY 
IN GROWING LANDSCAPE 

ORGANIZATION 
Our client, an established landscape contrac-
tor located in Montgomery County, Md., seeks 
a motivated individual or established business 
to add a maintenance division. 

The individual or company should have ex-
pertise in landscape maintenance, adequate 
financing/capitalization and the ability to in-
crease current volume by approximately 
$500,000 annually. 

To explore this exciting opportunity, please 
send your resume or call: Reznick Fedder & 
Silverman, Marcie Feinstein, 4520 East West 
Hwy., Suite 300, Bethesda, MD 20814, fax 
301/652-1848, #301/652-9100. 

BUSINESSES FOR SALE 
LANDSCAPE IRRIGATION COMPANY 

Landscape irrigation company established 15 
years in Salt Lake City, Utah, area. Residential 
and light commercial installationand repair. Very 
profitable in high growth area. Gross sales $400K 
plus. Includes four trucks, trencher, trailer, tools 
and well trained staff. Will train and provide sup-
port. Write to Lawn Sprinklers, P.O. Box 2145, 
Sandy, Utah 84091-2145. 

• • • 

LAWN MAINTENANCE COMPANY 
Lawn maintenance company for sale south of 
Pittsburgh, PA. Established 1979. Two-man op-
eration. Good commercial and residential ac-
counts. Must sell. Owner moving. Write: LLM, 
Box 377, 4012 Bridge Avenue, Cleveland, OH 
44113. 

• • • 

WANTED TO BUY ~ 
LAWN CARE SERVICE BUSINESSES 

Ifyou have been thinking about selling your lawn 
care service business we are interested. There are 
many options and possibilities. All communica-
tion is strictly confidential. Reply to LLM, Box 
363,4012 Bridge Ave., Cleveland, OH 44113. 

HYDROSEEDERS & STRAW BLOWERS 
Any make, any model, any condition. Call Neil 
Reinecker at 800/245-0551, or send photo with 
description and asking price. 

LAWN SPRAYTRUCK 
Lawn spray truck wanted. Late model, high 
capacity, must be in good shape. Have cash, need 
truck. Please call 501/770-21II. 

• • • 

FOR LEASE 

T R U C K & E Q U I P M E N T L E A S I N G 
II makes & models 'Leasing & outright purchase 

available 'Low initial investment 
'Low monthly payments 'Quick turnaround 

'Personalized service 
CALL LI5A MORRIS AT 600/766-2574 

1600 West Main St., Wilmington, OH 45177 

i LEASING, INC 

FOR SALE 
WHOLESALE TURF SUPPLIES 

Hannay hose reels (electric), $389; 300 feet of 
1/2-inch l.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 
oil filter, $479.95. To order, call I lerach*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. Landscapes Supply Corp.'s 
1995 catalog. Save "big bucks." Buy ground-
scaping supplies and maintenance equipment, 
engines, parts and accessories at wholesale. Call 
800/222-4303 for your free catalog. 

IT RAYS 
T O 

ADVERTISE 
IM 

LLM 
CLASSIFIEDS. 



INSURANCE 

C O M M E R C I A L I N S U R A N C E F O R 
L A W N C A R E F I R M S 

" G R E E N I N D U S T R Y S P E C I A L I S T S " 

M.F.P. Insurance Agency Is dedicated to 
providing comprehensive insurance pro-
grams to the Green Industry at competi t ive 
prices. W e back up this dedication with a 
staff of professionals who understand ev-
ery facet of your business, f rom market ing 
to customer service. W e 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 competi t ive rates, please contact: 

Richard P. Bersnak, President 
Jill A. Leonard, V .P. 

1 - 8 0 0 - 8 8 6 - 2 3 9 8 
F A X : 6 1 4 - 2 2 1 - 2 2 0 3 

M . F . P . I n s u r a n c e A g e n c y , Inc . 
5 0 W e s t B r o a d S t r e e t , S u i t e 3 2 0 0 

C o l u m b u s , O H 4 3 2 1 5 - 5 9 1 7 

REPLACEMENT SN0WPL0W PARTS 

* 
Replacement 

f Snowplow 
Parts 

fìrcttc 
Avenger 

* R e p l a c e s W e s t e r n , F i s h e r a n d M e y e r p a r t s * 

f 

F O R A F R E E C A T A L O G O F O U R 
C O M P L E T E L I N E O F 

S N O W P L O W P A R T S C A L L 

1-800 -422 -4184 

LANDSCAPE DESIGN KIT 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp tree, shrub. & plant symbols & more 
1/8' scale Stamp sizes range 1/4* to 1 3/4*. 
$77.50 • $5 s h VlSAMasterCard. or mo s shipped 
next day Checks detay shipment 3 weeks No cod s 
CA add 7 75% Sales Tax 

A M E R I C A N S T A M P C O . 
¿ S 12290 Rising Rd . Dept LL95S 

Wilton. CA 95693 
Voce FAX (916) 687-7102 « " f 3 0 

F R E E 
LANDSCAPE 

DE SIGN BOOK 
WITH YOUR 

LDK 3 ORDER 

F R E E Landscape Design Book with your LDK order. 

CUSTOM DECAL KITS 

A Quick & 
Economical 

Way 
To Mark Your 

Vehicles 

Easy to Order-Easy to Apply 
Custom DecaI Kits 

Can or write: Sun Art Decals Inc. 
6837 Pearl Rd. 
Cleveland, OH 44130 
216-843-6262 
800-835-5551 
Fax: 216-843-6130 

GOVERNMENT LAND 
GOVERNMENT LANDnow available forclaim 
(including agricultural). Up to 160 acres/person. 
Free recorded message: 707/448-1887. (4NK8) 

DOT DRUG/ALCOHOL TESTING 
Last year, it was companies with 50 or more 
drivers. EFFECTIVE JANUARY 1.1996. EV-
ERY CDL DRIVER MUST BE SUBJECTED 
TO RANDOM ALCOHOL AND DRUG 
TESTING! We Can Help! Contact NA-
TIONAL DOT CONSORTIUM for Amer-
ica's Landscaping Industry at 703/DOT-
TEST. 

BIG DIESEL MOWERS 
Lost mowing contract. Six big Kubota diesel 
mowing machines. Sacrificed at half of original 
cost. Alamogordo, New Mexico. Telephone 
505/479-2001 or fax 505/479-6350. • • • 

LANDSCAPEMAINTENANCESOFTWARE 

SoftQuest 

Step up to the 
easiest way to 
computerize your: 

• Billing 

Windows and 
SoftQuest's 
SuperScape landscape 
maintenance software 

• Scheduling can make your 
• Work Orders bookeeping as esay as 

Over 30 million pointing and 
PC users have H l l clicking. Call for 
discovered that a ^ree demo 
computers don't - today, 
have to be hard to use. 800-299-9991 

PISTON PUMPS 
GNC 

PUMP Inc. 
GNC Piston Pumps 

8 GPM @ 600 PSI ($395.00) 
15 GPM @ 600 PSI ($695.00) 

30 GPM @ 500 PSI ($1,295.00) 
All pumps complete w/regulator, surge tank, pres-
sure dump valve, pres. gauge and pulley. 1 YEAR 
WARRANTY. 800/462-2005. 

• • • 

GANDY SLIT SEEDER 
Gandy Slit Seeder—3-point hitch, 4-foot swath. 
$5,800 new. Less than 50 hours. Sell for $3,000. 
Call Brian 612/476-2016. 

EMPLOYMENT OPPORTUNITIES 

BRANCH SALES MANAGER 
National green industry supplier is expanding in 
the Northeast. Need articulate individual with 
retail management experience. Working knowl-
edge of equipment, parts and/or engines. Com-
puter literate. Several markets available. Send 
resume with salary history and requirements to: 
KKG Associates, Box 340, 759 Bloomfield Av-
enue, West Caldwell, NJ 07006. 

• • • 

EQUIPMENT REPAIR ASSOCIATE 
National Greens Industry supplier is expanding in 
the Northeast. Need mechanics experienced with 
engines and machinery. Basic computer skills. 
Positions open in several areas. Send resume with 
salary history and requirements to: KKG Associ-
ates, Box 340, 759 Bloomfield Avenue, West 
Caldwell, NJ 07006. 

HELP WANTED 

EMPLOYEESEARCHES 
Florapersonnel, Inc. In our second decade of 
performing confidential key employee searches 
for the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact 
welcome, confidential and always free. Flora-
personnel, Inc., 2180 W. State Rd. 434, Suite 
6152, Longwood, FL 32779-5013. Phone 407/ 
682-5151, fax 407/682-2318. 

MAINTENANCE MANAGERS 
& SUPERVISORS 

One of the nation's largest and fastest-growing 
full-service landscape companies has an immedi-
ate need for experienced maintenance managers 
and superintendents, as well as entry-level main-
tenance supervisors, in the Midwest, Southwest, 
Mid-Atlantic, Northeast and Southeast states. The 
company seeks energetic, team-oriented college 
graduates with proven leadership, communica-
tion and interpersonal skills. The company offers 
full-time positions, excellent advancement op-
portunities and exceptional compensation and 
benefits with an industry leader celebrating more 
than 50 years of uncompromising customer ser-
vice. For immediate confidential consideration, 
please send or fax your resume to: The Brickman 
Group, Ltd., Corporate Office, 375 S. Flowers 
Mill Road, Langhorne, PA 19047; 215/757-9630. 
EOE 



LANDSCAPE LISTINGS 
JOB SEEKERS — For a fresh source of USA 
landscape/grounds management job openings— 
twice each month. 6 issues (3 months) — just 
$22.95. Satisfaction Guaranteed! EMPLOY-
ERS — List your job openings, quickly and 
inexpensively. Call for details—800/428-2474, 
fax 800/884-3435. Ferre i rsJOBS IN HORTI-
CULTURE, 558 S. Hanover St., Suite 2, Carlisle, 
PA 17013. MC/Visa. 

• • • 

LANDSCAPE MANAGEMENT 

LOOKING 
FOR THE 
INDUSTRY'S 

MANAGERS 
Due to a continual pursuit of excellence 
and the recent acquisition of a major 
East Coast firm, Ruppert Landscape 
Company has openings for front-line 
supervisory and mid-management tal-
ent. If you have experience managing 
people, quality and customer service, 
please consider joining Rupperfs team 
of 700+ motivated professionals. EOE. 

For additional information, call 301-774-0400 
or fax your resume to 301-924-0250, Attn: 
Personnel, Dept. 1095. 

RUPPERT 
L A N D S C A P E C O . 

M D D C V A D E N J P A G A 

INDEPENDENT 
SALES REPS 

Independent sales reps calling directly on turf 
professionals. Dynamic new products that will 
sell. Unlimited earning potential. Protected terri-
tory. 100 percent gross margin. No stocking 
requirement. Will train and support. Send resume 
to P.O. Box 7346, Louisville, KY 40207 or call 
800/334-4962. 

• • • 

SALES/MARKETING 
PROFESSIONAL 

Landscaping firm with long term reputation for 
exceptional quality seeks an experienced sales-
person with knowledge in landscaping mainte-
nance, installation and estimating. Horticulture 
degree preferred. Position is based in Boca Raton, 
Florida. Call 407/997-0743 or fax resume to 
Human Resources, Attn: Pat 407/997-0971. 

LANDSCAPE INSTALLATION 
& MAINTENANCE 

Award winning regional based company seek-
ing quality supervisors and foremen with lead-
ership skills for our Columbus branch. Experi-
ence in grounds maintenance and/or installation 
a must. Small engine repair knowledge, lawn 
and tree care license, or irrigation experience a 
plus. These year-round positions are available 
for immediate start. We offer top pay, medical 
and dental benefits, 40IK and more. Send re-
sume to PROLAWN PROSCAPE, 11488 
Deerfield Rd., Blue Ash, Ohio 45242. 

PROJECT MANAGER 
Project manager for large grounds maintenance 
contracts. Must be well organized and able to 
handle large amounts of paperwork. Must be 
familiar with all aspects of grounds mainte-
nance including herbicides, mowing, shrub and 
tree maintenance, shrub bed maintenance, equip-
ment maintenance, irrigation, etc. Must be able 
to supervise 11-25 people. Must be willing to 
relocate. Send resume with salary requirements 
to: P.O. Box 250, Morehead City, NC 28557, or 
call 800/632-5982 tor more information. • • • 

BRANCH MANAGER 
LAWN CARE-VIRGINIA BEACH 

This is an exciting career opportunity with an 
industry leader who is on the move. Successful 
candidate must have a proven managerial back-
ground in lawn care or related field, possess 
great communication and leadership skills and 
be dedicated toward the growth and prosperity of 
the branch. We offer an excellent benefit and com-
pensation package commensurate with qualifi-
cations. For future consideration, call Natura-
Lawn of America — 800/989-5444 or fax re-
sume: 301/846-0320. Attention: Mark Tamn. 

• • • 
LANDSCAPE MAINTENANCE 

DIVISION GENERAL MANAGER 
Gulf South leading landscape and irrigation 
contractor with multiple locations has recently 
expanded into the commercial landscape main-
tenance market in Louisiana and Mississippi. 
We are seeking an individual whose background 
includes a current position as Division Head or 
General Manager of a successful maintenance 
company for a minimum of 5 years with gross 
revenues of $ 1,000,000 or more. Has a college 
degree in a related agricultural curriculum, pref-
erably horticulture, agronomy, landscape con-
tracting or entomology. Has the background and 
ability to take a fledgling division and develop 
the department including recruiting, budgeting, 
bidding, administration of contracts and bill-
ings, training and staff development, equipment 
purchasing, etc. Has a solid background and 
formal training in pesticide use and the ability to 
develop and oversee pesticide and chemical 
programs tailored to high profile properties. The 
individual must be energetic, goals oriented, a 
proven leader with good interpersonal and com-
munication skills which are all necessary for the 
leading and planning of the operation. We offer 
an excellent compensation plan, medical ben-
efits, retirement benefits, paid vacations, etc. 
For more information contact R. Rotolo at 800/ 
641-2427. 

DESIGN/BUILD/LANDSCAPE 
MANAGEMENT 

National award winning, design/build/landscape 
management firm in Atlanta, Georgia, home of 
the '96 Olympics, is searching for individuals 
who are driven and self-motivated for the 
following positions: 

LANDSCAPE MANAGEMENT 
Floriculture Coordinator: If you possess strong 
creative talent, excellent perennial and annual 
knowledge and want to run a business within a 
business, then this could be the career move you 
have been waiting for. Please fax your resume to: 
Director of Sales 770/345-1250, or mail to: 
Lifescapes, Inc., 6202 Hickory Flat Highway, 
Canton, GA 30115. 

DESIGN/BUILD DIVISION 
Commercial Project Manager: Must possess 
strong communications skills and sales experi-
ence or aptitude. LA degree required. 1-3 years 
experience. Strong horticultural and construc-
tion knowledge desired. 

Landscape and Irrigation Contracting Su-
pervisor: Must have 3+ years experience with 
excellent communication skills and a profes-
sional attitude. 

Landscape Architect: Degreed professional 
with 3+ years of experience in all levels of resi-
dential and commercial design. Candidate must 
possess excellent graphic and communication 
skills. Working Autocadd/Landcadd knowledge 
and professional registration a plus. 

Landscape Architect: Entry Level + with pro-
fessional degree. The candidate must possess a 
desire to work and develop professionally in a 
residential/commercial design environment. 
Candidate must possess excellent graphic and 
communication skills. Working Autocadd/ 
Landcadd knowledge is a plus. 

Please fax your resume to: Lifescapes, Inc. 770/ 
345-6399, or mail to: Lifescapes, Inc., 6202 Hick-
ory Flat H wy., Canton, G A 30115. Please specify 
which position you best qualify. We offer com-
petitive salary with a bonus program along with 
profit sharing, 401K, medical and dental. EOE 

LANDSCAPE MAINTENANCE 
SWINGLE TREE COMPANY 

A Denver tradition since 1947, provides a drug 
free entrepreneurial work environment where 
performance is rewarded and mediocrity is ex-
cluded .Pruning Dept. Manager: Creative lead-
ership position with full management responsi-
bilities. State of the art facilities and equipment 
provided with the best arborists in the region. 
Minimum 5 years experience pruning and super-
visory background. College degree helpful, but 
not necessary .PHC Field Supervisor: 2-4 year 
related degree desired with a minimum of 2-3 
years experience in disease and insect diagnosis 
and recommendations. Excellent communica-
tion skills combined with the ability to indepen-
dently train, oversee and supervise production 
crews is a must. Base salary plus performance 
bonus, health, dental, disability insurance and 
profit sharing plan. Send resume w/references 
and salary requirements to: SWINGLE TREE 
COMPANY, 8585 E. Warren Ave., Denver, CO 
80231, Attn: Tom Tolkacz. 
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CAREER ORIENTED PEOPLE 
O R E G O N ' S LARGEST COMMERCIAL 
LANDSCAPE COM PAN Y located in the Port-
land Metro area is looking for career oriented 
people! Can you fill one of the following oppor-
tunities and enjoy the lifestyle of the Great 
Northwest? Maintenance Supervisor, Irrigation 
Tech, or Construction Landscape & Irrigation 
Foreman. Join the ALCA Award Winning Team 
at Northwest Landscape Industries. Send re-
sume: 16075 S.W. Upper Boones Ferry Road, 
Tigard, OR 97224, or fax to: 503/620-7592. 

SALES/AGRONOMIC POSITIONS 

G R O W W I T H U S 
LESCO Inc. has opportunities for candi-
dates with sales or agronomic backgrounds 
for our Service Centers and Golf Course 
Routes. LESCO is a leading supplier of 
products and equipment for the green indus-
try. Now accepting resumes for the follow-
ing regions: Northeast, Mid-Atlantic, South-
east, Midwest, West and Southwest. 

Send resume to: 
LESCO, INC. Attn: HRSLS 

20005 Lake Road 
Cleveland, OH 44116 

EOE 

LAWN CARE MANAGER/AGRONOMIST 
OPPORTUNITY IS KNOCKING — Seeking 
an ambitious, detail-oriented candidate with 
strong interpersonal skills and sales experience 
to head up our Lawn Care division and become 
part of a progressive and dynamic team. We 
offer an outstanding compensation package plus 
a wide range of benefits. Qualified candidates 
should send or fax their resume with salary 
expectations to SavATree, 35 Putnam Ave., 
Norwalk, CT 06854 or fax 203/853-9659. EOE 

LANDSCAPE MANAGEMENT/ 
INSTALLATION POSITIONS 

ò 
JZhupel 

Valley 
Chapel Valley Landscape Company, one of 
the most reputable and quality-oriented 
landscape firms in the Balt./Wash./N. VA 
area is expanding!! We proudly announce 
and seek candidates for the following job 
vacancies: 

Landscape Management Foreman 
Landscape Management Asst. Foreman 

IPM Specialist 
Landscape Installation Foremen 

Landscape Installation Asst. Foreman 

Excellent compensation, employee devel-
opment program, and benefits. Safe work 
environment. Send resume, or call for an 
appointment at the following location: 

II.R. Department 
P.O. Box 159 

Woodbine, MD 21797-0159 
(301)924-5400 

Drug-free work environment 
EOE 

T O ADVERTISE I N 

LLMCLASSIFIEDS 

C A L L 

1-800-456-0707 
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gration also remains unsettled. As of this print-
ing, a bill reintroduced into the House as H.R. 
2202 proposed sweeping changes in current 
immigration policy that include a lowered an-
nual cap in legal immigration, restricted access 
for immigrants to public benefits, speedier de-
portation for illegal aliens and efforts to deter 
illegal immigration. The subcommittee that re-
ported the original bill deleted a section that 
would have held employers responsible for un-
lawful hiring of aliens, even if the violation was 
committed without the employer's knowledge. 

As it stands now, representatives of the 
American Association of Nurserymen have 
joined with the National Council of Agricul-
tural Employers to develop a "temporary and 
seasonal worker program in the event that 
domestic labor shortages occur when immi-
gration reform legislation passes Congress," 
according to A AN. 

"I think the immigration issue is a major 
cloud over this industry," stated Brickman. "It 
appears the government lacks the conviction 

to solve it," referring to rules that seem to put the 
burden of enforcement on employers. 

The issues that are starting to overshadow the 
industry will create a paradox for consumers, 
said Joe Fahey, vice president of sales and 
marketing, Stihl Co., Virginia Beach, Va. "Some 
of the people who want the benefits of profes-
sionally landscaped grounds may not want to 
pay the costs of having it done. Many of those 
consumers don't want to deal with the downside 
of landscaping, only the upside." 

The result of emission regulations will be any-
one's guess at this point. "The technology could 
go in a number of different directions" to meet 
the requirements, Fahey noted. Recent equip-
ment designs that make products more light-
weight and powerful are "creating the types of 
products that make landscape work more effi-
cient, that al low contractors to cover more ground 
in less time. 

"Landscape contractors are like any other 
busi-ness — they are working to become more 
efficient," he explained. • 
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Visit us at the 1995IA Expo, booth #1032. 

Our commitment to managing 
natural resources is legendary 

Hundreds of years ago, the land was locked in a terrible 
drought. All had given up hope but the children. A bird 
answered their prayers by flying to the ^ ^ 
heavens and returning with life-giv- H 
ing rain. The land flowered after a 
generation of drought. 
This Indian legend gave birth to 
the Rain Bird" name. 
Rain Bird has been associated with 
wise natural resource management since it 
was conceived in 1933. Long before most companies 
became involved with environmental issues, Rain Bird 

had already made wise water management a corporate 
philosophy. That philosophy is manifest in a full line of 

a innovative irrigation products that saves 
millions of gallons of water every 

year. But not at the expense of 
results. Rain Bird technology 
nurtures landscapes all over the 

world to flourish and thrive. The 
dual role of exercising responsible 

resource management while providing 
life-sustaining water didn't just happen for Rain Bird. 
It's a part of its history. 

R a i n ^ B I R D 
145 N. Grand Avenue, Glendora, CA 91741 • (818) 963-9311 
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WHAT MAKES YOU SO... 

VERSATILE? 
The New Holland Super Boom™ skid-steer 

loader is one machine that has multiple personalities. 
Just pick the attachment and let Super Boom do 
the work. 

• Pick Up 'n Go ™ Universal Attachment 
System: Super Boom hooks up easily to New 
Holland and competitive attachments. 

• Large Attachment Selection: New Holland 
offers a large selection of attachments. That means 
you can get hooked on whatever you negd^getthe 
job done. 

• Superior Lift Height, Dump Reach: The 
unique design gives you the best in lift height and 
dump reach so you'll be more productive. 

COU& 

• Your New Holland Dealer: But what really 
makes the Super Boom versatile is your New Holland 
dealer. He has the attachments, parts and service 
support to help you squeeze the most work out of 
your Super Boom. Stop by today to see what makes 
Super Boom so versatile. 

M 
AEW HOLLAND 


