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N O N 
IRRITATING 
Finally, a high-performance pyrethroid that won't irritate your skin or throat. 
If you've been using organophosphates or carbamates, you'll like the fact that Talstar® delivers consistent 
results without the unpleasant odor — and without the irritation that other pyrethroids can cause. 

Talstar gives you unsurpassed control over a broad spectrum of insects like 
cutworms, chinch bugs, mole crickets, fire ants, fleas, ticks and mites. And it's 
so versatile, you can app ly it to golf courses, lawns, trees and ornamentals. 

W i t h Talstar's outstanding residual control, you'll get better results 
and more satisfied customers. Irritating callbacks and turf d a m a g e 
wil l be ancient history. 

Talstar is avai lable in both f lowable and granular formulations. 
Cal l your local F M C distributor or 1-800-528-TURF for more information. 

Always read and follow directions on labels 
© 1 9 9 7 F M C Corporation. Tals»or a n d the F M C logo are registered trademarks of the F M C Corporation. •FMC 



Move to Kubota Country 
Move to Kubota 

country and you'll 
find versatility, dura-
bility and operator 
comfort. The Kubota 
B-Series (13 to 18 PTO 
horsepower) tractors 
are compact to fit in 
tight places and pow-
erful to get lots of jobs 
done. Kubota perfor-
mance matched implements include rotary 
tillers, front loaders, mid and rear mount 
mowers, boxscrapers and snowblower. 

Need more power? Move up to the 
innovative Grand L-Series (25 to 37 PTO 
horsepower). Hydrostatic steering, shuttle 
transmission with shift-on-the-go provides 
ease of operation. Kubota's exclusive optional 
Glideshift transmission has clutchless opera-
tion through all eight speeds, forward and 

For more information, please write to: 

K u b o f o . 
K U B O T A T R A C T O R C O R P O R A T I O N 

P.O. Box 2992, Dept. LL 
Torrance, CA 90509-2992 

or call Toll Free 1-888-4 KUBOTA ext. 404 
(1-800-458-2682 ext. 404) 

Financing available through Kubota Credit Corporation 

•yinni 
S F1TY 

conditioning for year 
'round comfort. 

Visit your Kubota 
dealer and find out 
how to make your 
move - to Kubota 
country! 

reverse. These trac-
tors are smooth and 
quiet, with Kubota's 
E-TVCS e n g i n e 
which ensures clean 
e m i s s i o n s w h i l e 
p r o v i d i n g h igh 
torque rise. Get one 
with an integral cab 
with heat and air-
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Cover Report: Eye on Equipment 
2 4 Winds of Change 

Los Angeles' year-round ban is the latest and most extreme result of 
public backlash against the gas-powered blower. 

3 0 The Cost of Clean Air 
Federal and California emissions rulemakers are putting together the 
next round of regulations. 

3 6 Fiuggi wmiy&^jjm 
Manufacturers continue to i 
power equipment despite still-evolving emissions regulations. 

Features 
4 2 Know Your Postemergence Options 

Be ready for this summers onslaught of turf weeds by understanding 
the products that keep them under control. 

5 2 Paul & Bob's Excellent Adventure 
Manufacturers and operators have told us all about the differences 
between hydrostatic and gear-drive walk-behind mowers, but we 
decided it was time to experience the machines for ourselves. 

6 2 The Economics 
of Water Use 
The cost of water varies 
widely across the country, 
but smart water man-
agement saves money 
everywhere. 

7 2 Contractors Seek Productive Partnership 
What will the contractor of the future be like? How much of a spare 
parts inventory is the right amountThese and other questions were 
on contractors' minds at a recent roundtable. 

Consumer Communication: Showing the Way 
Irrigation contractors need to be educators as well when trying to sell 
customers on irrigation services. 

8 1 Marketing Strategies That Work: Making Your Move 
Expanding into a new 
geographic market is a bold 
move, and one that will only 
succeed if the circumstances are 
right. Companies contemplating 
this type of expansion will have 
many decisions to make. 
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Cindy Code 
Publisher 

e have seen the future, and the future is here. 
For nearly a decade, outdoor power equipment manufacturers 

have been off to the races to see who could make the most efficient 
and economical mid-size mower for the professional lawn and 
landscape contractor market — all the while keeping their sights on 
new product innovations for the profitable golf market. 

But as manufacturers seek to expand their product and service 
offerings, heads quickly turned to the fastest growing segment of the 
dynamic horticultural industry — professional landscaping. 

Development and output of commercially viable mowers has 
been fast and furious. Walking the floor of the OPEI show in 1996, 
it was clear that mowers developed for the professional lawn and 
landscape contractor reached an all-time high. Nearly 40 manufac-
turers of midsize mowers were displaying product at the show. 

Yet production of mowers continues to grow. 
The Outdoor Power Equipment Institute predicted that ship-

ments of commercial riding rotary turf mowers will increase 4.9 
percent for 1997 to 50,981 units, following an 8.5 percent increase 
in 1996. More growth is forecast for commercial riders as well in 
1998, reaching 54,193 units, an increase of 6.3 percent. 

Commercial intermediate-size walk-behind rotary turf mowers 
are expected to increase as well, although not as substantially. 

The activity will make your head spin. But, as has been predicted, 
a shakeout period is upon us. Take note: 

• Jacobsen bought Bunton giving the manufacturer its first true 
presence in the landscape market. 

• Toro bought Exmark in a move that surprised industry experts 
and observers adding a new dimension to its already expanding 
internal product line. 

• Yazoo, under new ownership itself, bought F.D. Kees. 
• Last year, Dane Scag introduced the Surfer for the contractor. 
• John Deere acquired Homelite in recent years and is now poised 

to introduce a brand new product line next month. 
Keep your eyes open...there's more changes to come. 
Both John Deere and The Toro Co. have made it known that 

they intend to capture the lion's share of the landscape contractor 
market by offering a full line of products to meet contractors' needs. 
Both companies have the name recognition and capital to make it 
happen.With nearly 50 million acres of turf in the United States, 
installation and maintenance needs are aplenty. 

This is a prime opportunity for contractors to get involved. Let 
manufacturers know what you need out of mowers and other 
products. Help them understand the ins and outs of your business. 
No one knows your needs as intimately as you. Remember, this is 
just the beginning. The best products and growth opportunities are 
yet to come. - Cindy Code EJ 

EDITORIAL 
Cindy CodeGxouy Publisher 
e-mail: ccode@gie.net 

Susan Gibson Editor 
e-mail: sgibson@gie.net 

Paul Schrimpf Managing Editor 
e-mail: pschrimpf@gie.net 

Bob West Associate Editor 
e-mail: bwest@gie.net 

6RAPHICS/PR0DUCTI0N 
Mark Rook 
Charlotte Turcotte 
Tracy Green 
Carolyn Antl 
Helen Duerr 
Lori Skala 

Rosalie Slusher 

Creative Director 
Art Director 
Graphic Designer 
Graphic Designer 
Production Coordinator 
Advertising Production 
Coordinator 

Circulation Manager 

ADVERTISING/MARKETING 
Maureen Mertz Eastern Sales Manager 
1723 South Hill 
Milford, Michigan 48381 
248/685-2065 
Fax: 248/685-2136 
e-mail: mmertz@flash.net 

Kevin Gilbride Account Representative 
e-mail: kgilbride@gie.net 
Amy Parkhill Market Coordinator 

CORPORATE STAFF 
Richard J. W. Foster President and CEO 
Cindy CodeGroup Publisher 
Christopher W. Foster Director, MIS Department 

& Internet Communications 
Heidi Senecoff Director, Circulation & 

Database Operations 
]ami Childs Director, Production 

Operations 
Cheryl Spernoga Manager, Accounting 
Fran Franzak Manager, Books & 

Directories 

EDITORIAL & SALES OFFICES 
4012 Bridge Avenue 
Cleveland, Ohio 44113 
Phone: 216/961-4130 
Fax: 216/961-0364 
Internet: http://www.gie.net 
Subscriptions and Classifieds: 216/961-4130 

L&L is a member of: 
The Professional Lawn Care Association of America 
The Associated Landscape Contractors of America 
The Professional Grounds Management Society 
The Irrigation Association 
Responsible Industry for a Sound Environment 
Turf & Ornamental Communicators Association 
The Ohio Turfgrass Foundation 
American Association of Nurserymen 
National Landscape Association \ Î 5 ^ R P A 
The Composting Council • 

mailto:ccode@gie.net
mailto:sgibson@gie.net
mailto:pschrimpf@gie.net
mailto:bwest@gie.net
mailto:mmertz@flash.net
mailto:kgilbride@gie.net
http://www.gie.net


Customer satisfaction. It's one of the driving forces in 
the lawn care business. And it's what makes Finale® such a 
key to success. Finale is the perfect combination of fast and 

complete, non-selective control of weeds, grasses, woody 
species and conifers. Its unique state-of-the-art technology 
delivers broad-spectrum control in days, not weeks. In fact, 

weeds are dead in just 1 to 4 days. Finale is rainfast in 
4 hours, too. So put new technology Finale on the 

job, and keep the customers satisfied. 

Fast & Effective Weed Control 

HERBICIDE 
I 
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•»; j j i - i w 

Read a n d f o l l o w label direct ions carefully. Finale is a registered t rademark of Hoechs t Scher ing AgrEvo G m b H 
AgrEvo U S A C o m p a n y , W i l m i n g t o n , D E 1 9 8 0 8 C 1997 T e l e p h o n e (800) 3 3 1 - 2 8 6 7 



MARKET TRENDS 
TRUCKS Y O U CAN TRUST 
Quality. Affordability. Durability. 

Sounds like the makings of a great truck, doesn't it? Those 
are the three most popular features when Lawn & Landscape 

readers go truck shopping, according to the results from a 
recent survey of 1,000 readers. 

Respondents were asked to note the four most important 
factors they look for when purchasing a new service vehicle. 
Clearly quality (70.8 percent), price (68.2 percent)and 
durability (50.7 percent) are most important to truck buyers. 
The fourth most popular feature was serviceability (36.4 
percent), followed by bed size (27.2 percent) and adaptability 
(25.3 percent). And, surprisingly, the least important feature 
was safety features (6.5 percent). 

AGRIBIOTECH PURCHASES 
BURLINGHAM SEEDS 

deal gives us a vision for the 
future with biotechnology and, 
we feel, it gives other compa-
nies someone to approach and 
talk to about issues of technol-
ogy transfer." 

• • • • • 

' This deal gives us a 
vision for the future 
with biotechnology and 
... gives other companies 
someone to approach 
and talk to about issues 
of technology transfer. ' 

(Credit: i&L Header Survey) 

T 
ECI ACQUIRES 
U.S. LAWNS 
Environmental Care Inc., 
Calabasas, Calif., completed 
the acquisition of U.S. Lawns, 

Orlando. Cheryl 
Steelberg, public 
relations director for 
ECI, said the 
companies agreed to 
the deal in the spring 
of 1996, but they 
reserved comment 
until the due diligence 
phase of the process 
was complete. 

U.S. Lawns and its 
24 franchises will 

Lis said Burlingham will 
continue to market its turfgrass 
products through its traditional 
channels, and most benefits 
from the deal won't be evident 
to customers until research-
and-development work 
produces new turfseed varieties 
or characteristics. That will 
likely take seven to 10 years for 
those products to reach market. 

operate as an autono-
mous business unit of 

ECI. Tom Oyler, founder of 
U.S. Lawns, will operate as 
president of the organization. 
Bruce Wilson, ECI president, 
will serve as CEO of U.S. 
Lawns. "It's Tom's vision and 
energy that created this 
company. Bruce felt Tom 
should continue to run the 
organization," noted Steelberg. 

(Continued on page 12) 

In a deal that makes it the 
largest seed producing company 
in the world, AgriBioTech Inc., 
Las Vegas, Nev., acquired 
Burlingham Seeds, Forest 
Grove, Ore., for $10 million. 
The 85-year-old seed company 

y be-comes the 
latest acquisi-

tion by the 

ing, full service seed company 
which has an eye toward 
advanced product research 
founded in biotechnology. 

"Ownership of Burlingham 
germplasm should enhance 
AgriBioTech's negotiations for 
biotechnology access," noted 
Dr. Johnny Thomas, company 
president. 

"The turfgrass in-
dustry has come a long 

way in the last 10 to 15 
years, but when you look 

at biotechnology you see 
that this is 
really 

where the 
emphasis of 

the industry has 
to be in the next 
generation as 

opposed to seeking 
mechanical innova-

tions," explained Zenon 
Lis, marketing manager, 
Burlingham Seeds. "This 
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KENTUCKY BLUEGRASS 
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JACKLIN 
^ S ••d Company 
Post Fall, ID 83854 
(208) 773-7581 • (800) 688-SEED 
FAX: (208) 773-4846 

Ram I, the proven Kentucky Bluegrass that still provides 
excellent color and top overall performance. 

Midnight 5.3 5.7 5.2 
Unique 6.3 6.7 6.3 
Glade 3.0 3.8 5.1 
R A M - I 4.7 4.7 5.3 

Under high maintenance, Ram I 

5.2 6.4 6.4 6.3 6 .3 
5.6 6.2 6 .3 6.4 6 3 
5.5 6.1 5.9 6.0 5.8 
5.5 5.8 5.8 5.9 5.7 

fourth out of 125 entries. 

6.3 6.6 5.9 5.0 6.2 
6.4 6.5 5.5 5.2 6.2 
6.4 6.6 5.7 4.7 6.2 
6.3 6.5 5.9 5.5 6.1 

Mean Turfgrass Quali ty Ratings of Kentucky Bluegrass Cult ivars for Each Month 
Grown Under Low Maintenance at Sixteen Locat ions in the U.S. 

1991 Data 
Turfgrass Quality Ratings 1-9; 9=ldeal Turf: Months 1/ 

NAME JAN FEB MAR APR MAY JUN JUL AUG S E P O C T NOV D E C M E A N 

Midnight 5.3 4.7 6.0 4.8 6.7 5.7 5.3 5.6 6.5 5.7 5.6 
Barmax 6.3 5.0 6.0 6.1 6.8 5.8 5.0 4.9 5.5 5.0 4.9 
R A M - I 5.3 5.3 4.0 5.1 6.4 5.7 5.1 4.9 5.3 5.6 5.3 

Under low maintenance, Ram I ranked third out of 62 entries. 

So whether you're producing sod that will become someone's 
well-manicured lawn or seeding a low-maintenance area, 
count on a proven reliable...Ram I. 

L O F T S 
V 

# 1 2 

In national trials under both low and high maintenance 
conditions, Ram I ranked third and fourth respectively in 
overall turf quality. 

Turfgrass Quality Ratings 1-9; 9=ldeal Turf: Months 1/ 
NAME JAN FEB MAR APR MAY JUN JUL A U G S E P O C T NOV D E C M E A N 

Somerset, NJ 08873 
(908) 356-8700 
(800) 526-3890 

USE I 

Mean Turfgrass Quality Ratings of Kentucky Bluegrass Cult ivars for Each Month 
Grown Under High Maintenance at Seventeen Locat ions in the U.S. & Canada 

1991 Data 

L o f t s S e e d I n c . 



At Echo, we've been giving landscaping professionals exactly what they need for over twenty-five years: superior outdoor power 
equipment that more than per forms... day after day after bumping, jostling, banging, hard-working day. 

The result? Power equipment that exceeds professional demands for quality, durability and dependability. Echo Pro Performance. 
Built by the team that knows what professionals need. Maybe that's why more landscaping professionals choose Echo than any other 
brand of outdoor power equipment. For more information on Echo Pro Performance products call 1-800-432-ECHQ (3246). 



THE POWER TO BREAK 
THE SOUND BARRIER. 
Power blowers that deliver maximum performance with minimum sound. 

That's Echo Pro Performance. Like our revolutionary Quiet 1™ Power Blower. 

The ideal blower for use in locations where sound levels are an issue. At only 

65 dB(A)*, it's the quietest backpack blower in the industry. And of course, 

it's powered by our legendary; world-class, two-stroke engine. Just what you 

would expect from the company that invented the power blower. 

* Per ANSI B175 .2 -1990 at w ide open thro t t le 

TLUECHB. 
The Pro Performante Team 

© 1997 Echo, Inc. 



(continued from page 8) 

T 
MANUFACTURERS 
UNITE SEEKING 
QUALIFIED HELP 
More and more, power equip-
ment manufacturers are find-
ing themselves seated across 
the table from their fiercest 
competitors. When they're not 
joining forces to counter 
impending regulations, they're 
taking a proactive approach to 
redefining the role mechanics 
play in the green industry and 
developing future sources of 
these valuable employees. 

"There is an obvious short-
age of qualified engine techni-
cians in our industry, and it's 
going to get much worse be-
fore it gets better because the 

(continued on page 15) 
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JUL. 17-19 Turfgrass Producers 
International Summer Convention & 
Field Days, Minneapolis, Minn. 
Contact: 847/705-9898. 

JUL 25 ALCA Interior Training 
Seminar, Minneapolis. Contact: 800/ 
395-2522. 

JUL 26-28 International Lawn, 
Garden & Power Equipment Expo, 
Louisville, Ky. Contact: 800/588-
8767. 

JUL 29 Midwest Turf Field Day, 
West Lafayette, Ind. Contact: 317/ 
494-8039. 

JUL 29-31 Penn Allied Nursery 
Trade Show, Fort Washington, Pa. 
Contact: 717/238-1673. 

JUL 31 Compost Production 

Workshop, Kutztown, Pa. Contact: 
610/683-6009. 

AUG. 1-3 Southern Nurserymen's 
Association Convention, Atlanta, 
Contact: 770/973-9026. 

AUG. 2-5 International Society of 
Arboriculture Show, Salt Lake City. 
Contact: 217/355-9411. 

AUG. 6 Illinois Landscape Contrac-
tors' Association Summer Field 
Day, Joliet. Contact: 630/932-8443. 

AUG. 6-9 Association of Profes-
sional Landscape Designers 
summer conference, Boston. 
Contact: 312/201-0101. 

AUG. 27 Ohio Turfgrass Founda-
tion Field Day, Columbus. Contact: 
614/261-6750. 

We Are Not 
The Same 
West Ag You 
Knew From 
Years Past. •, 

a division of Storm Irrigation, Inc. 

1440 North Spring Street 
Los Angeles, CA 9 0 0 1 2 

Phone: (800) 5 2 1 - 4 3 7 7 or (213) 2 2 3 - 3 1 0 1 
Fox: (800) 2 3 7 - 3 8 0 7 or (213) 2 2 3 - 3 1 0 6 ! 
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\ EVERYTHING FOR THE 
) LAWN MAINTENANCE INDUSTRY 

CELEBRATING OUR 3 0 t h Y E A R ! 

2 0 0 gal. poly baffled tank unit 

200 gal. poly baffled tank 
5.5 Honda with D-30 
Electric reel 

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

OLDHAM CHEMICALS 
COMPANY, INCORPORATED 

C O M P L E T E S U P P L I E R OF T & O C H E M I C A L S 

1 -800-888-5502 
O r w r i t e : P.O. B o x 1 8 3 5 8 , M E M P H I S , T N 3 8 1 1 8 

http://www.westag.com/


M W U P T U M T E ! S U S C R I B E TO 
LAMI & LANDSUPEimm ' 

The leading 
management 
magazine serving 
the professional 
landscape 
contracting 
marketplace. 

• Bill Me 
• 2 Years $42.00 

Signature. 

Date_ 
Name. 
Title 
Phone Fax_ 
Company. 
Address_ 
City State Zip_ 

Th i s s e c t i o n m u s t be c o m p l e t e d to p r o c e s s y o u r s u b s c r i p t i o n 

• Payment Enclosed 
• 1 Year $30.00 
• Canada 1 Year $35.00 
• Foreign 1 Year $98.00 
• Foreign Airmail 1 Year $218.00 
'Payment must be in U.S. currency and drawn on a U.S. bank 

• MCA/ISA - - -
Exp._ 

1 . What is your primary business 
at this location? (choose one) 

I.C0NTRACT0R or SERVICES 
• 1 . Landscape Contractor 

(maintenance & installation) 
• 2 . Chemical Lawn Care Company 

(excluding mowing maintenance 
service) 

• 3 . Lawn Maintenance Contractor 
• 4 . Ornamental Shrub & Tree Service 
• 5 . Irrigation Contractor 
• 6 . Landscape Architect 
• 7 . Other Contract Services (please 

describe) 

II.IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 1 . In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & 
Industrial Parks 

III. DISTRIBUTOR/ 
MANUFACTURER 

• 1 . Dealer 
• 2 . Distributor 
• 3 . Formulator 
• 4 . Manufacturer 

IV.OTHERS ALLIED TO THE FIELD: 
•1.Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
•2.School, College, University 
•3.Trade Association, Library 
•4.0thers (please describe) 

2 . What best describes your 
title? 

•Owner, Pres., Vice Pres., Corp. 
Officer 

•Manager, Director, Supt., 
Foreman 

•Agronomist, Horticulturist 
•Entomologist, Plant Pathologist 
•Serviceman, Technician, Crew 

member 
•Scientist, Researcher 
•Company, Library copy only 
•Other (please specify) 

J -
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Service teck 
IP •ff... ,; 

aärsLS V 
Urtata CUÎ n 
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The only 
magazine written 
for lawn and 
landscape service 
technicians and 
crew members. 

Service teck 
• 1 Year $8.00 for 4 issues (prepaymentrequired) 

• MCA/ISA - -
Exp. Signature 

Th is s e c t i o n m u s t be c o m p l e t e d to p r o c e s s y o u r s u b s c r i p t i o n 

• Check Enclosed 

Date. 
Name_ 
Company^ 
Address 

Cit\L 
State. Zip_ 
Phone_ 
Fax 
Member of: ÜALCA JPLCAA ÜIA JAAN 

1 . What is your primary business 
at this location? (choose one) 

I.CONTRACTOR or SERVICES 
• 1 . Landscape Contractor 

(maintenance & installation) 
• 2 . Chemical Lawn Care Company 

(excluding mowing maintenance 
service) 

• 3 . Lawn Maintenance Contractor 
• 4 . Ornamental Shrub & Tree Service 
• 5 . Irrigation Contractor 
• 6 . Landscape Architect 
• 7 . Other Contract Services (please 

describe) 

II.IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 1. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & 
Industrial Parks 

III. DISTRIBUTOR/ 
MANUFACTURER 

• 1 . Dealer 
• 2 . Distributor 
• 3 . Formulator 
• 4 . Manufacturer 

IV.OTHERS ALLIED TO THE FIELD: 
• I.Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
•2.School, College, University 
•3.Trade Association, Library 
•4.0thers (please describe) 

2 . What best describes your 
title? 

•Owner, Pres., Vice Pres., Corp. 
Officer 

•Manager, Director, Supt., 
Foreman 

•Agronomist, Horticulturist 
•Entomologist, Plant Pathologist 
•Serviceman, Technician, Crew 

member 
•Scientist, Researcher 
•Company, Library copy only 
•Other (please specify) 
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(continued from page 12) 

equipment is getting so complicated," 
warned Virgil Russel, executive director, 
Engine & Equipment Training Council, 
Dallas, Texas. 

"Our industry produces products that 
need service, and the industry as a whole is 
producing these products faster than they 
can be serviced," admitted Dave Zerfoss, 
president, Husqvarna Forest & Garden 
Co., Charlotte, N.C. "The overriding issue 
is the service support for these products, 
regardless of whose dealer it is. 

"We need to establish the equivalent of 
the automotive ASE qualification for the 
power equipment industry," Zerfoss 

ASSOCIATION NEWS 

Ohe California Landscape Contrac-
tors Association set July 19 as the 
entry deadline for its Trophy 
Awards Program. For the first 

time, a Water Budgeting Award will be 
presented as part of the program. 

The CLCA and its women's auxiliary also 
awarded 47 scholarships totaling nearly $15,000 
to students in landscape-related fields through 
the Landscape Education Advancement 
Foundation. 

Cindy Code, Group Publisher of Lawn & Landscape 
and T&O Service Tech magazines, was elected 
president of the T u r f & Ornamental Communi-
cators Association. Other elected board 
members include Michael Joyce of Novartis Turf 
& Ornamental Products and Steve Trusty of 
Trusty & Associates. 

Miranda Juett and John DeLisle received 
$1,000 awards in the T0CA Publishers Scholar-
ship Program. The program is sponsored by GIE 
Publishing, Adams Publishing Group, NEF 
Publishing and Advanstar Communications. 

The Florida Nurserymen & Growers Association 
has a new home. It is located at: 1533 Park 

continued. "That means we, as manufactur-
ers, have to set aside our territorial concepts 
and work together on this larger initiative." 

Russell noted that along with improv-
ing the certification program currently 
available for engine technicians, the EETC 
is working with vocational and training 
schools to encourage more students to con-
sider the profession and continue to edu-
cate the teachers. 
• 

SURGEON GENERAL'S 
WARNING: DON'T MOW? 
Looking for a breakthrough marketing 

(continued on page 18) 

Center Drive, Orlando, Fla., 32835. Phone: 
407/345-8137. 

Industry consultant and author Charles 
Vander Kooi will be the keynote speaker for 
the Professional Lawn Care Association of 
America's Annual Conference opening 
session. The Conference is held in conjunc-
tion with the Green Industry Expo. Vander 
Kooi will also present two additional 
seminars as part of the conference program. 

The Associated Landscape Contractors of 
America added Kimberly Pratt to its staff as 
certification manager. Pratt will administer 
ALCA's Certified Landscape Professional 
and Certified Landscape Technician 
programs. 

ALCA also hired Bonnie Van Fleet as 
marketing communications manager with 
responsibilities for external media relations. 

Lou Wierichs of Pro-X Systems Inc., took 
office as president of the Wisconsin 
Landscape Federation. 

The Association of Professional Landscape 
Designers elected John Hetrick president. 
Other newly elected officers are: Edward 
Christie, president-elect; Gerry Crouch, 
treasurer and Charlotte Phillips, secretary. 

New 
for 

1997 

Name Retention 
Products 

Door Hanger Bags 
Hats and Clothing 

Promote with 
POSTING SIGNS 

( Q Q Q l Signs 

1-800-328-4009 
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Bayer® 

When grubs are actively feeding, you need more than an ordinary 

insecticide. You need DYLOX® Insecticide. DYLOX is the fastest grub 

control available. In many cases, it works overnight. And in most cases, it 

works in 24 to 48 hours. Speed isn't the only thing DYLOX has going for it. 

Its available in two formulations. Both the 6.2% granular formulation and the 80% 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. © 1997 Bayer Corporation Printed in U.S.A. 9?S<7Aoo37 

} 
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water-soluble powder formulation are low-odor in 

addition to being high-power. DYLOX. When you 

need it, you really need it Isn't it nice to know its there if 

you do? To find out more, contact Bayer Corporation, Specialty 

Products, Box 4913, Kansas City, M O 6412o. ( s o o j 842-8020. 

X H P " aiasr*-
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> 
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»•wt 
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WE DONT JUST DELIVER 
GRUB CONTROL. 

WE OVERNIGHT IT. 



MARKET TRENDS 
(continued from page 15) 

plan? Is there a large market 
of elderly residents who 
should be your lawn care 
customers? 

Well, a study published by 
the Beaumont Rehabilitation 
and Health Center, Birming-
ham, Mich., might help close 

the deal. 
According to the study of 

10 male cardiac patients in 
good physical condition, 
pushing a lawn mower may 
cause heart attacks. The 
volunteers used manual and 
automated mowers to mow 
25-meter plots of turf for 10 

minutes. 

MISSION STATEMENT: 
l : AWN 6 LANDSCAPE magazine delivers 

superior, total coverage of the con-
tinually evolving professional lawn and 
landscape contractor market, from in-
depth business trends and technical 
research reports to market analysis and 
new product introductions. For 17 years, 
L&L has provided industry presidents, 
business owners and top-level managers 
the most up-to-date information needed 
to effectively run their businesses. 

"Based on the 
study results, we 
believe people who 
have a family history 
of heart problems or 
one or more of the 
major risk factors for 
heart disease should 
think twice before 
operating a manual 
lawn mower," warned 
Cindy Haskin-Popp, 
Beaumont exercise 
physiologist. "While 

mowing, some participants ex-
ceeded their target heart range 
by as much as 20 percent." 

Hoskin-Popp suggested that 
upper body exercise, upright 
posture, isometric exertion, 
respiratory strain and hot/ 
humid weather may contribute 
to the excessive heart demands. 

T 
NOYARTIS ADDS 
AVID TO PRODUCT 
MIX WITH MERCK 
Merck's divestiture from its 
specialty chemical business 
became final in May when they 
sold their global crop protec-
tion business to Novartis, 
Greensboro, N.C., for $910 
million. 

The agreement puts the 
Novartis moniker on Avid 

CORRECTION 
Although the John Deere Co. 
has scheduled a press 
conference during the OPEI 
Show in Louisville, the 
company does not plan to 
introduce its new product 
offerings until August. 

(abamectin), a widely used 
miticide/insecticide used in 
the ornamental, nursery and 
landscape market. Novartis 
plans to evaluate the potential 
for expanding the label and 
for new formulations for 
abamectin, according to Tom 
McGowan, vice president of 
Novartis Specialty Products. 

The pending deal must 
still clear antitrust scrutiny in 

(continued on page 20) 

LANDSCAPE FABRICS & 
EROSION CONTROL PRODUCTS 
fan, the, PiofateÀj&Mcd JLo^d^aiptn, <£ Retail Cjcuicf&n Cwtoi 

• L A N D S C A P E F A B R I C S 
- WEED STOPPER 
- PROFESSIONAL LANDSCAPE FABRIC 

& PATIO UNDERLINER 

- WOVEN WEED RESTRICTOR 

• C O N S T R U C T I O N F A B R I C S & F E N C E S 

• B U R L A P 

• P O L Y J U T E E R O S I O N C O N T R O L 

• W O V E N G R O U N D C O V E R 

• F A B R I S C A P E D R A I N A C E S Y S T E M 

• F R O S T P R O T E C T I O N 

• S E C U R I N G P I N S 

• K N I V E S & R E P L A C E M E N T B L A D E S 

V I S I T U S A T T H E F O L L O W I N C S H O W S : 

P.A.N.TS Booths 602 & 604 
SNA Booths 1820 & 1821 
National Hardware Show Booth 20826 
Tan-Misslark Booths 640 & 641 
FarwestShow Booths 1003-1005 

^ ^ ^ ^ L A N D S C A P E F A B R I C S & 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 
(773) 436-7400 • 1 -800-992-0550 • FAX: (773) 436-0335 
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The Brisco 
DVNADIGGR 

Power Shouei 

Dig a 7' tree or 
shrub in less 
than 2 minutes 

Excavate, dig 
trenches in a 

fraction of the time. 
The lightweight, gas-
powered DynaDiggr 

is a 1-person tool. 
Use it anywhere. 
Save thousands in 
labor/equipment 
It's highly cost 
for landscapes, 
builders, parks, 
cial gardeners, 

tree growers. You'll save money, 
time, and increase productivity 
with the DynaDiggr. 

For more information and a free video: 
1 - 8 0 0 - 4 3 9 - 6 8 3 4 

BRISCO, INC. 
251 Buckeye Cove Road / Swannanoa, NC 28778 

costs, 
effective 
nurseries, 
commer-



Getting lots of really good new customers is a 
pain in the you-know-what, but... 

Even The WorlcTs Greatest, Most Reliable, Most Attentive To Detail, 
Hardest Working Gardener, Lawn & Garden Service Owner or Landscape 

Contractor Will Starve To Death—Without A Steady Flow Of New Customers! 
"I started with a lawn mower and built a million-dollar-plus, highly profitable, and highly 

respected landscape contracting business at a rapid pace—because of my Customer 
Attraction Secrets...now, my Free Report reveals my secrets, to those who qualify." 

Davton, Ohio- Are you frustrated by advertising 3 . 
that never makes the phone ring? By being beat 
out of good jobs by cheap bidders? Feeling like 
you're starting your business all over again every 4 . 
season? Stuck at a certain level? 

A million dollar per year "entrepreneur of the 
year" says that most of his peers ' and 
competi tors ' marketing is anemic, me-too-
istic, dull, full of costly waste, and 
ineffective. Arrogant? Egotistical? Marty 
Grunder says: "React to me any way you 
like—but one thing is for sure, if you are 
in the landscaping business or maintenance 
business, whether you are small or large, 
my marketing methods can easily double or 
triple your business in just one year, 
provide bet ter customers, help you target 
and get exactly the kind of business you 
want, increase profitability and stability, 
and absolutely mystify and t rump your 
c o m p e t i t o r s . " 

Big talk? Yes, it is, but this Grunder 
wiseacre has been showing off—and 
blowing sceptics away—his entire life. As a 
freckle-faced, red headed Dennis-the-Menace 
type kid, he started his business with 
nothing more than a "push" lawn mower 
and chutzpah. That little business went to 
75 regular customers almost overnight. As 
a full-time student at the University of 
Dayton, while his buddies drove to school 
in old "beater" cars and flipped burgers for 
pocket money, Marty arrived in his Grunder 
Landscaping Company truck and, at age 21. did 
over S300.000.00 in business. Last year he was 
named Young Entrepreneur of the Year by the 
Small Business Administration's Midwest 
Region, in the 1 to 25 employees category. 
Currently, Marty oversees a staff of 30, 18 
trucks, a backhoe, an assortment of o ther 
equipment , and a diversified business doing 
everything from basic residential lawn mainte-
nance to complicated commercial landscaping 
projects—and, this year, breaking S1.5 million in 
annual sales. He's also investing in land, 

The 5 biggest mistakes 95% of the people 
in this business make when advertising 
and how to avoid them. 
How to stop the "price shopper" in his 
tracks. How to get good business 
without being the lowest bidder or 
offering cheapest price. 

Here's the smart-aleck kid standing next to his first truck. Who'd 
have guessed he'd quickly create the biggest and best company in 
southern Ohio, confound established, entrenched competitors, and 
exceed $1.5 million in annual sales? Betcha he has a marketing 
secret or two in his pocket that you'd love to steal, if you could! 

lecturing from time to time, and working with 
other landscapers as their "marketing coach." 

Million Dollar Marketing Secrets Revealed 
In A Free Report—If You Qualify! 

Grunder DOES have "secrets" for building these 
types of businesses, too. Here are just a few 
examples : 

1 . How to spark referrals. . . how to turn 
"small accounts" into big business. 

2 . How to increase Val-Pak Coupon, direct-
mail and Yellow Pages advertising results 
bv 10% to 30%...make your advertising 
much more productive and be able to 
accurately measure its value. 

How to avoid the fatal mi s take of 
confusing 'marketing' with selling'. 

Forget wasteful "name recognition" or 
"getting your name out t h e r e ' - l e a m to 
"target," create and deliver a "market-
matched" message," and attract exact ly 
the type and size of clients you really 
want. 
Why your "service" should never be the 
# 1 focus of your marketing. 
Powerful but simple letters and things to 
say to existent customers to cause demand 
for a variety of additional, highly 
profitable services 
The "secret" borrowed from the fad-
diet business that sells high-priced, 
high-profit landscaping work like 
crazy. 

1 0 . How to get people working for you and 
with you to really contr ibute like a 
championship team! 

1 1 . How to use automated, autopilot 
marketing" to bring in new business 
without you or anyone else even talking 
with prospects on the phone! 

1 2 . Even "poor boy" dirt cheap marketing 
strategies, like what to write on a simple 
postcard to bring in a flood of new 
c u s t o m e r s . 

8 

9. 

13. The "4-Page" marketing tool used 6 
to lOx a year that is guaranteed to 
increase your business by at least 30% 
year after year...automatically! 

1 4 . How to position yourself as a "famous 
expert" in your area, get a ton of free 
advertising and "fry" the competition-

And there 's a whole lot more. At the 
urging of a big-time, nationally respected 
direct marketing consultant and 
professional speaker who discovered and 
was "blown away" by everything Marty 
was doing, Marty prepared an easv-to-
read but very complete, provocative 
Special Report-'How lo Reinvent 
Your Lawn-Garden/Landscaping 
Business With Million Dollar Marketing 
Secrets"—and vou may be able to obtain 
a copy at absolutely no cost whatsoever. 

Who Should Get Marty Grunder's 
Special Report? 
Marty asks that you call for his free 
Report ONLY if: (1) you own your 
own business or are the President, CEO, 
manager or marketing manager for the 
business; (2) you make the decisions 
about advertising, marketing, and 
customer service investments; (3) you are 
currently unhappy with some aspect(s) of 
your business; (4) you recognize that in 
today's competitive environment, just 
"doing a great job" isn't enough to 

sustain a business; and (5) you are willing to 
make progressive innovative changes in your 
business if convinced, even reasonably assured 
that doing so will dramatically improve sales, 
profits, customer satisfaction, referrals, growth, 
and community prominence. (Please do NOT 
waste your time or Marty's money getting this 
Special Report if you are close-minded, change 
resistance, fully satisfied with your income, or 
just a curiositv-seeker without sincere interest in 
changing your business for the better.) 

How To Get Your Free Report: 
Simply write "Report" on your business card or 
a sheet of your letterhead and FAX it to 937-847-
8067 or, for even more information and to get 
your Report, call 1-800-399-7135, listen to a 
brief free recorded message, then leave your name, 
company name, and address as instructed. You 
can FAX or call anytime, 24 hours a day, 7 days a 
week. If you prefer having your report sent 
confidentially to your home address, just let us 
know. Incidentally, requesting your free Report 
does Q£! obligate you in any way; no salesperson 
will call to follow-up, nothing of the sort. 
However, this is a limited free offer, so please take 
care of it right now, while it's fresh in your mind. 

©1995 M. Grunder 

SORRY. OFFER NOT AVAILABLE IN OHIO. OUR MARKET AREA. 



MARKE! TRENDS 
(continued from page 18) 

the United States and abroad, 
but approvals are expected 
some time later this summer. 

MACH 2, CONSERVE 
CLEAR FAST TRACK 
Officials for RohMid, 
Parsippany, N.J., and 
DowElanco, Indianapolis, 
Ind., are gathering state 
registrations for MACH 2 turf 
insecticide and Conserve SC, 
respectively, in the wake of 
the U.S. Environmental 
Protection Agency's recent 
registration of the products. 

Although registration is 
expected from most states by 
the middle of this month, 
RohMid manager John 
Thomas said that availability 

will be very limited for the 
remainder of this year. 
Thomas expects that both the 
liquid and granular formula-
tions will be in full produc-
tion for the 1998 season. 

MACH 2 contains the 
active ingredient halofenozide, 
which affects the normal 
molting process of a variety of 
grubs and caterpillars. 

Conserve is labeled for 
landscape and turf applica-
tions, as well as nursery, golf 
and arborist care. This first 
product in the spinosyn class 
offers control of sod web-
worms, cutworms and army-
worms along with a variety of 
ornamental insect pests. 

Conserve is expected to be 
available on a limited basis 
beginning this August with 
full availability next year. 

TORO ENJOYS 
RECORD QUARTER 
The Toro Company, Bloom-
ington, Minn., boosted by the 
acquistion of James Hardie 
Irrigation, announced record 
net sales and profits for its 
second quarter. Net sales for the 
quarter increased 22 percent to 
$352.2 million with income of 
$19 million, an increase of 13.1 
percent. 

Donald St. Dennis, director 
of public relations, attributed 
much of the record sales to the 
professional market, noting that 
sales to the consumer market 
were flat. Commercial sales 
were up 12.4 percent from last 
year, and Toro-Hardie irriga-
tion sales jumped 117.9 percent 
over the same time. 

The company also announced 
all administrative and 
distribution functions forToro 
Hardie Irrigation, Laguna 
Niguel, Calif., will be moved 
to Toro's Riverside, Calif., 
irrigation headquarters. 

IN BUSINESS... 
The DowChemical Company 
bought Eli Lilly & Company's 
share of DowElanco. ..Stens 
Power Equipment Parts opened 
a new distribution center 
in Atlanta, Ga.. . Grotech U.SJL 
is doing business as TrynEx 
Inter-national BlueBird 
International Inc. acquired 
EverGreen International 
Inc.... Asgrow and Hartz moved 
their headquarters to Des 
Moines, Iowa. 0! 

ONE TOUGH STAKE BODY 
B U I L T W I T H R E A D I N G Q U A L I T Y 

Premium materials, superb craftsmanship, and state-of-the-art production techniques make 
Reading stake bodies the professional's choice. Reinforced heavy-duty 
steel understructures deliver maximum durability and safety. 
Pressure-treated wood floors protect against rot and 

k termite damage. Rugged stake racks lift 
out individually for easy loading. And 
all steel racks receive the unique 

Lectro-Life® immersion priming 
and Power Coat™ painting for a finish so tough, 
they're backed by our exclusive 3-year limited 
warranty against rust and corrosion. Now that's 
one tough stake body. Call us today for the 
name of your local Reading distributor. 

© 1995 Reading Body Works, Inc. 
Lectro-Life and Reading are registered trademarks and 

Power Coat is a trademark of Reading Body Works, Inc. 

Reading Body Works, Inc., 
P.O. Box 650, Shillington, PA 19607 

(800) 458-2226 
(610) 775-3301 • Fax (610) 775-3261 
web-site: www.readingbody.com 

http://www.readingbody.com


Big Worm Problem. 

Scmitar 

There's Nothing Better on Worms 
Than SCIMITAR. 

od webworms, armyworms and 

^ cutworms can all be a big problem 

in turf. For these hard-to-control 

worms, there's nothing better than the 

fast-action and extended-release control 

of S C I M I T A R Insecticide. With its 

advanced pyrethroid technology and 

unique formulation, S C I M I T A R is an 

exceptional addition to your turf pest 

management program. And, 

S C I M I T A R also: 

• Provides outstanding control of 

numerous turf and ornamental 

insect pests 

• Controls black turfgrass ataenius and 

hyperodes weevil adults and stops them 

from laying eggs 

• Allows for low use rates 

• Is economical to use 

• Has no annoying odor 

For big w o r m problems in turf, nothing is 

better than S C I M I T A R — a n unbeatable 

tool in your turf pest management program. 

For more information, contact your 

authorized Zeneca Distributor, or call 

Zeneca Professional Products Toll Free 

at 1-888-617-7690. 

Scimitar 
I N S E C T I C I D E 

Z E N E C A Professional Products Always read and follow label directions carefully. 
SCIMITAR" is a registered trademark of a Zeneca Group Company. 
© 1997. Zeneca Inc. 



BREAKING NEWS 
EXMARK'S THE 
SPOT FOR TORO 
The industry has been antici-
pating a shakeup among 
mower manufacturers. The 
first sign of that may have oc-

curred in early June when The 
Toro Company, Bloomington, 
Minn., announced it signed a 
letter of intent to acquire 

Die Deal 
HO: The Toro Company, Bloomington, 
Minn. 
Exmark Manufacturing Company, 
Beatrice, Neb. 
WHAT: Toro will acquire Exmark for 
between $28 and $30 million. 

WHEN: Expected to close by end of August. 

T 

Exmark Manu-
facturing Co., 
Beatrice, Neb. 
This deal comes 
just weeks after 
the new owner-
ship of Yazoo 
Power Equip-
ment, Jackson, 
Miss., signed a 
letter of intent 
to acquire F.D. 
Kees, Beatrice, 
Neb. (Yazoo's 

new president, Alan Herstrum, 
declined comment until the 
transaction is finalized.) 

Toro's acquisition of the 
$50 million manufacturer of 
commercial mid-sized walk-
behind and zero-turn 
radius mowers gives it 
annual revenues of ap-
proximately $100 mil-
lion in mower sales -
estimated at 25 percent 
of the market. The acquisition 
represents a significant, and to 
some people surprising, step 
toward the company's goal of 
becoming the "worldwide 
leader in the supply of equip-
ment, services and informa-
tion systems for the landscape 
contractor," as Kendrick 
Melrose, chairman and chief 
executive officer of the com-
pany put it. 

TORO 

WONDERING WHY. Some of 
Toro's chief competitors ex-
pressed surprise that the 
manufacturing giant would 
look to another company to 
complement its product line. 

"I'm not 
sure why Toro 
would make 
this deal," 
questioned 
Bob Walker, 

president, Walker Manufac-
turing, Fort Collins, Colo. "It 
really doesn't need Exmark in 
terms of its product line. On 
it's face, this looks like a deal 
where Toro is just buying out 
one of its competitors." 

"With all of Toro's exper-
tise and resources, I'm sur-
prised it wouldn't just develop 
the products itself in research-
and-development," agreed 

Landscape Design Software 
Just became a whole lot easier!! 

EarthScapes 
The top rated Landscape Imaging Software, 
already the easiest to learn and use, is now 
even better. Now integrated with a powerful 
Plot Map Designer and Job Estimator that 
use the same libraries and award winning features. 

Visit our booth at the Summer Shows 
"See why Top Designers are switching to..." 

Visual Impact 
201-770-9550 
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'Yesterday, I serviced over 270,000 square feet of home owners' 
lawns. I left the building at 7:30 in the morning and returned around 
4:45. T h e most difficult thing I did all day was pour the fertilizer into 
the spreader. Best of all, I'm over 50 and didn't even feel worn-out." 

. . Linda Stegner 
features: 

• Stainless Steel Tank 
• Sprays Over I Acre per Fill-Up 
• 100# Spreader Wi th Variable Speeds 
• Foot Control Spreader 
• Economical (Sprays 1/2 Gal. per Sq. Ft, 
• Stainless Steel Deflector 
• Sprays a 4 to 12 Feet Pattern - „ ^ 
• 15 Foot Hand Wand ( O 1 4 / 0 7 0 ' 0 7 1 9 
• Zero Turn Radius fOR 4 COLOR BROCHURE 
• Twin Hydrostatic OR DEMO TAPE 

CALI 



Yesterday: Providing herbicide/Pesticide related coverages for four 
generations! ! 
Today: Approved by The Professional Lawn Care Association of 
America! 
Tomorrow: Why wait until disaster strikes to gain the best possible 
protection for your company? 
Please provide me with a free evaluation of my current coverages: 

NAME: 

COMPANY: 

ADDRESS: 

PHONE: # OF FULL-TIME EMPLOYEES: 

INSURANCE RENEWAL DATE: 
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BREAKING NEWS 
Dane Scag, president, Great 
Dane Power Equipment Inc., 
Elm Grove, Wis. 

In questioning the reasons 
behind purchasing Exmark, 
manufacturers pointed to the 
15-year-old company's repu-
tation as favoring affordable 
prices over higher quality 
products. "Exmark has the 
reputation of being a price 
and volume leader in the mar-
ket," Walker noted. "It put 
volume ahead of everything 
else, so the margins were ex-
tremely thin." 

Dick Tegtmeier, president, 
Encore Manufacturing, 
Beatrice, Neb., was involved 
with the formation of 
Exmark in the early 1980s 
and still holds Exmark stock. 
He wasn't surprised that 
Exmark executives would sell 
the company. "Manufacturers 
can control the market either 

by profit or by volume," he 
explained. "In my opinion, 
Exmark designed its sales pro-
gram to control the market by 
pricing in order to position 
the company to be sold." 

"One benefit to Toro 
might be Exmark's established 
dealer/distributor network 
which targets contractors — 
Toro's present network fo-
cuses more on institutional 
and golf sales," Walker added. 
"But I can't see Toro allowing 
Exmark to be run the way it 
was run in the past." 

TORO TALK. Don St. Dennis, 
director of public relations 
for Toro, pointed out addi-
tional benefits the company 
expects to enjoy from the ac-
quisition. "We see this as one 
of the fastest growing seg-
ments in the lawn care or turf 
maintenance markets," he ex-
plained. "Exmark was one of 
the fastest growing companies 
in this market. Although we 
feel we've made some very 
good progress in developing 
our own products, this deal 

offers us the opportunity 
for instant market share 
and name recognition." 

St. Dennis added 
• • that Exmark will con-

tinue to operate from its 
current headquarters in 
Beatrice and will market its 
products under the Exmark 
name. He added that John 
Smith, president and chief ex-
ecutive officer of Exmark, will 

Toro hopes to 

increase market 

share and name 

recognition with the 

Exmark acquisition. 

Credit: Toro 

oversee the operations in 
Beatrice. 

St. Dennis rejected claims 
that Exmark sacrificed quality 
to produce a less expensive 
product. "Exmark has a very 
healthy market share and is 
highly thought of for its wide-
area and zero-turn mowers," 
he countered. "Yes, this move 
does gives us a wide breadth 
of price points to offer the 
market, but it also comple-
ments our product line." 

RAMIFICATIONS. The question 
now facing the industry is 
whether or not these deals sig-
nify an impending shakeup 
among manufacturers, or if 
they are just isolated inci-
dents. Most agree it's a har-
binger of things to come. 

"I think it's clear there's 
going to be additional 
changes," noted Smith. 

"There's about 39 manu-
facturers of midsize commer-

cial mowing machines," ac-
cording to Scag. "That's a lot 
of manufacturers for this part 
of the industry." 

Tegtmeier agreed consoli-
dation is likely to continue. 
"Toro and Jacobsen have al-
ways combined for about 80 
to 82 percent of the turf in-
dustry," he said. "All of a sud-
den, John Deere decides it 
wants a big chunk of the in-
dustry, and it will be difficult 
to stop them. So Jacobsen 
buys Bunton to broaden its 
base and Toro makes this deal 
to strengthen itself." 

Tegtmeier did see one sil-
ver lining in the Toro/Exmark 
deal. "I have a feeling our in-
dustry may be able to make a 
little bit of margin again with-
out Exmark controlling the 
pricing," he related. "They re-
ally forced the rest of the in-
dustry to lower its prices as 
well, and that hurt some com-
panies." - Bob West ID 

Weisburger^ lurr t ing Green 
W e r e proud as punch the Professional Lawn Care Association picked us 

to provide insurance services to its members. One reason is our 
reputation in the Pest Control Industry, earned over the 
last 60 years and more. Count on WEISBURGERGreen 

delivering the same high-quality service to our new friends 
in PLCAA as we do for PCOs. 
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Los Angeles 
year-round ban 
is the latest and 
most extreme 
result ofth 
public backlash 
against the 
gas-powered 
backpack blowei 
which continues 
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nationwide 
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hey've been called "obnoxious," "whinyM 

and "annoying." They've been the sub-
ject of complaint in communities across 
the United States during the last 11 or 12 

years. And contractors love them. 
Gas-powered blowers have been at the 

center of a controversy for years, but it's a 
conflict that keeps returning like gag birthday 

candles that refuse to go out. According to Robin 
Pendergrast oflnternational Marketing Exchange in McHenry, 
111., who has been tracking blower initiatives across the 
country and helping landscapes fight back, there are more 
than 400 hundred communities with noise control initia-
tives in the United States aimed at limiting or banning use 
of gas-powered blowers. 

The issue runs deeper, though, and in some places, it has 
spilled over into talk of limiting the use of other landscape 
maintenance products such as gas-powered hedge clippers 
and even mowers. 

These waves of initiatives have been building in recent 
years, but the waters of regulation may hit flood stage soon 
as highly visible cities such as Los Angeles pass extreme noise 
ordinances. 

"With all the negative coverage being given to blowers in 
consumer magazines and newspapers that contain tremen-
dous amounts of misinformation, I estimate that we could 
see a tripling in the number of communities restricting 
blower use by this time next year," said Pendergrast. 

LA. STORY. Los Angeles' ban on any gas-powered hand-held 
blower operating above 65 dba within 500 feet of a resi-

LOS ANGELES 
ORDINANCE: No gas-powered 
blower use within 500 feet of a 
residence any time during the year. 
PENALTY: A $1,000 fine to the 
contractor and the property owner. 
STATUS: Effective date was July 1. 

dence was slated to go into effect 
July 1. At this writing, the ordi-
nance looks as though it may be 
challenged in court. Even if it is 
not, the ordinance holds several 
potential repercussions for the 
green industry: 

' Area contractors will have 
to restructure their operations in terms of manpower, 
machines and customer prices, if they can. If contractors 
can't raise their prices, they will have to settle for lower 
profits due to increased labor costs. 

• Customers will have to get used to paying more, having 
less done on their landscapes, accepting possibly lower 
standards for their landscapes' appearance or maintaining 
their landscapes themselves. 

• Dealers and distributors have already lost business 
through plummeting sales of gas-powered blowers to both 
consumers and commercial users, in expectation of this 
ordinance. 

• Los Angeles' move has already encouraged other 
California communities to discuss or enact limitations or 
bans on power blower use. Some of these discussions have 
covered other types of landscape equipment. 

• Communities throughout the U.S. are watching the 
situation, especially in active areas around Chicago and 
New York City, to see how the situation plays itself out. 

The situation has been bubbling for years, spurred on in 
the last few years by City Councilman Marvin Braude, 
slated to retire July 1. Earlier this year, he got what he 

(continued on page 28) 
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HOW THIS LITTLE SHOT OF FUEL 
CAN GIVE YOUR BUSINESS 
A POWERFUL ADVANTAGE. 

This highly precise spritz of fuel 
is coming from t h e sequential fuel 
injection system in the Vortec engines 
of C M C trucks. It's just one of many 
recen t r e f inemen t s t h a t make our 
Vortec engines so powerful — from 
the muscular Vortec 4300 V6 to t he 
impressive 290 hp Vortec 7400 V8. 

Small Details Can 
Add Up To Big Savings. 

T h e Vortec gas engines in C M C 
t r u c k s a r e eng inee red w i t h an 
ar ray of long-life componen t s such 
as a one-piece serpent ine drive belt, 
p la t inum- t ipped spark plugs and 
Dex-Cool® 150,000-mile coolant — 
which means they ' re engineered to 
go Five years or 100,000 miles before 
t h e i r First scheduled t u n e - u p . * 
And less m a i n t e n a n c e m e a n s less 

t ime in t h e shop, more t ime ou t on 
the road — working for your business. 

Managing Your Trucks 
Is Like Managing Your Business: 

Every Detail Counts. 

T h e reFinements in our Vortec 
engines are just a f ew examples of 
t he a t ten t ion to detail t h a t goes into 
every t ruck C M C sells. GMCs are 
engineered t o save you t ime and 
money — so you t a k e ca re of your 
business, w e t a k e ca re of your 
t rucks . For more information and 
a catalog, see your C M C dealer, 
call 1 -800-GMC-8782 or visit 
www.gmc.com/at_work on t he web. 
And see how C M C can help give 
your business a powerful advantage. 

' A c t u a l mi leage var ies w i t h dr iv ing h a b i t s a n d 
e n v i r o n m e n t a l cond i t ions . See o w n e r ' s m a n u a l for de ta i l s . 

C O M F O R T A B L Y I N C O M M A N D ™ 

http://www.gmc.com/at_work


(continued from page 25) 

wanted — a much publicized debate on the 
issue—complete with testimony offered by 
movie stars. 

"All the points of their arguments have 
been negated by new technological develop-
ments and the upcoming California Air 
Resources Board restrictions/' Pendergrast 
pointed out. "The issue isn't as much leaf 
blowers as it is politics." 

Larry Rolfes, director of governmental 
affairs for the California Landscape Con-
tractors Association, agreed: "Most cities we 
work with are reasonable, but I can't say this 

SCARSDAU, N.Y. 
• ORDINANCE: Proposed ban on 
• blowers June 1 to Sept. 30. 
I PENALTY: First violation merits a 
• warning. Violations thereafter earn a 
• minimum fine of $50. 
• STATUS: After the New York State 
• Turf & Landscape Association had 
• the ban declared unconstitutional in 
I court, the verdict was overturned on 
• appeal. The industry has decided 
• against further appeals. 

one is. We think outright bans on leaf 
blowers is a mistake." 

At a meeting in early May, the Portable 
Power Equipment Manufacturers Associa-
tion and other groups asked the city to 
consider a one-year delay. Don Purcell, 
PPEMA's executive director, explained: "We 
asked for the delay because CARB is ex-
pected to take action within the year and 
that could make the noise question moot. 
They weren't listening. They turned it down 
and had no interest in delaying the ban." 

At press time, the city and the industry 
were discussing a possible compromise which 
would allow use of power blowers using 
vacuum attachments that keep the noise 
level to 65 dBA or less. There was also dis-
cussion of taking the ordinance to court and 
the remote possibility that the city would 
repeal the ordinance after Braude retired. 

Questions remain on whether commer-
cial operators would accept a compromise 
such as this and even whether many contrac-

GREAT NECK ESTATES, N.Y. 
tors will follow the ordinance as it 
stands. 

CLCA used an industry study 
to estimate that it takes approxi-
mately five hours of manual work 
to do the work of one hour with a 
blower. It also surveyed its mem-
bers to determine that the cost to 
the contractor and the property 
owner is expected to rise approxi-
mately 20 percent to 40 percent 
when blowers are banned. 

Whether the marketplace will 
pay higher prices, or whether contractors are 
content to live with lower margins, is yet to 
be determined. As more and more commu-
nities try to regulate operating hours or ban 
blowers outright, the industry will have to 
adjust its traditional practices. 

It may mean explaining to homeowners 
why they will have to pay more for the same 
services. Rolfes noted that some homeowners 
may choose to maintain their own proper-
ties or let their standards for maintenance 
slide. "Landscapes may not look the same. 
You won't get the same manicured, perfect 
look with a blower," he noted. 

Garris Chupa, owner of Garris Chupa 
Landscape, Santa Rosa, Calif., agreed: 
"Homeowners have become accustomed to 
a particular look for their landscapes. In 

ORDINANCE: No blower use, June 15 to Sep. 15. 
PENALTY: "First offenders" are fined a minimum 
of $250. 
STATUS: This is the first season the ban has 
been in place. Officials labeled it a "trial 
ordinance," meaning it will be enforced for one 
season and reassessed in the fall. This approach 
rendered the industry's appeal process useless. 
The industry is also concerned about backlash 
against other equipment. 

areas where blowers have been banned, we 
see pockets of leaves left on a landscape, the 
garden beds may look more rustic — it's a 
different look. When a community says, 'We're 
banning blowers,' it's really saying, 'We're 
changing the look of where we live,' or 'It's 
costing us more to keep the same look.'" 

For the contractors who may have to 
accept lower levels of productivity while 
employees sweep, rake, gather up and cart 
off landscape debris they used to blow, the 
noise ordinances may mean a significant loss 
of dollars. 

Most industry experts admit that blowers 
have been abused and there are many tasks 
done j ust as well and maybe more efficiently 
without a blower (such as moving a large pile 
of debris some distance). 

You Have the Right to Remain Silent 
n response to the many initiatives to limit the use of power blowers, the California 
Landscape Contractors Association wrote a position paper intended partially as an 
educational tool. According to Larry Rolfes, CLCA's director of governmental affairs, 

"It has caused several communities to rethink their plans." 
CLCA recommends that anyone using a power blower anywhere in the country follow 

common courtesy rules listed below to foster good relations with the public: 
• Run blowers at half throttle and not in the morning or late at night. 
• Keep leaf blowers at least 10 feet from doors or windows. 
• Crews should operate only one leaf blower at a time on a small residential site. 
• Use rakes or brooms to loosen heavier debris. 
• Use the full extension so the air stream can work close to the ground. 
• Use attachments in dry conditions to suppress dust. 



HEATING UP. California has some 40 commu-
nities that have restricted or banned blowers, 
but they are not the only region in the 
country battling the tide of public opinion. 

The village of Great Neck Estates, N.Y., 
banned blower use between June 1 and 
Sept. 15 after a three-month battle between 
a group of citizens and the Nassau-Suffolk 
Landscape Contractors Association. 

According to NSLCA Executive Direc-
tor Pat Voges, legal counsel has said that the 
ordinance would be difficult, if not impos-
sible, to overturn because it is being termed 
a "trial ordinance" by the community. In 
other words, officials will reevaluate the bill 
in the fall to determine if it worked the way 
it was supposed to. 

"The lawyers told us that if we appealed 
it, a judge would likely say, 'Well, this is trial 
law. Let's take a look at it after the season,'" 
said Voges. "They aren't very optimistic." 

Although the rhetoric at the community 
meetings leading up to the ordinance was at 
times bizarre, Voges said the group was 
well-organized and was tapped into the 
activities of other citizen groups attacking 
blowers on the East Coast. 

"We presented facts and figures showing 
the potential economic impact of a ban on 
blowers that included potential landscape 
service price hikes to customers," explained 
Voges. "But they came back with written 
testimonials from landscape customers in 
Scarsdale and Larchmont where bans are in 
place claiming that at no time did the price 
of their landscape service increase, in spite 
of the ban. This was definitely a well-orga-
nized effort." 

(continued on page 90) 

SANTA BARBARA, CALF. 
• ORDINANCE: Proposed ban on all 
• blowers, both gas and electric. 
I PENALTY: Undetermined 
• STATUS: After nearly a decade of 
• appearing before city council, a 
• 

• citizen took matters into his own 
• hands and generated 9,600 signa-
• tures on a petition to get the ban on 
• the ballot. Voters decide in • 
• November. 

nariey 
Harley P R O Series and Harley Power Box Rakes® 
are the most versatile tool you can use for any site 
prep job. They're available for skid steer or tractor 
3-point mount. 

Hitch up to a Harley! Here's a power rake that can 
take a rough grade and produce a picture-perfect 
seedbed time after time. Drop in the heavy-gauge 
end plates, and you can gather stones, trash and 
debris into a pile. 

All P R O Series and Power Box Rakes can windrow 
debris or spread topsoil left or right. Skid steer 
mounted rakes operate forward or in reverse. 

The carbide tipped power roller is ideal for lawn 
rennovation. Harley handles it all - dethatching, 
weed and old lawn removal, and soil pulverizing. 

Get on target! S e e your Harley dealer today about 
the most versatile attachment for skid steers or 
tractors. 

Harley - the versatile attachment! 
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The Cost of 

ince 1990, the formerly unregu-
lated hand-held power equipment 
industry has had to adjust itself to 

meet the public and government 
demands to curtail emissions. 

Nearly overnight, in a business sense, millions of 
dollars were spent by manufacturers to create completely new research and develop-
ment facilities for the testing and building of equipment to comply with regulations 
created by the federal government and the state of California. 

By 1995, after months of negotiations with the U.S. Environmental Protection 
Agency and the California Air Resources Board, the industry got what it felt were 
reasonable standards with EPA's Phase 1 rules and CARB's Tier I standards. Virtually 
identical, both required a 30 percent reduction in engine emissions and significant, but 
technologically feasible, adaptations for most small gas-powered engines. 

Now, the industry has its sights set on nailing down the second level of emissions 
regulations with both CARB and EPA. Federal regulators have proven to be willing 
partners in the rule development process, but working with CARB officials has been 
significantly more challenging for hand-held power equipment manufacturers. 

All this change in such a concentrated period of time has manufacturers experiment-
ing with a wide range of adaptations of the two-cycle engine. And new engine designs 
are being developed that could revolutionize the hand-held equipment industry. 

What these rules will ultimately do to change the hand-held power equipment of 
tomorrow is unknown, but it's clear that major changes are coming. The result will be 
improved, cleaner engine technology, but will likely also be higher end-user cost. 

NO CONTROL Contractors concerned about the direction equipment is heading find 
themselves stuck between the forces negotiating the emissions rules. Bob Grover, vice 
president of landscape management for Northwest Landscape Industries, Tigard, Ore., 
said he hopes the industry and regulators can come to a mutually beneficial solution. 

(continued on page 32) 

String trimmers are 

among the many 

types of power 

equipment that will 
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regulations 

designed to reduce 
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produced by two-

cycle engines. 
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it in action. 
I would like more information 
on Isuzu's N-Series trucks. 
Please send my video/information 
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Free 
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Kit. 

What makes of 
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Company 
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Zip 

Type of business 

When do you expect to acquire a new truck? 

• 1-3 months • 4-6 months • 7-12 months 
Call us toll free at (800) 785-5445 ext. 2305 

Lease or purchase? 

• Lease 

• Purchase 

• More than 1 year 
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Dirk had a growing problem. His old GM C-7000 trucks required expensive 
drivers with special licenses. And his smaller C-3500s just couldn't haul enough mulch and 
clippings to get the job done. Dirk solved his problem by buying Isuzu NPR trucks with 15-ft. 
dump bodies. The Isuzu trucks required no special license to drive, yet they hauled virtually 
the same payload as his more expensive C-7000s. Explained Dirk, "For what we were paying 
for small dumps, we're getting bigger trucks that need no special license, and they're easier 
and more maneuverable to drive." 

Dirk likes his NPRs' fuel economy too: "It's even better than my small dumps." He also 
likes the extra room provided by the three-person seating. And with the convenient tilt cab, 
his mechanics can easily access and maintain the familiar gas V-8 engines. It's no 
wonder Dirk plans to continue growing his business with Isuzu. You can too. 
Call (800) 785-5445 ext. 2309 for your nearest dealer and your Free Information 
Kit. Or visit us at www.isuzucv.com. 

COUNT ON IT. 

I S U 2 U 

When Dirk Herrmann 
switched to Isuzu 
trucks, he had to give 
up something-
Paying more for drivers. 

Dirk Herrmann 

http://www.isuzucv.com


eye 011 EQUIPMENT 
(continued from page 30) 

"Philosophically, I support the making 
of equipment that produces lower emis-
sions," he asserted, "but on the practical 
side, I need to have equipment that can do 
the job. My biggest fears are what regula-
tions will do to the equipment and how 
much they are going to cost the company." 

THE SAME PAGE. Earlier this year, the indus-

try signed statements of principle with EPA 
that will guide the development of rules for 
the second phase of federal regulations. While 
not legally binding agreements, Don Purcell, 
executive director of the Portable Power 
Equipment Manufacturers Association, 
Bethesda, Md., is confident that the indus-
try and EPA are on the same page. 

In its initial proposals for Phase 2 emis-

sions rules, EPA has proposed a 30 percent 
reduction in emissions over and above the 
30 percent reduction from the first phase. 
Implementation of the second phase allows 
a three-year phase-in period from 2002 to 
2005. Other requirements include a testing 
program to evaluate pollutant levels and 
compliance provisions to ensure engines 
meet standards for their entire usable life. 

Finally, EPA will conduct a technology 
review to determine whether a third phase of 
emissions rules should be considered. This 
is scheduled for the year 2001. 

All of these dates may appear far away, 
but the industry will require the time to 
recuperate the investments they made in 
research and development to meet the first 
level of emissions, while simultaneously 
investing in research for new technology. 

WORTH THE HASSLE? California is only one 
state in the union, but it commands the 
manufacturers' attention based simply on 
raw size. Of the more than 7.37 million hand-
held units that were sold in 1996, approxi-
mately 8 percent to 10 percent was sold in 
California, generating sales of $350 to $400 
million, according to Purcell. 

"Some manufacturers may give up the 
California market because the costs to meet 
CARB may be so phenomenal," admitted 
John Keeler, senior vice president, RedMax, 
Atlanta, Ga. Companies marginally in the 
two-cycle business, such as engine manu-
facturer Tecumseh, Tecumseh, Wis., al-
ready stopped selling small engines in the 
state before Tier I. Manufacturers more 
entrenched in the two-cycle market are 
circling the wagons and preparing to re-
search new engine technologies and negoti-
ate reasonable regulations with CARB. 

The driving force behind the negotia-
tions, PPEMA, along with other organiza-
tions, got the Tier I standards to closely 
resemble the Phase 1 regulations that EPA 
eventually settled on. The proposed Tier II 
rules released in May, however, go far be-
yond the requirements of EPA's Phase 2. 

CARB, in its initial draft of the rules, is 
asking manufacturers to reduce emissions 
by an additional 70 percent for model year 
1999. Although some equipment now ap-
proaches this level, no fiscally feasible two-
cycle technology can reach this lofty plateau. 

Purcell and others in the industry have 

• CHEMICAL INJECTION 
DIRECT, ACCURATE 
& DEPENDABLE 
(056-1056) 

• TRIPLE SPILLAGE 
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eye on EQUIPMENT 
* 

said that the Tier II rules, as proposed in 
May, will mean the elimination of gas-
powered two-cycle engines in California. 

"Based on the proposals they have set 
forth, we believe it is the intention of CARB 
to eliminate all two-cycle engine sales in 
California," stated Purcell. 

Most discouraging for PPEMA and its 
members was the amount of discussion and 
negotiation that took place prior to the 
release of the proposed rules in May. 

"We met with the staff several times and 
shared a great deal of confidential informa-
tion, but their new proposals did not reflect 
this," said Kim Liechty, engineering man-
ager with Poulan/Weed Eater. 

"They've decided this is what they want 
to do," Liechty continued. "They seem to 
have their own agenda set that they intend 
on enforcing, even if there is no good logic 
behind it." 

Indeed, CARB is interested in pushing 
technology forward to meeting its emissions 
demands, according to CARB public affairs 
director Jerry Martin. "In the first tier of 
regulations, about 50 percent of the equip-
ment already met the standards," said Mar-

tin. "The second tier is much more stringent 
and will require that each manufacturer do 
something to meet the requirements." 

Martin said the CARB staff has seen 
enough potential engine technology al-
ternatives that it believes Tier II as pro-
posed is a good standard. Unfortunately for 
the makers of two-cycle gas-powered equip-
ment, none of the alternatives Martin men-

tioned involve traditional two-cycle engines. 
"There are ways to improve two-stroke 

engines, such as catalytic conversion and 
different fuels. However, two-stroke en-
gines are not the only alternative," said 
Martin. "There are four-stroke engines, bat-
tery power and natural propane. These al-
ternatives may not apply in every case, but 
they have potential. To the staff, there are 

IISSI 

A 30% reduction in emission in HO and 
NOX emissions for ail gas-powered, 
hand-held power equipment below 25 
horsepower, Enforcement of the rule 
began with the 1996 model year. 

TIER II 
An additional 70% reduction in 
emissions is being proposed for the 
same equipment category, CARB has 
proposed extending the compliance 
deadline to model year 2000. CARB is 
presently taking comments about the 
rules, and will publish the next draft of 
the regulation this fall. 

NEW HIGH-PROFIT EQUIPMENT 

Spread 20 cubic yards of 
mulch per hr. with 1 man 

The new FINN Bark Blower revolutionizes 
mulch spreading profitability 

The new FINN Bark Blower is so 
efficient that a single operator can spread 
over 20 cu.yd. per hour, a staggering 
production increase over manual 
methods. Cost-effective? You bet. With a 
1 to 2 year (3000 cu. yd.) payback and 
legendary FINN quality, the Bark Blower 
spreads all types of mulch and compost 
in all kinds of moisture conditions. 
Truck-mounted and trailer-mounted 
versions available. If you're serious about 
profit, check out the FINN Bark Blower 
before your competition does. 

Call today for a free 
brochure and the name of 
your nearest FINN dealer 

The Bark Blowef 
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clearly viable alternatives." 
Recent developments have caught the 

eye of the CARB staff, which may embolden 
it to stick to its guns. Ryobi America, Easley, 
S.C., released a trimmer with a four-cycle 
engine to the consumer market a few years 
ago that meets Tier II standards. Ryobi, in 
conjunction with RedMax, will be releasing 
the engine to the professional market in a 

trimmer later this year. 
American Honda, Duluth, Ga., applied 

its four-cycle expertise and created its "micro-
four" engine to run on a professional trimmer. 
The unit's weight, ability to operate when 
turned 360 degrees and rpm levels are com-
parable to two-cycle engines, yet the emis-
sions are within Tier II standards, according 
to Scott Conner, senior manager of con-

sumer products for Honda. 
The four-stroke technology has its limi-

tations, however. The engine cannot reach 
the rpm range necessary for high speed 
equipment such as chain saws and many 
blowers. It also brings a higher price tag — 
Honda's trimmer will start at about $250. 
According to PPEMA, only about 3 percent 
to 4 percent of hand-held trimmers are 
priced greater than $200. 

For their part, manufacturers don't deny 
that alternatives exist. But all agree that if 
creating engine technology that meets the 
standards at an acceptable price to end-users 
is the goal, then nothing is available now. 

The standards are now being reviewed 
and are available for public comment until the 
CARB Tier II rules are published this fall. If 
PPEMA can't get the standards to an ac-
ceptable level, then litigation is a real possi-
bility, Purcell stressed. HI 

The author is Managing Editor of Lawn & 
Landscape magazine. 

Out of all the emissions generated by machinery and industry in the United States, about 
0.8% of that total are generated by hand-held equipment, according to a 1990 EPA report. 
EPA's Phase 2 proposed rules would require a 56 percent reduction of this percentage. 
CARB's Tier II proposed rules would require an 81 percent reduction in emissions. The cost to 
California consumers of the additional emissions reduction provided by the CARB standards 
would be $64,000 to $96,000 per ton of emissions, reflected in higher equipment costs. 
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Aura Lighting Products 
779 N . Benson Ave. • U p l a n d , C A 91786 

Tel: 800 • 942 • 888o • Fax: 909 • 985 • 5938 
A u r a l t g @ A O L . c o m 
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Aera-Vator AE-40E 
Dependability - Versatility - Reliability 

m 

The AE-40E AERA-vator is the best tool I've ever used to prepare a 
seedbed in heavy clay soils. Since the early 1970s we have used doz-
ens of aerators in our lawn care business. We have aerated and seeded 
thousand of lawns. Nature Select purchased the 
AERA-vator AE-40E in the fall of 1996. It has out performed all others. 
We experienced no downtime in three months of continuous use on 
hundreds of lawns. We also found the AE-40E to be extremely maneu-
verable when attached to a zero-turning radius (ZTR) mower. 

Bill Hildebolt & P.J. Lenihan 
N a t u r e S e l e c t 
W i n s t o n - S a l e m , N C 

FIRST PRODUCTS INC. 
Tifton, GA -1-800-363-8780 • GA 1-912-382-4768 

USE READER SERVICE # 3 5 
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[ > Extended Systemic Disease Control 
[>For Use on Home Lawns, Ornamental Plants & Flowers 

O New Formulation - WDG 
HHfcl - fi • • 

k S 

J L 

W i t h u n s u r p a s s e d t rue b road s p e c t r u m 
s y s t e m i c a c t i v i t y , S y s T e c 1998® p r o v i d e s 
u n m a t c h e d d i s e a s e c o n t r o l . A n d n o w , i t ' s 
a v a i l a b l e as a W D G f o r m u l a t i o n . E a s y to u s e . 
No s t o r a g e p r o b l e m s . A n d no m o r e w e t t a b l e 
powder (dust) . 

^ ^ ^ - N . S i m p l y m e a s u r e out t h e 

i ì Y f ì Y Q ) amount of sysTec 1998@ 
^J K ^ J )> \ W D G n e e d e d for y o u r 

^ ^ J A J particular application. This 
^ ^ ^ ^ ^ — S is the best way to achieve 
t h e b r o a d s p e c t r u m , c u r a t i v e a n d p r e v e n t i v e 
d i s e a s e p r o t e c t i o n for h o m e l a w n s , s h r u b s 
a n d f l o w e r s . 2 f o r m u l a t i o n s : F l o w a b l e a n d 
W D G ( W a t e r D i s p e r s i b l e G r a n u l e s - No Dus t ) . 

"For the lion fs share of 
disease protection 7* ̂̂ C ^ ^ C O M P A N Y 

P.O. BOX 900 / ALPHARETTA, GA 30239 
1-800-621-5208 



Manufacturers 

continue to make 

improvements to 

their hand-held 

power equipment 

lines despite still-

evolving emissions 

regulations. 

By Paul Schrimpf 

& Bob West 

anufacturers of hand-held power equipment are facing a 
difficult road over the next five to 10 years. Revolutionized 

by the Clean Air Act of 1990, which called for unprecedented 
reductions in emissions, manufacturers are struggling to come up with 
products that will meet regulations, exceed the expectations of contractors 
and beat the competition. 

Improvements in product design continue to be released, but the U.S. 
Environmental Protection Agency and the California Air Resources Board 
won't be finished with their second rounds of emissions regulations until 
next year. In the meantime, manufacturers are testing a variety of engine 
types and adaptations to determine what will suit the equipment of 
tomorrow. 

Companies admit they are reluctant to invest too much in research and 
development now when they don't know what regulatory standards the 

Impending emissions 

regulations aren't stopping 

manufacturers of hand-held 

equipment from exploring 

innovative design and 

engine technology to put 

themselves ahead of the 

competition. Credits: 

(above) Husqvarna; 

(left) Echo. 



equipment will have to comply with five years from now. 
"The regulation issue is very real, and it does affect our 

willingness to invest dollars in new product development 
until we know where the regulations are going to be," 
noted Linda Mayer, vice president of marketing, John 
Deere Consumer Products, Charlotte, N.C. 

"I don't want to say product development has taken a 
backseat, but we're concerned with the future," voiced Jim 
Elmer, marketing manager, Tanaka, Kent, Wash. "Right 
now, the future is regulation compliance." 

"We don't have a wait and see attitude," added Mark Michaels, 
senior forestry product manager with Husqvarna Forest & Garden 
Co., Charlotte, N.C. "But we aren't sure what level of emissions 
reduction we will need to hit." 

But John Deere, Tanaka, Husqvarna and their competitors are 
still improving the effectiveness of the blowers, trimmers, edgers 
and other hand-held equipment. 

"We're looking for new pieces of equipment and entirely new 
categories of equipment," said Mayer. 

The stick edger is one particular tool enjoying growing popularity 
among contractors. "We've found as landscape design principles 
have improved, there's fewer tight areas that require string trim-
mers," commented Wayne Richards, president, Cagwin & Dorward 
Landscape Contractors, Novato, Calif. 

"Many contractors use string trimmers for edging property, but 
that's technically incorrect in a lot of ways," observed Phil Christian, 
president, pdc Associates, Atlanta, Ga. 

"Our edger business has taken off," added Gary Hardee, man-
ager of power tools, Stihl Inc., Virginia Beach, Va. "These tools 
really offer more power for laying out beds or dealing with horizon-
tal growing grasses such as zoysiagrass." 

"We filled out our line this year by adding string trimmers, 

Noise by the Numbers 
M anufacturers have made reducing noise in gas-powered 

blowers a product development priority, but in reality, they are 
comparable in noise level with many everyday noises: 
Whispering at 5 feet 20 dBA 
Average conversation 60 dBA 
Gas-powered blowers 60-70 dBA 
Heavy traffic/noisy restaurant 80 dBA 
Blender.. 90 dBA 
Rock concert 130 dBA 
Jet take off 150 dBA 

m a g s 

Lawn maintenance operators across the country 
are discovering the compact, maneuverable 
Mid-Size Walker Mower. With its zero-turning 
radius, the Walker is perfect for summer 
maintenance as well as for winter tasks. And, 
the labor-saving Walker looks good especially 

when building a 
> c o i « * i L i profitable oper-

ation, because 
it usually cuts 
labor in half. 

• Ask for 
a demonstration 
or call for a free 
brochure. 

Walker Mowers 
Walker Manufacturing Company 
5925 E. Harmony Rd., Dept. LL 
Fort Collins, Colorado 80525 
1-800-279-8537 

USE READER SERVICE # 2 1 
LAWN & LANDSCAPE 



brush-cutters, hedgetrimmers, a pruner and an edger," remarked 
Brian Masterson, marketing manager, Toro Landscape Contractor 
Group, Bloomington, Minn. 

"We've made improvements to each of our four engine families 
of trimmers," added Dave Dahlstrom, marketing manager, Shindaiwa 
Inc., Tualatin, Ore. "We added a two-bearing clutch assembly to 
our T-230 for durability and added a metal engine cover. Contrac-
tors demand that these products hold up over time." 

"On our blower, we've protected the power source completely so 
when these tools are thrown in the back of the truck, they don't get 
torn up," said Hardee. "Plus, all of the cables are protected in one 
canal for the throttle and on/off control." 

Is a"Four"inYour Future? 
e have seen the future, and the future looks good, No, it's 
not world peace or an end to poverty, but the industry's 
first four-cycle hand-held trimmer. Most manufacturers 

claim it's the industry's future but question its readiness for market. 
We had a chance to test the "micro-four" from American Honda. 

Here's what we found in a test against a leading two-cycle trimmer: 
NOISE: The four-cycle engine was noticeably quieter than the two-

cycle product. 
WEIGHT: A criticism of the four-cycle engine is that it weighs 

more. This was the case, however, the difference was minimal, so we 
don't think operators would suffer unless using the heavier product 
continuously for periods longer than 30 minutes. 

POWER: The four-cycle trimmer handled everything, including 
dense weeds more than 1 foot tall. 

THROTTLE: The two-cycle trimmer responded more quickly to fully 
opening the throttle. However, the four-cycle trimmer's head took no 
more than 1 second longer to get to full speed. 

FLEXIBILITY: A common question about four-cycle engines is how 
well they operate when turned sideways or upside down. This 
particular product responded well in all positions. 

DURABILITY: Critics argue that the four-cycle's additional moving 
parts will create more maintenance headaches than two-cycle pro-
ducts, but this remains to be seen over extended use by contractors. 

MAINTENANCE: Separate oil and gas reservoirs in four-cycles 
require daily maintenance attention. - Paul Schrimpf & Bob West 

NOTE: This information should not be interpreted as an endorsement 
or criticism of any particular product or manufacturer. 

Visit us at the OPEI Show, booth #122 -128 
USE READER SERVICE # 3 8 
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Successful green industry 
professionals know that having the 

most efficient equipment is critical to 
their company's success. This guide 

includes 25 of the hottest products on 
the market to boost pur 

company's profits. 



Introducing 
the new XT Series 

from Case. 
It's not just another skid steer. It's an XT. With unsur-

passed power, including an operating load of up to 3,500 

pounds, an XT can do things that would be out of the 

question for other skid 

steers. Like lifting 

nearly 3V2 tons. Or 

cold planing asphalt 

with a meter-wide 

plane ... all day 

long. Or running a 

1,200 ft-lb hammer to break 

up the extra-tough concrete of an 

airport runway. 

So is an XT a skid steer? Maybe. 

Maybe not. A better question 

might be: Is 

there a job that 

an XT can't handle? 

XT means power. 
Circle 624 on reader service card 



Bandit Industries' Model 3 6 8 0 is a high performance, cost effective 
machine for reducing and recycling materials, including construction and 

demolition, pallets, railroad ties, 
sawmill logging and green 
waste such as stumps, trees, 
brush, leaves and grass, palm 
waste, newspaper (wet or dry) 
and cardboard. 

The 3680 has an opening of 
30 inches by 60 inches and a very powerful feed system that controls the 
flow of material into the cutting mechanism.The 3680 is totally road legal 
without permits. 
Circle 601 on reader service card 

Aerial Lift 
Takes Users Higher 
The Eagle 4 7 from Ameriquip is a trailer-mounted, articulated aerial lift 
with a 25-foot side reach and a 47-fbot working height. It features positive 
bucket leveling, 360-degree continuous 
rotation and excellent portability for easy 
access to a variety of maintenance tasks. A 
proportional control valve with neutral 
position interlock allows simultaneous two-
function operation and complete feathering 
capability. Heavy duty, quick adjust 
outriggers are an integral part of the lift. An 
8-hp gas engine is standard equipment, and 
24-volt DC electrical power or dual power 
(gas and electric) options are available. An 
insulated model is also available. 
Circle 600 on reader service card 

Bandit Eliminates 
Job Site Waste 



Brillion Turfmaker Seeders 
Make Each Seed Count 
Save up to 50 percent on grass seed costs and still grow thick, uniform 
stands with a Turfmaker Seeder from Brillion Iron Works. Its legendary 
precision seeding makes each seed count. Get improved seed to soil 

contact, increased germination, faster 
emergence and lush stands. Built for 
years of precise operation. Available in 5-
foot 4-inch, 8-, 10- and 12-foot widths. 
Options include either pull type or 3-
point hitch models. 
Circle 602 on reader service card 

Power On The Move 
In This frencher 
Brown Manufacturing has introduced a new model of their mini-trenchers 
designed strictly for defining landscape beds or for installing plastic edging. 
The Model F-780H Bededger 
has the same trenching and 
edging capabilities of the 
Model F-702 Trenchmaster, but 
it is equipped with a steerable 
rear wheel and a larger 8-hp 
Honda engine. The 8-hp 
Honda engine provides the 
extra power needed to trench 
in the hardest clay soils, and 
the steerable wheels make fancy curves and tree rings easy. 
Circle 603 on reader service card 



Hi 

Heavy Duty Spreader 
Gives Precise Widths 

- m m 

The durable Super-Flo spreader is available from Central Parts Ware-
house. The Super-Flo features a Wt-hp, epoxy-sealed motor, electronic speed 

control that provides precise spread widths 
from 3 feet to 50 feet and a 9-inch stainless steel 
spinner disc with flighted auger. 

The hopper holds 6 cubic feet with a 650-
pound capacity. The Super-Flo includes a heavy-
duty mounting kit and a one-year parts warranty. 
Optional items include the new Class III quick 
disconnect mounting kit and the Par 36 
spreader light. 
Circle 604 on reader service card 

Daniels Plows The Way 
To Wintertime Profits 
The Daniels Pull Plow removes snow right down to the pavement, in just 
one pass! Working with your front-mounted plow, the Pull Plow exerts 
2,000 pounds of downward hydraulic pressure 
to "pull" snow away from garage doors, loading 
docks and other areas where clean scraping is a 
customer requirement. Available in 72-, 80-, 90-
and 96-inch sizes, the plow fits a variety of 4-
wheel drive vehicles. 
Circle 605 on reader service card 



Variety Landscape Fabrics 
Suit Many Needs 
Fabriscape Inc. offers the widest variety of commercial and professional 
landscape fabrics and erosion control 
products in the industry. Our 3-ounce 
Professional Landscape Fabric is available 
in a retail display package for the garden 
center and in bulk rolls, ranging from 3 to 15 
feet wide, for the professional landscaper. 
This spunbond fabric folds and cuts easily 
for quick installation. It allows water and 
fertilizers to pass through to plant roots 
while stopping weeds from growing. The 
Professional Landscape Fabric can also be 
used as a patio underliner.This can help 
prevent patio blocks and pavers from 
sinking, shifting and cracking. 
Circle 606 on reader service card 

Mulching Made Easy 
With Finn 
For straw mulching versatility, the Finn B70 is the first choice of landscap-
e s , soil conservationists, agricultural growers and highway departments. 

The unit applies straw mulch up to 60 
feet with a discharge capacity of 6 to 7 
tons per hour. Standard features 
include a water-cooled diesel engine 
and over-center clutch for added safety 
and longer engine life.The B70 Straw 
Blower is available in trailer or skid 
models (as shown). 
Circle 607 on reader service card 



The Only Vinyl-Coated 
Rack in the Market 
•Heavy gauge steel 
•Thick vinyl coating prevents rust 
•Maintains professional look 
•Locks and hardware included 
•Vinyl acts as shock absorber 
New for ' 9 7 
•Dual hand-held and backpack blower 
racks 
•Dual gas can rack 
•Trimmer rack holds five trimmers 
•Variety of fertilizer spreader racks 
•Walk-behind mower rack 
•Pole pruner holder 
•Rack that holds three trimmers and a ladder 
•Universal water cooler rack 
Circle 608 on reader service card 

From Green Touch 
Industries 

Hiniker Snow Plows 
Equal Wonderful Winters 
Commercial landscapers looking for snow and ice removal business will 
find the equipment they need at their local Hiniker distributor. Hiniker 
snowplows use a quick-hitch drive-in mount system to cut hookup times to 
a matter of seconds. A 30-inch high curve moldboard, box-section plow 

frame and reliable compression-type springs 
contribute to the performance and durabil-
ity of the Hiniker plow. 

Offer your clients complete snow and ice 
control with a Hiniker 640 Salt and Sand 

Spreader. The big 9-foot hopper and a spread 
pattern up to 30 feet wide make quick work of larger areas. 
Circle 609 on reader service card 



Border Stones Offer 
Attractive, Practical Edging 
Provide durable, permanent edging. 
SELECTedge border stones from ICD have 
the scale and look of brick, but their 
special trapezoidal shape allows for curves, 
circles and straight edging without any 
gaps or spaces between units. SELECTedge 
creates the ideal mowing strip. Simply 
place the wheel of the mower on the 
SELECTedge border stones and all of your grass will be cut without the 
need for trimming. Finally, there's a classy alternative to plastic edging! 
Circle 610 on reader service card 

Landscape Tree Care 
Field ManiiabGives Details 
Landscape maintenance contractors are often asked questions about tree 
problems J J . Mauget's new Microinjection Field Manual has the 
answers. This graphically illustrated field reference provides two pages of 

critical information on each of more than 
60 insects, diseases and nutritional 
problems of trees. The left page describes 
the pest, life cycle, host trees, geographic 
range, tree symptoms, treatment and 
timing. The right page displays, in color, the 
pest in all life stages with tree damage 
Symptoms, including fertility problems. 

Learn to use the targeted Mauget microinjection technique along with 
other control methods so crews can provide turf, ornamental and tree care 
at every job site. 
Circle 611 on reader service card 
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FREE PRODUCT 
INFORMATION 

While using Lawn & Landscape's Commercial Product Guide, you 
may find it helpful to remove the reader service card for easy 
reference. Once you have completed the card, simply drop it in the 
mail so you can receive the additional product information you're 
looking for. If the card is missing, simply call our circulation depart-
ment at 800/4564)707 with the reader service numbers of the 
advertisers you would like more information from. 
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Turn Trucks 
Into Portable Offices 
Tired of doing business out of a cardboard box? Put everything right at your 
fingertips with our Kangakaddy, the vehicle organizer developed by 
service people for service people. Made in the U.S.A., with only the most 
durable materials, the Kangakaddy s sturdy plated metal bracket fits most 

bench seats. This one-of-a-kind, patented organizer 
can secure books, papers or small computers. Use 
the convenient pockets for pens, calculators, maps 
or items specific to your needs. The Kangakaddy 
converts to a handy tote bag and is covered by a 
one-year warranty on material and workmanship 
under normal usage. 
Circle 612 on reader service card 

Become A Pro 
From Beginning To End 
Broad-spectrum Roundup* Pro herbicide from Monsanto may be your 
most useful tool to create new opportunities and to boost profits. Use 
Roundup Pro in turf renovations to clear the way for new turf establishment 
and lasting customer relationships. Spray it in hard-to-reach areas, followed 
up with string trimming, for complete 
control with no regrowth. Banish unsightly 
backyard brush with no re-sprouting or 
unsightly stumps. And mulch beds and tree 
rings are easy to create and maintain when 
you use Roundup Pro to eliminate undesir-
able vegetation. Always read and follow label 
directions. 
© Monsanto Company 1997. Roundup Pro is 
a trademark of Monsanto Company. 
Circle 613 on reader service card 



Add Our Business 
To Your Business 
Nutri-Lawn, ecology friendly lawn care, is 
one of the fastest growing lawn care 
systems throughout Canada and the United 
States. Five different tank and production 
spray systems are available to suit local needs and services. 

Join a growing and professional organization who will show you how 
to grow a large lawn care business using professional marketing 
techniques and materials, the best computer system and an environmen-
tally responsible approach with high consumer appeal. 
Circle 614 on reader service card 

Make Paver Installation 
Easier and More Profitable 
BRIC-EDG, from Oly-Ola Sales, the original "l-shaped" paver restraint, 
has been used worldwide by 
landscape professionals since 
1989. Our flexible style 
makes curves easily without 
any extra cutting or snipping. 
BRIC-EDG is available in 2-
inch and 1^-inch depths as 
well as two lengths - 15 feet 
and IVi feet (JVi feet can be 
shipped by UPS) and is 
available in both flexible and 
rigid sections. BRIC-EDG can be installed two ways — either under or 
along the outside of the paver. Constructed of black vinyl, BRIC-EDG has 
no sharp edges, will not rust or kink. Non-bending, sturdy steel stakes 
prevent movement and secure edging. 
Circle 615 on reader service card 



Palmor Products Puts 
Contractors Right On frac 
At Palmor Products, personal and professional service to dealers and 
distributors has been the focal point for over 22 years. Working to meet the 

needs of an ever-changing marketplace, 
Palmor has created the most extensive line 
of lawn vacuum equipment in the industry 
known as Tra< Vac 

Whether it's the homeowner with a 
riding mower or a commercial operator 
using an intermediate walk-behind, a zero-
turn machine or a three-wheel rider, the 
rugged construction gives the operator a 
sense of confidence. Palmor Products has 
combined its most popular vacuum 

systems with a highly efficient chipper that will make yard clean up easier. 
Circle 616 on reader service card 

Retaining Wall & Paver Tools 
Lighten the Labor Load 
Pave Tech tools and equipment are designed for paver, retaining wall and 
precast concrete products. These handling 
and installation products are the world's 
finest. Clamps, splitters, sawing accesso-
ries, marking devices, diamond blades, 
PaverMax mechanical paver laying 
equipment and Mammoth vacuum 
handling equipment are among the many 
products available. 
Circle 617 on reader service card 



Pave Edge System: 
Paver Jobs Easy, Efficient 
The Pave Edge paver restraint system from Pave Tech is the only self-
supporting edge restraint designed exclusively for pavers. Made of a strong 
PVC compound, it s totally invisible when in place and will not rust, warp or 

frost heave. Lightweight and simple to install, 
the Pave Edge system comes in 10-foot-long 
sections that are both rigid and flexible for 
straight or curved edges. 
Circle 618 on reader service card 

New Wave in Garden Ponds is 
Perfect Ponds Made Easy 
Have you ever installed a waterscape that required too much maintenance, 
took too long, cost too much, or you wanted to redesign? Have you ever 
experienced a missing pump fitting, a leaking waterfall or a green, algae-
filled pond? We have all of the answers to 
these challenges for professional water 
garden installations with our new 
SuperPond Kit Catalog from Pond 
Supplies 

Our new PondSweep Skimmers and 
PuriFalls biological filters and waterfalls 
simplify both installation and maintenance, 
and they are affordable! They are great for 
new installations and retrofits on liner 
ponds. 
Circle 619 on reader service card 



New Dwarf Fescues Offer 
Endophyte Enhancement 
Seed Research of Oregon's SR 3 0 0 0 and SR 
3 1 0 0 dwarf-types are the newest improve-
ments in hard fescues. Each contains very high 
levels of viable endophyte providing natural 
insect resistance and the ability to persist in 
adverse environmental conditions. SR 3000 
and SR 3100 both form an attractive, dark 
green, dense turf.They require minimal water 
and fertilization and exhibit excellent perfor-
mance in the shade. These characteristics make 
SR 3000 and SR 3100 ideal for use on golf courses, parks, roadsides and 
reclamation areas, as well as residential properties. 
Circle 620 on reader service card 

Snapper TurfCruiser 
Provides A First Class Cut 
Snapper's TurfCruiserM outfront mower includes such first-class features 
as a low deck profile for cutting under shrubs, zero-turning radius for 
excellent maneuverability and mulching capabilities. A powerful 22-hp 
Kohler Command OHV engine with full pressure lubrication and a spin-on 
oil filter powers the TurfCruiser and its 6l-inch deck made of 7-gauge steel. 
Additional engine assets include a 15-amp 
charging system and an 11-plate 380 CCA 
battery. With a hydrostatic drive system 
featuring separate hydraulic lines, filtering 
systems, cooling fans and reservoirs for 
each hydro unit, users can expect a long life 
of quality performance. 
Circle 621 on reader service card 



Save Hundreds 
With The Edge-R-Rite 
Throw away your shovel and save hundreds of dollars in labor by using the 

Edge-R-Rite by Turffco Mfg. Quit using 
shovels and trenchers to edge flower and 
bush beds; the Edge-R-Rite does it quickly and 
cleanly. The five unique blades also make 
installing all kinds of edging easy and 
profitable. Concrete or brick tree rings can be 
installed in minutes. Save hours of labor on 
edging and installations, wire installation, 
drainage problems and general edging. A 
power shovel does sidewalks too! 
Circle 622 on reader service card 

The Only Magazine 
For Service Technicians 
T & 0 Servue Te<h is the only magazine 
dedicated to training and educating the front-line 
service technician in the lawn and landscape 
industry. 

T & 0 Service Terfi provides technical and 
practical information in a variety of important 
areas, including equipment and pesticide use and 
safety, irrigation systems, pest and disease 
identification and control and tree and turf care. 
It also addresses critical sales and marketing 
issues such as customer communication, 
delivering excellent service and working to become a true green industry 
professional. Subscriptions are $8 per year for four issues. 
Circle 623 on reader service card 





When it comes to season-long control of crab-

grass, goosegrass, oxalis, spurge and many 

other troublesome weeds, PENDULUM® 

sgmL 

herbicide gets down to business. No c 

preemergent turf herbicide can match its spec-

trum of weeds controlled and cost-effective-

ness. • PENDULUM brand Pendimethalin 

also offers greater flexibility than ever before, 

with a complete preemergent product line 

that includes sprayable formulations, combi-

nation fertilizer products and now a 2% 

granular formulation. • When you consider 

cash rebates available to you from American 

Cyanamid, it's easy to see that PENDULUM 

really does mean business. Smart Business. 

• To learn more about the rebate offer or for 

the name of the PENDULUM distributor 

nearest you, call 1-800-545-9525, Ext. 931. 

CYANAMID (7 

S 

'TrocWmori .American Cyanamid Company. 

Agricultural Products Division 
Specialty Products Department 
One Campus Drive, Parsippany, NJ 07054-4492 
©1997 

Circle 625 on reader service card 



4-CYCLE. All of these developments are worth-
less, however, if the equipment doesn't con-
form with impending regulations from the 
California Air Resources Board and the 
Environmental Protection Agency. (See sto-
ries on page 24 and page 30.) 

The drastic cutbacks mandated by the 
proposed restrictions, especially with CARB 
Tier II, have forced manufacturers to aban-
don much of their traditional development 
paradigm and sail into uncharted waters. 
Much of their efforts right now are focused 
on making the cleanest operating two-cycle 
engines possible using technology such as 
catalytic conversion and fuel injection, as 
well as developing an efficient, affordable, 
durable four-cycle engine that is workable 
for hand-held equipment. 

"We, as an industry, can only do so 
much with the two-cycle engine to make it 
cleaner. It does leave a lot of unburned 
hydrocarbons," admitted Dahlstrom. "Try-
ing to make it run leaner means running it 
hotter, and that will affect the service life of 
the engine and require cleaning up the 
exhaust with catalytic conversion systems. 

"The next step in the technology is the 
four-cycle engines,'' Dahlstrom continued. 
"The problem is that thus far, a four-cycle 
has not been developed which works as well 
as a two-cycle engine." 

"Four-cycle engines will have an easier 
time meeting the regulations, but tradition-
ally they include more moving parts, they 
are heavier, the power band is different and 
they don't operate as well when turned 
over," agreed Elmer. 

At least two trimmer products will be 
sporting new "micro four-cycle" engines in 
the next model year. American Honda Power 
Equipment, Duluth, Ga., and RedMax, At-
lanta, said they will be releasing products 
with the four-cycle engine design. 

RedMax is working in conjunction with 
Ryobi North America, Easley, S.C., to bring 
Ryobi's four-cycle engine to the commercial 
market. The engine has been available in 
consumer trimmers for a couple of years at 
a price point ranging from $179 to $229, 
and has been a success so far, according to 
Frank Coots, director of public relations for 
Ryobi. 

"It is inherently cleaner than the two-
stroke engines and easily meets both levels 
of CARB and EPA standards," noted Coots. 

American Honda's micro-four engines 
will power a new line of commercial trim-
mers, according to Scott Conner, manager 
of consumer products. Conner said the goal 
was to give the units a two-cycle feel with 
the advantages of four-cycle technology. 

He claimed that many of the problems 
associated with four-cycle engines in hand-
held equipment, such as the inability to 
turn the unit 360 degrees while it is run-
ning, the weight and low rpm levels have 
been addressed with these new units. 

Conner said he expects the engine life to 
equal Honda's other overhead valve en-
gines, which is about three times longer 
than a two-cycle engine. There are two 
engines available - a 22-cc and a 31 -cc. The 
22-cc weighs about 34-pound more than 
comparably powered two-cycle units, and 
the 31-cc is only a few ounces heavier. 

Conner also claimed the four-cycle pro-
vides more usable power, which makes a 
difference in certain applications, such as 
running a blade on a trimmer. Still, the 
engine's rpm range of 8,000 to 9,000 falls 
short of the requirements of high-speed 
equipment such as chain saws and blowers. 

FLEXIBILITY. In addition to the focus on 
making equipment work better, manufac-
turers are working to make equipment easier 
to maintain. 

One of the newest innovations has been 
to tie a group or "family" of equipment to-
gether using a single engine. Husqvarna 
developed the e-tech engine to meet pro-
posed EPA Phase 2 emission standards and 
chose to make the engine fit a variety of 
product applications to maximize their re-
search and development investment. It also 
creates a positive maintenance situation for 
servicing dealers and contractors. 

Stihl has also gone to the family concept. 
"We have 11 different tools running on one 
engine type," Hardee noted. "All of the 
parts, filters, starter mechanisms and fuel 
systems are interchangeable for all 11 tools. 
This allows a company's mechanic to be-
come very familiar with this engine and use 
that familiarity to work on all 11 tools with 
the same competency level." 

The authors are Managing Editor & Associate 
Editor 0/Lawn & Landscape magazine, re-
spectively. 
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New Turf 
Problem 

•Reduced turf clippings 
•Aggressive tillering & fill in 
•Improved mowing quality 
•Very dark green color 
•Bet ter versus brown patch 
•Durable under traffic 
•Drought tolerant 
•Sun or shade lawns 
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"Seeds for the 21st Century" 

Burtingham Seeds 
E. F. Burtingham & Sons 

P.O.Box 217 
Forest Grove, Oregon 97116 

800-221-7333 503-357-2141 
Fax 503-359-9223 

Quality Seed since 1914 
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W hen you're th ink ing of ways to expand your business and boost 
profits, Roundup® Pro herbicide may be your most useful tool. 
Roundup Pro can solve almost any lawn care problem you can 

think of. And it can create some opportunities that may surprise you. 

Think 
Of All The 
Possibilities. 

1 Monsanto 
CAUTION:-— NET 2.5 GAL 

1 GIVE NEW LIFE TO LAWNS 
Take out areas of old worn, damaged grass or an 
unsightly varietal mix and start with a clean slate. 
The control you get from Roundup Pro gives 
new turf a healthy start. The perfect first step in a 
total or partial lawn renovation and to long-term 
relationships with customers. 

2 ZAP 'EM AND WHACK 'EM 
First, zap weeds with Roundup Pro; wait three days 
for it to move into the roots; then whack 'em with 
a string trimmer while they're still green. You'll get 
fast, effective results in hard-to-reach places. Plus, 
Roundup Pro gives you complete control-roots 
and all-with no regrowth. 

3 BANISH BACKYARD BRUSH 
Expand your horizons by using Roundup Pro to 
remove brush that can encroach on the perimeter 
of a backyard. The "roots and all" action of 
Roundup Pro also eliminates regrowth, so you'll 
achieve beautiful results that cutting alone just 
can't provide. It's a great way to increase your 
"trade area," giving you and your customer more 
yard to beautify. 

4 MASTER MULCH BEDS AND TREE RINGS 
Enhance landscapes and add to the natural 
beauty of the surroundings. It's easy to create 
mulch beds around trees, shrubs and ornamentals. 
Just use Roundup Pro to control the vegetation 
in these areas, then cover with mulch. Spot 
treatments keep them beautiful and beat hand-
weeding, hands down. 

To get more information on these 
and other profit opportunities, call the 
Monsanto Customer Relations Center 
at 1-800-832-3111 and ask for these sell 
sheets by name: 

• Roundup Pro. The Brightest Idea Since Roundup. 
•Zap 'Em And Whack 'Em. • Mulch Beds Made Easy 
•Backyard Brush Control. •Turf Renovation. 
•Questions & Answers About Roundup Pro. 
•Roundup Pro In The 21st Century. 
• Product Label and MSDS. 

Dolt Once. Do It Right. Do It With Roundup Pro. 
ROUNDUP* IS A TRADEMARK OF MONSANTO COMPANY. ALWAYS READ AND FOLLOW LABEL DIRECTIONS WWW. MONSANTO COM © MONSANTO COMPANY 1997 RPR070005 5/97 



weed strategies 

Know Your 

Be ready for 

this summer's 

onslaught of 

turf weeds by 

understanding 

the products that 

keep them under 

control 

By Nick 

Christians 

t is often said that the best weed control is a well maintained turf. This 
is true as grasses that are properly watered, fertilized and mowed are very 
competitive with the many weed species that infest turf areas. However, 
even the best maintained area is not a guarantee against weeds. Diseases, 
insects, winter damage, soil compaction, wear and other factors which 

affect the density of the turf can provide opportunities for both grass and 
broadleaf weed species to grow. 

And even the best maintained turf area may need a postemergence 
herbicide treatment to keep it free of these troubling species that we call weeds. 

ANNUAL GRASSES. The annual grasses are species that die each year and must 
re-grow from seed. There are both summer annual and winter annual 
grasses that infest turf. Summer annuals are those that germinate in the 
spring and die in the fall, such as crabgrass, goosegrass and foxtail. 

Winter annuals germinate in late summer or fall, live through the winter 
as a mature species, produce seed in the spring and die. Annual bluegrass 
(Poa annua) is the most common winter annual grass found in turf. 

The best way to control summer annual grasses is to apply a preemer-
gence herbicide that will kill the germinating seed with little damage to the 
mature turf, but perfect timing is not always possible. Customers will sign 
up for service after the crabgrass has germinated in the spring, or annuals 
may germinate after the preemergence application has lost its effectiveness. 

ANNUAL CONTROLS. The organic arsenicals Methar 30™ (DSMA) and 
Daconate 6™ (MSMA) are the oldest herbicides used for postemergence 
annual grass control in turf. These products can be effective, but can be 
difficult to use due to inconsistent control and dependence on specific 

(continued on page 44) 

(Top) The lawn on the right is 

treated with postemergence 

broadleaf weed control and 

the lawn on the left is 

untreated. (Lower) The area 

on the left is heavily infested 

with crabgrass and the area 

on the right was treated with 

a crabgrass control material. 

Photos: David Minner 



A N D 

Yazoo's Zero-Turn Mower! 
• Twin stick zero-turning radius steer ing 
• 48" and 60" mowing widths 
• Various models up to 22 HP 
• Hydro GeaKD stick piston hydraulic pumps 
• Designed for areas with many obstacles 
• Fast and extremely maneuverable 

No other zero-turn mower can match 
Yazoo's durability, quality of cut, speed, 
or budget saving performance! 

There is no substitute for seeing how a 
Yazoo can perform on your own turf! 
Contact us for a FREE demonstration! 

YAZOO 
...tfie cutting edge 
YAZOO Manufacturing Company, Inc. 
P.O. Box 4449, Jackson, MS 39296 
Phone (800) 723-9496 FAX (601) 981-5008 



weed control 
(continued from page 44) 

environmental conditions. They also pose a 
risk of turf phytotoxicity. There is minimal 
residual preemergence control with the or-
ganic arsenicals, and weeds may re-germi-
nate if a separate preemergence material is 
not also applied. Effectiveness varies by 
region and these materials should be evalu-
ated on test areas before treating a large turf 
area. 

Acclaim Extra™ (fenoxaprop-ethyl), re-
leased last year, is a reformulation of the 
postemergence annual grass control prod-
uct Acclaim that was introduced in the 
1980s. The new formulation now contains 
more of the active ingredient. It is more 
consistent in its control of annual grasses 
than the arsenicals, and phytotoxicity is not 
as great a problem. It is not as sensitive to 

It is possible to control 
some annuals with 
preemergence herbicidesy 

but their germination 
timing is often such that 
postemergence treatments 
make more sense. 

• • • • • • • 

weather conditions as the arsenicals but it is 
less effective when applied following dry 
conditions. Combining Acclaim Extra with 
phenoxy herbicides, or applying it after a 
phenoxy has been applied also results in poor 
crabgrass control. Acclaim has no preemer-
gence activity and germination may occur in 
the treated area if it is not combined with a 
preemergence material. 

Dimension™ (dithiopyr) is the first her-
bicide to have both preemergence and 
postemergence activity on annual grass 
weeds. Its postemergence activity is limited 
to the early stages of weed development, 
and its effectiveness varies in different parts 
of the country. In the Midwest, we have 
found it to be a very good material for early 
postemergence control. Its preemergence 
activity is excellent and will usually provide 
season-long control even in wetter years 
when other herbicides begin to break down. 

Quinclorac, which will likely be called 
Drive™ when released, is an experimental 
product for postemergence control of crab-
grass and certain broadleaf species (particu-
larly white clover). It has limited preemer-
gence activity. In my research, I have ob-
served it to provide a very rapid knockdown 
of weeds. Like Acclaim Extra, quinclorac 
would have to be applied with a preemer-
gence material to prevent late germination. 

BROADLEAFS. Both annual and perennial 
broadleaf weeds are common problems in 
cool-season turf. It is possible to control 
some annuals with preemergence herbicides, 
but their germination timing is often such 
that postemergence treatments make more 
sense. Perennials like dandelion, plantain and 

(continued on page 48) 

A The E-Z Beever Model 2070 
is a heavy duty seven-inch capacity unit 

First with the disc-style brush chipper . . . first again 
with the patented E - Z drum-s ty le brush chipper. Morbark 
remains on the leading edge of ch ipper technology today. 
Thousands of cus tomers have turned to Morbark over the 
years fo r s imple, dependable , heavy duty wood chippers . . . 
no fancy gadgets , jus t solid mach ines des igned to last. We 
thank you for your past bus iness as we cont inue to make 
every effor t to earn your business now and in the future . 
T h e 2000 Se r i e s of E - Z B e e v e r s includes a full l ineup of 
exci t ing new des igns cover ing every size and price range to 
fit every waste wood disposal applicat ion and budget . 
Contac t your E - Z Beever dealer or call us direct for more 
details . C o m p a r e features , pe r fo rmance and product ion . . . 
we bel ieve you'll d iscover the best value in an E - Z Beever 
ch ipper f r o m Morbark . 

E X P E C T I T F R O M 

E-Z Beever Sales P.O. Box 1000 Winn, Ml 48896 (800) 362-9010 

USE READER SERVICE # 4 1 
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GATOR MULCHER 
THE PROFESSIONAL'S 

CHOICE 
Designed for the professional landscapes 
the GATOR MULCHER™ offers outstanding 
performance and value. 
• Handles every grass condition including "wet" 
• Reduces grass discharge by up to 50% 
• Unique design provides the high lift required for bagging 
• 4-tooth design is a standout at mulching leaves 
• No deck closure required 
• 70 blades currently available for hundreds of applications 
• Available from authorized Silver Streak distributors and dealers 

Silver Streak also offers a complete line of parts for the commercial user. 
Contact the distributor in your area for more information. 

TM 

Patent Pending 

Frederick Manufacturing Corp. • Kansas City, Missouri 
A division of Blount Inc. 



* * " X / " I Honda has accomplished 

fill w ^ a t m a n ^ t h o u S h t ' m P° s ~ 
sible by developing a quiet, 
l ightweight, fully inclinable 

360° 4-stroke engine to 

. ^ m meet the needs of hand-

held power equipment 

users. We ' re conf ident these amazing 

new engines wi l l soon be the power 

of choice for str ing tr immers, leaf 

blowers, backpack blowers and mini tillers all 

over the wor ld. 

'SimOKE-

When We Say Small, we Mean It. 
These l ightweight engines are hard-work ing, 

c lean-running and incredibly easy to start. 

They measure less then ten inches square, 

length by w id th , and are about eight inches 

deep. Actually, they're about the same size or 

even smaller than most two-stroke engines, but 

so much better. Small engines. Big difference. 

This ul tra-compact, l ightweight design is 
accomplished th rough a uniblock construction 
that integrates the cylinder, head, and upper 
crankcase into one piece. The innovative 
O H V fo rmat uses a single cam to actuate 
both intake and exhaust valves. A n d the 
durable nylon cam gear assembly and ultra-
compact fuel tank further l ighten the engine 
- m a k i n g the M in i 4-Strokes the smallest and 
lightest four-stroke engines made today for 
hand-held power equipment. Available in t w o 
sizes, the 22cc GX22 and the 31cc GX31, 
these breakthrough 4-stroke engines are ideal 

for all hand-held power equipment . 

Use Anywhere, Do Anything. 
W i t h 360° inclinable operat ion, Honda's M in i 
4-Stroke wil l run like a charm. This unbeliev-
able agility is possible because of a clever 
rotary-slinger pump ing lubrication system that 
keeps oil in a complete ly misted state and 
circulates it using pressure f luctuations gener-
ated by the movement o f the piston. Built-in 
passages effectively return the circulated oil to 
the oil reservoir f rom every part of the engine. 
Plus, an oi l - return point posi t ioned in the 
center of the reservoir ensures that oil cannot 



Rotary-Slinger Pumping Lubrication System ZZlZl lZ 

W i t h Honda's four-stroke 

engines, there is no oil and gas to mix, 

no messy containers, no special 

storage requirements. The M in i 4 -

Strokes also suppress spark p lug 

carbon bui ldup and carbure-

tor clogging, maintaining 

l ike-new start ing ease 

even after long periods of 

use or storage. 

Other Honda design 

innovations al low these 

engines to deliver fuel con-

sumpt ion approximately 

half that of two-stroke 

engines. The end result is 

lower maintenance costs 

that actually make the 

engine more economical 

the longer you o w n and use 

it. Efficient 4-stroke combust ion 

significantly lowers emissions, making the 

M in i 4-Strokes more environmental ly friendly. 

accidentally f low into the combustion chamber. 
That translates into inclinability and flexibility 
in use. 

Unbelievably Quiet 
W i t h this new 4-stroke technology comes a 

new level of quiet hand-held power. This is 

because in two-s t roke engines exhaust gases 

are released in a high-pressure state, resulting 

in a loud muff ler noise and fat iguing vibrations. 

But Honda's M in i 4-Strokes take advantage of 

the four-stroke combust ion fo rmat t o reduce 

noise by delaying the open ing of the exhaust 

valve. A nylon cam gear assembly dampens 

mechanical noise even 

more. These various fea-

tures all work in unison to 

help eliminate annoy ing 

noise and smoke and help 

reduce user fatigue. 

Convenient and 
Economical to Use 

And They're Powerful 
Fol lowing in the footsteps of every Honda 

engine before, the M in i 4-Strokes are packed 

w i th power. Legendary Honda power, to be 

exact. And when you combine this esteemed 

power w i t h the engines' flexibil ity in applica-

t ion, u l t ra- l ightweight construction and amaz-

ingly compact size, you have a revolutionary 

new engine that is ideally suited to all kinds of 

hand-held and portable equipment. You have 

the future of hand-held power right in the 

palm of your hand. 

For a free brochure on the incredible Honda 

M in i 4-Stroke Engines, call 1 -800-426-7701 . 

engines, 

E N G I N E S 
Please read your owners manual before operating Honda Power Equipment. Specifications subject to change without notice. 

©1997 American Honda Motor Company, Inc. 



weed strategies 
(continued from page 44) 

clover require postemergence treatments. 
Table 1 lists postemergence herbicides 

for perennial broadleafweed control in turf, 
and they are the basic ingredients found in 
single ingredient and combination herbi-
cide products. 

Many of these herbicides are available in 
either the ester or the amine formulation. 
The ester formulation is more volatile, but 
it is better able to penetrate the cuticle of 
weeds and is usually more effective at deal-
ing with the difficult to control species. The 
amines are less volatile and are thereby safer 
in urban environments where susceptible, 
non-target species are nearby. 

There are low-volatile esters available for 
some of these active ingredients. These ma-
terials have improved effectiveness over the 
amines but with less volatility than older 
esters. Low-volatile esters are preferable in 
the fall when the risk to non-target species is 
minimal. In the spring, or when highly 
susceptible species surround the treated area, 
the amines are the best choice. 

BROADLEAF PRODUCTS. Dicam-
ba is a very effective herbicide 
for the selective control ofbroa-
dleaf weeds in turf. It is par-
ticularly effective against some 
of the more difficult to control 
species like thistles, buckhorn 
plantain and ground ivy. 
Dicamba is usually combined 
with other materials such as 
2,4-D, MCPP or MCPA. 

Dicamba is usually sold in 
the ester formulation. Its pri-
mary limitation is its volatil-
ity, which limits its use in ur-
ban environments where 
highly susceptible species, like 
tomatoes and grapes, can eas-
ily be damaged. 

The newest addition to this category is 
Vanquish™. This is an amine formulation 
of the same active ingredient in dicamba. 
Our research in 1995 with this product at 
the Iowa State University turf research area 

BENZOIC ACID 
Dicamba 
Vanquish 

BENZONITRILE 
Bromoxynil 

PHENOXYACID 
2,4-D 
MCPP 
MCPA 
2,4-DP 

PYRIDINES 
Clopyralid 
Triclopyr 

Table 1. Selective, post-
emergence herbicides used 
for broadleaf weed con-
trol in cool-season turf. 

(Bingaman, Christians, and 
Gardner, 1996) showed it to be 
very effective on broadleaf weeds. 
It was also quite effective when 
combined with triclopyr, a 
pyridinoxy acid herbicide that 
will be discussed later. 

The phenoxy herbicides, 
around since World War II, are 
inexpensive and effective. There 
are some variations in weed con-
trol among the different materi-
als, however. While 2,4-D is very 
effective against dandelion, plan-
tain and other common weeds, it 
is less effective against white clo-
ver, violets and some of the other 
more difficult to control species. 
MCPP is much more effective 

against clover and some of these other spe-
cies. The MCPA and 2,4-DP each have 
their own variations in species effectiveness 
as well. 

(continued on page 50) 

A wor ld of difference— 
SLICE 

D i f f e r e n t b e c a u s e t h e SLICE c o m p u t e r s y s t e m s w e r e 
d e s i g n e d e x c l u s i v e l y f o r t h e g r e e n i n d u s t r y o f f e r i n g 
c o m p r e h e n s i v e s o l u t i o n s t h a t f i t y o u r b u s i n e s s . 

D i f f e r e n t b e c a u s e SLICE is a t w o r k t o d a y in n e a r l y 2 0 0 
g r e e n i n d u s t r y b u s i n e s s e s in o v e r 3 0 s t a t e s a n d C a n a d a . 

Cal l t o d a y f o r a l a r g e r SLICE o f t o m o r r o w s b u s i n e s s 

Thornton Computer Management Systems 
424 East U .S . 2 2 Mainevilte. O h » 4 5 0 3 9 
513-663-8100 
National (800) 5 4 3 - 7 2 4 9 
Ohio (800) 582-6129 
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RECHARGE YOUR 
CHECKMATE 

IN YOUR TRUCK!!! 

Mgœîsîi îxxxgxxjxx«^ 
* N O M O R E D A M A G E D B A T T E R I E S 

D U E T O L A C K O F C H A R G I N G ! 
* N O M O R E W A S T E D T I M E 

C H A R G I N G AT T H E O F F I C E ! 

• N O M O R E D E A D B A T T E R I E S O N 
T H E J O B S I G H T ! 

TT 

REED'S IRRIGATION 
WE SPECIALIZE IN: 
HARD TO FIND VALVE PARTS 

FAST RELIABLE TIMER REPAIRS | 
EASY TO USE TEST EQUIPMENT 

1-800-793-0312 r 
m I 'H w : ATTUTÌ 

M mm 
1 0 2 5 E . K A T E L L A A V E . A N A H E I M C A 9 2 8 0 5 

7 1 4 - 6 3 4 - 3 3 3 6 F A X : 7 1 4 - 6 3 4 - 1 4 0 9 

USE REAE 



' T W E T H I N K O F T H A T ? " 
THE COMPETITION 

S E E M E D D A R N O B V I O U S T O U S H E R E A T V A L L E Y V I E W , G R E E N 

G R A S S . . . G R E E N E D G I N G . T H E R E S U L T IS G R E E N D I A M O N D . Y O U 

K N O W T H E V A L L E Y V I E W B L A C K D I A M O N D N A M E , T H E W O R L D S 

H I G H E S T Q U A L I T Y L A W N E D G I N G . T H I S IS T H E S A M E S T U F F , O N L Y 

G R E E N . J U S T A S T O U G H , E A S Y T O U S E A N D D E P E N D A B L E A S E V E R . M A D E F R O M P R E M I U M V I R G I N P O L Y -

E T H Y L E N E T H I S IS T H E S T U F F B U I L T T O L A S T . B A C K E D B Y A 2 0 Y E A R L I M I T E D F A C T O R Y 

G U A R A N T E E V A L L E Y V I E W IS T H E W O R L D ' S P R O V E N L E A D E R I N Q U A L I T Y L A W N 

E D G I N G P R O D U C T S . B E S T P R I C E , Q U A L I T Y & S E R V I C E . G O G R E E N . 

W f l 
RESI 

IT AIN'T THE GRASS THAT'S GREENER THIS 

F O R A D E A L E R N E A R Y O U O R T O PLACE A N O R D E R I . 8 O O . 6 5 1 . 9 9 0 9 

(DEALER INQUIRES WELCOME) V IS IT O U R W E B S I T E @ W W W . V A L L E Y V I E W I N D . C O M 

YEAR. 

http://WWW.VALLEYVIEWIND.COM


weed control 
(continued from page 48) 

An effective strategy is to formulate com-
bination products with the phenoxy herbi-
cides to take advantage of their variable 
characteristics. MCPP and 2,4-D are com-
monly combined to broaden the control 
spectrum. Another widely used group of 
combination products contain 2,4-D, 
MCPP, and dicamba. These products are 
marketed under a variety of commercial 

names including Trimec,™ Triplet,™ 
Trexan™ and others. Other combination 
products formed by combining the phe-
noxy herbicides include Tripower,™ which 
is a combination of MCPA, MCPP, and 
dicamba, and Dissolve,™ which combines 
2,4-D, 2,4-DP and MCPP. 

Later research into alternatives to phe-
noxy herbicides led to the discovery of the 

pyradines. Triclopyr was the first of these 
materials to reach the turf market. It pro-
vides excellent control of white clover, vio-
lets and some of the other hard to kill 
broadleaves. It is somewhat weak on dande-
lions, however. Triclopyr was first released 
in a combination product with 2,4-D called 
Turflon-D,™ This is a very effective combi-
nation on a wide variety of weeds. Turflon-
D is an ester formulation, and there is some 
risk of non-target damage. 

Later, an amine formulation of this com-
bination product called Turflon II™ Amine 
was released. The list of combination prod-
ucts containing triclopyr has recently been 
expanded with the release of Cool Power,™ 
a combination of triclopyr, MCPA and 
dicamba and Horsepower™ which contains 
triclopyr, MCPA and dicamba in an amine 
formulation. 

Clopyralid, which is closely related to 
triclopyr, was released in the turf market in 
1990. It is generally not used alone but is 
combined with triclopyr and marketed un-
der the trade name Confront.™ This prod-
uct is 33 percent triclopyr and 12.1 percent 
clopyralid. 

Confront™ is very effective on many 
difficult to control broadleaf weeds, includ-
ing clover, violet, spurge, and yellow 
woodsorrel (Oxalis). It is also good for sen-
sitive sites because it doesn't drift to non-
target plants. ID 

Methar 30 is a registered trademark ofW. A. Cleary, 

Dayton, N.J. Daconate 6 is a registered trademark of 

ISK Biotech Corp., Mentor, Ohio. Acclaim Extra is 

a registered trademark ofAgrEvo, Wilmington, Del. 

Dimension is a registered trademark of Rohm & 

Haas, Philadelphia, Pa. Drive is a registered trade-

mark of BASF Corp., Research Triangle Park, N.C. 

Vanquish is a registered trademark of Novartis, 

Greensboro, N. C. Trimec is a registered trademark of 

PBI Gordon, Kansas City, Mo. Tri-Power, Horse-

power, Cool Power and Dissolve are registered trade-

marks of Riverdale Chemical, Glenwood, III. Con-

front, Turflon-D and Turflon II Amine are registered 

trademarks of DowElanco, Indianapolis, Ind. 

Mention or absence of any product is not meant 
to be either an endorsement or criticism of any 
product. Always read and follow label instruc-
tions. 

The author is weed specialist in the department 
of horticulture at Iowa State University, Ames, 
Iowa. 
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Neumann Municipal Golf Course 
First weekend in May. 
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LIGHT ON ITS FEET. 

1 1 

EATS THE C O M P E T I 
; 

M 

KIND OF LIKE A S H I N D A I W A 

Come face-to-face with the lean, powerful new '97 Shindaiwa trimmers and you'll see superior power-to-weight performance. The 
T260, for example, rips through jobs with a lot more power than the rest of the 24cc class. Yet it weighs nearly a pound less. More 
power. Less weight. A trait (along with our 7-day money back guarantee) found in all our commercial-grade trimmers—the industry's 
widest line. Shindaiwa doesn't just pounce on the competition. We tear them to shreds. Call 1-800-521-7733 for a dealer near you. 

T260 
24.1CC/1.4 hp/11.0 lbs 

T270 
27.2CC/1.5 hp/12.3 lbs 

T350 
33.6CC/1.8 hp/14.9 lbs 

Ji 
©1996 Shindaiwa Inc. 

U S E R E A D E R S E R V I C E # 4 6 

shindaiwa 
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Manufacturers 
and operators 
have told us all 
about the differences 
between hydrostatic 
and gear-drive walk-
behind mowers, but 
we decided it was 
time to experience the 
machines for 

ourselves. 

By Paul Schrimpf & 
Bob West 

t was something we had discussed for 
several months. We'd heard all the 

claims and documented testimony from 
manufacturers and contractors about the 

relative merits and shortcomings of gear-drive 
and hydrostatic walk-behind mowers. But, we 
thought, how can we weigh these claims with-
out experiencing the machines first-hand? 

So, on an unseasonably cold spring day in 
May, we set out to discover the truth. Richard 
Bear, owner of Bearco, a dealer and distributor 
of power equipment in Strongsville, Ohio, 
offered us a testing area and two machines to 
operate. Since Bearco is a Scag dealership we 
used Scag mowers, but the machine features 
and differences we were interested in experi-
encing are fairly generic to hydro- and gear-
drive machines across most brands. 

We looked at speed, ease of operation, 
maneuverability and control factors and con-
sidered price point and maintenance. 

THE GEAR DRIVE. The 48-inch, twin-belt ma-
chine we tested featured six speeds — five 
forward and one reverse. Bear explained in our pre-test instructions that 
reverse gear in many gear drive mowers is an "iffy" thing. 

"You have to lock up the handles, make the shift, unlock the handles and 
back it up," noted Bear. "Most operators will simply pull the handles halfway 

(continued on page 56) 

(top) Gear-drive 

mower tires tore 

the turf during 

our test, (middle) 

West gets his 

operating 

instructions from 

Richard Bear, 

(bottom) 

Schrimpf takes 

the hydro for a 

spin. 



TAN-MISSLARK '97 
NURSERY, GARDEN & LANDSCAPE SUPPLY SHOW 

AMD OUTDOOR EQUIPMENT DEMONSTRATION 

O N E - S T O P . . . T W O g r e a t s h o w s ! ! ! 

TAM-MI55LARK—Indoors - A u g u s t 1 5 - 1 7 , 
Da l l as C o n v e n t i o n Center , Da l las , TX 

• This 1 5 2 5 booth show (over 7 acres of product) features the na-
tion's largest collection of indoor exhibits exclusive for the green in-
dustry. Over 7 5 0 vendors share the space offering buyers a look at 
the newest and most proven equipment, plant material and allied 
products on the market. 

• PLU5, the newly expanded educational programs offered by affiliated 
industry groups add to the value of this one-stop shopping spree. 

T A N - M I 5 5 L A R K — O u t d o o r s - A u g u s t 1 7 , 
Trinity River B o t t o m Park (5 minutes from the exhibit hall) 

• This outdoor equipment demonstration features the products of 
TAN-MI55LARK equipment vendors in a setting that allows attendees 
to really "try-before-you-buy" . . . come outside on Sunday Only, for 
this hands-on opportunity . . . experience the feel, test the capabili-
ties and check the options!! 

For DETAILS on EXHIBIT SPACE, ATTENDANCE or SEMINARS-CALL NOW!! 
( 8 0 0 ) 8 8 0 - 0 3 4 3 TEXAS ASSOCIATION OF NUR5ERYMEN 

7 7 3 0 SOUTH IN-35, AUSTIN, TX 7 8 7 4 5 - 6 6 9 8 
FAX ( 5 1 2 ) 2 8 0 - 3 0 1 2 

TAM-MI55LARK ' 9 7 is s p o n s o r e d by TEXA5, MI55I55IPPI, LOUI5IAMA 
and A R K A M 5 A 5 MUR5ERYMEIT5 A550CIAT I0M5 . 



The First Family of 
Zero Turning Radius 

First machine to utilize a "Quad 
Loop" in the mower industry. Set 
the standard for direct hydraulic 
drive. Listed in the Who's Who of 
mowers directory. 

X Series 
Class of 

The machine that prompted the 
phrase "Stability" in zero turning 
radius mowers. Captain of the 
Cross Country and Hillclimbing 
teams. 

XW Series 
Class of 



Flatlamder 
Class of '94 

1994 state champion in the 
1 acre dash. Voted to be "most 
operator friendly" by peers. 

I * P 

S ' B U R B ' N T U R B ' N ^ 
Class of '96 

First commercial zero turn machine 
with two engines. Captain of the 
Obliteration team. Voted "most 
likely to wreak havoc" on oppo-
nents. 

City Slicker 
Class of '97 P 

Winner of the prestigious "Mower 
Congeniality" and "Tall Fescue" 
awards for superior performance on 
the turf. Voted "most likely to star 
in a full length Hollywood feature 
film". 

See us at Louisville Expo 
Booth # 4403-05 

DIXIE CHOPPER 
THE WORLD'S FASTEST LAWN MOWER 

800-233-7596 
WWWmiECHOPPER.COM 



hydro walk-behinds 
(continued from page 52) 

up to release the transmission and physi-
cally pull the unit backward." 

Having not operated the machine be-
fore, we both immediately noticed how 
much tension the operators experience when 
pulling on the drive handles. Bob, who has 
experience working for a lawn maintenance 
contractor, expected this strain, but Paul 
was surprised by how immediately he felt it. 

One of the most significant aspects of 
the gear-drive mower we noticed was its 
turning capability. Attempting zero-degree 
radius turns with a gear-drive unit requires 
that one wheel is not moving while the other 
wheel continues its forward motion. This 
forces the stationary wheel into the turf with 
the weight of the mower pushing it down. 
We were running the mowers over both dry 
and relatively soft, damp turf, and, where 
the ground was wet, we left patches of 
damaged grass. 

We did not run the mowers long enough 
to experience the belt slippage that has been 

(continued on page 58) 

The Maintenance Factor 

One of the critical differences between the hydro and the gear-drive machine is in the 

maintenance costs. The hydros provide productivity advantages, but the cost is 

greater attention to maintenance, 

The heart and soul of the hydro is the two hydraulic pumps. It is critical that operators 

keep enough oil in the pumps and keep the oil clean and free of debris for maximum 

productivity and long-term mower health. Bear said he has seen a number of problems 

created by improper hydro pump maintenance. For example, he explained that the pumps use 

a mesh filter which is 10 times finer than engine oil filters, but too many contractors use the 

engine filters to save money. This allows excessive debris to enter the pumps and clog them. 

When one pump clogs, it won't pump as much oil as the other pump, and the mower will 

end up pulling slightly toward the side of the clogged pump. Bear also noted that many 

manufacturers have extended the recommended oil change cycle on these units because 

contractors oftentimes do more harm than good when they change the oil. — Paul Schrimpf 

& Bob West 

K E T C H U M 
A Q U A S E E D E R S 

Hydroseeds - Hydro Mulches 
* Overseeds • Waters • Fertilizes • Weed & Insect Control 

Simple and easy to operate • Own machine for less than $2.00 a day 
• Profits by the tankful • 50 gallon - 2625 gallon tanks 

• Steel or poly tanks available 

SALES & LEASING 
Nobody Beats Our Prices! 
Call for more information 

1 -888-655-TURF (8873) • 1 -888-99-Hvdro 
USE READER SERVICE # 5 3 
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"PORTABLE" 
Hand Tool Rack 

By removing a single pin the 
"Rack U n i t " can be removed for 
overnight storage or p lacement 

on another vehicle. 
Versatile & adjustable mounting system 
Can be used on trucks, trailers, golf 
carts, etc. and accepts " D " handle tools 

T r i m m e r T r a p I n c . 
1-800-279-8727 



WOOD! MOWN MACHINE 

Visit us at the OPEI Show, indoor booth /4370, outside booth /7530 

USE R E A D E R S E R V I 

The Woods Mow'n Machine™ is the cho ice 
tool for high-product ivi ty lawn care. Its zero 
turning radius makes short work of spacious, 
tree-fi l led yards. A n d the w ide TrueFloat™ 
deck delivers a clean cut any terrain. You 
can choose f rom air or water-cooled, gas or 
diesel engines and an array o fop t i ona l all-
season at tachments. M o w ' n Machine mowers 
also c o m e w i th Ti l tAccess™ decks for fast, 

maintenance. A n d they're backed by 
rs nat ionwide. W h i c h makes W o o d s the 

latter how you cut it. 

ch ine test drive, see 
Or call 800 31 WOODS 

~ Box 1000 
linois 6 1 0 6 1 



Progressive Electronics 
Model 521 

I W I R E & V A L V E L O C A T E R 
• F i n d L o s t S o l e n o i d V a l v e s 
• L o c a t e W i r e P a t h 

email lnghorn@flash.net 

website http7/www.flash.net/~lnghorn/inde)chtm 

save 10% < 
All The 
Equipment You 
Need T o 
Troubleshoot 
Irrigation 
Systems 

$585.°° 
(REG. PR. $650.00) 

1 -800-284-0205 
Irrigation & Landscape Supplies • Dallas, TX 

USE READER SERVICE # 5 5 

Without advertising, 
a terrible thing happens... 

i NOTHING r. 
To advertise in L&L call 800-456-0707 

USE READER SERVICE # 5 7 

Are you working hard ¡ust to make a living? 

N o w is t h e t i m e t o j o i n f o r c e s w i t h a n a t i o n a l l y k n o w n c o m p a n y a n d 
t u r n t h a t h a r d w o r k i n t o a v a l u a b l e , s u c c e s s f u l b u s i n e s s ! 

• Effective sales/marketing programs • Complete training and support 
• Strong brand awareness with Scotts products • Financing available 

EMERALD* 
GREEN 
mw.mtwM-.u-

...featuring 

products 

For a FREE OPPORTUNITY KIT c a l L .800/783-0981 

USE READER SERVICE # 5 6 
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hydro walk-behinds 
(continued from page 56) 

described to us by contractors, but Bear 
assured us that slippage can be a consider-
able factor in wet turf conditions. 

THE HYDRO. The hydrostatic machine, for 
fairest comparison, was also a 48-inch unit. 
These machines have a hydraulic pump 
connected to each wheel that drives the 
wheel motors and makes true zero-turn 

• • • • • • • 

The added maneuverabil-

ity of the hydro units 

provides the economies of 

productivity when com-

pared to gear-drive unit. 

response possible. 
The machine is operated by manipulat-

ing pistol grip hand controls which shorten 
or lengthen the control rod running from 
each pump up to the handles. Lengthening 
the rod opens up the pump, allowing more 
fluid to flow to the wheel motor resulting in 
greater speed. The longer the rod is, the 
more open the pump is and the more oil that 
gets pumped into the wheel motors. This 
gets the wheels moving faster and, obvi-
ously, moves the unit faster. 

Rather than having to shift a gear, reverse 
is achieved by pulling the handles up past 
neutral on hydrostatic units. This is obvi-
ously an easier procedure than with a gear-
drive unit; plus, by pulling the handles in 
this manner, the mower's wheels actually 
drive the unit backward so the operator doesn't 
have to pull the machine. The reverse capabil-
ity was particularly valuable getting the unit 
into tight places, which would be an obvious 
advantage for tricky properties. The hydro 
units also offer the turf-sparing zero-turn 
action — one wheel spins backward while 
the other spins forward. 

The added maneuverability of the hydro 
units provide the economies of productivity 
when compared to the gear-drive unit, but 
we found this difficult to take advantage of, 
even after running the machine for a while. 

(continued on page 60) 

Topsoi l S h r e d d e r s LARGE & SMALL AVAILABLE 
THE SCREEN MACHINE® 800-837-3344 

7001 Americana Parkway • Reynoldsburg, O H 43068 

mailto:lnghorn@flash.net
http://www.flash.net/~lnghorn/inde)chtm


2 0 0 0 A D ? 

Husky's 225, 232 and 235 engines have powered a line of landscaper 

products so durable that when others wear out, they're just getting broken in. 

But now, through a breakthrough in 2-cycle engine technology, these engines 

are even better. That breakthrough is E-tech: a revolutionary engine system 

that reduces smoke and odor without sacrificing fuel economy, high power, 

low noise, and legendary durability. E-tech is featured in many Husqvarna 

products such as trimmers/brush cutters, hedge trimmers, hand-held 

blowers and lawn edgers.To learn how this technology can work for you, visit 

a Husqvarna Power Retailer. To find one close to you, call l-800-HUSKY 62. 

Over 308 Years of Superior Value 

CLEAN SWEEP'M a revolutionary crank 

shaft design that "sweeps" the fuel I air mixture 

into the combustion chamber for optimum 

power and efficiency. 

POWER CAT™ the only catalytic muffler 

available on a two-stroke powered, hand-held 

product in the United States. This high-volume 

muffler produces optimum power while 

reducing certain harmful emissions. 

w w w . h u s q v a r n a . c o m © 1 9 9 7 Husqvarna 

http://www.husqvarna.com


hydro walk-behinds 
(continued from page 58) 

CONCLUSION. Both machines have the po-
tential to provide an excellent cut and were 
fairly easy to use without much training. 
However, to truly take advantage of the 
benefits of the hydro walk-behind requires 
extensive training and use. Having Bear avail-
able to observe our technique and correct 
our mistakes was a tremendous help, but we 
wonder how many new mower operators 

get the same benefit. When 
an operator knows what 
he or she is doing, the hy-
dro benefits are real. 0 

The authors are Managing 
Editor and Associate Editor 
of Lawn & Landscape 
magazine, respectively. 

West noted that the 

hydro machine 

provided more 

comfort and 

maneuverability than 

the gear drive. 

What's Best for You? 
hen it comes to productivity, the primary 

difference between the gear- and hydro-

static drive units is control. For the addi-

tional $900 to $1,000, the user is able to control forward and 

reverse on the fly and achieve true zero-turning operation 

with the hydro unit. Operators trained to maximize this advan-

tage can enjoy an additional 20 percent in productivity, 

according to Richard Bear, owner, Bearco, Strongsville, Ohio. 

For contractors starting out in the industry, the gear-drive is 

an excellent machine. Bear described a recent gear-drive 

purchaser who was buying a machine for his sons to start a 

lawn maintenance business. " I t didn't make sense to sell him a 

hydro," explained Bear. "The gear-drive made perfect sense 

for what they needed." — Paul Schrimpfd Bob West 

Hundreds of landscapers, park 
managers, golf course superin-
tendents, and ground keepers use 
Banner Mobile Shredders to cut 
through green waste disposal 
problems. There's a Banner built 
for you! 
Banner B-10 Leader-This new machine breaks the 
price-performance barrier, handles 10 to 15 tons per 
hour and chews limbs up to 8 inches in diameter. At 
a price that leads the pack, it is an incredible return 
on your investment. 
Banner B-15 Explorer-Built extra-tough, it tackles 
10 to 15 tons per hour and shreds trash up to 8 
inches in diameter. With its high performance, self-
feeding capabilities it cuts out down-time. 
Banner B-35 Victor-lndustrial-strength power 
that's ready to move with you. Self-feeds 20 to 40 tons 
an hour and tears through trunks 10 inches in 
diameter. Digests debris day after day, using less fuel 
and less maintenance. This unit is currently used for 
biosolid disposal. 
Banner B-50 Commander-Creates mountains of 
compost at 50 to 70 tons per hour. Pulverizes pallets 
and plows through stumps 20 inches in diameter 
without plugging. With immense power and superior 
mobility, nothing compares to the biggest Banner of all. 
Banner's Recycling Fleet-Make Banner your first 
choice for organic waste processing. With self-
tending, one-pass, one-person processing, you can't 
surpass the Banner Mobile Shredder for overall 
productivity. 

Join Hie Banner Brigade 
r Mobile Shredders work hard and smart — Just Ilka you. They feature a 
• • %M M mm — 1 . 1 1 . H i n n n n i i n n r . . . . . I W i l l i I ' a . . . . I . . . . 

paremea, sen-Teeaing, ciog-ousung conveyor sysrem. wrui Banners system, 
It takes only five minutes to set up. And the B-10 Leader will tow 

behind a standard 'A-ton olckuo truck. l A n i i i n i s i e w i n M i h w i i | n v » u i | i u m w u 
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Results from this test plot 
prove AVID is the miticide 

miticide/ insect icide 

that stays on the job. 
AVID is the number one selling miticide in 
greenhouses all over America. That's because 
AVID is unlike any other miticide on the market. 
Its unique mode of action effectively controls 
mites for up to a full four weeks. 

That's important because when you use 
AVID, its residual control means your 
potential for call backs goes way down. 
Your customers are happier. That means 
you are too. Happy is good. 

AVID has been so successful thanks to its unique 
characteristics. AVID is rainfast; doesn't cause 
phytotoxicity; and has a wide margin of safety for 

the environment, the public and the applicator. 

Use AVID and get the residual control that 
can help your call backs go way down and 
your profits go way up. That will make you 
happy. And remember, happy is good. 

Beautiful Results From Every Bottle 
1 MERCK M e r c k AgVct D iv is ion. M e r c k & C o . , Inc. . P.O. Box 2 0 0 0 , Rahway, N J 0 7 0 6 5 - 0 9 1 2 . A V I D ® is a registered t rademark o f M e r c k & C o . . Inc. 

Aĝ st Division © 1 9 9 7 M e r c k & C o . , Inc. A l l rights reserved. A V D - 7 - 1 0 8 1 - A J A Always read and fol low label directions carefully. 



The cost of water 
varies widely across 
the country} but 
smart water 
management saves 
money everywhere. 

By Luke Frank 

et's face it ... water today is a bargain. The value of water to 
everyone and everything on the planet is immeasurable, yet 
there is tremendous disparity in the cost of water vs. other 

commodoties. Consider that the price of a gallon of municipal 
water in Albuquerque, N.M., is $.0009, while a gallon of milk costs 

$2.75 and a gallon of gasoline runs $1.22. 
But it's not likely to stay that way. Local governments strapped by 

short supply and the high demands of growing populations are making 
decisions that will restrict water use, raise rates and enforce penalites on 
the violators. Rather than a threat, however, professionals in the lawn and 
landscape industry should see it as an opportunity. 

Helping residential and commercial customers get and stay incom-
pliance with ordinances as they are implemented will be a major source 
of business for contractors as water supplies continue to be stretched and 
governments are forced to make tough policy decisions. 

(continued on page 64) 

W< 

o r i u 

wot< 

regions of the 

country present 

opportunities (or 

contractors to act 

as consultants to 

help clients use 

water efficiently. 

Credit: Hunter 

Industries 
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ITZIGS, ZAGS, HUGZ HILLZ, TURNZ ON A DIME, 
AND IT'S THE FASTEST OUTFRONT Z THERE IZ. 

It's the new Toro Z Master™ with an outfront deck 

and it's everything you said you wanted. Like 

single hand controls for easier operation. A flip-up 

deck for quick blade changes. Lower seat, wide 

wheelbase and 23" wheels for better stability. 

Enhanced front-end design to climb curbs easily. And 

the ability to convert our patented Recycler deck 

from mulching to rear bagging in less than five 

minutes. (Side discharge is also available.) Nothing 

puts more zip into productivity than the new Toro 

outfront Z Master™ To prove it to yourself, see your local 

Toro dealer or visit our website at www.toro.com. 

TORO 
© 1997 The Toro Company 

Visit us at the OPE I Show, indoor booth #4300, outside booth /7040 

U S E R E A D E R S E R V I C E # 4 7 

http://www.toro.com


(continued from page 62) 

STATE OF THE UNION. The United States uses 
19.4 billion gallons of fresh groundwater a 
day for public and private supply, irriga-
tion, livestock, manufacturing and more, 
based on the National Ground Water 
Association's research. Eighty-
one percent of the public water 
supply is groundwater, accord-
ing to The Water Encyclopedia. It 
also lists typical urban water use 
by a family of four for lawn wa-
tering and swimming pools at 
about 100 gallons per day, or 30 
percent of the family's daily total 
consumption. 

Considering this level of de-
mand, we should be seeing some significant 
changes in the cost of irrigation water, par-
ticularly in the Southwest. But even dou-
bling the price to $.0018 probably is not 
going to have much of a bitej unless you 
consider a 23-acre business park that soaks 
up 75 million gallons of irrigation water a 
year. Then there is a more obvious opportu-

nity for water (and monetary) restitution. 
Because water's price isn't consistent with 

its value, the Safe Drinking Water Act and 
the Clean Water Act might ultimately have 
to garner industry and consumer reflection. 

'The average residential and 

commercial (irrigation) system 

is less than 50 percent efficient' 

"During the next five years, we'll see 
continual increases in the (water) rates that 
will become an inconvenience to the public," 
predicted Donna Pacetti, water conservation 
specialist for Denver Water. "New regulations 
in the Safe Drinking Water Act and the 
Clean Water Act are going to affect the cost 
of water." 

water 
alirri-

ä 
.nn c 

WATER RATE VARIATIONS. The variability in 
the base cost of treated, municipal water 
available for residential and commercial i 
gation across the country is vast — 
$.68 per hundred cubic feet (748 galloi 
Albuquerque, to approximately $4 per CCF 
in Boston, Mass. Why this difference? 

"We can only charge what it costs us to 
produce and deliver water," explained Andy 
Terrey, water resource specialist for the City of 
Phoenix. Metro centers like Phoenix, Albu-
querque, Las Vegas and Los Angeles are get-
ting water consumers' attention. Ordinances 
and programs offering incentives and "disin-
centives" for certain landscape and irrigation 
design and management practices are opening 
the eyes of both consumers and contractors. 

"In selected water-short areas, the price 
of water is encouraging good conservation 
practices," offered David Zoldoske, director 
of Cal State Fresno's Center for Irrigation 
Technology. "Many municipalities are 
adopting two-tiered water pricing based on 

(continued on page 66) 

STEINER 

Rotary Sweeper 

Rotary Mower 

Chipper 
I Shredder 

W 
Disc Edger 

Power Blower ^ ^ ^ 

Slip Scoop 

Lawn 
Sweeper 

Now there are more reasons to 
get attached to a Steiner. 

Power Angle Blade 

M f g . in Dalton, O H 

What makes the Steiner the hardest working turf tractor you can 
own? Start with unmatched versatility. With 20 available Quick-Hitch 
attachments, including a new V-blade and core aerator, the Steiner does 
the work of up to 20 single-purpose machines. In minutes, it becomes a 
chipper/shredder, snow blower, lawn mower, edger. Whatever 
the job, the Steiner gets it done. 

You'll find more compelling reasons behind the 
attachments. One turn behind the wheel tells you that 

nothing moves like a Steiner. Constant four wheel drive 
and a fully articulated frame allow you to tightly 

maneuver around obstacles, while the floating cutting 
deck follows every crease and curve. 

Best of all, the Steiner is 
designed, engineered and built with 
pride for years of dependable 
service. Find out why, for versatility, 
performance and long-term value, 
people get attached to their Steiners. 
Visit your authorized dealer today. 

A turf tractor with a different twist 

STEINER T U R F E Q U I P M E N T , I N C . 
289 N. Kurzen Rd. • P.O. Box 504 • Dalton, OH 44618 • Phone: 330/828-0200 

Model 430 Max 
with V-Blade 



Dependability From Turf ToTreetop. 
STIHL's new Professional Series™ Trimmers are 
dependable, lightweight, heavy-duty power 
tools. Available with "bike" or "loop" style 
handles, each features STIHL's exclusive 
Easy Start™ system with ElastoStart™ 
shock absorbing handle, dual stage air 
filter, anti-vibration system, and high quality 
a luminum shaft for reduced weight and 
increased strength. There's also a one-
year commercial use warranty on the 
unit and a lifetime warranty on the 
drive shaft. 

The FS 80 and FS 85 are just two of 

eleven different power tools manufactured exclusively for 
lawn care professionals and arborists. The entire line is 
powered by STIHL's all new, made in the USA, 25.4 cc 
engine. C o m m o n parts mean you could pull an air filter, 
starter rope or other engine part f rom your edger to keep 
your grass tr immer going. And it means routine engine 
maintenance is the same, as is the fuel mix, saving you 

both t ime and money. 
T h e S T I H L P r o f e s s i o n a l S e r i e s . . . D e p e n d a b l e F r o m 

T u r f T o T r e e t o p . Fo r m o r e i n f o r m a t i o n o r f o r 
^ ^ t h e n a m e o f y o u r n e a r e s t S T I H L dea le r , v i s i t 

• o u r w e b s i te a t w w w . s t i h l u s a . c o m o r ca l l 
I -8OO-GO S T I H L (1 -800-467-8445) . 

STIHL 

http://www.stihlusa.com
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square footage of the landscaped area. Wa-
ter is allotted based on historical évapo-
transpiration and plant material needs. 
Then, consumers are charged a higher rate 
for irrigation water used above that." 

M A N A G I N G BEHAVIOR. Select water suppli-
ers discourage "excessive" water use through 
tiered pricing. The cities of Tampa and St. 

Petersburg, Fla., have graded rates whereby 
higher use rates equate to higher charges. In 
St. Petersburg, commercial water rates are 
formulated by averaging an account's previ-
ous 12-month use (a rolling average), ex-
plained Kathy Foley, water conservation 
analyst for the Southwest Florida Water 
Management District. The price per 1,000 
gallons used within the average is $ 1.43; the 

average to 1.4 times the average is $ 1.79; 1.4 
to 1.8 times the average is $2.43; and finally, 
more than 1.8 times the average is $2.86. 

Las Vegas, a community known for its 
appreciation of water, imposes four tiers on 
its Las Vegas Valley Water District custom-
ers, noted Joe Fortier, conservation pro-
gram coordinator for the Las Vegas Public 
Water District/Southern Nevada Water 
Authority. With a net gain of 5,000 people 
a month, odds are that water there will 
increase in value. "We recently developed a 
fourth tier (at $2.27 per 1,000 gallons) for 
the top 5 percent of water users within 
meter-size categories," Fortier offered. "This 
top 5 percent is billed at a higher rate, 
strictly for water conservation." 

IMPOSED ALTRUISM. The benchmark in wa-
ter conservation law was formulated, or at 
least influenced, by the landscape industry. 
After seven years of debilitating drought, 
many local California entities began adopt-
ing their own somewhat restrictive land-
scape and water use ordinances, said Marsha 
Prillwitz, environmental specialist for the 
Bureau of Reclamation, on loan from the 
state Department of Water Resources. "The 
landscape industry rallied and began to take 
political action," she added. 

California's touchstone Water Conser-
vation and Landscaping Act (AB 325) was 
passed by the state assembly in 1990. The 
Act required the Department of Water Re-
sources to develop a state model ordinance 
for landscape water efficiency and conserva-
tion. The Model Water Efficient Landscape 
Ordinance was adopted in 1993, requiring 
513 California cities and counties to adopt 
the state model or another ordinance, create 
their own ordinance or issue findings that 
no ordinance was necessary. 

"Nearly half took a water budget ap-
proach, 174 imposed turf limits of 25 per-
cent of the total landscape area, 60 issued 
findings that no ordinance is needed and 51 
created a point system that rates landscape 
and irrigation designs on a point scale, with 
a minimum number of points required to 
pull a permit," Prillwitz explained. 

CYBER COPS. Water cops are popping up all 
over, but these enforcement officials are 
more likely to be behind a computer than in 

(continued on page 68) 

WORLD'S FIRST CONTINUOUS HYDRO SEEDING SYSTEM 
NEW. HS-1500-C; A New concept in high 
performance machines. NON STOP 
HYDRO SEEDING This unit is actually 2 
complete 750 gallon units with a common 
platform & gun assembly. One tank is al-
ways spraying, the other tank is always mix-
ing, The result is the highest output of any 
unit in the world $19,995.00 

F o r a F R E E h y d r o seeding info pack, call: 

BAPCM ASSOCIATES 
1108 T H I R D AVE. . N E W B R I G H T O N . PA 1 5 0 6 6 

( 4 1 2 ) 8 4 6 - 0 6 7 0 8 0 0 - 8 2 2 - 3 4 3 7 F A X ( 4 1 2 ) 8 4 6 - 3 4 7 0 
h t t p : / / b e a v e r c o u n t y . c o m / b a d g e r / 

V is i t us at t h e O P E I S h o w , b o o t h # 1 4 6 & 148 
USE READER SERVICE # 6 4 

We 7/ turn more thanjust your shoes GREEN! 

We eau help put more 6REEM in ¿four POCKET 
TRMA QUESTION 

W e have all heard that we work the first 
five months each year just to pay our 
taxes. How long does a Turbo Turf 
Hydro Seeding System have to work each 
month to make a lease payment? 

saoud vb 

We build a size for you. 
50 Gal, 650 Sq/Ft/Load $ 1296.00 
100 Gal, 1300 Sq/Ft/Load $ 1995.00 
150 Gal, 2000 Sq/Ft/Load $ 2795.00 
300 Gal, 4000 Sq/Ft/Load $ 3995.00 
500 Gal, 6600 Sq/Ft/Load $4795.00 
750 Gal, 1 /4 Acre/Load $ 7995.00 

1000 Gal, 1/3 Acre/Load $9995 .00 

http://beavercounty.com/badger/


a After 4 0 years 
of cutting grass, 

I've created an 
equipment 

graveyard* But 
all my Hondas 

vJt are alive 
and well" 

When you make your living by 
cutting grass, dependable equipment is 
your lifeblood. Nobody knows that 
better than Don Nelson. 

He started mowing lawns when he 
was eight years old and is still going 
strong. That's more than he can say 
for all the mowers he's used-and worn 
out-during that time. Except when it 
comes to Honda. 

"Hondas not only give me a clean cut 
and even discharge, they'll run all 
day long...which is why I plan to stick 
with Honda from now on." 

Honda's legendary 4-stroke OHV 
engines (ranging from 5 to 20 hp) are 
second-to-none for quick starts and 
years of smooth, quiet, fuel-efficient 
service. And twin hydrostatic drive 
pumps and motors on our mid-sized 
walk-behinds-combined with Honda's 
patented twin control levers-ensure 
easy handling and straight tracking 
even on steep slopes and wet grass. 

Everything about a Honda is designed 
for productivity, reliability, and 
simplicity. They're even easy to buy. 
Attractive financing and leasing 
programs are available, along with an 
outstanding 2-year limited warranty. 

But the advantages don't stop there. 
See for yourself why Honda is a cut 
above. Call 1-800-426-7701 for more 
information or see your Honda Power 
Equipment dealer today. 

COMMERCIAL 
EQUIPMENT 
©1996 American Honda Motor Company. Inc. 

U S I R E A D E R S E R V I C E # 7 0 
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a truck. Florida state law reads that all 
automatic irrigation systems must have a 
rain switch, punishable by a $500 fine. In 
Phoenix, large turf areas of 10 acres or more 
receive an annual allotment of water based 
on plant material, size and ET. If customers 
exceed their allotment once, they receive a 
200-percent surcharge on the groundwater 
portion of the water used. The surcharge 
can leap to 1,000 percent if the violation 
runs into a third year. 

Phoenix rules also require the use of 
approved low water use plants on right-of-
ways and the use of effluent water in turf 
facilities of five acres or more. 

Albuquerque has an ambitious ordinance 
that appears to be saving significant amounts 
of water. "The major elements of the ordi-
nance are plant and irrigation design restric-
tions for new residential commercial land-
scapes," noted Irrigation Conservation 
Manager Doug Bennett.u We limit the quan-
tity and use of high water-use plants in 
landscape designs. 

4During the next five years, 

we'll see continual increases 

in rates that will become an 

inconvenience to the public.' 

"We also offer a rebate program that 
provides $.15 per square foot of landscape 
that converts high water-use plants to 
xeriscape plants, with a cap of $250 per 
customer," he added. "But the real incen-
tive is generated through the water waste 
enforcement program." 

In 1995, the city took action against 286 
violators. Bennett compared their annual 
water use in 1994, 1995 and 1996. "On 
average, they each conserved about 376,000 
gallons of water in 1996. To date, we have 
enforced nearly 1,000 properties." 

ater EDUCATING USERS. Denver 
runs public serviceannouncements 
about irrigation and water use on 
television during the summer 
months, Pacetti said. It also offers 
xeriscaping classes and a mobile 
auditing team that will come to a 
site, evaluate irrigation system 
performance and make recom-
mendat ions to improve effi-
ciency. 

Plant guides and evaluation services are 
sprouting all over the sun belt. "Our goal is to 
educate landscape professionals and the public 
on how to conserve water before we ever have 
to take enforcement action," said Fortier. 

"We process a lot of requests for water 
use information from all sectors of Florida," 
added Foley. "People are becoming more 
proactive." 

INDUSTRY OPENINGS. What does this mean 
to the landscape professional? It means while 

(continued on page 70) 

Superior Connection to Geogrid 
Pull-out and shear capacity tests prove 

that StoneWall SELECTS hollow 
^ ^ core system provides 

^ ^^^ superior connection 
with geogrids 

Whatever the scale of your 
landscape projects, no other retaining 

wall system compares to the natural stone 
beauty created by the perfectly proportioned, off-set 

split texture of StoneWall SELECT. 
CAD detail available on disks 

800 / 394-4066 • 414 / 962-4065 
Fax 414 / 332-9678 

zvzvw.selecticd.com 
Innovative Conc re te Des i gn Estimating Software Available 

FOR YOUR 
GROWING 
NEEDS 
Garden centers and nurseries are 
growing with Lester Building 
Systems because we fit your retail 
and storage needs. Our pre-engineered wood frame buildings offer 
shorter construction cycles, lower in-place costs and total design 
flexibility. Call today for free information! 

G A R D E N C E N T E R S ^ T l T C T C D ^ 
n u r s e R T T " S 
G R E E N H O U S E S Pre-Engineered 
O F F I C E S * S T O R A G E duilding Solutions 

1-800-826-4439 LESTER BUILDING SYSTEMS 

USE R E A D E R SERVICE # 6 5 

6 8 L A W N & L A N D S C A P E • JULY 1997 



M A N U F A C T U R I N G , INC. 

EVERY TRAILER HAS TWO PRICES! 
That's a "New" price and a "Used" price. Do your shopping based on the second price — 

the USED price. That's where you can judge the real value of a NEW trailer. 
A used Wells Cargo trailer will always have a higher resale value than any other comparable 

trailer. The tough part is trying to find a used Wells Cargo. People don't wear them out. Sometimes 
they outgrow them... then you might find one. Check with your Wells Cargo dealer. 

Ask about the Wells Cargo Financing Program. The easiest way to get the trailer you want right now! 

CALL (800) 348-7553 
For NEW Literature & Prices 

Check us out on the Web: WWW.WELLSCARGO.COM 

1 5 7 S E N E C A C R E E K R O A D 

B U F F A L O . N Y 1 4 2 2 4 • 7 1 6 6 7 5 - 7 3 7 3 

FAX 7 1 6 6 7 4 - 5 3 3 4 • 8 0 0 8 1 6 - 9 6 2 1 

Visit us at the OPEI Show, booth #672 & 674 
U S E R E A D E R S E R V I C E # 5 9 U S E R E A D E R S E R V I C E # 6 0 

"THE TOUGH ONES " 
TA-19 Turf Aerator 

Lays pipe or cable 
Simple, efficient all mechanical drive 
Rugged yet compact and highly 
maneuverable 
850 lbs. on rubber tracks provide for 
minimal lawn damage 
Reliable, consistent performance in a 
low maintenance machine 
Operator training provided 
16 hp. Kohler magnum engine 
Boring attachment available 

L I N E - W A R D 

• One-piece, 3/16" plate frame. 
• Removable 50 lb. weight bar. 
• Protection guard to keep cores away from chain. 
• 4.0 H.P. Honda OHV engine. 
• User friendly controls. 
• 3/4" heat treated tines. 
• Front wheel posi-traction drive. 
• Fits through a 30" gate. 

BUILDING EQUIPMENT FOR OVER 20 YEARS 
1403 So. Pine Industrial Road, Norfolk, NE 68701 Telephone (402) 371-2294 FAX (402) 371-3602 

SC-18 Sod Cutter 
• Polyurethane vulcanized drive wheels. 
• Drive and blade controls on main handle. 
• Changes into a 12" cutter in minutes. 
• 5.5 H.P. Honda OHV engine with centrifugal clutch. 
• Twist grip throttle that will automatically go to 

idle and stop machine movement when released. 
• Roller, ball, and bronze bearings on all friction 

points. 
• Easy load/unload trailer available. 

TA-26 Turf Aerator (Not Shown) 
• Larger, more stable on sloped areas. 
• Gives 40% more production than the TA-19 aerator. 
• Fits through a 36" gate. 
TS-20 Turf Seeder (Not Shown) 
• 20" seeding width. 
• 1/8' cutting blades on 11/2* centers. 
• Seed box will not dent or rust. 

TR-20 Turf Rake (Not Shown) 
• 5.5 H.P. Honda or 5.0 H.P. Briggs engines. 
• 20" dethatching width. 
• 5 position height adjustment. 
• Handle will fold to fit into vehicle. 

http://WWW.WELLSCARGO.COM


(continued from page 68) 

you develop and hone your irrigation de-
sign and management skills, the public and 
private sectors will seek you out. Profes-
sional educational programs are available 
year round in all parts of the country. From 
the Irrigation Association's design and au-
diting certification curricula to CIT's sprin-
kler modeling software packages, you can 
develop conservation skills that the con-
sumers are expecting and even demanding. 

How much opportunity is there? Zold-
oske claims that, based on field auditing and 
system modeling with software, the average 
residential and commercial system is less than 
50 percent efficient. That means less than half 
of the water applied to landscapes is actually 
being used by the plant material. 

What's a realistic goal for irrigation effi-
ciency? Irrigation consultant Steve Smith, 
president of Aqua Engineering in Fort 
Collins, Colo., said 80 percent efficiency is 
achievable. 

"We set the threshold for significant 
monetary savings with new irrigation equip-

ment and redesign at $100,000," Smith 
said. "If a site has 100 acres or an annual 
irrigation water budget greater than 
$100,000, it needs a sophisticated control 
and management system. Chances are the 
proprietors can afford it. With that big of a 
cost, there's a good opportunity for a capital 
investment to pay for itself in a few years." 

This should be easy to sell for large sites. 
Quantify annual irrigation water use based on 
previous billing statements ($100,000); run 
several catch can tests and determine system 
efficiency (say 50 percent efficient); project 
an improved efficiency based on system 
repairs and upgrades for improved perfor-
mance and historic water needs (hopefully 
about 75 percent); translate that into dollar 
savings ($25,000 saved annually). 

For smaller sites, be creative. Offer to 
pay the customer's water bill for a year, 
based on statements from the previous year. 
Anything you save them, you pocket. Make 
minor system adjustments, like using the 
same make and model of heads for each 

zone, ensuring that sprinkler nozzling is 
uniform, moving or adding heads to im-
prove coverage, operating the system at the 
prescribed pressures, installing a rain over-
ride switch on the controller and maintain-
ing the plant material to prevent interfer-
ence with sprinkler trajectories. 

Add in regular scheduling adjustments 
that fit the site's seasonally fluctuating 
microclimate(s), soil and plant maturity con-
ditions. 

Design for uniformity, management and 
the end user. Provide the plant only the 
water it needs at a rate that the soil can 
absorb. Keep the water in the active rootzone. 
Adjust runtimes as often as possible (at least 
monthly), and maintain the system with 
regular irrigation checks, actually watching 
the system operate during the day. [D 

The author is a free-lance writer specializing 
in irrigation and water issues for the landscape, 
turf and agricultural industries, based in Albu-
querque, N.M. 

Phone: 

Fax: 
1-800-234-4324 
24 hours a day 

On the World Wide Web: 
http://www.nebs.com 

Mail: 
NEBS, 500 Main Street 

Groton, MA 01471 
Include your name, business name, address, phone number and mail code from below. 

The Small Business Resource™ 
500 MAIN STREET 
GROTON, MA 01471 

Mail Code 25755 

DESIGNED BY 
LANDSCAPERS 
specifically for 
your business! 

Providing you with the hardest-
working forms to help your 
landscaping business run better, 
NEBS Landscaper's Sample Kit 
contains all these great forms and ideas: 

• Landscaping Work Orders and Invoices 
make your billing easy and accurate. 

• Landscaping Proposals and Doorknob 
Hangers convey professionalism, command 
attention and win you more jobs. 

• Landscaping Estimates spell out the 
details now, avoiding discrepancies later. 

And with your kit, you'll also receive a 
FREE NEBS Catalog packed with time-
saving computer and manual forms and 
checks, promotional ideas and much more. 
Call today! 

1 0 0 % Sat is fact ion Guaranteed 

http://www.nebs.com


GIRNT-VAC 
WHEREVER THERE'S DEBRIS THERE'S A NEED FOR A £F> 
GIANT-VAC...AND GIANT-VAC HAS A MACHINE FOR ALL NEEDS! ^ ^ 
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Contractors Seek 

Productive Partnership 1 wonder how many of us... have 
sat down with manufacturers and 
dealers to find out what their costs 
are, what's driving those costs and 
what we can do to keep those 
parts less costly so they can pass 
the savings to us/ — Wayne 
Richards (second from right) 

What will the contractor of 
the future be like? How 
much of a spare parts 
inventory is the right 
amount? These and 
other questions were on 
contractors minds at a 
recent roundtable. 

By Susan Gibson 

1 want parts turnaround 
in 24 hours. I should have 
enough spare equipment 
to cover myself for a 
day/-Roger Braswell 
(center) 

everal topics such as training, produc-
tive equipment and trends in land-
scape management occupied the 
thoughts of several top contractors, 

who gathered in March for a two-day 
roundtable sponsored by Lawn & Land-

scape magazine and Husqvarna Forest & 
Garden, Charlotte, N.C. 

These industry leaders had a rare opportu-
nity to interact directly with a manufacturer 
about the most significant equipment and in-
dustry concerns they have that are affecting the 
way they do business. 

Our May and June issues carried summaries 
of some of the discussions. In this final article, 
participants sounded off about the use and 
effectiveness of string trimmers, making the decision to buy new 
equipment, ordering, storing and maintaining an inventory of 
spare parts for equipment and the needs of contractors of the 
future. 

Here are more insightful comments from our roundtable 
participants: 

i THE TRIMMER DEBATE. 
/ " S t r i n g trimmers are the root of all 
evil. Hours are wasted out there with 
those, which also result in injuries and 
damage." — Dale Elkins 
/ " T h e y ' r e time killers. We're trying to 
find ways to put the trimmer away." — 
Gary Kuykendall 
/"Properties are better designed so there 

(continued on page 74) 

"With so much personal 
preference in equipment 
buying, we've found that 
employees can destroy 
the productivity on a piece 
of equipment if they think 
there is something better 
and they want to use it / 
- Bruce Wilson 



Monster Lawns. Rough Terrain. Ferocious Competition. 
In The Jungle Of Professional Landscaping, The New Ferris 

Pro Cut Z Is The Beast That Rules. 
Of all the shiny new mowers youH look at this year, 
this is the one you'll want for the practice of 

profitable landscaping. 
It's the remarkable new 
Pro Cut Z from Ferris, and ifll 
give you the ride 
of your life. 

The Pro Cut Z keeps its 
wheels on the ground even 

when you're cutting over mounds and slopes. That's 
because it's the only zero-turn rider with a dual-point 
floating front end (patent pending). Two mounting 
joints in the front axle allow vertical travel at each 

The Pro Cut Z cruises over 
slopes that would terrify 

other zero-turn riders. 

wheel, so no matter how 
uneven the terrain, youll 
get a beautiful cut. 
With no sweat. 

And with the lowest 
center of gravity in its class, 
the sure-footed Pro Cut Z 
gives you an extra measure 
of stability. You'll mow slopes more safely than with 
competing machines. 

So whether you're mowing up, down, over or 
across grade, your ride is always smoother, your cut 
is always superior. 

The front wheels stay on the 
ground because the floating 
front axle allows them to 

move independently 

F E R R I S I N D U S T R I E S , I N C . , P . O . B o x 9 1 0 , V E R N O N , N Y 1 3 4 7 6 1 - 8 0 0 - 9 3 3 - 6 1 7 5 

U S E R E A D E R S E R V I C E # 3 1 

You'll love the Pro Cut Z's other features, too. 
The state-of-the-art Ferris IDS (Independent Drive 
System) uses separate filters and reservoirs for each 
side of the hydraulic drive to eliminate cross-contami-
nation. Hands-free cutter deck height adjustment. 
Jumbo 23" drive wheels. And of course, the tough-as-
nails reliability every Ferris mower is known for. 

For more information on the new beast from Ferris, 
call us at 1-800-933-6175. Or see for yourself at 
OPE EXPO '97 indoor booth #4020 

After all, ifs a jungle out here. 

N U M B E R O N E I N R E L I A B I L I T Y 



equipment roundtable 
(continued from page 72) 

are less places where we need a trimmer. But 
people are still battering plant material with 
the line trimmer." — Wayne Richards 
/ " T h e y can be a valuable piece of equip-
ment, but training is needed. Fatique can 
cause the head to 
bend one way or the 
other. Good coach-
ing is needed for 
their proper use."— 
Randy Ferrari 

• • • • • • • 

EQUIPMENT BUY-
ING DECISIONS. 
/ " W i t h so much 
personal preference 
in equipment buy-
ing, we've found 
that employees can 
destroy the produc-
tivity on a piece of equipment if they think 
there is something better and they want to 
use it." — Bruce Wilson 
/ " W e don't have to have the same manu-

'String trimmers can be a 
valuable piece of equip-
ment, but training is 
needed. Fatigue can cause 
the head to bend one way 
or the other. . . ' — Ferrari 

facturer as long as we're getting a good 
partnership with the people we deal with. 
However, we are trying to limit the number 
ofpeople we deal with." — Ferrari 
v "The relationships issue with a manufac-

turer or dealer is 
important to our 
buying decision." 
— Kuykendall 
/ " W h e n we get 
the chance to field 
demo equipment 
for a season, we take 
advantage of that. It 
gives them feedback 
and adds to our in-
ventories." — Mike 
Guthrie 

• • • • 
ON SPARE PARTS. 

/ " W e use bar coding for ordering parts 
like nuts and bolts. Our mechanic decides 
what he wants, then electronically orders 
them and they get shipped automatically." 

— Ed Laflamme 
/ "Somet imes the pricing of spare parts 
seems out of line. It feels like we're being 
gouged sometimes." — Ferrari 
/ " W e have to have parts, but sometimes 
we feel like we're being held over a barrel — 
like we're being nickel and dimed to death." 
— Kuykendall 
/ " I brought in a fleet and equipment 
consultant who went over all our trucks 
and equipment. He told us to narrow the 
kinds of equipment we have and stock as 
many parts as we can because of the costs of 
ordering. We figured it's cheaper to pay for 
the inventory than to order it. If we only 
have a select amount of pieces, especially if 
they're interchangeable, we can keep backup 
parts." — Laflamme 
/ " I wonder how many of us in our indus-
try have sat down with manufacturers and 
dealers to find out what their costs are, 
what's driving those costs and what we can 
do to keep those parts less costly so they can 
pass the savings on to us." — Richards 

Get on the cutting edge 
a t o v e r ! 0 0 f e e t p e r m i n u t e ! 

fm 

• • v i M ï i ; • y S : ' 
is available {is an 
attachment for Walter, 
Grasshopper, Wows, 
Scag, and Exmark tront 
mount mowers. 
May be adaptable to other . . r 
front mount mowers. , - r 

CALL FOR MORE INFORMATION: 7 1 7 / 6 2 6 - 6 7 7 9 • f a x 7 1 7 / 6 2 7 - 3 1 9 0 
Bed Shaper, Inc. , Lititz, PA 17543 

Visit us wi th our distr ibutor, Main l ine N.A., in booth # 361 
USE READER SERVICE # 6 9 

Gotta Get 
A Gator 

Gold Medal W inner 
I n A t l a n t a ! 

mm 
J 1 f p p 
Ê h L îïm 

• Reduce Watering 
Frequency by 50°/0 
and Time Spent 
by 80-907o 

• Reduce Traneplant 
Shock 

• Reduce Water 
Quantity \Jeaqe 

*It saved us many man hours and 
lots of replacement costs. Its one 
of the best new products to hit 
the landscape trade" 

Steve dell, President, 
5K3 Industries, lilburn, OA 

"A great innovative product and 
an effective tool for our tree 
establishment program." 

Tim Martz of Wichita, Parks and Kec. 

PORTABLE DRIP 
IRRIGATION SYSTEM 

1-800-800-7391 
Call About Our New 
Evergreen Model ! 



equipment roundtable 

i / "Some manufacturers release a product 
before they have the parts line going, and 
they're not even sure what is going to break 
down on the equipment. All of us like to try 
new equipment to be more competitive, but 
with an early product release we have to 
wait until the parts supply is going/' — 
Wilson 
S " Parts supplies determine who we buy 
from. I may not buy from a dealer because 
I know his parts service is horrendous." — 
Guthrie 
i/^'The ideal parts service for us would be 
to have the parts at the dealer and get them 
the same day. We stock parts, but the one 
that breaks is the one we don't have! Get-
ting a part the next day is nice, but you'll still 
lose production on the next day too be-
cause it is probably not going to get there 
before the crew goes out in the morning." 
— Wilson 
/ " W e carry a parts inventory out of neces-
sity, but we want dealers to carry a better 
inventory." — Guthrie 

Feroni and Kuykendall 
continue their discussion 

while touring 
Husqvarna's parts 

warehouse in Charlotte. 

/ " I ' d like a system where we tell the 
manufacturer how many hours we're on 
the equipment and they tell us what we 
need for maintenance. I won't have to 
stock a lot, and they'll tell me what I need so 
I'm not spending a lot of time figuring out 
what I need and what to do myself." — 
LaHamme 
v " \ would bet that all of us are willing to do 
things to reduce our payroll costs in the 

shop or in the field, and we're always look-
ing for the best system to improve the pro-
ductivity of our people. I think the best 
possible system would be to have the manu-
facturer tell me what equipment parts to 
stock, and also give me the ability to sell it 
back to them if they're wrong. I want a parts 
turnaround of 24 hours. I should have 
enough spare equipment to cover myself for 
a day." — Roger Braswell 
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M O S T VALUABLE TOOL 

FOR CUSTOMER 

SATISFACTION AND 

RETENTION — 

CLC LABS SOIL 
TESTING! 

Call 614/888-1663 
and Start Todayl 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive Laboratory Services for the 
Turf & Ornamental Professional. 

N D U S T R I E S INC. 
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Car lson Industries sells 
on ly qua l i t y e q u i p m e n t for 

your industry. Uti l izing 
qua l i t y c o m p o n e n t s 

ensures that our 
e q u i p m e n t is d u r a b l e 

a n d d e p e n d a b l e . 

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

CARLSON 
3 5 3 INDUSTRIES 
« • M INC 

25010 East 5th Street, P.O. Box 290, San Bernardino, CA 92402 • USA 
Phone: (909) 888-2818 • FAX: (909) 889-5855 
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CONTRACTORS OF THE FUTURE. 
i / " I n the future, equipment will be more 
important, maintenance will be more im-
portant, we'll continue to increase produc-
tivity and reduce our costs, and we'll in-
crease our margins. The crew chief will 
emerge as a professional-level person with 
the mobility to go from contractor to con-
tractor and the expertise to produce and 
manage more." — Phil Christian 

\Performance will continue 

to be the single biggest 

management problem. 

Were going to have to 

become better recruiters. 9 

From left to right, Ferrari, Lee 
Greathouse, Wilson, Mark 

Michaels of Husqvarna, LaFlamme 
and Steve Wood of Husqvarna 

engage in discussion. 

f _ ¿ r t 

^ " C u s t o m e r s will be more willing to let us 
manage their properties with a sense of 
reducing costs. They'll allow us to eliminate 
the things we don't think need to be done 
for those properties. Those relationships 
will be all important." — Laflamme 
i / " C r e w chiefs will be more self-directed 
team leaders, and the people in the crews 
will be more involved in the management of 
their tasks. They'll have more financial in-
formation to manage those tasks more effec-
tively." — Richards 
«/"Contractors will become more open 
book with customers, which allows both to 
share in the savings." — Elkins 
^"Per fo rmance will continue to be the 

! 
m y MM 

single biggest management problem. We're 
going to have to become better recruiters." 
— Braswell 
^ " W e have to ask ourselves, 'What are our 
employees going to need to be like five years 
from now?' We may be training employees 
just based on where we are or where we want 
to be today. The industry always focuses on 
closing that gap, but we need to be more 
visionary. We should be focusing on train-
ing for the future where we want them to be, 
and realize that this will take time." — 
Wilson ID 

The author is Editor 0/Lawn & Landscape 
magazine. 

Make a Choice - Not a Compromise! 

612 /881 -5773 
Fax 612/881-2169 

1-800-728-3832 

YAR DM ASTER I g k 
JUvuidcopetd Be*t tyuend! j j | 

QuAi+teM, So^tiua/ie tf-oA, Jlcwhc&peM, 

• Full accounting package (includes payroll,inventory, general ledger, accounts 
payable, asset management, accounts receivable) 

• Bar coding 
• Built-in chemical datatbase 
• Handles your EPA reporting (including: weather tracking and chemical usage) 
• Proposals and estimates 
• Built-in word processor 
• Intelligent mall-merge features 
• User friendly, Windows based ('95, NT) 

• Inexpensive network versions 
• Automatic scheduling, invoicing and routing of your 

customers. Keeps your route tight and productive 
• Handles multiple-companies and/or branches 
• Built-in plant database 
• Handles lawn, tree, maintenance and landscaping services 
• Create your own customized reports 
• True, unlimited number of customers 
• Marketing reports 
• Complete business & accounting program 
• Free technical support 
And much, much more 

Inquire about Business and Technology's other services: 
credit card merchant accounts, web-site development, 
hardware, leasing etc. 

For a free demo call: (800) 886-5296 • Fax: (201) 891-6996 v AJ1e ' t 
e-mail' BusAndTec@A0L.com' Yordmaster 
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Consumer Communicat ion 

Consumers need to understand that properly designed irrigation systems provide the greatest benefits to their property. 

contractors 

educators as 

A 
nyone can stand in their 

m K front yard and move a 
m 9 B sprinkler around, right? 

So why would some-
W one need to pay a few 

thousand dollars for a professionally in-
stalled irrigation system that still applies the 
same water as that sprinkler? 

That's the challenge facing irrigation 
contractors — convince customers that just 
because professional systems apply the same 
water doesn't mean they don't do a better 
job. In fact, it's the process of applying the 
water that separates the professional systems 
from those sprinklers on the end of the hose. 

GO ALL THE WAY. For many contractors, 
getting a foot in the door with potential cus-
tomers isn't the biggest challenge. Convinc-
ing customers to spend the necessary money 
and have the system designed properly for 
their property is where the challenge lies. 

"Most customers initially contact us, 
and that means they've already realized there 
is a need for a professional system," noted 
Bob Dobson, owner, Middletown Sprin-
kler Co., Port Monmouth, N.J. "Money 
becomes an issue when it comes time to 
design a quality system to do the job cor-
rectly." 

"The hardest selling point is always try-
ing to convince customers that they get what 

Many of the problems contractors encounter 
with customers can be avoided by sharing the 
right information with customers ahead of 
time. This section is designed to help contrac-
tors better communicate with customers. Re-
prints of this section are available—call our 
reprints division at 800/456-0707for more 
information. 



Consumer Coiximiiriicatiori 

Why Me? 

Irrigation contractors are often hard to tell apart for homeowners and commercial 
clients. Some manufacturers offer literature which contractors can use with potential 
clients to help them in the selection process and include questions such as these: 
Q - What type of product will be used and why? 

A . The contractor should tell you what type of controller, valves and rotors or 
sprayheads are best for your landscape. 

Q . Is after-sale service provided? 
A . A professional contractor should be willing and able to provide after-sales service. 
Q * Is there a warranty on the system? 
A . The contractor's work should be guaranteed; a one-year warranty is typical. Ask for 
names and phone numbers of recent satisfied customers you can call and check with. Information courtesy Rain Bird Sales 

they pay for," agreed Bryce Kinney, irriga-
tion supervisor, H&R Lawn and Landscape, 
Stillwell, Kans. "People who are really con-
cerned about the appearance of their prop-
erty are generally more receptive when we 
start talking about price, but it's still important 

to make sure they understand the value they 
are purchasing in terms of water savings." 

MAKE THEM SEE. A common tact for contrac-
tors to show a system's value to hesitant 
customers is to do a rough system design or 

actually put out the flags for head 
placement. 

"Putting out the flags lets me 
point out how impossible it is for 
someone to manually water each of 
those locations for 30 minutes," 
Kinney noted. 

Designing the system as part of 
the sales process helps Ed Carpen-
ter, owner, Carpenter's Lawn Sprin-
klers, Cleveland, Ohio, educate 
customers. "I talk to them about 
things like head-to-head coverage 
and the importance of quality ma-
terials like piping," he said. "They 
have to realize that if they are too 
interested in saving money that they 
won't know there's a problem with 
the system until it's too late. And if 

all a customer wants to talk about is saving 
money, then I'll usually walk away from the 
job." IB 

The author is Associate Editor of Lawn & 
Landscape magazine. 

That's a Good 
Question 

These questions and answers represent a healthy 
exploratory dialogue for a potential customer 
and an irrigation contractor: 
Q . Will an automatic sprinkler system use 
more water than I'm currently using? 

A . No. In fact, it will conserve water. You'll never have 
to worry about runoff from overwatering or wasting 
water when you forget to turn off the hose. 
Q . Does having a sprinkler system really save time? 
A . Yes. You won't have to spend another minute of 
your time watering the lawn. The system does all of the 
watering for you - it even turns itself on and off when 
you're away from home. 
Q - Will an automatic sprinkler system water as well as 
I can water by hand? 
A . It will do a much better job because a professionally 
designed system will deliver exactly the right amount of 
water to specific areas. 

Q . We generally get 40 or more inches of rainfall a year. 
Do we really need a sprinkler system? 
A . If it rained at your house every three days - the same 
exact amount each time - you probably wouldn't need a 
sprinkler system. But nature doesn't work that way, and 
the only way to ensure healthy, lush growth is to make 
certain your lawn and plants receive a regularly timed, 
evenly measured amount of water. 
Q . Are there different systems from which to choose? 
A . A typical system will be comprised of a controller 
(the brains of the system), valves (which open and close 
to control the flow of water) and sprinklers (which 
distribute the water). It's best if all components of a 
system are manufactured by the same company in order 
to ensure they are designed to work well together. 
Q . . Can I save money by installing my own system? 
A . No. In fact, it could cost more money in the long 
run. A professional irrigation contractor will design and 
install the most cost-effective and energy-efficient sys-
tem possible. The contractor will pay special attention to 
important factors such as sprinkler patterns. And be-
cause your contractor is familiar with local plumbing 
and electrical codes, you won't have to worry about 
costly mistakes in wiring or pipe installation. 

Information courtesy Rain Bird Sales 
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Marketing Strategies that Work 

r 
rowth is good, and, obvi-

M M ously, it's what most com-
panies strive for. But ex-
panding a company's ser-

^ ^ I vice market into an en-
tirely new geographic area 
is a risky move that is as 

potentially dangerous as it is profitable. 
The carrots of additional profits, less 

dependence on one market and pride in 
owning a growing company are too enticing 
to dissuade many green industry profession-
als from expansion, however. 

GO TO THE MARKET. So you want to grow 
your company into new markets? Well, 
where are you going to do that? Choosing 
the wrong area to expand into dooms the 
expansion to failure. 

"Experience has taught us you have to go 
where people live who are earning the money 
necessary to buy our services, and they have 
to live in a density to make it worthwhile," 
noted Ed McGuire, president, The Lawn 
Co., South Dennis, Mass. "We're also more 
willing now to go where the competition is 
more intense, because that's where the cus-
tomers are." 

Chris Senske, owner, Senske Lawn & 
Tree Care, Kennewick, Wash., relies on 
numbers to decide where his company's next 
branch will open. "I'm looking for areas 
which are economically healthy, so I'll take 
statistical information such as buying in-
come figures or using the mailhouses for 
population counts and postal carrier routes 
broken down by income," he explained. 

McGuire also looks at how potential 
customers in possible new markets currently 
care for their properties. "A company has to 
understand what it's currently doing that 
makes it successful and what characteristics 
define its best customers. Then find similar 

Expanding into 

a new geographic 

market is a 

bold move> and 

one that will only 

succeed if the 

circumstances 

are right. 

By Bob West 



Marketing Strategies that Work 

Contractors who have successfully expanded say that identifying 

a strong target market includes making sure that it has a 

desirable customer base and that landscape practices used by 

contractors already in the market are similar to your own. 

areas to the markets it's already in," he 
pointed out. 

Some companies who have been ex-
tremely successful in their expansion efforts 
disagree as to the benefits of growing by 
slowly extending the reach of a service route 
from the same office. "I would characterize 
the majority of our growth as organic," 
commented John Carson, division man-
ager, Ehrlich Green Team, J.C. Ehrlich Co., 
Reading, Pa., explaining how their growth 
expands the reach of an office into potential 
markets. "When the revenue becomes sub-
stantial enough to justify two or three routes, 
we'll open a new office," he added. 

Carson said a major benefit of this ap-
proach is using those initial service routes as 
cost-effective marketing tools. "People see-
ing the trucks in the neighborhood is really 
a significant source of business, and we have 
the salespeople then follow the trucks into 
an area," he added. 

Chris Davitt, vice president of landscape 
installation, Ruppert Landscape Co., 
Ashton, Md., commented that Ruppert also 
favors slow growth out of current branches. 
"In the large markets we target, companies 
can take small hops outward and soften the 
blow," he explained. "Then you already 
have name recognition and market familiar-
ity, and the money already invested in de-
veloping the company's image will pay off 
immediately." 

"I'm really a proponent of companies 
thoroughly penetrating the markets they're 
in before expanding. The problem, though, 
is there is a tendency to start doing jobs that 
take you further away from the core client 

it is especially important when it comes time 
to select an office location. 

"We're always trying to minimize the 
driving distance that will be necessary to get 
from the office to the customers," Senske 
related. "We look for a prebuilt facility where 
we can get a three-year lease. It's more diffi-
cult to predict the new branch's short-term 
needs, but after three years we should have a 
sense of where the branch should be located 
and what type of facility is necessary." 

Besides location, selecting a payment 
method is the other big decision for setting up 
the facility. "We always enter new locations 
with a lease," Senske noted. "It's a cash flow 
issue as much as anything else because bank 
financing can require up to 25 percent of the 
price up front to buy the property." 

"Even though you'll pay more per square 
foot for a lease, there's no capital expense 
out front," Hanson pointed out. "Plus, if 
you have to close down the market, the only 
cost is the remainder of the lease." 

Current employees can be valuable when 
opening a new office. "You'll definitely have 
to expand the staff, but I recommend taking 
some people into a new operation," offered 
McGuire, who emphasized the importance 

base," countered Dave Hanson, vice presi-
dent, Environmental Care Inc., San Jose, 
Calif. "This ends up happening in opposite 
directions, and I think the managerial atten-
tion given to a job is directly proportional to 
the manager's proximity to that job." 

Carson admitted keeping staff focused 
on maintaining their quality level of per-
forming on core jobs can be a challenge. "In 
some cases, we're willing to put a couple of 
guys in a hotel for a night or two to handle 
a number of jobs in an area. But you have to 
watch for the managers who want to send 
guys to jobs two states away," he said. "Gen-
erally, we'll only go into the next county and 
try to keep driving times under one hour. 
You have to maintain a strong local feel." 

In addition to finding markets which 
will support the business, Hanson focuses 
on finding markets which present a mini-
mal amount of learning challenges for the 
new office. "We look at markets with turf 
types and landscape practices similar to what 
we're used to," he remarked. "This helps 
minimize the learning curve." 

SET UP SHOP. Having a long-range plan is 
obviously a key to any expansion effort, but 



of the branch manager. "The most 
difficult challenge is developing 
the cont inui ty between the 
branches. One of our new branches 
struggled at first because we had 
someone trying to put their per-
sonal stamp on the business. We 
want them to do things our way, 
however, because it's been success-
ful for us for 18 years." 

"We always try to open new 
facilities with current employees," 
agreed Senske. "Usually, this is 
through promotion, so it's good 
for the employees, and it makes for 
one less variable to worry about 
since we know the culture and 
operations will be what we want." 

While most companies ex-
pressed concern about embedding 
the corporate culture into the new 
operations, Carson actually looks 
for autonomous operations. "We 

call our facilities district offices, not branch 
offices, and we want the employees to have 
a sense of ownership," he explained. "They 
set their own parameters for pricing, war-
ranties, policies and so on. Then the em-
ployees are paid as a direct result of that 
specific district office's profitability." 

GET THE NAME OUT. When the goal of expan-
sion is increased profits, the immediate pri-
ority for a new operation becomes market-
ing, and contractors' opinions vary on the 
best way to get a company's name out. 

"We continue to do what a lot of compa-
nies do by focusing on direct mail efforts," 
noted Senske. "We send out multiple post-
cards and self-mailer pieces to the same houses 
at a rate of one per week or 10 days through 
the spring. Then we follow up with 
telemarketing after the second or third week." 

"We focus on the people-to-people ap-
proach with full-time salespeople being the 
key to success," countered Carson. "We've 
really seen a tail off of long-term results with 
telemarketing. We used to generate a sig-
nificant number of new accounts this way, 
but you really have to do a lot of promotions 
and discounting to get these accounts, and 

the retention levels aren't there." 
Telemarketing isn't entirely useless, though. 

"It's still a good way to prime the pump and 
generate some immediate revenues while 
the new office is attracting the long-term, 
valuable clients," Carson admitted. 

"This is one area we've really struggled 
with," lamented McGuire. "We've tried just 
about everything - Yellow Pages, advertis-
ing, newspaper inserts, telemarketing - but 
we haven't gotten the results we want yet. 

"As a lawn care company, our focus is on 
getting in touch with landscape contractors 
who we can work through for referrals," 
McGuire continued. "We try to get in touch 
with as many people working in or with our 
industry as possible in new markets." 

PROFITABILITY PLAN. Three years surfaced as 
the rule of thumb for growing a new opera-
tion into the financial black. 

"We commit about $300,000 over a three-
year period to get the new branch rolling," 
Senske commented. "So we know the new 
branch will cost the company about 
$100,000 a year in profits." 

"Profitability will occur at different times 
for each branch depending on the market," 
Hanson noted. "For the real positive re-
turns, however, companies have to look 
long term. Expansion should not be entered 
into for immediate profits. It takes a long-
term commitment in terms of people, money 
and energy." 

"We're looking for profitability in three 
years, but there are real variables between 
markets in terms of property acquisition, 
labor and overhead," Carson agreed. "Plus, 
most of the day-to-day expenses vary based 
on productivity, and that's where manage-
ment becomes truly important." 

"The biggest costs are related to market-
ing and acquiring customers," Senske added. 
"We look for a at least 1,000 full-service 
customers after three years, but we'd really 
rather be closer to 1,500 customers. The 
problem is that it costs a great deal of money 
to build your company's name recognition 
in a new market." IS 

The author is Associate Editor of Lawn & 
Landscape magazine. 

Expansion via acquisition should always be considered as a method of 
growth. "When we're going into areas we're not very familiar with, we 
tend to favor acquisition," noted Dave Hanson, vice president, Environ-

mental Care Inc., San Jose, Calif. "This allows us to immediately acquire people, 
experience and knowledge about the area." 

"The pros to acquisition are immediate revenue, an established customer base 
and the employees' experience," agreed John Carson, division manager, Ehrlich 
Green Team, J.C. Ehrlich Co., Reading, Pa. "But the downside is that there's 
no assurance of a high retention rate over the time frame in which you're looking 
to recoup the investment." 

Chris Davitt, vice president of landscape installation, Ruppert Landscape 
Co., Ashton, Md., agreed that acquiring other companies can be valuable for 
expansion. "We don't want acquisitions to ever eliminate internal growth, but 
acquisitions offer the opportunity to bring in employees on a higher level, and, 
most importantly, to keep an influx of new ideas coming into the company so 
management's thinking doesn't become stale," he explained. "But an acquisi-
tion just for acquisition's sake is a mistake." 



NEW PRODUCTS 
Turfco Mfg. Aerator Pro 
•26-inch wide walk-behind 
aerator 
•Sealed bearings 
•Separate throttle/clutch 
controls 
•Reduced chain maintenance 

LITERATURE 

•8 rows of tines for hillside 
stability 
Grde 205 on reader service card 

RohMid MACH2™ 
•Registered by EPA for 
controlling grubs and other 
soil-borne pests in turf 
•Liquid and 1.5 percent 
granular formulations 
•Full availability for 1998 
season 
•Type of molt accelerating 
compound product 
•Controls grubs, caterpillars, 
European chafers and various 
beetles 
Grde 206 on reader service card 

Exmark Turf Tracer®HP 
•Full-floating 36-, 48- and 
52-inch decks 
•Quick height adjustments 
•Insta-Track adjustment 
system 
•Ground speed up to 6.2 mph 
Grde 207 on reader service card 

Rain Master Pro Max control 
•Pocket-sized remote control unit 
•Operates on any 24-volt AC 
controller 
•Provides for independent 
control of master valve and/ 
or pump 
•Single or multi-station on/off 
capability for testing 
•Controls up to 999 receivers 

T he 1997 Master Products Catalog from Echo 
includes 60 pages of products which range from 
trimmers and blowers to snow throwers and 
safety accessories. Each product pictured in 
the catalog also has a listing of highlighted 
features. Each product category offers users 
the specifications for each available model in an 
easy-to-read chart. 
Grde 200 on reader service card 

Hunter Industries' Handbook of Technical 
Irrigation Information is written to assist 
irrigation professionals in the planning and 
installation of residential and commercial 
systems. The spiral-bound guide has more than 
130 pages divided into four sections: formulas, 
conversions, tables and friction loss. Each 
section is illustrated with charts, graphs and 
site drawings. 
Grde 201 on reader service card 

The Handbook of Turf grass Insect Pests 
includes 140 pages of information examining 
pest management from a variety of angles. 
Published by the Entomological Sodety of 

America, the book discusses preventive control 
measures and provides detailed descriptions of 
insect identification methods. A directory of local 
resources, 60 color photos and 58 illustrations add 
to the book's educational value. 
Grde 202 on reader service card 

Safety and the Supervisor i* a bi-weekly newsletter 
designed to help supervisors and managers create 
an accident-free work environment which is 
compliant with applicable 0SHA standards. In 
addition to the regular newsletters, subscribers 
receive safety meeting presentations and handouts 
with each issue and quarterly special reports on key 
safety issues. 
Grde 203 on reader service card 

Husqvarna Forest & Garden's newest product catalog 
includes the latest additions to the Husqvarna 
product family. In addition to specification charts, 
graphics and photography depicting each product, 
the catalog explains features exclusive to 
Husqvarna products such as E-TecIT engine 
technology. 
Grde 204 on reader service card 

from one transmitter 
•One battery lasts entire 
season without recharging 
Grde 208 on reader service card 

Toro string trimmer 
•23-, 26- or 30-
cc commercial-
grade engine 
•26-cc or 32-cc 
industrial-grade 
engine 
•Straight steel 
shafts with six 
ball bearings 
•Anti-vibration grips and 
engine mounts 
Grde 209 on reader service card 

Jacobsen Turf Rake 
•5-hp, 4-cycle Briggs & 
Stratton engine 
• 19-inch raking width 

•28 4V4-inch long 
raking blades 
•12-gauge steel 
housing 
•Single 5-position 
adjustment lever 
•Reversible shaft for 
extended use 
Grde 210 on reader 
service card 

FMC Talstarproducts 
•Insecticide/miticide for 
knockdown of 53 species of 

insects and mites 
•Control insects such as sod 
webworms, chinch bugs and 
mole crickets 
•Available in granular and 
flowable formulation 
•Talstar® Lawn & Tree 
Flowable water-based formula-
tion 
•Odor-free and safe on turf 
Grde 211 on reader service card 

Burlingham Seeds Falcon II tall 
fescue 
•Dark green turfgrass 
•Intermediate, shorter growth 
habit 
•Fine leaf texture 



NEW PRODUCÍS 
•Improved resistance to brown 
patch 
•Performs well alone or in blends 
Grde 212 on reader service card 

DowElanco Rubigan A.S. 
•Liquid fungicide 
•Broad-spectrum control of turf 
diseases 
•Guarantied to control 80 per-
cent of summer patch, necrotic 
ring spot and Fusarium blight 
•Packaged in 21/2-gallon case 
Grde 213 on reader service card 

Finn Bark Blowers 
•Self-powered, pneumatic 
conveyors 
•Convey wood mulches, saw 
dust, compost and other bulk 
materials 
•80-hp John Deere 4039 diesel 
engine 
•750 cfm of air flow at maxi-

mum 12 psi 
•Move up to 20 cubic yards of 
material per hour 
•Spray materials up to 300 
feet 
•Blower mounts directly to a 
truck chassis 
•Models hold 8.2 and 15.7 
cubic yards 
Grde 214 on reader service card 

Lebanon Turf Products lsoTek31 
fertilizer 
•Designed for turf, annual 

and perennial flowers, shrubs 
and trees 
•14-14-14 composition 
•Combines isobutylidene 
diurea and methylene ureas in 
a homogenous granule 
•Delivers slow-release 
nitrogen through hydrolysis 
and microbial degradation 
•57 percent of nitrogen is 
controlled release 
•50-pound bag covers up to 
7,000 square feet 
Grde 215 on reader service card 

Excel Hustler Model 3300 
•Front-mount, 
zero-degree 
turning 
mowers 
•Advanced 
design with no 
daily lube 
points 

•Sunstrand Series-15 hydraulic 
pumps 
•Ross ME wheel motors 
•25-hp Kohler engine 
•Use same front-mount 
attachments as 4000-Series 
•60- and 72-inch decks available 
Grde 216 on reader service card 

Danville Express pesticide edger 
•Manifold applies product to 
saturated roller 
•Direct application of product 
to turf without drift 
•Available with 4- and 6-inch 
rollers 

• 1 -gallon application 
capacity 
'No mechanical pump 
mechanism required 
•Easy-to-reach on/off 
switch 
Grde 217 on reader 
service card 

BOX SCRAPER 

• W i l l Fit Ca t . " 0 " o r Ca t . " 1 " . 
• O p t i o n a l Scar i f i e r Kit. 
• C a n be S h i p p e d UPS. 
• H e a v y S q u a r e Front Beam. 
• Bol t -on Rep laceab le Cu t t i ng Edge. 
• H e a v y Du ty Box Cons t ruc t ion . 
• Four Posi t ion R i p p i n g Shanks. (Op t ) 
• H a r d e n e d Steel R i p p i n g Shanks. (Op t ) 
• C r i m p e d o n Rep laceab le R i p p i n g Tips. 
• O n e Year W a r r a n t y . 

K-W MANUFACTURING CO., INC. 
800 S. Marion Road • Sioux Falls, South Dakota 57106-0292 

PHONE 605-336-6032 • FAX 605-336-6033 
1 - 8 0 0 - 8 4 3 - 3 7 2 0 

Visit us at the O P E I Show, booth # 2 0 2 0 
USE READER SERVICE # 7 7 

Visit us at the OPEI Show, booth # 8 8 2 
USE READER SERVICE # 7 8 

Mulching by hand is hard work, takes too much time and gives you poor 
coverage. 

The solution is to use 
the Goossen Bale Chopper, 
available in either self-
powered or PTO models. 
The Bale Chopper gives ex-
cellent coverage with better 
moisture retention for faster 
germination. 

GcuM&ew 
I N D U S T R I E S 

P.O. Box 705 • Beatrice, NE 68310 
Call Toll-Free 1-800-228-6542 
an Nebraska: 402-228-4226) 

FAX: 402-223-2240 

DON'T 
DO 
THIS 

WHEN YOU 
CAN DO THIS 



NEW PRODUCTS 

Reading truck body 
•42- or 50-inch sides 
•Front bulkhead 
•Rear double doors 
•12- and 14-gauge steel con-
struction 
•Reinforcing steel posts 
Grde 218 on reader service card 

PBI/Gordon AquaCure Aquatic 
Algaecide & Herbicide 
•Both products allow immedi-
ate access to treated water for 
irrigation and recreation 
•Aglaecide controls more than 
60 species of aquatic algae 
•Herbicide controls weed pests 

such as American pondweed 
and Hydrilla 
Grde 219 on reader service card 

MacKissic Mighty Mac blower 
• 11-hp walk-behind blower 
•Briggs & Stratton Industrial 
Plus engine 
•215 mph wind velocity 
•2,600 cfm of air volume 
•Durable poly impeller 
Grde 220 on reader service card 

Stihl hedge trimmers 
•Each powered by 25.4-cc 
engine 
•Swirl combustion chamber 
for improved fuel efficiency 
•ElastoStart™ shock 
absorbing handle 
•Dual stage air filters 
•Electronic ignition 
•18-, 24- and 40-inch 
blade models 
Grde 221 on reader service 
card 

DowElanco Conserve SC 
•Controls sod webworms, 
cutworms, armyworms, other 
ornamental and turf pests 
•Quick activity ceases pest 

Nomix SuperPro 880 spray 
lance 
•Set and spray calibration 
•Operator wears lance as 
backpack unit 
•Rechargeable battery pack 
'47,000-square-foot applica-
tion capacity 
•Applies all NoMix herbicides 
Grde 222 on reader service card 

feeding damage immediately 
•Caution label 
•Low dose rate, low odor and 
no phytotoxicity 
• Limited availability in 
August ID 
Grde 223 on reader service card 

Lau/nJI 
HYDRO SEEDING SYSTEMS 

HL 

Model s h o w n : 
High Outpu t 

H D 6 0 0 3 
600 ga l lon unit* 

GH OUTPUT UNITS FEATURE: 
• S P E C I A L H P V P U M P (HIGH PRESSURE & FLOW) • P R E C I S E C O N T R O L 

• NEW CONTINUOUS FLOW AGITATION SYSTEM! 

Easy Lawn Advantage 's 
Higher Mulch Capacity The Best in overall value 
Largest selection of models Low maintenance 
Affordable prices and financing Easier cleanup 

SAVE 
$1000 .00 

ON HIGH 
VPUTPUT umsj 

Call for your free information TODAY! 
«à Toll Free 888-327-9717 

SEE US AT EXPO 97 BOOTH 3567, 3569 & SNA BOOTH 570 
• USE READER SERVICE # 7 9 • 

S N O W P L O W O W N E R S 
FREE PARTS CATALOG! 

Replacement parts for all major brands 
of Snowplows and Salt Spreaders 

New Flows Starting @ $1995.00 

V-Box Spreaders $2595.00 

"Mini" Salt Spreaders $849.00 

Low Profile Headlight Kit $89.95 

Pro-Wing Kits $166.50 

CALL NOW to Reserve your FREE 
copy of our 96/97 Parts Catalog 

Central Parts Warehouse 

1-800-761-1700 



All classified advertising is 95<t per word. For box 
numbers, add $1.50 plus six words. All classified ads 
must be received by the publisher before the first of the 
month preceding publication and be accompanied by 
check or money order covering full payment. Submit 
ads to: L&L, 4012 Bridge Ave., Cleveland OH 44113. 
Fax: 216/961-0364. 

BOOKS FOR SALE 
ENTOMOLOGICAL SOCIETY Of AMERICA 

Handbook of Turfgrass Insect Pests 
Written by nationally known experts, this user-friendly 

handbook outlines practical approaches to the identifica-
tion and management of turfgrass insect pests. Included 
are keys to injury symptoms and insect pests; description, 
origin, distribution, life history, and management 
information for 32 common insect pests of turf; principles 
of natural and biological control; 60 color photos, 58 
illustrations, a directory of local resources, and a glossary. 

Order for just $30 plus $2.50 S&H from Entomological 
Society of America (ESA), P.O. Box 177, Hyattsville, MD 
20781-0177. Fax VISA/MC orders to (301) 731-4538. 
Quantity discounts available-call (301) 731-4535. 

BUSINESS OPPORTUNITIES 
FRANCHISE OPPORTUNITIES 

• Is your business stagnant? 
• Looking for better products? 
• Does your business require professional 

marketing expertise? 
• Or, do you want to add lawn care to a new 

or existing business? 
Now is the time to consider a franchise with 

NaturaLawn® of America, 
the leader in organic-based lawn care. Due to our 
environmentally responsible approach, we are the 
fastest growing lawn care company in the U.S. For 
details, call Randy Loeb, franchise development man-
ager at 800/989-5444, contact us on the Internet at 
www.nl-amer.com, or e-mail us at natural@nl-

WHOLESALE DISTRIBUTOR 
Needed to market environmentally friendly, liquid, 
slow-release fertilizer products direct from manufac-
turer. Ken Franke, P.O. Box 123, Plato, M N 55370; 
800/832-9635. 

BIDDING FOR PROFIT 
"BIDDING & CONTRACTS YOUR KEY T O 
SUCCESS," a book with over 16 years experience, 
not theory. Get factual information on a very accu-
rate and profitable bidding process. Bid sheets, con-
tracts and much more. Send $42.95 to: #1 Profits' 
Unlimited, 3930-B Bardstown Road, Louisville, KY 
40218. 800/845-0499. 

It pays to advertise in 
L&L Classifieds. 

EXTRA INCOME POWER WASHING 
EARN $100/hour power washing and sealing wood 
decks. Learn the most effective method, equipment 
setup and supplies. Complete training package: 
Manual, video, advertising kit and equipment cata-
log. For free information packet call 248/683-9080. 

ORGANIC BASED SYSTEMS 
FOR LAWN, TREE & SHRUB CARE 

GREENPRO SERVICES (since 1977) 
ASSOCIATE PROGRAM 

• You're the boss 
• Protected areas 

• Pure organics (not waste products or manures) 
• Training by experts 

• Up to $10,000 investment (back in your pocket 
within 9 months) 

Our present associates have increased their 
business profits by 25 percent to 300 percent. 

Find out how 800/645-6464. 

CHRISTMAS LIGHTING 

Plan Now For 
B I G O F F S E A S O N 

SALES 
PROFESSIONAL 

OUTDOOR 
CHRISTMAS LIGHTING 

> Most Profitable Season 
• Keep Good People 
• Use Own Trucks/Trailers 
• Offset Fixed Overhead 
> Sell to Customer Bases 

A F R A N C H I S E T H A T M A K E S 
BOTH D O L L A R S A N D SENSE. 

CALL TODAY 

1-800-687-9551 
E-mail address: lightup@christmas-decor.com 

UNDERSTANDING IRRIGATION 
The Complete Irrigation Workbook, by Larry Keesen, 
offers a comprehensive look at irrigation design, installa-
tion, maintenance and water management including 
practical hands-on techniques. Each chapter contains 
questions and answers which can be used to test your own 
knowledge or as in-house training tools for new and 
seasoned employees. Appendix includes detailed draw-
ings of irrigation installations. Order yours today for $24 
per copy plus $2.50 shipping and handling. Quantity 
discounts available. Call Fran Franzak, 800/456-0707. 

CLASSIFIEDS 
EARN INCOME FROM REAL ESTATE 

EARS SVBSTAST1AL ISC0ME! 

Split BIG Profits by Locating 
Distressed Property in Your Area! 

FREE Info Package! Cull: (908) 821-2219 

I I V I M l . ' I I M I ^ ^ ^ M 

FULL SERVICE LANDSCAPE COMPANY 
Owner wants to retire. Highly visible landscape com-
pany in Houston, Texas. Services include landscape, 
maintenance and irrigation. This is a turn key busi-
ness with great profit potential waiting for the right 
person to step in and take over. Yearly sales average 
$600k. Includes 1.75-acre Garden Center, all inven-
tory, trucks, equipment and over 150 established ac-
counts. Owner will assist with transition. $500,000 
with real estate — $350,000 without. 713/777-7749. 

ACQUISITION OPPORTUNITY 

EXCELLENT ACQUISITION 
OPPORTUNITY 
Commercial landscaping maintenance busi-
ness, with $500K in revenue. Located in high 
growth region (Greater Los Angeles), minimal 
competition. 

• Long established contracts in place 
• Consistent revenue growth 
• Strong market presence 
• Turn key operation 

Contact Chuck Bozarth 310/375-0559 

COLORADO LAWN CARE CORPORATION 
Colorado is BOOMING! 12-year lawn care company 
with sales of $325,000 (March-October). Owner relo-
cating — must sell. Selling all, including 18,000-
square- foot fenced lot with a 4,000-square-foot drive 
through office/warehouse. Great opportunity. Great 
income!! Affluent clientele ( 1,200 customers). Owner 
will consult. Colorado Springs, CO (719) 338-8110. 
$ 190,000 for business — $230,000 for real-estate. 

EQUIPMENT MAINTENANCE PRODUCTS 
FREE QX-700 MOLY OIL BLEND SAMPLE 
Doubles engine life! Cuts fuel expense 10-30%! FREE 
SAMPLE - Limited time offer. Call 847/455-3923. 

http://www.nl-amer.com
mailto:lightup@christmas-decor.com


CLASSIFIEDS 
l í ! » 

F I N A N C I N G 

W H E E L B A R R O W SUPPORT RACK C U S T O M DECAL KITS 

LET THE GOVERNMENT FINANCE your small 
business. Grants/loans to $800,000. Free recorded 
message: 707/448-0270. (NK8) 

T W O W A Y RADIOS 
$225 - 5350 

MOTOROLA - J O H N S O N & OTHERS 
800 / 900 / UHF 

Warranty and antenna. 800/779-1905 

WHOLESALE TURF & S N O W SUPPLIES 
Hannay Hose Reels 1500 Series, Electric Part No. 
El 530 $399, Manual Part No. M1530 $ 199 
Green Nitrile Gloves Part No. Gloves Green $25.80/ 

Dozen Pair 
Teejet Lawn Spray Gun Part No. 256600 $56.00 
Solo Backpack Sprayers Piston Pump Pan No. EQS425 

$84.95 
Diaphragm Pump Part No. EQ475 $84.95 
CLIP-Computerized Lawn Industry Program 
Organize your business - 30 Day Money Back 

Guarantee 
125 Customer Limit Part No. CLIPSBS $695.00 
No Customer Limit Part No. CLIPUNS3 $ 1195.00 
Get on our mailing list to receive our 1997 Catalog 

Call Hersch's Wholesale: 800/THE-LAWN 
We carry a complete line of landscape, lawn spray 

& irrigation parts/supplies. 

FREE 1 9 9 7 M K I L A N D S C A P E R S 
SUPERSTORE" CATALOG" 
Buy direct and save! Engines, equipment, parts and 
accessories. Call MOHAWK INDUSTRIES 800/ 
724-2229 for your FREE CATALOG. Up to 90-day 
terms. Trimmer line, filters, blades, belts, safety sup-
plies, hand tools and much more! 

L A W N SPRAY TRUCK 
1988 Ford F600,370-hp engine. 1200-gallon Tuflex 
main tank, 200-gallon Drop Tank with mechanical 
agitation. Hannay electric hose reel, 300 feet 800-
psi hose, 18-hp twin cylinder Briggs engine with 20-
gpm Bean pump. 162,000 miles, good condition. 
Currently working every day. $9,850.00. Fort Myers 
Pest Control Inc. 800/329-3100. 

FIBERGLASS SPRAYER 
G N C 

PUMP Inc. 
100-gallon Fiberglass Sprayer 

" $ 1 , 9 9 5 , 0 0 " 
'Briggs 5-hp IC Plus Engine* 

(with oil guard) 
*Hannay Hose Reel* 

*150 feet Vi-inch 560-psi Hose* 
*Mag 1 Spray Gun* 

*8 gpm @ 600 psi Piston Pump* 
800/462-2005 

B R I L L I A N C E ™ W H E E L B A R R O W 
S U P P O R T R A C K 

Secures a wheelbarrow on trucks, trailers and in 
shops. Minimize wasted space. 14-gauge galvanized 
steel. Mounts vertically and horizontally with the 
wheelbarrow clamped in place. Fully adjustable to 
fit all wheelbarrows. ^ . -

To order, or for more 
information call 

9 0 8 / 4 5 8 - 4 3 7 1 
ij&riIk-v VISA MasterCard 

Discover American Express 

BIG 
BUSINESS, L.P. 

316 Herbcrtsvillc Rd. 
Howell, NJ 07731 

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

Premium 
Replacement J T H O M A S 

• DISTRIBUTORS. INC. 

Parts for Outdoor Power 
Equipment 
Introducing: 

I N T E R M I X -
N o Smoke 

^ g p r O U 

FOR THE 
UNBEATABLE 

PRICE OF 
S23.50 
PER CASE 

Y Complete 
Gearbox 

O P T I M U M 
TRIM LINE™ 

PRICES 
START AS 

LOW AS 

$ 5 . 9 9 

Spindle 
Bearings 

STARTING 1 I PRICED AS LOW AS 
AS LOW AS 1149.99 S4.80 EACH 

F O R P R O D U C T I N F O R M A T I O N O R A 
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 M O W E R A N D S N O W P L O W 

P A R T S C A L L 1 - 8 0 0 - 4 2 2 - 4 1 8 4 

CONCRETE PROFITS F R O M CURBMATE 
Since 1983 Curbmate Corporation has been beauti-
fying landscapes throughout the U.S. CURBMATE s 
concrete extrusion machine automatically installs 
concrete landscape edging quickly and easily. 

• Excellent profit margin 
• Beautiful product 
• A variety of shapes 
• Easy to install — fast! 
• Increase your landscaping business 

Call for free packet — ask for special landscaper 
discount. 801/262-7509 

TURF MANAGEMENT 
A must for all landscape professionals, Turfgrass Ecology & Management by Dr. Karl Dannebergcr, is the industry's first 
professional turf management text devoted to advanced environmental ecology. This pioneering work addresses the 
future of the lawn and landscape industry and can be yours for only $28 per copy plus $2.50 shipping and handling. 
Quanti ty discounts available. Call Fran Franzalc, 800/456-0707. 

Sun A r t D e c a l s Inc., s ince 1975 
M a n u f a c t u r e r s & D e s i g n e r s of 

Self-Adhesive 
DECALS 

I d e a l f o r V e h i c l e s 
a n d E q u i p m e n t 

Call or Write: 
SUN ART DECALS INC. 
8 8 5 W. BAGLEY RD. 
BEREA, OH 4 4 0 1 7 
2 1 6 - 8 1 6 - 0 2 9 0 
8 0 0 - 8 3 5 - 5 5 5 1 
F A X : 2 1 6 - 8 1 6 - 0 2 9 4 

Member off the OHIO LANDSCAPERS ASSOCIATION 

I N S U R A N C E 

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 . I n s u r a n c e A g e n c y is d e d i c a t e d t o 
p r o v i d i n g c o m p r e h e n s i v e i n s u r a n c e p r o -
g r a m s t o t h e G r e e n I n d u s t r y a t c o m p e t i t i v e 
p r i c e s . W e b a c k u p t h i s d e d i c a t i o n w i t h a 
sta f f of p r o f e s s i o n a l s w h o u n d e r s t a n d e v -
e r y f a c e t o f y o u r b u s i n e s s , f r o m m a r k e t i n g 
t o c u s t o m e r s e r v i c e . W e k n o w h o w t o p r o p -
e r l y i n s u r e y o u r c o m p a n y w h e t h e r y o u ' r e a 
s o l e p r o p r i e t o r o r a m u l t i - s t a t e o p e r a t i o n . 

J u s t a s y o u r c u s t o m e r s l o o k t o y o u fo r l a w n 
c a r e a d v i c e , p e o p l e c o m e t o u s fo r i n su r -
a n c e a d v i c e b e c a u s e t h e y d o n o t w a n t t o 
b e c o m e i n s u r a n c e e x p e r t s t h e m s e l v e s . If 
y o u w a n t g o o d a d v i c e , t h e r igh t c o v e r a g e 
a n d c o m p e t i t i v e ra tes , p l e a s e c o n t a c t : 

R i c h a r d P . B e r s n a k , P r e s i d e n t 
J i l l A . L e o n a r d , 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 , I n c . 
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 

E Q U I P M E N T , ENGINES & PARTS 
No One Beats Our Prices 

Parts • Engines • Equipment 
Landscapers Supply 

Free 200+ page catalog 
800/222-4303 

Lowest prices guaranteed 
Free gift with first order 

88 LAWN & LANDSCAPE 



SUCCESSFUL GREENHOUSE SECRETS 

LEARN GREENHOUSE BUSINESS 
• MANY GREAT OPPORTUNITIES • 

FREE GREENHOUSE PLANS in Secrets 
TeA Successful Greenheuse Business* 

FREE INFO 1-800-927-3084 19.95 + 3.00 Ship 
GreenEarth Publishing — -

P.O. Box 243-LL f ^ * A 
Melbourne, FL 32902 

CATCHER LIFT SYSTEMS 

ALL SEASONS 
CATCHER LIFT 

SYSTEMS 
Fall cleanup 

for Walker Mower 
owners reaches new 

heights of... 

Productivity, Profit, and Safety. 
Lift, dump and go in 20 seconds. 
Improves worker safety. 
Better employee performance. 

1 Higher profits through more accounts serviced. 
1 More power for "97" 

Lifting the 9.5 Box. 

Now Available For Scag Turf Runner 
8 0 0 / 7 8 6 - 2 3 0 1 

5100 Valley East Blvd., Areata, CA 

RAILROAD TIE BOOK 

INSULATED ENCLOSURES 

HOT BOX, 
I ENCLOSURES I 

Insulated Enclosures 
For: Pipes, Valves and 

Equipment. 

FAX (904) 783-6965 
(800) 736-0238 

h tip ://www. h ot- box. co m 

SNOWPLOW REPLACEMENT PARTS 
Most complete catalog of 

replacement parts for 
SNOWPLOW & SALT 

SPREADERS in the 
industry! 

Pre-season pricing on plows 
& spreaders 

Call now to reserve your 
FREE 97/98 catalog 

Central Parts 
Warehouse 

800/761-1700 

Detailed Drawings 
$9.95 plus postage & handling $3.00 

L.G.T. Landscaping 
2405 S. Pima 

Lake Havasu, AZ 86403 

TREE BOSS HYDRAuLIC TREE CARRIER 
1994 Tree Boss Hydraulic Tree Carrier. Fits all skid-
sters. Good condition. Asking $5,900. Edwards Tree 
Service, 49090 Cooper Foster Pk. Rd., Amherst, OH 
44001. 216/988-4477 or 800/686-4430 in Ohio. 

FLEET TRUCKS FOR SALE 
1995 Mitsubishi: aluminum bed, aluminum dry 
storage - 600-gallon fiberglass tank, 2 poly tanks, 3 
hose reels, PTO Bean pumps, automatic. 

1994 Mitsubishi: aluminum bed, aluminum dry box, 
600-gallon fiberglass tank, 100-gallon back fiberglass 
tank, 2 hose reels, PTO Bean pump. 

1989 Isuzu: 3 fiberglass tanks, one 600-gallon fiber-
glass tank, 2 poly tanks, 70 gallons, 3 hose reels, fi-
berglass bulk dry fertilizer boxes, gas Vanguard elec-
tric start with 3 hydro cell pumps. 

1989 Isuzu: 3 tanks, one 600-gallon fiberglass tank, 
2 poly 70-gallon tanks, 3 hose reels, aluminum stor-
age box, PTO, air. 

Have sold business accounts — all trucks well main-
tained. Call 614/873-1428. 

MAINTENANCE SUPERVISORS 

i i m i r a 
EMPLOYEE SEARCHES 
Florapersonnel, Inc. In our second decade of per-
forming confidential key employee searches for the 
landscape industry and allied trades worldwide. Re-
tained basis only. Candidate contact welcome, confi-
dential and always free. Florapersonnel Inc., 1740 Lake 
Markham Road, Sanford, FL 32771. Phone 407/320-
8177, Fax 407/320-8083. Email: Hortsearch@aol.com 
Website: http//www.fiorapersonnel.com 

REGIONAL LANDSCAPE MANAGER 
Dallas-based Mallscapes is recruiting regional man-
ager. Travel required two to three days per week. Work 
with clients and employees in out of town projects. 
Develop landscape management plans, budgets, per-
sonnel and client relations. College horticultural or 
equivalent degree required. Three to five years land-
scape management experience. Pesticide license a plus. 
Send resume to Mallscapes at 2561 Merrell Road, 
Dallas 75229 or fax 972/241-9902. Include educa-
tion and work history. References. Salary plus bonus 
plan. Paid medical, life and disability. Excellent ben-
efits. Room to grow in industry. Ongoing education/ 
training. For the individual looking to perform mul-
tiple responsibilities. Take responsibility and use free-
dom to make decisions. 

NORTHWESTERN LANDSCAPE COMPANY 
The Northwests fastest growing commercial land-
scape and maintenance organization. 15+ years of 
continuous growth. Looking to fill key Irrigation 
Technician/Supervisor positions. Must be commit-
ted to integrity, professionalism, the pursuit of in-
dustry excellence and a desire to make a difference in 
a growing company. Excellent pay and benefits, 401K 
— profit sharing. Send or fax resume to: 253/848-
8187, P.O. Box 1118, Puyallup, WA 98371. 

The Brickman Group, Ltd., one of the nations larg-
est and fastest growing full-service landscape compa-
nies, has an immediate need in principal cities east 
of the Mississippi for maintenance supervisors with 
two to five years experience. Brickman seeks ener-
getic, team-oriented college graduates with proven 
leadership, communication and interpersonal skills. 
Brickman offers full-time positions, excellent advance-
ment opportunities and exceptional compensation 
and benefits with an industry leader building on a 
56-year tradition of uncompromising customer ser-
vice. For immediate confidential consideration, please 
send or fax your resume with an indication of your 
geographic preferences and willingness to relocate to: 
The Brickman Group, Ltd., Corporate Office, 375 
S. Flowers Mill Road, Langhorne, PA 19047, 215/ 
757-9630, EOE. 

MANAGEMENT POSITION 

Rentokil 
Tropical Plant Services 

Are you an ambitious person with 5 to 10 years of 
experience as a successful Manager in landscaping 
services? Can you clearly demonstrate leadership skills 
and financial accomplishments as a business manager? 
If the answer is yes, why not explore the opportunity 
to oversee one of our $3-$ 5 m Tropical Plant Services' 
Branches located in major cities throughout the U.S.? 
Recognized throughout the U.S. and Worldwide, 
Rentokil offers an excellent compensation program 
and complete benefits program, including Profit Shar-
ing and 40IK. Send detailed resume with salary his-
tory to: Mike Purcell, Rentokil, P.O. Box 710, 
Riverwoods, Illinois 60015 or Fax 847/634-4289. 

LANDSCAPE MANAGER 
Design build, landscaping, irrigation and mainte-
nance company is looking for qualified person to do 
residential and commercial designs/sales and man-
age production and materials. Must be self-motivated 
and organized. Horticulture degree or equivalent ex-
perience plus three to five years in sales and manage-
ment. Send or fax resume, salary history and refer-
ences to: WW. Landscaping, 3078 W. Hayden Ave., 
Rathdrum, ID 83858. Fax: 208/762-0811. 

DIVISION MANAGER 
Well-established, full-service, Dallas-based landscape 
company is currently seeking a highly motivated in-
dividual to join our management team. The quali-
fied applicant will be directly responsible for the 
management of our landscape and irrigation service 
divisions. Candidate must possess a Texas irrigator's 
license, backflow tester license, a horticultural related 
degree and have at least five years in direct manage-

We offer a competitive salary, medical, company ve-
hicle and an attractive vacation package. Send resume 
and salary requirements to: 

General Manager 
P.O. Box 35448 

Dallas, TX 75235 
E.O.E. 

mailto:Hortsearch@aol.com
http://www.fiorapersonnel.com


O A S « AD INDEX 
LANDSCAPE PROJECT MANAGERS 
Regional leader in landscape installation and main-
tenance is actively recruiting qualified Project Man-
agers. Must have a valid drivers license, good organi-
zational, communication and technical skills. As well 
as, two to five years experience managing crews of six 
or more people and two- or four-year degree in re-
lated field is helpful. Good growth opportunities, base 
salary, performance bonus + benefits. Submit creden-
tials and employment references via fax at 305/258-
0809 and mail to: 

Tropics North, Inc. 
c/o Project Manager Position 

26401 S.W. 107 Avenue 
Miami, Florida 33032 

OPERATIONS MANAGER 
Commercial landscape maintenance and installation 
company located in Boulder, Colorado, is seeking 
an experienced Operations Manager to manage the 
installation, maintenance, irrigation service and snow 
removal operations of the company. Applicant should 
have two years minimum operations management ex-
perience. Responsibilities include staffing, scheduling, 
training, budget control, quality control and the con-
tinuation and improvement of a previously imple-
mented safety program. This is a great opportunity 
with a company that has an excellent reputation. 
If interested, please fax resume to 303/465-2108. 

WANTED TO BUY 

HYDROSEEDERS & STRAW BLOWERS 
We buy, trade & sell new and used hydroseeders and 
straw blowers. Call 800/245-0551 for a free copy of 
our latest used equipment list or our catalog of 
Hydroseeding equipment and supplies. 

eye on equipment 
(continued from page 29) 

The growing sophistication of the anti-
blower movement could give groups in 
communities across the country momen-
tum to go forward. 

But that's not to say blower critics have 
been given free reign to set up noise ordi-
nances. The mayor and city council in 
Princeton, N.J., reversed their course in early 
June and decided against a blower ban they 
had already passed. 

"They realized this ban was going to set 
a dangerous precedent," noted Pendergrast. 

The ban originally passed despite testi-
mony from the police chief who said it 
would be at the bottom of the list of laws to 
enforce, according to Hunt Stockwell, a lo-
cal activist working to stop the ban. HS 

The author is Editor of Lawn & Landscape 
magazine. Paul Schrimpf & Bob West con-
tributed to this report. 
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if ONE man on a GRASSHOPPER 
is your most productive crew, 

think what TWO or a FLEET will do. 
Grasshopper is Number One in productivity, because a single Grasshopper can 

outmow traditional riding mowers and a trailerload of walk-behinds. 

Zero-radius, outfront deck design and responsive dual-
lever steering eliminate most secondary trimming. 
Combo Mulching™ Deck* lets 
you bag, discharge or mulch 
without changing decks. 
Quik-D-T^tch® mounting 
system* lets you switch deck 
sizes and add attachments 
in minutes without tools. 
Robotic-welded steel 
construction and specially 
designed components, such 
as fully enclosed dual 
hydrostatic direct drive, for 
reduced downtime. 
•patent pending 

"When you mow close to 15,000 lawns a week, your 
equipment must deliver maximum productivity with 
virtually no downtime. I know of no other machine that 
can even come close to staying with a Grasshopper. " 
Dan Copeland, S & D Lawn Maintenance 
Safety Harbor, FL 

Maximum operator comfort with iso-mounted, 
high-back seat lets you stay in the seat at 

maximum mowing speed. 
Mow all day with little or 
no fatigue. 
Easy day-to-day 
serviceability. 
Move up to 
GRASSHOPPERABILITY 
grass 'hop ' per ab iT i ' t y n. 
the ability to make all 
the right moves for / ¿O 
mowing quality and / 
timesaving productivity. ^^ 

T l A f ' n M m f f i 

Call or writefor the name of your nearest dealer and a "hands on " demonstration. 
The Grasshopper Company • One Grasshopper Trail • P.O. Box 637 • Moundridge, KS 67107 U.S.A. 

Phone: (316) 345-8621 • FAX: (316) 345-2301 
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I was skeptical at first, but not any longer! 
The Dingo Digging System is definitely the 

labor saver. There was an immediate increase in 
crew productivity and a decrease in labor costs. 
It is true that one piece of equipment has turned 
3 and 4 man crews into 2 man crews, but it 
doesn't end there. The 2 man crew still gets the 
job done faster and with less expense. 

Clayton Sheeler, Vice President 
Prolawn Proscape, Blue Ash, OH 

3326 HWY. 51 FORT MILL, SC 29715 800 476 9673 FAX 803 548 2762 


