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It's more than a revolutionary 

new way to work. It's a wake-up ^ 

call for the landscaping industry. 

Presenting the new Toro Sitework Systems product line, 

featuring the Dingo™ 222 compact utility loader. 

The Dingo 222 hauls, tills, trenches, plants, 

digs, drags and drills. Slips through 

openings less than four-feet wide. 

Turns on a dime. And travels, 

attachments and all, on 

a 12-foot custom trailer. 

No sick days. No heat 

exhaustion. No late starts. It's like a caffeine jolt for the 

whole crew. Only now you may not need the whole 

crew. Call 1-800-476-9673 for more information 

or ask your Toro distributor for a demo. 

© 1998 The Toro Company 
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Irrigation Controllers: Let's Get Flexible 
Controller technology continues to advance, allowing 
manufacturers to offer contractors greater flexibility. 

Water Features: 
Curbing Installation 
Problems 
Proper installation of a 
water feature can mean the 
difference between making 
money and losing money in the market. 

5 Steps to Healthy Turfgrass 
Proper cultural practices and careful observation are keys to 
keeping turf disease in check. 

Managing Mowing Efficiency 
Successful mowing crew management is a challenge for every 
contractor that depends on how they handle a variety of variables. 

Plugging in to Automation 
Lawn and landscape 

^ contractors are becoming 
v more comfortable relying on 

computers to perform a 
growing share of the workload. 

And the innovations keep on coming. 

Growing Greener with Direct Marketing 
Direct mail advertising has become the marketing problem solver 
for some green industry contractors. 

People: The Key to Success 
Attendees at the second Lawn & Landscape School of Management 
learned one company's secret to employee recruitment and retention. 

Consumer Communication: Turf and the Common Good 
Healthy turf reaps important benefits for people and the 
environment. 

rs: 
Pricing the Job 
Every job performed by 
every contractor has a 
price, but how do you 
determine that price? 

http://www.lqwnqndlqndscqpe.com


Cindy Code 
Group Publisher 

s was reported first in the March issue of Lawn & Landscapey the 
contracting market has gone Wall Street — and its significance is 
staggering. 

An industry that has long struggled with its identity, that has 
strived for a positive national image and that has continually been 
under marketed has now arrived. 

For years, the landscape industry has ridden a roller coaster of 
growth as well as endured criticism for pricing in both wages and job 
costing. This cyclical, segmented industry has flourished, struggled 
and survived despite its image or lack thereof. 

Its size, consistently growing at a 20 percent rate and last year 
producing $45 billion in revenues, wasn't given much regard by 
marketers and the legitimate work force. 

Now, in unrelated, yet telling moves, two new national land-
scape maintenance companies have emerged to take on the vast 
commercial landscape maintenance opportunities. 

Outsourcing has clearly been a topic of debate in recent years and 
folks on Wall Street looking for new growth opportunities have had 
their eye on the fragmented, yet thriving landscape industry for 
some time. Now, the necessary critical mass has been achieved to 
address national accounts marketing through consolidation. 

The two players, LandCare USA and TruGreen-ChemLawn, 
have emerged, bringing together some of the industry's best busi-
ness minds to create new models of efficiencies and productivity. 

As those directly involved in the mergers and acquisitions refine 
their strategies, so too will national associations and suppliers 
serving the lawn and landscape industry. Needless to say, the 
atmosphere will change for both. National associations should look 
for the opportunities for attracting new members. As the big 
landscapers get bigger, the small to mid-size firms must take steps 
themselves to become more professional. 

National suppliers to our industry will undoubtedly evaluate 
the pricing implications stemming from industry consolidation. 
Will more product be bought directly from the manufacturer? If so, 
what impact will this have on the distributor/dealer network? 

Both LandCare USA and TruGreen-ChemLawn will establish 
true national accounts service. That's inevitable. But it's incum-
bent upon these new business entities to set a standard for profes-
sional business practices. Professional certification and licensing 
should be established as a criteria for those engaging in the practice 
of landscaping. It's simply a natural. 

Watch for significant changes in landscape business practices 
as these two, and possibly others, reach new business heights. OD 
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Get a Life^et CLIP! 
Where did your evenings go last season? Life is too short...your season is too 
short. Time is too valuable to spend in needless paperwork. 
CUP...it's all about time; automate your office. No more guess-work, no more 
wasted time in performing those repetitive tasks over and over again. 

• Billing is quick and easy • Scheduling is automatic 
• Routing a breeze • Job costing is simple and accurate 

With CUP you know what jobs need to be done. You know the details of each job. 
You know who your overdue customers are before you do the work. You know 
which jobs are profitable. You know which jobs to re-bid. You know every detail of 
every customers' information—instantly! 
With automation like this you can't afford to ignore CUP. 

CUP watches your profits, gives you time to market your business, and lets you 
leave the office early and participate in life. ^ — h z j nn 

New! The Remote Data Collector— 
Now job costing is even easier! 

What are you doing next Friday night? C l f P ..it's about time! 

Call 800-635-8485 for a Free Demo! M I C R O S O F T 
WINDOWS 
COMRMTBLE or visit our Website at http://www.ssi-clip.com 

Sensible Software, Inc. • 9639 Dr. Perry Road • Suite 123 • Ijamsville, MD 21754 . (301 ) 874-3611« E-mail: service@ssi-clip.com 
USE READER SERVICE #51 

http://www.ssi-clip.com
mailto:service@ssi-clip.com
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COMMERCIAL SERVICES It s easy to arrange financing and leasing right at your C M C dealership 
01998 C M C o r p . A l l r i g h t s reserved C M C a n d t h e C M C logo a r e r e g i s t e r e d t r a d e m a r k s o f G e n e r a l M o t o r s C o r p o r a t i o n . 
C o m f o r t a b f y f i p C o r t i m a n d a n d V o r t e c a r e t r a d e m a r k s o f G e n e r a l M o t o r s C o r p o r a t i o n . B u c k l e U p , A m e r i c a ! 



PUT US TO WORK 
Just tell us what materials you're looking for and we'll send them ¥ ASAP. 
Light-Duty Commercial C-Series (Medium-Duty Conventional) T-Series (Medium-Duty LCF)_ 
W-Series (Light-Duty LCF) GMC Personal-Use Trucks PontiacR Cars 

Name Title 

Company Address 

City State ZIP 

Type of Business Business Phone 

Do you currently own a GMC? • Yes • No 
If yes, selling dealer: 

If no, preferred dealer: 

Are you likely to lease or buy? • Lease QBuy •Undecided 
When? • 0 - 3 months O 7 - 9 months • 1 - 2 years 

• 4 - 6 months • 10-12 months • 2+ years •Undecided 

If we can do anything else for you, just call 1-800-GMC-8782. www.gmc.com/aLwork 

f® w 

http://www.gmc.com/aLwork
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OUR 150,000-MILE COOLANT 
CAN GO A LONG WAY TOWARD 

HELPING YOU MANAGE 
YOUR BUSINESS. 

To keep your business up and 
running, your trucks have to stay up 
and running — it's that simple. That's 
why we've developed a silicate-free 
coolant used in our trucks that 's 
engineered to last five years or 150,000 
miles before its first scheduled change.* 
The advantage is clear: instead of 
going into the shop, your trucks stay 
out on the road. 

Less Time In The Shop, 
More Time Working. 

Our Dex-Cool coolant is just one 
little detail out of many which can 
add up to big savings in time and 
money for your business. The coolant, 
for example, works in conjunction 
with a whole array of other long-life 
components, like platinum-tipped 
spark plugs and a one-piece serpentine 
drive belt in the powerful Vortec 
gas engines of our t rucks. So your 

first scheduled tune-up is 100,000 
miles down the road.* 

Managing Your Trucks 
Is Like Managing Your Business: 

Every Detail Counts. 

In every little detail, GMC trucks 
a re engineered for s t rength , for 
durability and for longer intervals 
be tween scheduled main tenance* 
Less m a i n t e n a n c e means less 
downtime — so you can spend your 
time running your business instead 
of taking care of your t rucks . For 
more informat ion abou t G M C 
commercial trucks, see your GMC 
dealer, call 1-800-GMC-8782 or visit 
www.gmc.com/at_work on the web. 
With GMC, you can keep your trucks 
running as smoothly as your business. 

* M a i n t e n a n c e needs v a r y w i t h d i f f e r e n t uses a n d d r i v i n g 
c o n d i t i o n s . See o w n e r ' s m a n u a l f o r de ta i l s . 

C O M F 

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

http://www.gmc.com/at_work


MARKH TRENDS 
MORE MONEY IN MOWING 
Lawn maintenance contractors regularly lament the 

fact that anyone can put a mower in a truck and call 

themselves a contractor. Well, it's easy to see why 

someone would be interested in doing so after 35.4 

percent of the respondents to a recent Lawn & 

Landscape survey listed mowing services among the 

three most profitable services their company offers. 

Mowing was followed by landscape construction 

(31.2 percent), physical maintenance (15.5 percent), 

landscape construction (14.6 percent), fertilization/ 

chemical lawn care (14.1 percent) and pruning (13.3 

percent). 

1 4 . 6 % \ 1 4 . 1 % 1 3 . 3 % 

* * » 

• • • • • • • • • • • (Credit: L&L Reader Poll) 

EPA, (ARB EMISSIONS RULES 
FOCUS ON BIGGER ENGINES 
ALEXANDRIA, Va. - The 
next 12 months will be critical 
to the future of engines larger 
than 25 horsepower. The U.S. 
Environmental Protection 
Agency and the California Air 
Resources Board are beginning 
the process of formulating 
rules for the design of these en-
gines to reduce emissions. 

The Outdoor Power Equip-
ment Institute, Alexandria, 
Va., indicated 
that EPA and 
CARB plan to 
propose "ex-
tremely stringent 
emissions stan-
dards based on 
the application of 
catalysts and 
other improved 
systems such as 
electronic fuel injection," ac 
cording to an OPEI release. 

Member manufacturers 

working through OPEI will en-
gage in discussions and work 
closely with the two agencies to 
develop achievable and fiscally 
and environmentally respon-
sible solutions to the emissions 
questions, according to Bob 
Tracinski, business communi-
cations manager, John Deere 
Commercial & Consumer 
Equipment, Raleigh, N.C. 

"The industry has specific 

The industry has specific concerns 

about catalytic converter technology as 

it applies to grounds and turf equip-

ment. ' - Bob Tracinski 

concerns about catalytic con-
verter technology as it applies 
to grounds and turf equip-

ment," Tracinski stressed. 
"From a safety standpoint, 
we're concerned about exhaust 
heat near clippings and dry 
leaves that could create a fire 
hazard. Members, through the 
participation of the associa-
tion, will be looking at this 
carefully." 

Dean Podevels, senior de-
sign engineer, commercial di-
vision, The Toro Co., Minne-
apolis, noted that Toro will 
also work with OPEI in dis-
cussions with CARB and EPA 
about new emissions rules. 

Manufacturers are also con-
cerned about the cost 
vs. benefit of some of 
the potential emis-
sions reduction solu-
tions, and these fac-
tors will be closely 
monitored. 

"Questions about 
the viability of high-
pressure fuel injection 
and catalytic con-

verter technologies under field 
conditions remain unan-
swered," stressed Podevels. 

TliEE SALES SHOW 
SUBSTANTIAL GROWTH 
WASHINGTON, D.C. -
Americans are becoming more 
environmentally conscious, 
which has spurred the purchase 
a record number of trees in the 
country. 

A recent national survey 
found that from Oct. 1, 1995, 
to Sept. 30, 1996, nursery 
growers shipped more than 
122 million trees to retail cen-
ters, said the American Nurs-
ery & Landscape Association, 
which cosponsored the survey. 
That total is nearly six million 
more trees than was shipped 
the previous year, and it is the 
fourth consecutive year that 
tree shipments have increased, 
the survey said. 

"As more people become fa-
miliar with the multiple ben-
efits of trees, homeowners, 
municipal planners and resi-
dential and commercial devel-

(continued on page 10) 
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As Head Groundskeeper at Doubleday Field in Cooperstown, NY-

the home of baseball-Joe Harris counts on Rain Bird " for major league 
results. And that's exactly what he gets with Rain Bird rotors, PEB valves 
and ESP controller. Rain Bird offers a full line of 
dependable irrigation equipment that works 
right out of the box, from central control systems 
to drip emitters. 

For more than five years, Rain Bird and Joe 
have made the home of baseball look spectacular. 

If we can keep the world's most famous diamond looking great, imagine 
what we can do for you. 

Joe Harris 
Head Groundskeeper 

Doubleday Field 
Cooperstown, NY 

With Rain Bird's lineup of heavy hitters, 
Joe has all his bases covered. 

RAIN^BIRD 

" With Rain Bird's broad-based product line, 
I can count on superior coverage and easy maintenance." 



MARKET TRENDS 
(continued from page 8) 

opers are making the planting of trees a 
higher priority/' stated ANLA president 
Carl Meyer. 

Not only homeowners but municipal 
planners and developers are also making 
tree planting a higher priority, according 
to the survey. 

OP0 GUIDELINES SET COMPUTER 
SYSTEM STANDARDS 
ALEXANDRIA, Va. - A growing worry 
among industry dealers and distributors is 
computer communication standards 

F o r t i n e p a s t 3 > O y e a r s , 

Iniafri d o s e o l n e w i i o a l s 

U a v e r u l e d 

a s f \ r v \ e r i o a . s all - p u r p o s e 

L r t s e o t u s i d e s . 

PEOPLE 
Jim Forrester 

John Hendricksen 

David Mougeot was 

promoted to direc-
tor of sales for Massey 
Services, and Lorry 
Spruill was named divi-
sional manager for the 
commercial division. 
John Chombless was pro-
moted to training and 
technical director of the 
commercial division, and Mark Perazzo 
was promoted to general manager of the 
GreenUp Service Center. 

Encore Mfg. named Jim Forrester to the 
new position of distribution manager. 

Briggs & Stratton named Bob Heath as 
general counsel. 

Scott Jamison was appointed president of 
Hendricksen - the Care of Trees. John 
Hendricksen was named chairman/chief 
executive officer of the company. 

Agricultural Products appointed Chris 
Dovey director of sales and marketing. 

American Cyanamid appointed Mike Toce 
senior sales manager for the turf, ornamen-
tal and pest control groups. 

Harmony Products hired John Moriorty 
as national sales manager. 

Christina Briggs joined Valley Crest as 
director of national business development. 

Valent Professional Products appointed 
Wayne Winner business manager. 

Douglas Fisher was appointed vice presi-
dent, general counsel director of business 
services for AgriBioTech, and Anthony 
Blum was appointed director, planning and 
development. 

Linda Carr was promoted to senior field 
supervisor at Gardeners' Guild. 

D e a n M a c M o r r i s joined Night Light, as 
vice president. 



MARKET TRENDS 
between them and manufacturers. 

There is concern that each manufacturer 
will decide to use a different system, 
thereby forcing dealers and distributors to 
purchase multiple computer systems. In 
response, the Board of Directors of the 
Outdoor Power Equipment Institute 
announced that manufacturers have signed a 

LETTERTOTHE EDITOR 
To the Editor, 

I thoroughly enjoyed the article in the October 
1997 issue titled "The Power to Prune." The in-
formation about proper pruning was right on 
target, and very important to the landscape 
community. 

However, as a consulting arborist and land-
scape architect, I feel compelled to suggest 
that the list of "How to Kill a Tree" is missing 
one of the most common causes of tree facili-
ties - the landscape contractor. 

Let me explain. Whereas proper mulching is 
very important to the success of trees and 
shrubs, improper mulching is killing hundreds, 
maybe thousands, of landscape plants across 
the country. Mulch should never be piled against 
the shrub stem or tree trunk. Not only does this 
act as an insect or disease entry into the plant, 
but it also suffocates the trunk and root system 
that needs oxygen. This explains why approxi-
mately 90 percent of the tree roots are in the 
top 12 to 18 inches of soil. 

Landscape contractors can be good mulch 
salesmen. Some make a big profit on this pro-
cess and keep piling the mulch higher and 
higher, creating serious problems. As I stated, 
may of these problems result in the plants actu-
ally dying. 

Contractors should be able to see a root flare 
- the portion of the tree that goes from horizon-
tal to vertical - on every tree. This is so basic, 
but so important to save the lives of many trees. 

Keep up the good work, 

Lew Bloch 
Consulting Arborist, Landscape Architect 
Patomac, Md. 

commitment to comply with OPEI 
guidelines. 

The standards will make it possible for 
dealers and distributors to communicate 
electronically with the manufacturers they 
represent and allow them to begin 
automation of their administrative 
process. 

TEACHER S TURFSEED RESEARCH IS 
OUT OF TRIS WORLD 
UNIVERSITY PARK, Pa. - Penn State 
University Assistant Professor Dr. James 
Pawelszyk took three ounces of grass seed 

T i m e S U p . 
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TAKE HIGH PERFORMANCE 
To NEW HEIGHTS. 

At Echo, we've been giving landscaping professionals exactly what they need for over twenty-five years: superior outdoor power 
equipment that more than performs...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. Eor more information on Echo Pro Performance products call 1-800-432-ECH0 (3246). 
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IS 9 Echo Power Pruners™ give 
W m y 

- you greater reach and superior 

cutting. That's Echo Pro Performance. Like our 

PPT-2400, the longest engine powered pruner on the 

market. Its smooth, snag-resistant cutting head sports a 

12" bar running a quick-cutting, narrow kerf chain. Plus, there are optional extensions 

and accessory cutting attachments available for added versatility. And of course, the 

Power Pruners™ are powered by our legendary, world-class, two-stroke engine. Just 

what you'd expect from the number one name in outdoor power equipment. 

EXTENDS FULLY TO 12'10". OPTIONAL 5' EXTENSION REACHES NEARLY I B ' . 
Most Power Pruners™ easily fit in the bed of a full-size pickup truck. 

HHECHD 
The Pro Performance Team 



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 
n-1 [ 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 80528 
(800) 279-8537 www.walkermowers.com 

MARKET TRBOS 
T i i i B I P M 

Omerican Society of Irrigation Consultants elected its new 
officers: Stephen Smith, president; Dave Pagano, vice president; 
Brian Vinchesi, secretary and Dan Benner, treasurer. 

The Sports Turf Managers Association elected its 1998 officers and board 
of directors. The new officers are: Stephen Guise, president; Rich Moffitt, 
president-elect; Bob Curry, vice president; Murray Cook, secretary and Bob 
Patt, treasurer. 

The American Society of Landscape Architects announced the formation 
of ASLA Press, an in-house publishing operation of information-based 
products and services to assist landscape architects. The first publication 
by ASLA Press is the Business Indicator Survey - The Map of the Territory, 

Illinois Nurserymen's Association now offers members the opportunity to 
purchase insurance through Florists' Mutual Insurance Company at 
discounted rates. 

The Professional Lawn Care Association of America offers a new member service 
through ProActive Corporation of America, an employment practices risk 
management firm. ProActive offers a comprehensive and cost effective 
program to help with employment practices, rising insurance, legal 
protection costs and the escalating demands of federal regulations. 

Landscape Contractors Association MD/DC/VA named its 1998 board of 
directors: Scott Brinitzer, president; Jeff Topley, vice president; Jack 
Hickman, secretary/treasurer. 

The Pennsylvonio Foundation for Ornamental Horticulture presented six 
students with scholastic awards and one student with the Danik Scholar-
ship. Student recipients included: Linda Rae Anderson, Kevin Ray Detwiler, 
Judd Friedman, Heather Eileen Gorski, Carol McFall, Darren Narber and 
Jason Sprenkel. 

(continued from page 11) 

with him April 2 when he 
blasted off into space on the 
shuttle Columbia. 

Turfgrass has never before 
flown in space, and Pawelszyk, 
assistant professor of physiol-
ogy and kinesiology, took 
experimental lines of Kentucky 
bluegrass and perennial ryegrass 
with him. David Huff, assistant 
professor of turfgrass and 
genetics at Penn State, made 

the seed selections. Genetically 
identical seeds were kept on 
Earth to provide a basis of 
comparison so that students 
and researchers can search for 
any mutations resulting from 
the space flight. 

After Pawelszyk returns, 
one square foot of "space 
grass" will be installed in each 
of the 24 campuses in the Penn 
State system. 

(continued on page 17) 
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KEEP UP TO DATE! SUBSCRIBE TO 
MMÄUMMMMM 

The leading 
management 
magazine serving 
the professional 
landscape 
contracting 
marketplace. 

Date 
Name_ 
Tide 
Phone. Fax 
Company. 
Address_ 
City State Zip. 

This section must be completed to process your subscr ipt ion 

• 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 

• Check Enclosed 
• MCA/ISA -

Exp. Signature 

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

(.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: 
• 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) 
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SUBSCRIBE TO Ï&0 SERVICE TECH! 

Service teck 

M biota Mác » t ó p 

S U L 

The only 
magazine written 
for lawn and 
landscape service 
technicians and 
crew members. 

Service teck 
• 1 Year $10.00 for 4 issues ^w^m**,«^ 
• MC/VISA -

Exp. Signature 

This section must be completed to process your subscr ipt ion 

• Check Enclosed 

Date 
Name 
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State. Zip. 
Phone. 
Fax 
Member of: • A L C A QPLCAA • ! A OAAN 
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Facilities, Government Grounds, Parks 
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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) 
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S H 
Century Rain Aid, acquired Gulf 
Coast Pump, and TurfAid 
Irrigation...Reading Body Works 
is adding 60,000 square feet to 
its Pennsylvania facility... Val-
ley Crest Landscaping changed 
its name to Valley Crest... 
Miramar Wholesale Nurseries ac-
quired Vista Hill Nursery... 
Woods Equipment acquired 
Wain-Roy... BlueBird Interna-
tional released a new line of 
products under the BlueBird 
EasyScape brand name with 
maintenance products from 
EasyRake that was acquired 
last year.. Mesa Sprinkler pur-
chased Horizon Turf, as well as 
Horizon Turf de Mexico and 
Evergreen Pacific. I D 

S i 

APR. 23-24 Florida Nurserymen & 
Growers Association's Elements of 
Color & Color Magic, Kissimmee, Fla. 
Contact: 800/375-3642. 

APR. 25-26 California Landscape 
Contractors Association Certified 
Landscape Technician Test, 
Woodland Hills. Contact: 916/448-
2522. 

MAY 4 2nd Annual Meeting of the 
Equipment & Engine Training 
Council, Menomonee Falls, Wis. 
Contact: 512/442-1788. 

MAY 7-9 Snow à Ice Management 
Association Snow and Ice Sympo-
sium, Pittsburgh. Contact: 814/456-
9550. 

MAY 29-31 Annual Business Christ-
mas Decorating Seminar, Pittsburgh. 
Contact: 412/281-6352. 

MARKET TRENDS 
JUN. 4-7 Florida Nurserymen & 
Growers Association Annual Meeting 
and Convention, Palm Beach. Contact: 
800/375-3642. 

JUN. 18-21 Outdoor Power 
Equipment Institute's Annual Meeting, 
Colorado Springs. Contact: 703/549-
7600. 

JUL. 16-18 Turfgrass Producers 
International Summer Convention and 
Field Days, Tysons Corner, Va. 
Contact: 847/705-9898. 

JUL. 20-21 Professional Lawn Care 
Association of America Legislative 
Day on the Hill, Washington, D.C. 
Contact: 800/458-3466. 

JUL. 25-27 International Lawn, Gar-
den à Outdoor Power Equipment 
Expo., Louisville, Ky. Contact: 800/ 
588-8767. 

Q m 4 IT © afl QÜ « 8 OKI ® 

B Ë D \ EDGER 
•Define Beds or 
install plastic 
Edging 
• BedMaster rotor 
digs check shaped 
Trench up to 5" 
deep and 8" wide. 

A STEERABLE TRENCHER FOR DEFININC BEDS 
BEDEDGER™with the patented BEDMASTER™ Rotor is 
the ultimate tool for defining beds or installing plastic 
and steel edging. The 8-hp Honda Engine provides 
the power needed to trench in the hardest clays. The 
steerable wheels make fancy curves and tree rings 
easy. The Model F-780H BEDEDGER™ performs the 
same functions as the model F-702 TRENCHMASTER.™ 

H i R O W M 
MANUFACTURING CORPORATION 

Rt 3, Box 339 , O z a r k , A L 3 6 3 6 0 
I® (800) 6 3 3 - 8 9 0 9 • Fax : (334) 7 9 5 - 3 0 2 9 

region 
E C 0 - 5 0 0 I n j e c t i o n System 

Dual Trigger Gun 

• Blanket apply fertilizer, 
spot-spray pesticides. 

• Mixes instantaneously 
at the gun. 

• Reduce pesticide costs 
by 50% or more 

• Easily installed on your 
existing spray truck. 

See Us In 
Charlotte! 

Coaxial 
Hose 

S P R A Y I N G 7594 SELDEN ROAD • P.O. BOX 8 

l o r k E Q U I P M E N T L E R O Y , N E W Y O R K I 4 4 8 2 - O O O 8 

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



l b N O V A R T I S 

Finally, the critical 
to give the lawn 

the support you've 

Novartis, created by the merger of Ciba and Sandoz, is commi t ted to br ing 
ing new skills, new technologies, and new services to the lawn & landscape and 
tree & shrub care industries. 

Our peop le inc lude 25 ded i ca ted f ie ld sales representat ives and 8 
exper ienced R&D representatives nat ionwide. 

Our broad line of products are leading-edge, environmentally sound, low-rate form-
ulations like Barricade® and Banner® MAXX.® Plus, many new products on the way. 

Pre-Stress Conditioning 
Plant Growth Regulation 

Overseeding 

Crabgrass 
Goosegrass 

Yellow Nutsedge Powdery Mildew 
Leafspot 

Rust 

©1997 Novartis Crop Protection, Inc., Turf and Ornamental Products, Greensboro, NC, 27419. Alamo, Award, Avid, Banner MAXX, Barricade, Pennant, 



mass necessary 
care industry 
been waiting for. 

Even more important ly, look for Novartis to go beyond great products to 
br ing you the technical in format ion and leading-edge research you can use to 
grow your business. This is the basis of the Novartis Lawn & Landscape Partners 
Program. 

Novartis also supports the long term goals of the GIE, and are proud spon-
sors of educat ional and suppor t ing events at PLCAA, ALCA and PGMS. 

To learn more about Novartis and the Lawn & Landscape Partners Program, 
stop by Novartis booth 2713 at GIE, or call 1-800-395-TURF. 

Dutch Elm Disease 
Oak Wilt 

Spider Mites 
Leafminers 

Fire Ant Control 

T h e N o v a r t i s 
L a w n & La n d s c a p e 
P a r t n e r s P r o g r a m . 

T h e P r o d u c t s a n d 
S u p p o r t Y o u 

N e e d To G r o w 
Y o u r B u s i n e s s . 

n 

and Primo are registered trademarks of Novartis Corporation. Important: Always read and follow label instructions before buying or using these products. 



Visit Lawn & Landscapes website 
at www.lawnandlandscape.com 

Vi 101 
L&L ONLINE: 
FULL OF FEATURES 
AT LAWN & LANDSCAPE 
Online, we encourage 
Internet users to take full ad-
vantage of our online site, to 
mold the available features of 
Lawn & Landscape Online to 
fit your specific needs, thereby 
putting the Internet to work 
for you. 

In March, we discussed the 
how-to of our online Confer-
ence Server and Message 
Boards - how they work, what 
and when to use them - in or-
der to introduce the concept 
of "live" one-on-one and 
group communication online. 
This month, we want to make 

sure we cover just 
how much 
interactivity is 
available with 
Lawn & Land-
scape Online as a tool for com-
munication with industry 
peers. 

Here is a quick overview of 
some of our exclusive online 
features designed to make 
communication within the in-
dustry easier and more benefi-
cial to you. 

Only Online Articles: These 
are articles prepared by Lawn 
& Landscape's editors, but only 
available on the website and 
not in the printed version of 
the magazine. 

Lawn & Landscape Online 
Survey: By completing the 
Lawn & Landscape Online sur-

vey you, the user, give us a 
better idea of where you and 
your company are, techno-
logically. Having information 
such as the average modem 
speed of our online clients al-
lows us to mold Lawn & 
Landscape Online to fit your 
needs. 

We strive to offer a website 
that feeds on your interest in 
technological advancement 
while still taking into account 
the compatibility of your indi-
vidual computer. 

Weather. Up-to-the-minute 
weather information for your 
area and cities all across the 

country is available from the 
Interactive Weather Informa-
tion Network. 

It's an excellent resource for 
contractors planning pesticide 
application schedules or for 
those preparing for a trip. 

Add Name to the E-mail/In-
dustry Databases: By adding 
your name to the e-mail and 
industry databases, you allow 
your name and company infor-
mation to be at the fingertips 
of industry professionals look-
ing to connect with colleagues 
across the nation. 

Adding your website to our 
(continued on page 22) 

Don't clown around with a stick-built nightmare. 
Get a FloBoy pumping system! 

Yes, we cost a little more at the front end - but we save 
you a lot more on the back end. How? 

We're ready to pump the day we arrive. We operate 
— v i r t u a l l y trouble-free. And we give you 

one-source accountability which translates 
into hassle-free service. 

Before you decide on a do-it-yourself 
pumping system, call us at 1-800-426-0370. 
We won't leave out any important parts. 

n o B o y 
Pumping Systems 

DESIGNED AND MANUFACTURED BY FLOWTRONEX PSI - THE LEADING NAME IN PUMPING SYSTEMS AROUND THE WORLD 
PHONE: 4 1 9 - 8 2 5 - 2 3 5 3 • FAX: 4 1 9 - 8 2 5 - 3 7 1 4 • E-AAA. FLOBOY@FLOWTRONEX.COM 

M 

http://www.lawnandlandscape.com
mailto:floboy@flowtronex.com


In the ever-
changing world 

^ of business and 
industry, one 
thing remains 

the same. Dodge is 
dedicated to people who 

are dedicated to their work. 
For evidence look no further 

than our On The Job program, 
which gives qualified businesses 
commercial breaks, so to speak. 

The program includes a new 
flexible financing and leasing 

plan, which lets you tailor-make a deal based on 
your individual business needs. Even open-end 
leases and upfitting equipment for a new vehicle 
are covered. (When we say flexible financing, 
we mean flexible.) Plus, there's a choice of our 

ON INK 

extended 100,000-mile/5-year 
Powertrain Care Plus™ service 
contract with Road 
Hazard Tire _____ 
Coverage: or ^VKSG^ 
up to $500 cash 
back? And all that's 
over and above any national 
consumer incentives. 

An important 
ommercial message from 

The New Dodge 

What makes our On The Job program truly 
outstanding, however, are the capable 
commercial Dodge trucks it covers. 
The newly redesigned Dodge Ram Vans 
and Wagons, with more available 

Magnum® power, more safety features, 
and three different body lengths to choose from. Dodge 

Ram Pickup,n available with an improved 
Cummins Turbo Diesel. And of course, 

Dodge Dakota,n the only pickup in 
its class with an available V-8. 

Whatever your next commercial 
venture, Dodge has an excellent way 

to help you sponsor it. 

Service contract not available in AL, FL, MS, OK or UT. N o refund if canceled. Some vehicles ineligible. There is a $100 deductible for each covered repair visit. Tire coverage 
covers only complete or pro-rated replacement for original four tires, excluding spare. See plan copy and full details at dealer. + $300- $500 cash back, depending on model. 

t tSe l ec t models only. 

Always use seat belts. Remember a backseat is the safest place for children. 

The New Dodge 
For still more hardworking info, call I-8OO-WORK RAM. Or stop by our Web site: www.4adodge.com 

http://www.4adodge.com


WEB 101 
(continued from page 20) 

industry links allows you to 
link your site directly from 
ours, enabling people search-
ing for companies to suit their 
needs to search you out on the 
Internet. 

Adding your e-mail to the 
e-mail database gives us a di-
rect link to you - allowing 
you to have a more direct link 
with us. Adding your e-mail 
address to our exclusive list of 
industry professionals enables 
us to contact you, via e-mail, 
with breaking news stories as 
part of Lawn & Landscape 
News Now. In addition, we 
will let you know when our 
site is updated, when we are 
offering any special news re-
ports and when one of our in-
dustry speakers is scheduled to 

appear in our online forum. 
This information gets to you 
first and it gets to you right 
away. 

Place/Update/Search 
Classifieds: 
Selling a • • » « 
business? 
Looking to 
expand your 
current ven-
tures? 
Searching 
for a new 
manager? 
Place a classified in the Lawn 
& Landscape Online classifieds 
section or search through a list 
of previous posts to find that 
perfect industry match. 

Have you already placed a 
classified and now the specifi-
cations have changed? No 

problem. Simply go to "up-
date classified" and type in 
your e-mail address and the 
password you were given 
when you placed the ad and 

Please feel free to e-mail us with comments, 

questions or feedback about the Lawn & 

Landscape site at bcox@gie.net. 

make any changes you need. 
The finished results will be re-
posted immediately, giving 
the users of the website access 
to the updated information at 
once. 

Questions? Comments? 
Anything in particular strike 

you about our site - its layout, 
its features - or about an 
article you saw online or in 
Lawn & Landscape magazine? 
Do you have a question about 

future resources 
available on our 
site or any of the 
services we 
currently provide? 
E-mail our 
webmaster or any 
of the authors to 
bring your 
opinion to our 

attention. Your comments are 
extremely important to us and 
help us mold the future of the 
Lawn & Landscape Online 
site. - Sydney Work ID 

The author is Internet Editor for 
Lawn & Landscape Online. 

THE FIRST... 
AND STILL THE BEST... 

s a w a s ^ s s s s a i s 

K w i k c u t ** K w i k s e a l ** K w i k a d a p t 
K w i k f i t ** K w i k p u n c h ** A l p r e n e S a d d l e s 

AVAILABLE TO WHOLESALERS AND DISTRIBUTORS ONLY 

DAWN INDUSTRIES, INC. 
4410 NORTH WASHINGTON STREET 

DENVER. COLORADO 80216 
http://www.dawnindustries.com 

(800) 321-7216 OR FAX (303) 295-6604 

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

FOR PROFESSIONALS, BY PROFESSIONALS 

C & S Protank 8 Sprayers 
• ELECTRIC A N D GAS UNITS 
• DESIGNED TO FIT IN 

A WIDE RANGE OF VEHICLES 
•SINGLE A N D DUEL 

TANK CONFIGURATIONS 
• DIAPHRAGM, PISTON, 

OR ROLLER PUMPS 
Complete Sprayers...Ready to work 

(330) 966-451 1 (800) 872 -7050 
FAX (330) 966-0956 

Custom Orders Welcome! 

mailto:bcox@gie.net
http://www.dawnindustries.com


DTN Weather Center.. on duty 24 hours a day, 7 days a week[ 

WEATHER 
WATCHD 

It's not a computer! The DTN Weather Center 
includes a small one-meter satellite dish, receiver 

and color monitor. (Dog not included.) 

Just like a good watchdog, your DTN Weather Center 
keep you alert to changes. This new satellite-delivered 
technology shows everything you need to know. Current 
forecasts, high resolution radar and local conditions... 
delivered to your office or worksite. The cost is low...less 
than $3 a day. All with a no-hassle 30-day money back 
guarantee. Over 100,000 

subscribers use DTN weather service. w ™E WEATHJR WATCHDOG! 

Put the DTN Weather Watchdog to work at your place. \ / ^ ^ Z l r Z l x l / 
Questions? Phone us today at 1-800-610-0777 ^ / S s ^ ^ f J t 

* * 9110 West Dodge Road • Omaha, Nebraska 68114 

Material Safety Data Sheets (MSDS) and Lightning Prediction Now Available! 

USE READER SERVICE # 2 3 



IRRIGATION NOTEBOOK 
IN THE TRENCHES 
USING THE PROPER 
trenching equipment to install 
an irrigation system can make 
or break the successful comple-
tion of the job and impact a 
contractor's profitability. 

Mike Hubbard, rubber tire 
trenching specialist, Vermeer 
Mfg., Pella, Iowa, outlined the 
considerations to take into ac-
count to select the correct size 
trencher for irrigation installa-
tions: "Depth of service, width 
of the service line, project 
deadlines, size of the project 
and ground conditions are the 
five main variables for picking 
the right rubber tire trencher," 
he said. 

For example, say you need 

a trench for an an 8-inch water 
line feeding off a main supply 
source with a bed of pea gravel 
backfill. This will put you in 
the 50-horsepower trencher 
class, especially if the service 
will be laid 4 to 8 feet deep, 
Hubbard noted. 

"You can get a smaller 
horsepower unit to cut a fairly 
narrow trench - say 4 to 6 
inches at shallow depths - but 
at deeper depths, only a larger 
horsepower trencher will get 
you the desired productivity," 
he added. "Then you have to 
inspect and respect the ground 
conditions." If ground condi-
tions are good, then going with 
a smaller horsepower unit is a 
viable option. However, tough 
ground conditions are better 
handled with a more powerful, 
heavier and more durable unit. 

Sometimes the best way to 
spray your trees... 

is not to. 
From Tree Tech Microinjection Systems comes a 

full line of nationally labeled pesticides and fertilizers 
in leakproof microinjection units. 

Insecticides - Acephate, Abamectin and MetaSystox®R 
Fungicides - Bayleton®, Aliette® and Alamo™ 

Fertilizers - Our propritary Nutriject™ formulations 
Bactericides - Oxytetracycline antibiotic 

1879 SW 18th Ave 
Williston, FL 32696 

1-800-622-2831 
e-mail: treetek@aol.com 

Tree Tech 

S 
Alamo is a registered trademark of Novartis 

Alletta is a registered trademark of Rhône-Poulenc Ag Company 
Bayleton in a registered trademark of Bayer, AG, Germany 

MetaSystox R is a registered trademark of Gowan Company 

Tree Tech™ Environmentally Sound Tree Health for the '90s and beyond. 

USE READER SERVICE #111 

One project that illustrates 
Hubbard's points was the Ra-
leigh-Durham Airport, where 
77,000 feet of irrigation piping 
was installed in the rocky 
ground surrounding it. Davis 
Landscaping Inc., Harrisburg, 
Pa., handled the installation. 

The entire irrigation system 

is run by two different 
water supplies, one from 
the potable water and 
the other from a 400-
gallon-a-minute pump 

station that pumps water out 
of a lake on the site. 

The pipeline diameters 
that Davis Landscaping in-
stalled ranged from 12-inch 
mains at the source of the wa-
ter supplies down to 3/4-inch 
diameter lines for the laterals. 

(continued on page 31) 

A careful site inspection is a 
critical first step in 
determining the necessary 
trenching capabilities. Photo: 
Vermeer Mfg. 

mailto:treetek@aol.com
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N o w THROUGH MAY 31,1998 

Our Third Annual Sale Exclusively for Commercial and Grounds Care Professionals 



GATOR UTILIIY VEHICLES 
concept behind the Gator is simple. It works. And w 

And works. Gas or diesel, 2- or 4-wheel drive 

these vehicles are stable, surefooted, and 

can seat two comfortably. And with just \ 

7.1 to 7.5 psi, they can really carry a 

load - turf', trail, or no trail at all. 

These go-anywhere haulers are the 

elite of the working class. Try one today. 
i 

NEW JOHN DEERE HAND-HEEDS 
I 

Add the finishing touches to your lawn maintenance jobs 

with a full line of commercial-quality John Deere hand-held 

tools (shown at right). Everything from hedge trimmers and 

stick edgers, to line trimmer/brushcutters, backpack 

blowers, and chain saws. Make your operation 

100 percent John Deere. See our full line today. 

COMMERCIAL FRONT MOWERS 
Save now on the F725, F900 Series and the F1145. Choose from six mid- or 

full-size models - 20 to 28 hp, gas or diesel. All have 2-pedal hydrostatic 

drive for speed and direction control. And a master 

brake pedal that disengages the PTO when 

depressed. Welded steel frame provides 

strength. Hydrostatic power steering for superb maneuverability. 

The F1145 has on-demand or full-time 4-wheel drive. A wide 

variety of attachments is available. 

PARTS KIT 
M l T H T l ' l l f 1 K * n - W i ' 

Tune up, fix up and clean up 
your hard-working commercial equipment and 
pay nothing for 90 days. Why not call and 
schedule a service appointment now? Or order 
the parts you need to do your own repair work. 
It's also a good time to buy RPM prepackaged 
parts kits for those frequently replaced items 
like belts, blades, filters, oil and spark plugs. 

/ 



Orks. 

M^^mun 

H'wtim 
SS,925 

( A T J O H N D E E R E , " U T I L I T Y 

EQUIPMENT TO KEI 
AND PROFITS 

i • 5210 TRACTOR 

Gator 6x4 offer includes base machine with heavy-
duty tires, front bumper, bedliner, front shock kit, 
windshield, and brush guard. 

{MERCIAL CUTTER PACKAGE 
fS THESE ITEMS SHOWN AT LEFT, EXCEPT HEDGE 
R: GS30 MOWER WITH 36-INCH DECK; FREE 

,INE TRIMMER (SEE OFFER ON OVERLEAF); BP40 
\CK BLOWER AND SE23 STICK EDGER. 

This is one deal you shouldn 't pass 
up. The 13-hp mower has a 5-speed 

gear transmission. The gas 1.4-hp 
line trimmer has a straight shaft and 
18-inch cut. The 1.2-hp stick edger 
has a 9-inch adjustable blade. And the 
blower generates a velocity of 250 
mph and weighs just 17 pounds. 

Í B U Y 3 O R M O R T I 
GET UP TO $150 CREDIT PER UNIT 

Fleet owners special credit for purchases of 
three or more John Deere commercial walk-behinds 
(36-inch or larger), front mowers (F700 Series or 
larger), and Gator Utility Vehicles made between 
November 1,1997 and October 31,1998. Credit is 
good for purchases of John Deere products, parts 
and service. Credit per unit is based on quantities: 
3-5 -$100: 6-10 - $125; over 10 - $150. 
Ask your dealer for full details. 

Great performance 

in a new 45-PTO-hp package. High-torque, cleaner-

burning diesel engine. Standard collar-shift 

transmission with 9 forward/3 reverse speeds. 

Hydrostatic power steering. Independent 

540-rpm rear PTO. 

Planetary final drives. 

Hydraulic self-equalizing 

wet-disk brakes. 

955 HYDROSTATIC 
Now it's more rewarding than ever to own 

a 955 Tractor. The 955 features four-

wheel drive and a 33-hp diesel engine. 

Patented 2-pedal hydrostatic drive. 

Independent live PTO. Hydrostatic power 

steering for superb maneuverability. 

Planetary final drives and wet-disk 
brakes are also standard. Be sure to 

see our long line of 

easy-on attachments. 

'All financing offers are for commercial use only at participating dealers and expire May 31. 1998. Subject to approved credit 
through John Deere Credit. Equipment financing Is at 7.9 percent unless Indicated otherwise. A 20 percent minimum down payment 
Is required for all equipment, except commercial walk-behinds. (The Commercial Cutter Package requires no down payment.) 
Dealer set up. freight, taxes, and other miscellaneous charges (If any) are not Included In prices and monthly payments. 90-Days-
Same-as-Cash Is through John Deere Credit Revolving Plan Commercial-Use Account. Personal-use Installment financing also 
available. Ask dealer for details. 
*' Lease amount and monthly payments do not Include Insurance, dealer set up. freight, or any applicable taxes or fees. For 
commercial use only: capital cost reduction Is required. See dealer for details. 



R I s O U R M I D D L E N A M E ) 

EP PRODUCTIVITY 
Í ON TRACK. 4 1 0 0 T R A C T O R New styling, new 

features, special introductory price. Standard 

features include 20-hp diesel 

engine. Sliding 

gear/collar shift 

transmission with 

8 forward/4 

reverse speeds. 

Four-wheel 

drive. Mid and 

rear PTOs. 

And power 

steering. Come in 

soon for a test-drive. 

7 7 0 P R I C E FIGHTER This special 770 

Tractor package includes a 24-hp diesel 

engine and sliding-gear transmission with 

8 forward/2 reverse speeds. Four-wheel 

drive. Power steering and continuous live 

540-rpm rear PTO. 

Fast hookup 

to more than 

20 optional 

attachments. 



GET BEHIND THE BUSINESS END 
OF A JOHN DEERE. 

COMMERCIAL WALK-BEHINDS 
No Down Payment No Payment Til June lf 1998* 

When it comes to commercial walk-behinds, 

you now have a choice of transmissions, as 

well as horsepower and deck sizes. 

Pick a GS Series gear-drive, 

shown at right. Or an all-new HD 

Series hydro like the one below. 

Choose a traction unit - 13, 14 

or 17 hp. Then add 

^ a 36-, 48- or 

ê 
aäö 

1 

WHEN YOU 
T E S T - D R I V E 
ANY C O M M E R C I A L 
E Q U I P M E N T IN THIS B R O C H U R E , R E C E I V E 

A F t t t J O H N DEERE MESH TRASH BAG. 
Offer available at participating 

^ ^ dealers only. 

M E S « * * 

I 
O 
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54-inch deck. 

The GS has 5 

speeds, the HD 

hydro is infinitely 

variable. Both trans-

missions have a 3-year limited 

warranty. And the HD Series is backed 

by a ID-day return policy (ask for details). 

FREE UNE TRIMMER >379 VALUE 
/ When you buy any new John Deere 

GS, HD, or Deluxe (yellow deck) 
commercial walk-behind, you 7/ receive 

at no cost this T26SB Gas Trimmer. The 
commercial-quality T26SB has a 25.6 cc 
Mitsubishi engine and a 59-inch straight 
solid shaft. It cuts an 18-inch swath and 
is blade capable. Vibration isolation 
provides more comfortable operation. 

' Manufacturer's suggested list price. Price may vary by dealer. 
**At participating dealers. Subject to approved credit. For commer-
cial-use only through John Deere Credit Installment Plan. Dealer 
setup, freight, taxes, and other miscellaneous charges (If any) are 
not Included In prices and monthly payments. Personal-use Install-
ment financing also available. Ask dealer for details. 



T H E J O H N D E E R E A D V A N T A G E 

It's like adding 160 years of 
know-how to your business. 

Every time you buy or lease a piece of John Deere equipment, you get the 
best of one of the oldest companies in America. The best equipment. The 

best financing. The best parts delivery. The best service after the sale. 

COMMERCIAL-USE FINANCING The John Deere Credit Installment Plan offers: flexibility in 

down payment requirements, competitive low rates, up to 60 months to pay, and a variety 

of payment options. Including a skip-payment plan that helps you match payback schedules 

to your cash flow. The John Deere Credit Lease Plan offers another way to get new 

equipment on the job site, while providing a way to manage equipment rotation and 

replacement. The John Deere Credit Revolving Plan Commercial-Use Account is a quick 

and easy way to buy parts, service, and hand-held products. And until May 31, 1998, you 

can buy them, 90-Days-Same-as-Cash, with approved credit, at participating dealers. 

John Deere is the only company that provides after-hours and weekend parts 

service and next-day delivery. We're ready to process your order 24 hours a day, 7 days 

a week. And, you get a 90-day warranty on all genuine John Deere parts. Many of our 

competitors offer nothing. We also have 13 parts warehouses throughout North America, 

with a storage area equal to 96 football fields. Now that's commitment. 

The biggest advantage of all is your servicing John Deere dealer. With factory-

trained technicians doing the maintenance and repair work, your dealer helps keep your 

down time to a minimum. And the work can be financed on The John Deere Credit 

Revolving Plan Commercial-Use Account. Unlike many of the competitors' dealers, 

ours provide warranty work for the entire machine, including the engine, transmission, 

battery, and even the tires, on most models. For qualifying larger customers, dealers 

can also provide parts on consignment at no additional cost. Take advantage of us 

today. It's the dollars-and-sense thing to do. 

Nothing Runs Like A D e e r e / 

D K E 9 7 3 4 9 7 (98-01) 



IRRIGATION NOTEBOOK 
(continued from page 24) 

Davis Landscaping used its 
40-horsepower mechanical 
trencher. "The specifications 
called for the 8-inch line to be 
surrounded by 2 inches of 
crushed gravel backfill, so we 

y needed to make a 12-inch wide 
' trench up to 4 feet deep for 

^ these main lines," explained 
j Scott Maherg, irrigation man-

ager. "As the lines progressively 
decreased in size, we strategi-
cally used other rubber tire 
trenchers in our fleet. The 
riding trenchers were used to 
put in the IVi- to 31/2-inch di-
ameter PVC lines, and the 
lawn plow was used to plow for 
the laterals," he noted. 

"The benefits of using the 
40- to 50- horsepower tren-
chers in these conditions be-
came evident to us," said 

Maherg. "If we were trenching 
and ran into a boulder, we 
could turn the machines 
around and use the backhoe 
bucket to remove the rock and 
keep our productivity up. But 
the rock trenching took its toll, 
as we expected. We wore out 
chains and buckets of shark 
teeth on the trenching." 

The innovative use of the 
lawn plow in these conditions 
was perhaps the most surpris-
ing construction development 
for Maherg's crew. When it 
came to laying in the 34-inch 
PVC laterals, rather than cut a 
trench 18 inches deep the crew 
used the vibratory plow to pull 
the pipe. 

"This vibratory plow was 
capable of pulling in glued 20-
foot lengths of PVC up to 120 
feet," recalled Maherg. "This 

greatly improved our produc-
tivity for the thousands of feet 
of lateral we had to install. 

"Since the specifications 
called for PVC pipe rather 

• • • • • • • 

than flexible polyethylene, we 
had to use the best method and 
the right machine to get the 

small diameter PVC in," he ex-
plained. "What allowed us to 
pull PVC with the lawn plow 
was the fact that we had many 
120-foot straight runs. And 

with the runs straight, 
pulling in glued sticks 
of PVC was no differ-
ent than pulling in 
poly pipe. We less-
ened ground friction 
and reduced the 
chance of the PVC 
pipe scoring on the 
trench wall by placing 
an lVi-inch diameter 
bullet on the plow 
blade that gave the 
pipe added clearance 
as it was pulled in." -
Richard Yach ID 

The author is a technical writer 
with Vermeer Mfg., Pella, Iowa. 

r 
Specializes in large rolls 

n 

SPI 2400 Sod Installer 
The grass is always 
greener on the side with 
a Brouwer Sod Installer. 
Choose the self-propelled 
Brouwer SPI 2400 or one 
of our tractor-mounted 
or hand-pulled models 
to install rolls 24" wide 
and up to 100 ft. long or 
more. Brouwer self-
propelled and tractor-
mounted sod installers 
can function with or 

without core tubes, and 
all models handle 
net-wrapped sod with 
unmatched efficiency. 
For large roll installation 
with maximum ease and 
minimum waste, Brouwer 
is the professional's 
choice. 

289 N. KURZEN • PO. BOX 504 • DALTON, OH 446184)504 

Nobody cuts it like Brouwer 

330-828-0200 • FAX 330-828-1008 
j 

6If we were trenching 
and ran into a boul-
der, we could turn the 
machines around and 
use the backhoe bucket 
to remove the rock. . .' 



DESIGN NOTEBOOK 
LOCATED in Alpharetta, 
Ga., this country estate pro-
vides an oasis from the hustle 
and bustle of the city life. Set 
on five acres of rolling hills, 
this project was developed in 
two phases with the ultimate 
goal of being completed in 18 
months. 

The project won the Envi-
ronmental Improvement 
Grand Award from the Associ-
ated Landscape Contractors of 
America. 

DESIGN CHALLENGES. The home-
owners wanted different areas 
for entertaining in their back-
yard that reflected their eclectic 
style. Out of the wooded land-
scape they wanted three areas: a 
casual terrace that incorporated 
water, a formal terrace and a 
swimming pool with ample 
space for entertaining. 

The homeowners required 
privacy for the house and a 

yard that flowed into the 
balance of the property. 
Logistically, a 16-foot el-
evation change from the 
home to the back of the 
property presented chal-
lenges Lor the pool loca-
tion. Further complicat-
ing matters was the con-
struction of the pool 
during the winter 
months and coordinating 
five different trades and 
subcontractors. 

DESIGN SOLUTION. The design 
had to entail a logical progres-
sion. Entertaining areas were 
established for small, intimate 
gatherings and large entertain-
ing parties. Because of the el-
evation change, levels were cre-
ated that flowed together, yet 
with distinct separation. 

The casual terrace with the 
pond and waterfall garden is 4 
feet lower than the living room 

With a 16-foot elevation change, LTI 
was challenged to Incorporate a 
swimming pool, a casual terranee 
area, a formal terrace area and 
entertainment space Into the back-
yard. Photos: LTI 

PROJECT: 
LANDSCAPE CO.: 
DESIGNER: 
SIZE OF PROPERTY: 
MAN HOURS TO 
INSTALL: 
PLANTS INSTALLED: 

elevation. With a pergola for 
shade, the stone terrace sitting 
area blends with the stone and 
boulders used in the water gar-
den. Water is recirculated to a 
split waterfall for relaxing 
sound and aeration for the 
aquatic plant material and fish. 

From this terrace, an arch 
and a 42-inch spindle fence 
define the formal lawn terrace, 
taking on a touch of the Euro-
pean garden feel with a border 
of more than 20 varieties of 

perennials and annuals. 
The lawn terrace then 
flows down into the 
main entertaining cen-
ter of the property con-
sisting of the pool, spa 
and cabana. 

This level was set 
5V2 feet lower than the 
lawn terrace to mini-
mize the height of the 
retaining wall on the 
backside of the pool. 
Wide, gracious, stone 
steps allow for a gentle 
transition, as well as 
provide a focal point 
from the living room to 
the spillway of the spa. 

Back dropped by 
three 14-foot Southern 
Magnolias and flanked 
by a Dissectum Japa-
nese Maple cantilever-
ing over the pool beam, 
night lighting creates a 
dramatic view. 

Alpharetta, Ga., residence 
Landscape Techniques, Inc. 
Peter Wilkerson, ASLA 
2 acres 
700 landscape man hours and 4,000 
hardscape man hours 
2,498 plants installed that included: 28 
trees, 220 shrubs, 1,200 groundcovers, 50 
perennials and 1,000 annuals. 

Each post of the cabana is 
anchored by a 36-inch stacked 
stone column to match the 
pool and terraced stone, and 
four 6-inch by 6-inch rough 
cedar posts blend with sur-
rounding trees. 

Opposite of the cabana, a 
large stone terrace provides 
space for lounging and sun 
bathing with adjoining lawn 
space for pedestrian overflow. 
The fescue lawn ties into the 
adjacent meadow as the de-
fined gardens of the backyard 
blend into the balance of the 
property. 

A multitude of plants and 
flowers embellish the garden 
spaces, such as a purple wave 
of petunias cascading over the 
double-tiered, stacked stone 
retaining wall. Heavy use of 
typical Georgia plant material, 
such as flowering dogwoods, 
varieties of Kurume and Indica 
Azaleas and Magnolias, relate 
the charm of the area. 

Due to the nature of 
Georgia's red clay, all beds 
were over cut to allow a mini-
mum of 12 inches of custom 
blended garden soil compacted 
in 6-inch lifts. This special soil 
back fill and mix allowed the 
plants to establish quickly and 
resulted in 100 percent plant 
viability. - Peter Wilkerson ID 

The author is landscape architect 
with LTI. 



E r i c s s o n S T A D I U M C h a r l o t t e , N O R T H C A R O L I N A 

NEW! Call now to receive your free 1998 
Landscape Catalog: 
4* Full line of bluegrasses, ryegrasses and tall and fine fescues 

Wildflowers and native grasses 
4 * Seeding requirements and rate specifications 

E 23 
Lofts Seed 
Where Great 
Grass Begins 

If you thought the field inside Ericsson 
Stadium took a beating, you should see 
what the turf on the outside goes through. 
More than 72,000 people trudge across this 
terrain on a single game day, yet it stays 
green and beautiful thanks to Lofts Seed. 

Lofts has been in the turfgrass business since 
1923. And our innovations and improve-
ments have set the standard in the industry. 
So when the groundskeepers at Ericsson 
Stadium needed advice on which turfgrasses 
to use, they trusted Lofts inside and out. 

Rebel II turf-type tall fescue was 
the perfect solution for the high 
profile exterior of the stadium. 
Rebel IPs dense, dark turf pro-
vides an attractive landscape and 
holds up in high traffic areas. On the 
field. Lofts Tri-Plex Perennial Ryegrass is 
the exclusive turfgrass seed used for over-
seeding the bermudagrass. 

So trust your next athletic field or landscaping 
project to the seed they trust at Ericsson 
Stadium, home of the Panthers. And score 
big with Lofts. 

Call Lofts Seed 
toll-free at 

1-888-LOFTS CO 
www.turf.com 

http://www.turf.com


ATTLE ROYAL Massa-
chusetts, a state that 
already places bur-
densome require-
ments for certifica-
tion on its registered 
pesticide applicators, 
is looking to toughen 
its pesticide laws. 

Senate Bill 1886, which 
has resided in the Massachu-
setts Senate's Ways and 
Means Committee since last 
July, calls for universal 48-
hour prenotification of abut-
ters of homes scheduled to be 
treated with pesticides and 
onerous application record 
keeping requirements. 

Modeled after a bill passed 
in New York state that was 
forced through with the assis-
tance of the breast cancer 
lobby, the data collected 
through this record keeping 
would be used to determine 
whether pesticide use levels 
coincide with cancer "hot 
spots" throughout the state, 
according to Fred Langley, 
manager, state government re-
lations, Responsible Industry 
for a Sound Environment, 
Washington, D.C. 

The bill itself supports 
Langley's claim about the 
record keeping aspect of the 
proposed legislation. "Current 
Massachusetts law requires li-
censed and certified pesticide 
applicators to maintain 
records of pesticide applica-
tions, but does not provide for 
systematic collection, central-
ization or organization of this 
information into an accessible 
format," the bill states. "Com-

prehensive, accurate, comput-
erized data on pesticide use 
will provide invaluable infor-
mation to the public and will 
assist in efforts to assess the 
impacts of pesticides on hu-
man health and the environ-
ment, such as the potential 
links between pesticides and 
breast cancer." 

Richard Berman, technical 
manager, Waltham Chemical, 
Waltham, Mass., is one of a 
group of industry leaders from 
the pest control, lawn care, 
agriculture and railroad indus-
tries attempting to change the 
bill or convince legislators to 
let it die in committee. It is a 
highly controversial bill that 
has generated an exceptional 
level of interest among the in-
dustry and anti-pesticide fac-
tions, Berman noted. 

And the debate is heated. 
For example, representatives 
of the industry visited the 
chairman of the Ways and 
Means Committee three days 
after the same chairman held 
audience with an anti-pesti-
cide group. The activists had 
erroneously reported to the 
chairman that state farmers 
backed the bill, which had in-
dustry representatives fuming. 

To add fuel to the fire, 
Massachsetts Democratic state 
Senator Lois Pines, sponsor of 
the bill, is running for state 
attorney general this year. In 
addition, her home district is 
considered one of the cancer 
"hot spots" in Massachusetts. 

Presently, the bill is sitting 
in committee, and Langley 
said there have been indica-

tions that Pines may be con-
sidering rewriting the bill. At 
this point, however, the bill 
remains in committee limbo -
where industry representatives 
hope it will stay. 

BAN FEVER. Not unlike the 
situation in Los Angeles where 
city officials' attempts to ban 
gas-powered, backpack blowers 
sparked a rash of legislation 
from surrounding communi-
ties, so too has San Francisco's 
ban on pesticide use on city 
property. Langley noted that 
the city of Santa Cruz and San 
Bernadino County are consid-
ering similar bans, despite the 
fact that the San Francisco or-
dinance is full of holes. 

"There are many excep-
tions, but essentially the rule 
allows the application of pesti-
cides when there is no viable 
alternative," said Langley. 
"Consequently, you can get 
around it." 

LOVE THOSE LAWNS. The Pro-
fessional Lawn Care Associa-
tion of America is again cel-
ebrating the benefits of a 
healthy lawn during its pro-
motion, "April is Lawn Care 
Month." Promotional materi-
als and ready-for-print articles 
promoting lawn care have 
been sent to thousands of 
consumer print, radio and 
television media to balance 
some of the negative media at-
tacks levied against the indus-
try every spring. For more in-
formation, call PLCAA at 
800/458-3466. - Paul 
Schrimpf ID 



AND ALMOST AS MANY FLORISTS' MUTUAL 

PRODUCTS AND SERVICES. 

Florists' Mutual Insurance Company has been serving the American 
Floral/Horticultural industry since 1887. Through the years, we have 
developed countless products and services designed specifically to meet 
the needs of our customers. 

We proudly offer a complete range of insurance products and services 
including fraud prevention and loss control. But we're more than just your 
insurance company, we're your business partner, now providing financial 
and management services as well as insurance. 

Your business is unique and so are your needs. So call the specialist. 
Call Florists' Mutual today. 

500 St. Louis Street • Edwardsville, 1L 62025 • L800-85T7740 • FAX L800-233'FMIC 
http://wiuiu.plantnet.com ' Not available in Wyoming. 

M 
FLORISTS' 

M U T U A L 
I N S U R A N C E C O M P A N Y 

Growing With You For 
More Than A Century 

http://wiuiu.plantnet.com




Some annoyances we can't help you with. 

But handling hard - to - control weeds 

isn't one of them. Not if you use 

Confront* herbicide. It annihilates 

over 30 kinds of weeds, including 

dandelion, clover, chickweed, wild 

violet, ground ivy, henbit, oxalis and 

plantain — on warm and cool season turf. 

All with one postemergent application 

that lasts from 8 to 12 weeks. That is 

something even your most sensitive 

clients will appreciate. Try effective, 

low-odor Confront. For more information, 

call us toll-free at 1-800-255-3726 

or visit our web site at www.dowagro.com. 

Always read and follow label directions. 

„ D o w A g r u S c i e n c e s 

Confront 
•Trademark of Dow AgroScicnces LLC 

http://www.dowagro.com


BREAKING NEWS 
PLCAA NAMES NEW 
EXECUTIVE VICE PRESIDENT 
MARIETTA, Ga. - As it 
turned out, the almost year-
long search for a replacement 
of Ann McClure as executive 
vice president of the Profes-
sional Lawn Care Association 
of America found who it was 
looking for in the most unex-
pected spot - PLCAA's office. 

The association's board 
unanimously agreed to re-
move the "acting" from Tom 
Delaney's title at a special 
board meeting Feb. 28 in 
Chicago. Delaney had served 
as acting executive vice presi-
dent since McClure resigned 
on April 1, 1997, to take a 
similar executive position with 
the International Gas Turbine 
Institute. 

Delaney, who has been 
with PLCAA for nine years, 
will continue to hold his posi-
tion as government affairs di-
rector for the time being until 
a determination can be made 
as to whether an additional 
person should be hired for 
that position. 

"Initially, I wasn't that in-
terested in the position," 
Delaney related. "I felt that 
what I was doing with govern-
ment affairs was important to 
the association and I didn't 
have any interest being in 
management. 

"But as I 
watched the 
search com-
mittee go 
through the 
available ap-
plicants, I 
knew we were 
getting to a 
point where 
we would 

have to begin the process all 
over," he continued, recogniz-
ing that the search committee 
had been close to recom-
mending a candidate to the 
board on at least one other oc-
casion. "When we got to this 
juncture and I was ap-
proached about the position it 
seemed like a good fit for ev-
eryone." 

At the top of Delaney's 
"To Do" list now is refocus-
ing PLCAA on its long-term 
plans and goals. 

"Our primary goals are ob-
viously growing the associa-
tion and serving its members, 
but I don't know if we have as 
many long-term goals as we 
should," he recognized. "We 
have plans to bring in a very 
knowledgeable group to see 
where we should be setting 
our sights." 

Although he declined to 
identify any specific plans or 
programs for PLCAA, 
Delaney did indicate that 
growing the membership base 
will be a major focus in the 
immediate future. He noted 
that PLCAA has signed a con-
sulting contract with past 
PLCAA president Bob 
Andrews, owner, The 
Greenskeeper, Carmel, Ind., 

who will con-
sult with the 
association re-
garding mem-
ber acquisition 
and retention 
issues. 

"I'm going 
to be reviewing 
all the print 
material 
PLCAA 
produces for its membership," 
explained Andrews. "I'll also 
be working on a program that 
will allow the association to 
keep in touch with its first-, 
second- and third-year 
members. It's at this level 
where we've historically had 
the most trouble retaining 
members." 

Andrews stressed that 
direct communication with 
these members will be a 
critical aspect of member 
retention. To this end, he said 
that he will be available to 
members to answer "nuts and 
bolts, business oriented 
questions when members call 
in for help. It's something 
PLCAA has never really had 
before, and it gives small 
businesses with important 
issues somewhere to turn." 

Finally, Andrews will be 
working with the board on 
the development of a new 
dues structure for members, a 
topic that will stay on the 

front burner in the 
coming months. 

Andrews is pleased 
with PLCAA's 
present board of 
trustees, and is 
looking forward to 
his expanded role in 
the organization. 

"PLCAA is 
healthy, and it has 
some really outstand-

ing leadership 
of mid-size 
companies who 
have been 
around the 
industry for a 
number of 
years. They 
have some 
tough issues 
that need 
immediate 

attention, and they're not 
backing away." 

In addition to its consulting 
arrangement with Andrews, 
PLCAA is close to finalizing an 
agreement with an outside 
marketing firm to further ad-
dress membership issues, 
Delaney noted. 

"I've been very interested to 
note that in some other asso-
ciations with very detailed stra-
tegic plans, the executives can 
stop before taking any new ac-
tion and make sure that it fits 
with the association's strategic 
plan," he said. "That may 
mean they're not doing every-
thing they can do, but they 
stay focused." 

Delaney professed a real ex-
citement for the opportunity 
to serve the association as ex-
ecutive vice president and 
credited McClure with making 
his decision to take the posi-
tion easier. 

"I had and always will have 
great respect for Ann and her 
managerial and organizational 
skills," he said. "There's no 
way, shape or form that any-
one could've gotten me to go 
to another association for such 
a position. Here, I've had the 
opportunity to see what's been 
done, how Ann set up the pro-
cedures here and what has 
worked for us. Now I hope to 
continue that." - Bob West & 
Paul Schrimpf ID 

P L C A A 

PROFESSIONAL 
LAWN CARE 
ASSOCIATION 
OF AMERICA 

Tom Delaney 
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The science of controlling weeds just took a giant leap into the future 
Introducing 

M I L L E N I U M ™ i 
C O O L P O W E R ™ H O R S E P O W E I 

ITM 

Now, get the results you've always hoped for. Get the awesome performance of DowElanco's 
triclopyr and clopyralid chemistry combined with the fast action and effectiveness of phenoxies 
and dicamba. 

T h e result - W e e d control unequaled by any other combination product avai lable! 

Don't just burn back hard-to-control weeds like clover, wild violet and wild geranium. Knock 
them out completely. 

r Millennium™ \ f Cool Power™ \ (Horsepower™ \ 

Unequaled Performance 

State-of-the-art Chemistry 

Rapid Visual Response 

Total, Effective Control 

Amine Formulation 

Contains 2,4-D, Clopyralid 
and Dicamba 

It Doesn't Get Any Better 

High Performance, Cool 
Weather Weed Control 

Ester Formulation for 
Increased Plant Uptake 

Also Use For Spot Treating 
During Warmer Weather 

Controls Wild Onion and 
Wild Garlic 

Contains MCPA, Triclopyr 
and Dicamba 

Highly Effective, Broad 
Spectrum Formulation 

Use in 2,4-D Sensitive 
Markets or When 2,4-D 
Limits Are Reached 

Increased Efficacy on 
Summer Problem Weed 
Species 

Amine Formulation 

Contains MCPA, Triclopyr 
V ^ a n ^ D i c a m b ^ ^ ^ ^ ^ ^ . 

Leap into the new age of weed control and get the satisfaction you demand! 

R iverdale 
(800)345-3330 

The Formulation Innovators 



ALCA VIEWPOINT 
ON CONSOLIDATION 
The landscape contracting 
business is a highly competi-
tive business that is constantly 
evolving to the benefit of our 
members and the industry. 
The current trend of consoli-
dations of landscape busi-
nesses is an inevitable change 
in a dynamic industry. 

ALCA's primary mission 
has always been to respond to 
the needs of its members. 
Many of the companies that 
are part of these consolida-
tions have been members of 
ALCA for years and already 
value the ALCA services 
provided to them. They have 
participated in the long range 

planning process, the restruc 
turing of governance, 
Student Career Days 
and the legislative 
representation. Many 
of them have received 
ALCA's Environmen-
tal Awards, from 
which their businesses 
have benefited. They 
know what ALCA has 
to offer. 

ALCA's strength 
has been in its ability 
to incorporate and 
represent the many 
different aspects of the 
landscape industry as 
it has grown. These 

companies are products of the 
professionalism and sound 
business practices ALCA 
promotes. By becoming 
national companies, there will 
be a heightened awareness of 
the landscape contracting 

Debra Holder 

BREAKING NEWS 
business to the profit of all of 
our members. ALCA will be 
provided with the opportunity 
to expand services, develop 
new networking venues and 
present our membership with 
an expanded view of the 
industry. 

ALCA is poised for this 
growth, and growth always 
has its challenges. It is 
difficult to anticipate the 
changes consolidation will 
bring to the industry, but 
ALCA has been a forum for 
discussion of these types of 
changes in the landscape 
industry for over 35 years. We 
are well prepared. - Debra 
Holder ID 

The author is Executive Director 
of the Associated Landscape 
Contractors of America. 

The G reen Industry's 
most interactive website is b ere, 

• L Landscape Magazine - M i c r o s o f t Intern« ;t Explorer 

- B A * iJ A ''% 

Visit now to add your 
name and e-mail address to our 
"News Now"list for immediate 
updates from Lawn & Landscape 
magazine. 

• Back issues • Only online articles • Chat rooms* News groups • Industry links 

www.Iawnandlandscape.com 

http://www.Iawnandlandscape.com


Putting 
employees and 
customers at 
the forefront of 
its business has 
propelled The 

Groundskeeper 
to the top of 
the green 

industry. 

By Bob West 

in Killmer has seen The Groundskeeper grow 
from a landscape maintenance company with a 
couple of employees that he joined as a crew leader 
in 1976 to a $20-million firm with more than 500 
employees throughout the Southwest. 

Today, as the new president and CEO of the 
12th largest firm on The 1997 Lawn & Landscape 
Top 50, Killmer has a simple explanation for the 

- m s m m ^ company's success: "Our success comes from 
ownership's willingness to let the organization learn 

from its mistakes so people know that as along as they're putting forth the 
necessary effort with good common sense, when a mistake does occur, they'll 
get the opportunity to correct it and they won't just be sent down the road." 

THE GREAT MISTAKE. That accepting and patient attitude was born as much out 
of one of founder Jack Hasbrouck's own oversights as it was a part of his 
management philosophy. When asked to talk about key eras or events in the 
company's history, Killmer, along with Vice Presidents Kent Miller and Robin 
Franklin, quickly brought up "the Arizona Bank contract," which was the 
company's first-ever construction job. 

When Hasbrouck submitted a bid for the project, he didn't realize that he 
had omitted the price of the sod lawn for the bank. Obviously, his bid was the 
lowest, and The Groundskeeper had won its first construction contract with a 
job it couldn't possibly profit from. 

Hasbrouck never brought the oversight to the attention of the bank, and the 
company completed the job. From that mistake emerged a valuable lesson to 
Hasbrouck, one that has never been forgotten by the company. "I can't tell you 
exactly how many other mistakes and errors in judgment we have made over the 
succeeding years, but I can tell you that the mistakes became lessons that we used 
to grow and mature as a business and as a people," Hasbrouck later wrote in the 
company's newsletter. (The fact that that initial contract ultimately served as a 

(continued on page 46) 



Kevin Killmer, 
president (left), 
Kent Miller, vice 
president (right), 
and Robin 
Franklin, vice 
president (inset), 
strive to create a 
work environment 
that puts 
employees first. 
Photos: Scott 
Mitchell 

The Groundskeeper 
HEADQUARTERS: Tucson, Ariz. 
FOUNDED: 1976 
PRIMARY SERVICES: Landscape mainte-
nance represents 54 percent of the com-
pany's business, while 23 percent is de-
rived from landscape installation. Land-
scape improvements, such as irrigation 
repairs and seasonal cover represent 21 
percent, and 2 percent are from tree ser-
vices. Commercial/industrial clients rep-
resent 50 percent of the customer mix. 
Government/municipal accounts are an-
other 45 percent with golf course work 
comprising the remaining 5 percent. 
EMPLOYEES: 460 year round; 50 seasonal. 
1997 REVENUES: $18 million 
1998 PROJECTION: $20 million 

Executive Summary: 
THE CONCEPT: Artists at creating and 
preserving the urban environment. 
MISSION STATEMENT: The 
Groundskeeper is a team of highly moti-
vated professional individuals that pro-
vide a variety of services, using the lat-
est technology, to see to the needs of its 
commercial and municipal customers. Our 
responsiveness and consistent quality of 
workmanship lead to customer satisfac-
tion and makes us a leader in the green 
industry. 

President & CEO 
Kevin Killmer 
BACKGROUND: Killmer has been with 
The Groundskeeper for more than 20 
years, having started out as a landscape 
crew leader and moving on to a supervi-
sor position. He was vice president from 
1985 through 1997. 
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reference job for contracts for the succeed-
ing branches in that bank's chain for the 
company certainly helped ease the pain.) 

LIVE AND LEARN. The company learned its 
landscape construction lessons quickly and 
astutely, and The Groundskeeper enjoyed 
tremendous growth in the years that fol-
lowed. Landscape construction contracts 
were being won all over Arizona, and con-
struction soon comprised 70 percent of the 
company's jobs. But the growth was so 
dramatic that it also threatened the 
company's existence. 

A 520 percent sales increase from 1978 
through 1982 landed the company among 
the 500 fastest growing companies in the 
nation, according to Inc. magazine, but that 
didn't help with a cash flow crunch or 
management challenges. 

"When you're running more jobs than 
you can manage, you're not running them 
profitably," noted Miller. "You're not con-

f 

tract administering the jobs and performing 
the way you need to be. 

"We made the mistake of identifying the 
jobs that covered our overhead and then 
thinking we could drop our gross profits on 
any other jobs we did," Miller continued. 
"All gross profits should theoretically be-
come net profits from there on out. But 
what happens is that you end up with inef-
ficiencies and mistakes on those jobs, so 
your gross profits actually need to be higher." 

"We had that period where we did every-
thing we could, but it also meant financial 

Groundskeeper founder 
Jack Hasbrouck 
personally hands out 
company stock certifi-
cates to employees in the 
company's ESOP program. 
Photo: The Groundskeeper 

destruction for the organization," Killmer 
recalled. "A real philosophical change came 
out of that era, that landscape construction 
is not the way to go." 

From that point on, the company shifted 
its focus from commercial landscape con-
struction contracts to government/munici-
pal jobs. 

"From 1985-1991, we were heavy into 
the municipal work," noted Franklin, esti-
mating that those contracts represented 80 
percent of the revenues for the Phoenix 
branch. "Then, in 1991, that trend ran its 

Enhancing Waterways... 
Otterbine Barebo offers a complete line of custom water features; including 
ornamental 1/2 HP Instant Fountains and High Volume units that dramatically 
increase the flow of oxygen throughout your body of water. From golf courses 
to residential housing, we can meet all your water quality management needs. 
Each Otterbine aerator is made to the exacting standards that have given 
Otterbine products their reputation for high quality, longevity, safety and ease 
of installation. 

Inquire today and let an 
Otterbine representative show 

you how! 

Otterbine®/ Barebo, Inc. 
3840 Main Road East 
Emmaus, PA 18049 

1-800 AER8TER 
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hen a company makes more than 600 maintenance calls on a weekly basis, it will 
certainly generate a tremendous amount of green waste - between 75,000 and 
100,000 cubic yards annually, to be exact. Fortunately, for The Groundskeeper, 

disposal of yard waste hasn't become the political issue in the Southwest that is has in other 
areas of the country. However, it still represents a significant line item on the company's annual 
budget. 

To address this issue, the company set up Desert Compost, in an attempt to take advantage of 
this waste instead of faking up diminishing landfill space. 

"The Groundskeeper has always fried to be the industry leader, and that includes being 
environmentally sensitive," explained Kent Miller, vice president, adding that the company also 
has about 35 vehicles operating on propane fuel. "There are cheaper ways to do things, but our 
approach represents our corporate makeup." 

"We haven't really benefited from the compost operation financially," admifted Kevin Killmer, 
president and CEO. "But the composting is good for research, plus we don'f incur the soft costs 
of exfra fravel time, there's less wear and tear on equipment and the employees associated 
with dumping at landfills." - Bob West 

course as everybody was trying to get those 
contracts, and we shifted back to a commer-
cial focus." 

That's a commercial focus in terms of 
customer mix, but the company refuses to 
go after the construction market as aggres-
sively as it once did. "In 1984, we had a ratio 
of 70 percent to 30 percent in favor of 
construction over maintenance," said Miller. 
"We reversed it to 75/25 in favor of mainte-
nance five years ago, and last year we were at 
60/40, still favoring maintenance." 

"We'd like to ultimately be at 70/30 in 
favor of maintenance because construction 
work follows the volatility of the economy, 
whereas maintenance is more inflation-
proof," Killmer observed. 

KNOW THY NUMBERS. The Groundskeeper's 
various managers are well versed in the key 
statistical indicators of the company's suc-
cess, be it at the branch, service, or market 
level, which was illustrated by Killmer's, 
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Miller's and Franklin's ability to immedi-
ately identify the exact number of custom-
ers the company has and how much of the 
company's total business is represented by 
each property type. 

"We've been tracking the market com-
position since 1993, and, in 1994, we got a 
little more sophisticated by breaking this 
down by branch and by property type," 
explained Miller. "Markets do change, and 
if you can see these changes coming you can 
prepare accordingly. If not, you get caught 
saying 'Oh my God,' and trying to react." 

Corporate management relies heavily on 
the numbers included in branch reports in 
order to manage The Groundskeeper's seven 
branches spread over three states. 

"We have real good job cost monitoring 
in place so we don't have to wait until the 
end of the year to see that we're dropping 
the ball," noted Franklin, quickly produc-
ing copies of the most recent branch manag-
ers' reports he received for labor costs. 

Landscape 9-1-1 

Uustomer service is indeed a 
24-hour a day commitment for 
The Groundskeeper. 

Customers encountering landscape 
emergencies can contact the company 
at anytime of the day and talk to a dis-
patcher who will address the problem. 
The problem will usually be relayed to a 
crew supervisor. 

"We don't go out to do bids at 3:00 in the 
morning, but if a customer has a problem on a 
property we maintain, we'll have someone out 
there within 60 to 90 minutes," explained 
Kevin Killmer, president and CEO. "That 
person's job is to stabilize the situation and 
then dispatch a crew during normal working 
hours. 

"It 's like a triage unit to handle things like 
trees in a driveway," he continued. "The pur-
pose is to give the property manager the 
peace of mind to know that first thing in the 
morning normal business functions will be 
able to take place." -Bob West 

"We're getting information constantly, 
and it comes to us where we can still affect 
change with it and alter our strategy," agreed 
Killmer. 

"Our branch managers deserve a lot of 
credit because they know what their labor 

should be, and if they see that it's $ 1,200 too 
high for a week, they find the job or jobs that 
caused that problem and fix it," added 
Franklin. "They operate autonomously, and 
they're good enough to make the correc-
tions before corporate has to step in." 

A e r a ' V a t o r A E - 4 0 E 
Dependability - Versatility - Reliability 

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-
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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 maneuverable when attached 
to a zero-turning radius (ZTR) mower. 

Bill Hildebolt & P.J. Lenihan 
Nature Select 
Winston-Salem, NC 
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Killmer was quick to 
point out, however, that 
while branch managers are 
expected to reign in labor 
costs that exceed budget 
figures, they are never to 
do so at the expense of the 
level of service provided. 
"Everything we do is 
predicated on customer 
service," he emphasized. 
"That branch manager 
should do whatever it takes 
to do the job right, but 
then he better have a plan 
to bring those numbers 
back in line." 

While the company 

continues to examine 

acquisition opportu-

nities in areas such 

as Texas, increasing 

its captured market 

share in the areas it 

currently serves is a 

greater priority. 

STRUCTURE TO GROW. Be- • • • • • 
cause of the value it places 
on the rapid exchange of data, and as part of 
its ongoing search for a competitive advan-
tage, The Groundskeepers' management 

have eschewed certain 
common industry prac-
tices in an attempt to 
simplify day-to-day op-
erat ions within its 
branches. And, true to 
its corporate philosophy, 
it doesn't hide the fact 
that these moves have 
been met with mixed re-
sults. 

For example, The 
Groundskeeper used to 
subscribe to the philoso-
phy of having separate 
managers to oversee con-
struction and mainte-
nance operations within 
a branch, but it decided 
this was too divisive and 

created more problems than it solved. "With 
one manager overseeing services there's a 
much greater sharing of resources that takes 

place and a commonality toward servicing 
the client's needs," Killmer claimed. "The 
construction manager is equally sensitive to 
the maintenance needs of clients." 

"This structure has let us eliminate some 
redundancy in terms of support personnel 
with two divisions," Franklin added. "Plus, 
our estimators are trained to handle both 
types of work, so it reduces the number of 
contacts clients have with us if we do both 
construction and maintenance work for 
them." 

Sometimes, though, responsibilities can't 
be as streamlined as management would 
like them to be. 

"We tried to decentralize the accounting 
functions to the branch level so data was 
entered at the branch for authorization of 
payment and such," said Killmer. "But we 
went back to a centralized system because 
the turnover was a problem and training 
people in a remote location for something 
they may only do once a month is too 
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difficult. We learned that when some things 
are centralized and done repeatedly by 
people, better patterns will emerge." 

"It was also very difficult for the office 
manager or receptionist to balance the de-
mands of inputting the accounting infor-
mation in a timely fashion with all of the 
demands of serving the customers," added 
Franklin. 

"Another layer of management has de-
veloped as we've grown," recognized Killmer. 
"The senior staff, board of directors and 
regional management are all the same group 
right now. Up until this point, it's always 
been the branch management with these 
responsibilities, but now that person has 
developed into a regional vice president 
who is wearing a production hat and a 
planning hat. That's had some real struggles." 

"Our planning processes have been frag-
mented in the past and haven't gotten the 
attention they deserve," noted Miller. "Free-
ing up the regional managers from wearing 
a production hat by empowering the em-
ployees beneath them should give us more 
time for planning." 

"The next layer of senior management is 
being developed now because it's not prac-
tical for us to be so involved in day-to-day 
issues," added Franklin, who pointed out 
that the branch manager overseeing the Las 
Vegas branch is also responsible for the 
Palm Springs branch. "That way we don't 
have to repeat the same information flow to 
two different people." 

SHARING THE WEALTH. When it comes to 
talking about valuing employees, few state-
ments say that as loudly or as clearly as 
offering them the opportunity to share in the 
ownership of the company they work for. 

Thus, in 1990, Hasbrouck put together 
an Employee Stock Ownership Plan that 
allows everyone to benefit from the com-
pany's successes. 

"It has always been Jack's philosophy 
that the people who made the company 
successful would participate in ownership 
in some shape or form," explained Killmer. 

The ESOP is set up so participants are 
eligible based on their salary and length of 
service with The Groundskeeper. Eligible 
employees who participate then have shares 
of stock deposited in their own personal 
retirement account, according to Killmer. 

V I 
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The value of the shares is determined by the 
value of the company, plus the account can 
increase in value through cash contribu-
tions from the company and an investment 
of cash reserves. Employees cannot contrib-
ute cash to the account, and they are fully 
vested in the account after seven years. 

"Right now, we have about 320 partici-
pants in the plan, or about 60 percent of the 
company, and 120 of them are fully vested," 
Killmer added. 

Hasbrouck retained majority ownership 
in the company, and the remaining stock 
has annualized at a 25 percent increase over 
the last five years, Killmer said, while admit-
ting that the benefits of such a program are 
difficult to measure. 

"The average crew leader with 15 years 
of service with us will leave us with about 
$250,000 for retirement, but I'm not sure 
all of the employees necessarily see the rela-
tionship between the work they do and the 
value of that account," he said. "But, at the 
same time, since we instituted the ESOP, 
our revenues have doubled with a 123 per-
cent increase in profits." 

BACK TO THE FUTURE. Expansion is certainly 
a top priority for The Groundskeeper, al-
though that isn't necessarily limited to en-
tering new geographic markets. 

While the company continues to exam-
ine acquisition opportunities in areas such 
as Texas, increasing its captured market 
shares in the areas it currently serves is a 
greater priority, according to Killmer. "We 
probably have about 6 percent of the Phoe-
nix market, but we'd like to be at 12 to 15 
percent," he said. 

Increasing its service offerings should 
offer the company additional growth op-
portunities. It acquired a tree care company 
in Tucson in October 1996 that it hopes to 
eventually expand to its other branches. 

"But it's going to be at least two years 
before we have enough historical and statis-
tical data to determine how to develop that 
business elsewhere," Killmer said. 

Just because it has benefited from mis-
takes made years ago doesn't mean The 
Groundskeeper is in any hurry to commit 
any more in the future. D3 
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Irrigation Controllers: 
Contractors continue to 

demand increased program-

ming flexibility that is easy for 

end users to understand from 

irrigation controller manufac-

turers. 

Controller 
technology 
continues to 
advance, allowing 
manufacturers to 
offer contractors 
greater flexibility. 

By Bob West 

can be aided by improved controllers usu-
ally isn't far behind. 

"The old, mechanical clocks are becom-
ing obsolete as all of the manufacturers seem 
to have gone to the computer ized, 
multiprogrammable clocks - and that's 
great," enthused Nick Bowen, sales manager 
and irrigation division manager, ILT 
Vignocchi, Wauconda, 111. "Those old clocks 
only offered contractors one program, 
whereas the computerized controllers offer 
a number of programming options. As wa-
ter continues to become a more precious 
commodity, we have smaller windows to 
irrigate in." 

Bowen pointed out that, oftentimes, 
municipalities will enforce irrigation sched-

(continued on page 56) 

nyone who has been even 
remotely involved with 
the irrigation industry 
over the last few years is 

aware of the most promi-
nent trend involved in the 

application of irrigation to landscapes -
water conservation. 

According to the U.S. Department of 
Commerce, 22 of the 23 fastest growing 
counties in the country are located in re-
gions where landscaping requires irrigation 
to succeed. (Lawn & Landscape, November 
1997, p. 51) The country's population is 
moving to areas like Maricopa County, 
Ariz., Harris County, Texas, and Riverside 
County, Calif. This population shift trans-
lates into new landscape installation, which 

equates to a greater demand on the water 
supply in these areas. 

So while contractors are being asked to 
maintain a greater amount of landscaped 
earth, they're being expected to do so while 
using less irrigation. 

Despite all of the advances in pop-up 
sprayheads, subsurface micro-irrigation and 
valves, perhaps no component of the irriga-
tion system has the potential for having as 
significant of an effect on the amount of 
water wasted by irrigation systems as the 
system controllers. 

WATER WATCHERS. When speaking to irri-
gation contractors about irrigation, water 
conservation is infallibly the first issue they 
speak about. And how that conservation 
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(continued from page 54) 

uling limitations that require increased flex-
ibility on his part to irrigate all of his clients' 
properties. 

"Versatility in the controller clocks is a 
must," he asserted. "In order to design a 
successful water management program, we 
have to be able to set up different areas to be 
irrigated at different times." 

FLEX TIME. Keeping the landscape healthy 
and alive while minimizing water use re-
quires innovative scheduling approaches on 
the part of irrigation contractors. Dealing 
with this challenge has motivated them to 
voice their needs for increased flexibility to 
manufacturers. 

In addition, manufacturers must be sen-
sitive to the needs of the end users of these 
systems, who are often homeowners with 
little irrigation knowledge. 

"Residential controllers are a challenge 
for manufacturers, because who are you 
designing for?" questioned Joe Childers, 

controller product category manager, Irritrol 
Systems, Riverside, Calif. "There are certain 
features that are important to contractors 
that the homeowner doesn't care about, 
such as how the field wires go into the 
controller." 

"Features designed for the contractor are 
fine because the contractor can be trained to 
use them," observed Dirk Lenie, residen-
tial/commercial marketing manager, Toro 
Irrigation, Riverside, Calif., who added that 
too much complexity can make controllers 
unattractive to the homeowners. 

Lenie noted that manufacturers really 
have four groups to consider when design-
ing systems: "There are irrigation specifiers, 
who are looking for a lot of control features. 
Then the contractor is looking for no call-
backs and ease of installation," he noted. 
"The municipal users are looking for maxi-
mum flexibility of control, and the home-
owner wants reliability. The only thing ev-
eryone is looking for is low price." 

One result of contractors' flexibility de-
mands has been the introduction by some 
manufacturers of modular-based control-
lers. "These are universal controllers for 
both residential and commercial projects," 
explained Jeff Carowitz, marketing man-
ager, Hunter Industries Inc., San Marcos, 
Calif. "Contractors start with a base unit 
that is outfitted to operate eight stations. If 
the project eventually calls for more sta-
tions, contractors can plug in modules in 
four- or eight-station increments all the way 
up to a 48-station system." 

The primary benefits of such a system to 
contractors, according to Carowitz, are that 
they will always have the correct size con-
troller in stock and that they don't have to 
purchase more stations than they need when 
purchasing a system. "For example, if con-
tractors have a 19-station system, they don't 
have to purchase a 24-station controller if 
they use modules," he noted. 

In addition, modular systems can mini-
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GIT Software controllers 

The Center for Irrigation Technology, Fresno, Calif., 
continues to do its part in empowering irrigation 
contractors to be as efficient as possible with their 

irrigation efforts. Two new computer programs are 
designed to assist contractors in the development of 
irrigation schedules. 

The f irst program, called the Watertight Program, is an 
online tutorial (http://www.atinet.org/cati/cit) addressing 
the basics of weather-based scheduling. The program also 
calculates water use requirements for specific landscape 
plants and, based on weather or évapotranspiration data 
input by the user, produces an irrigation run time, according 
to David Zoldoske, CIT director. 

"The Space Irrigation Survey Program is designed to pick 
up where the standard sprinkler irrigation audit evaluation 
ends," Zoldoske explained. The program starts with an 
evaluation form contractors take to the field for data 
collection. Based on this data, the program wil l calculate 
sprinkler uniformity based on the scheduling coefficient 
and then allow for modeling of alternative sprinkler, nozzle 
and/or pressure combinations for uniformity measurements. 
In addition, SIS translates any net improvements in water 
uniformity in economic savings. - Bob West 

mize the damage done by system failures. "If 
a system controller fails, the contractor can 
simply replace the module that went bad 
instead of replacing the entire controller," 
Carowitz added. "We really think this is a 

revolutionary idea that will 
improve contractors' ability to 
manage irrigation." 

L.R. Nelson, Peoria, 111., 
has also focused development 
efforts on the adaptability of-
fered by controllers. Greg 
Natvig, electronics business 
unit manager, explained that 
the company has also intro-
duced modularity to its con-
troller line, while expanding 
its offerings to include com-
mercial controllers with 36-
zone capacities as well as resi-
dential controllers with 12-
zone capacity. 

"These types of controllers 
make a lot of sense for contrac-
tors because they allow for the 
potential of adding on to a 
system without having to keep 
as much inventory," he noted. 

The other challenge con-
trollers must solve is manag-
ing systems that have inte-
grated multiple types of irriga-
tion systems. 

"A simple landscape with a 
simple program can be handled 
by a simple controller," ob-
served Mario Larach, product 
manager for controllers, Rain 

Bird Sales, Azusa, Calif. "But landscape 
contractors and designers continue to get 
more creative, which means that controllers 
have to be more flexible. 

"Controllers today have to be able to 

handle a diverse range of irrigation needs 
from drip to saturation," Larach continued. 

WHY WIRE? One area of controllers that has 
really taken off, according to a couple of 
manufacturers, is the use of battery-oper-
ated controllers. 

"These are controllers that mount on 
one valve or control a number of valves in 
the valve box," Larach noted. "This is open-
ing up a lot of new avenues for irrigation 
that will go beyond the roadblocks contrac-
tors have been running into. 

"The success we've had with our two 
battery-operated models has proven there 
are professional applications of battery 
power," he added. "We think that's an 
entirely new market that's just starting to 
emerge right now." 

Natvig agreed, "We added a line of wire-
less irrigation control equipment that is 
battery operated, and it has been popular 
thus far. There's a real niche application in 
the industry for these systems." 

The key with the battery-powered con-
trollers is that they allow contractors to take 
electrical power to areas that can be too cost 
prohibitive to wire for traditional power. In 
particular, Natvig noted that battery-pow-
ered controllers are useful for systems irri-
gating median strips that are surrounded by 
concrete. 

"These controllers also help with retrofit 
applications for older systems that may have 
faulty wiring or a dead electrical system but 
good piping," Natvig continued. 

Larach observed that battery power can 
(continued on page 60) 
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make it easier and more affordable for con-
tractors to expand a system's capabilities. 
"When there's already a 12-station control-
ler operating but the contractor needs to 
add another zone, these controllers let them 
expand the system without having to rip up 
the landscape or add a new line," he said. 

The battery-powered controllers haven't 

been immune to the push for greater flex-
ibility from controllers overall, either. 

"Right now, some of the more sophisti-
cated control features aren't available with 
battery-powered units," Natvig admitted. 
"But features like odd/even scheduling will 
be available in the future, and as new tech-
nologies come to market in the electronics 
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industry, we'll be able to adapt them to 
benefit the contractors even more." 

In the case of automating older manual 
valves, Larach explained that contractors 
may be reluctant to trust battery-powered 
controllers because they utilize latching so-
lenoids, but the electronics technology has 
improved enough to eliminate past prob-
lems. "A short pulse latches the solenoid, so 
there has always been the risk that if it 
latches open with water flowing and there's 
not enough current left in the battery to 
turn it off, you'll be stuck with constant 
water flow," he said. "Our controller has a 
mechanism built in so that the system won't 
turn on unless there's enough power left to 
turn it off. 

"Battery-powered controllers used to 
have the reputation of being for homeowners 
or amateurs," Larach concluded, "but they've 
improved to handle the professional appli-
cations today." 

Other manufacturers aren't as high on 
the battery-powered units, however. "Bat-
tery-powered controllers are really hand-
held valves," asserted Lenie. "There is an 
advantage to them in some specialty appli-
cations, but it can be a hassle to change the 
battery every year. Plus, reliability can be an 
issue since they go directly in the valve box 
where they can get wet." 

SENSE & SENSOR-ABILITY. One area in which 
manufacturers can offer contractors in-
creased control over irrigation systems is 
through the incorporation of rain and wind 
sensors with irrigation controllers. 

"Rain sensors are a perfect example of a 
product that conserves water," commented 
Bowen. "We use a rain sensor on every 
system we install, including wind sensors 
for large, campus-type projects. I think the 
sensors should be a required part of irriga-
tion controllers within the next five years 
and be hard wired into the clock, so contrac-
tors don't have to combine two manufac-
turers' products to use them." 

David Klever, marketing director, Glen-
Hilton Products, Richmond, Va., said the 
intensifying focus on minimizing water use 
has boosted interest in weather sensors. 

"A study of two housing complexes with 
metered irrigation that started using rain 
sensors showed an average savings of22 ,000 

(continued on page 62) 
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gallons of water in one year," he noted. 
"These sensors have the most value in areas 
with the greatest unpredictability ofweather. 
In some areas, contractors generally know 
when it's going to rain, and they can pro-
gram their systems accordingly. But, in other 
areas where rainfall is less predictable, the 
sensors are a safeguard against operating a 

system while it's raining." 
While such sensors work hand-in-hand 

with irrigation controllers, the integration 
isn't as perfect as manufacturers would like 
as of yet. 

"Most of the rain and wind sensors that 
are on the market right now are what we call 
'passive sensors,'" Klever explained. "They 

Keeping the landscape 
healthy and alive while 
minimizing water use 
requires innovative 
scheduling approaches 
on the part of irriga-
tion contractors. 

• • • • • • • • 

don't require the presence of electrical power 
to operate. 

"The rain sensors, for example, have a 
dry contact switch that connects to the 
common line or sensor input terminal of the 
controller," he continued. "A disc in the 
rain sensor swells when it gets wet and will 
press on that contact switch and break the 
connection at a certain point. As it dries out, 
the disc recedes and the connection is re-
established." 

Klever said the primary challenge associ-
ated contractors and manufacturers face with 
using active sensors that use electrical power 
is finding a way to ensure long-term sensor 
operation when such electronics are ex-
posed to the weather. 

Meanwhile, Klever said he sees even 
bigger potential in the future. 

"I foresee the development of an inte-
grated irrigation controller in the future 
that allows the contractor to see exactly why 
a system has shut off and then reprograms 
itself," he remarked. "Currently, the con-
trollers aren't aware of the presence of the 
sensor unless there's a dedicated input, and 
then the contractor can only see a flashing 
LED light saying the system was shut off for 
some reason." 

In addition, Klever also expects to see 
sensors incorporated into systems through 
construction as part of the main controller 
circuitboard. "This construction would al-
low for the use of more active sensors be-
cause they would be much better protected 
from the elements." ID 

The author is Editor 0/Lawn & Landscape 
magazine. 
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Proper installation 

of a water feature can 

mean the differmce 

between making money 

and losing money in 

the market. 

By Deny se Fissel 

T he sound of a steady waterfall. 
The sight of flowering aquatic 
plants with brightly-colored 

goldfish darting beneath them. 
These sights and sounds have a way 

of enticing consumers with dreams of relaxing 
evenings in their backyard. 

Consumers are more willing than ever to dip 
into their savings for the chance to dip their toes 
in a custom landscape water feature, but that 
doesn't mean it's easy money for the landscape 
contractor. It takes a clear understanding of 
installation procedures and maintenance to 
ensure the customer is happy with the way it 
works as well as the way it looks. 

U P F R O N T & H O N E S T . Before any water feature 
installation takes place, customers of Aquascape 

Designs Inc., West Chicago, 111., are given a 
video informing them about the maintenance 
involved in a water feature. 

"This lets them know ahead of time the 
demands involved in a pond," noted Greg 
Wittstock, president. "And it helps reduce 
possible callbacks after the job is completed." 

The biggest problem with the construction 
of water features according to Ken Thomas, 
president, Landscape Techniques Inc., Atlanta, 
Ga., is customer callbacks. 

The company routinely leaves behind a 
post-job packet explaining the pond and an-
swering questions for the customer's mainte-
nance concerns, Thomas said. Still, the com-
pany had to begin charging for each visit an 
employee made to instruct a customer on how 
to care for the the pond. 

"It's a dynamic ecosystem," Thomas re-
marked. "We have certain times during the 
year when ponds are high maintenance. The 
early summer algae blooms are one example. 
We try to educate customers verbally up front 
and paint a realistic picture of what they're 
getting into." 

People also tinker with their features and 
callbacks are often to fix something they 
changed, such as moving the rocks used to 
build the waterfalls, he remarked. 

(continued on page 68) 
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Installation The strong economy and the natural 

visual and aural appeal of water are 
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BLACK HOLES. Contractors should do some 
research about the water feature market 
before they even think of jumping into it, 
advised Kyle Worthington, general man-
ager ofWebb Landscaping, Ketchum, Idaho. 
Worthington said that too often contrac-
tors do not spend enough time putting 
together an accurate bid. They often 

understimate the time proper installation 
takes, and don't take into full consideration 
the materials costs. 

After losing money from water feature 
installations in past years, Steve McHale, 
vice president of McHale & McHale, Up-
per Marlboro, Md., said he now prices his 
water feature installations at nearly twice 

the estimated cost of a normal installation 
to compensate for a high level of difficulty. 

"Sixty percent of the time, you have to 
go back and work out the kinks," he added. 

Two reasons some companies fail to 
profit from water feature construction are 
the lack of a consistent installation plan and 
an inadequately trained installation crew, 
suggested Wittstock. 

"If contractors don't have a system in 
place, they can't turn a profit," he warned. 

Other problems, Worthington recalled, 
are unforeseen problems like tears in the 
liner that force partial or total replacement 
of the feature, or installation problems such 
as ground water levels being higher than the 
prospective depth of the water feature. 

To protect the liner, Worthington rec-
ommended using a thick, 45 millimeter 
liner to waterproof the feature. "Contrac-
tors should also make sure the liner has been 
cut straight, without any jagged edges that 
could progress into extended tears," he said, 
adding that his crews are only allowed to 
wear tennis shoes when working on a water 
feature. "Also, watch not to place anything 
sharp on the liner, such as tools or rocks." 

Worthington also recommended only 
using the flat back of the rake to spread rocks 
in the feature, so as to not accidentally 
puncture the lining with the rake teeth. He 
also noted that scrap pieces of liner can be 
used as a buffer or padding underneath 
heavy boulders in the water feature to keep 
the main liner puncture free. 

M A K I N G M O N E Y . Profitability depends on 
an efficient crew an an accurate bid. Wor-
thington relies on his experience when bid-
ding a water feature and said he goes about 
his informal formula by looking at a pond as 
a triangle. For his typcial sized feature, 11-
by-16 feet, 3 to 4 feet deep, with a 30- to 40-
foot long streamway, he uses a total of 20 
feet of liner and adds 10 percent of liner for 
slack. He figures that he dedicates about GVi 
feet of liner for the streamway and the rest 
for the pond. 

Worthington also factors in six tons of 
boulders and about three days of work to 
build a feature that carries a price tag of 
about $4,800, he explained. 

"Really research whether you can afford 
to get into this market correctly," advised 

(continued on page 72) 
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water features 
(continued from page 68) 

Corey Johnson, design landscape coordina-
tor, Kimberly Nursery, Twin Falls, Idaho. 

Trying to cut corners in cost could lead 
to big problems in the future when working 
with a water feature, Johnson said. Use only 
quality and high efficiency pumps and fil-
tering systems and be sure talk to people in 
the trade, he recommended. 

"You could lose two to three times the 
original profit trying to fix a problem," 
Johnson said. "For example, when a liner 
fails, you have to remove all of the water and 
search on the bottom and sides of the liner, 
and perhaps even move some 8,000 pounds 
to 10,000 pounds of rock. It could take days 
to find the problem." 

Contractors are fearful of excessive main-
tenance, said Gary Wittstock, president of 
Pond Supplies of America, Yorkville, 111. 
They are hesitant to work with water and 
have the idea that water features are built 
like swimming pools, he added. 

(continued on page 72) 

Concrete vs. Liners 
CONCRETE 
PH0: 
• Locks rocks into place, 
• Use as footers for large multi-ton stones to 
minimize movement. 
• Useful to stabilize loose soil or create tall 
retention walls for higher waterfalls. 
CON: 
• Adds fo price. 
• If used in pond to seal stones, the larger 
surface area of the stone is largely lost. This 
requires adding pond fi l ters to compensate. 
• Requires specialized skills. 
• Labor intensive. 
• Requires longer break-in time to avoid 
raising pH levels. 
• Repairs and modifications are diff icult. 
• Harder to conceal concrete, especially 
along stream and pond edges. 

-Gary Wittstock, 

LINERS: 
PRO: 
• Less expensive to use and contours easily to 
excavation to provide good water seal. 
• Creates a biological surface area for natural 
pond fi ltration. 
• Rocks and gravel over liner provide an ideal 
substrate to plant aquatics to naturalize the 
pond's appearance while protecting the liner. 
• Large surface skimmers and submersible 
pump housings attach easily to liners. 
CON: 
• Some liners have poor ultraviolet resistance 
or are too thin to support rock loads. 
• Liners can bubble up from ground water or 
gases forming from decomposition. Use in well-
drained soil and use rocks to hold in place. 
• Multi-acre ponds require field seaming and 
specialized skills or equipment. 

president of Pond Supplies of America, Yorkville, III. 
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Burlap • Jute • Polyjute* for slope control • Silt Fence 
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- AT LAST! -
A professional valve installation 
with the Multi-Valve Assembly from Olson 
The MVA provides economy and convenience by elimi-
nating the need to purchase and assemble the many 
components formerly required to install multiple automatic 
l "control valves. Available with 
3,4,5 or 6 valves, the MVA is ^ ^ n i QOM 
factory built and factory tested, I R R Ì G A T I O N 
ready to connect to the power 
and water sources. S Y S T E M S 

when water counts * 
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R E W A R D Herbicide. Works Against Weeds in 24 Hours. 

RE W A R D Herbicide brings 

precision and speed to your 

weed control program. 

• Works faster than other commonly 

used landscape herbicides 

• T h e least expensive non-selective 

herbicide 

• Can be used in grounds maintenance, 

landscape and aquatic areas 

• Broad-spectrum—broadleaf , grass and 

aquatic weed control 

• Easy on surroundings 

• User friendly 

• Low use rates 

• R e d u c e s inventory 

REWARD Vs. Scythe 
1 Gallon of Product 
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REWARD 
0.75 oz./gallon rate 

Scythe 
4 oz./gallon rate 

For more information, contact your 

authorized Zeneca Distributor, or call 

Zeneca Professional Products Toll Free 

at 1 - 8 8 8 - 6 1 7 - 7 6 9 0 . 

www.zenecaprofprod.com 

R E W A R D 
Landscape and Aquatic Herbicide 

ZENECA Professional Products 
USE READER SERVICE # 5 5 

Always read and follow label directions carefully. 
R E W A R D * is a registered trademark o f a Zeneca Group Company. 
Scythe* is a trademark o f Mycogen Corporation. 
C I 9 9 8 . Zeneca Inc. 
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S p a n i s h f o r 
t h e G r e e n 
I n d u s t r y 
a home study-course 
for Green Industry 
Supervisors 

Learn Spanish to hire and 
supervise using reference 
manual, flashcards, and 
audio tape 

D e v e l o p e d by 
Jennifer Thomas of 
Spanish Training Services 

For I n f o r m a t i o n C o n t a c t : 
The University of 
Georgia Center for vJJLi/ 
Continuing Education 
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USE REAPER SERVICE #56 

The safe, 
^ beautiful way 
' to protect your 
backflow assembly 

Protecting your backflow assembly from van-
dalism was never more beautifully done than 
with the BPDl GuaidShack™ bench enclosure. 
GuandShack'* units come in a variety of sizes 
specifically designed for covering W' -10" back-
flow assemblies. All units have a heat applied 
powder-coated epoxy finish and allow complete 
access for testing and servicing the backflow 
assembly. Custom sizes & shapes available. 
• Rugged construction prevents vandalism and theft 
• Unique modem design is safefor chidren & pedestrians 
• Inexpensive, easy to install 

BACKFLOW PREVENTION 
DEVICE INNCLOSURES 

(602)788.5411 Fax (602)788.6104 
1.800.266.5411 

www.bpdi.com 

(continued from page 70) 

Contractors need to remember that prod-
ucts must be specifically designed for either 
the pool or pond and can not be used 
interchangeably, Gary Wittstock noted. 

CHOOSING THE RIGHT ROCKS. The use of 
rocks in water features is one of the most 

important facets of an installation and one 
that causes the most difficulty. 

When using rocks in water feature con-
struction, Gary Wittstock recommended 
avoiding round, unstable rocks that leave 
gaps, and warned never to use river rocks for 
liner coverage. "Also, avoid using single-

Water Features ß Sizing Aeration Systems 
hen constructing a new water feature, deciding on the correct aeration system 
is a critical factor. Making the right choice can mean a beautiful water feature 
that can be enjoyed for many years to come. Making the wrong aeration choice 
can mean a foul smelling, algae-laden pond. 

There are several considerations when trying to determine the aeration needs of a new water 
feature. The basic parameters to keep in mind for a new pond are: does the customer desire 
subsurface or surface spray aeration; do they desire a fountain effect; what is the surface 
acreage of the pond (basic rule of thumb for surface acreage is two horsepower per surface 
acre); depth of the pond; shape of the pond and if the pond is going to become a basin for 
ferti l izer run off. 

There are iimifiess possibilities after the customer has determined what they need and want. 
An example of one combination that can be achieved is: 

Pond Parameters: One-acre circular pond, 8 feet deep that wil l experience ferti l izer run-off. 
Customer desires aeration and fountain with lights. 

Pond Solution: Im horsepower (aspirating aeration system) for aeration and a two horse-
power system with lights for a fountain/aerator combination. 

Note: the horsepower has been increased due to the fact that the pond will be exposed to 
ferti l izer run-off. 

When trying to determine what makes a good aeration system, keep the following criteria in 
mind: 

• A good surface spray aerator wil l pump a minimum of 300 gallons per minute per horsepower 
• A good diffused aerator wil l l i f t air through an air compressor at a minimum of 2,250 gallons 

per minute 
• A good aspiration aerator wil l influence the pond volume a minimum of 210,000 cubic feet 

per horsepower 
• Safety testing and approval 
• How much a month wil l it cost to run the unit 
• Warranty, service availability, quality and reputation 

Considerations when purchasing a fountain: 
• Full spray pattern 
• Good screening system 
• Safety testing and approval 
• How much a month wil l it cost to run the unit 
• Warranty, service availability, quality and reputation - Carla Barebo-0ttf vice president of 

sales and marketing, Otterbine/Barebo Inc., Emmaus, Penn. 

http://www.gactr.uga.edu/IS/
http://www.bpdi.com


sized rock that can give the impression of a 
gravel pit," he mentioned. "Instead, use 
decorative stones inside the water or along 
the pond or stream edges." 

Waterfall stones should typically be flat 
and angular, providing stability and sur-
faces for the water to flow over. Gary 
Wittstock suggested selecting stones with 
interesting textures for the more visible por-
tions for the pond and landscape. 

"Size stones to match the scope and scale 
of the landscape, and use boulders to add 
interest to waterfalls," he urged. "Be careful 
with limestone, though, which can have 
sharp edges and can disrupt the pH level of 
the water by making it too alkaline." 

O X Y G E N NEEDS. For larger ponds deeper 
than 8 to 10 feet, an aeration system may be 
necessary to add oxygen to the deeper parts 
of the feature, said Don Fulmer, aquatic 
biologist at Aqua Doc, Chesterland, Ohio. 
Fulmer maintains ponds of about a half-
acre to one acre that are often used with 
fountains or for drinking water. He said that 
only about 10 percent of ponds require 
aerator systems. 

Fulmer explained that adding oxygen 
counters some algae growth and also allows 
fish and other aquatic life to use the entire 
pond, not just the first few feet where the 
oxygen is most plentiful. 

Whether or not a pond requires a system 
may be determined by its watershed design, 
such as a stream feeding into the pond that 
may bring high amounts of undecomposed 
materials into it. 

"Using a filter pump to remove debris 
can cut down the amount of decompositon 
that takes place in a pond," he said. 

Any type of debris or materials that falls 
into the pond, and is decomposed, depletes 
the pond of oxygen. "When a pond is de-
pleted of oxygen, it causes fish and plants to 
die and gives an unpleasant odor of 
hydrogren sulfide or methane," Fulmer said. 

A T T E N T I O N - G E T T E R . As the popularity of 
water features increases, there are more de-
mands for contractors who install them. 
Thomas said the growing popularity of water 
features is a result of homeowners searching 
for new and unique ideas for their yard. 

"Water is soothing, relaxing and a con-
(continuedfrom page 76) 

Introducing the EBS 100/200 Detachable Spreaders 
Fits Most Commercial Mowers, Utility Vehicles or Tractors 

• Variable Speed 
• Just Seconds to Mount or Dismount 
• Stainless Steel Frame 
• Heavy Duty Polyethylene Hopper 
• Rubber Sealed Electrical on/off Switch 
• Large Capacity (100 or 200 lbs. Fertilizer) 

CALL TODAY! 
Lawn Power & Equipment 

(407) 656-1088 
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throughout your field 
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FREE VIDEO! 
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largest water garden builder, Aquascape Designs. 
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WEDONT 
JUST DELIVER GRUB 

CONTROL. 
WE OVERNIGHT K 

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

Speed isn't the only thing DYLOX has going for it. It's available in two formulations. 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 1998 Bayer Corporation Printed in US A 98S17A0043 



Both the 6.2% granular formulation and the 80% water-soluble powder 
formulation are low-odor in addition to being high-power. 

To find out more, contact Bayer Corporation, Garden & Professional Care, 
Box 4913, Kansas City, MO 64120. (800) 842-8020. http://usagri.bayer.com 

And get fast grub control signed, sealed and delivered. 

Bayer 

DYLOX 6.2 
Granular insecticide 

DYLOX 80 

http://usagri.bayer.com


Contractors are fearful of excessive maintenance 
and do not know how to bid a water feature instal-
lation correctly. 

(continued from page 73) 

versation piece," he added. "It is also be-
coming a hobby, and the water feature 
business is getting more exposure." 

Thomas started constructing water fea-
tures about eight years ago when he said he 
saw a niche in the market. Now water fea-
tures are included in their sales pitches for 
landscape designs starting at about $30,000. 

"We throw it out there in the dream 
stage of the plans," he remarked. "It's not 
cheap. You got to have the right kind of 
buyer for the feature." 

Thomas requires an $8,000 minimum 
landscaping design in order to install a pond, 
typically 8-foot by 10-foot, he said. The 
company turns away less expensive projects. 

"The economy is doing so well that 
people have the money to spend," he said. 
"The smaller garden ponds people tend to 
build themselves." 

"Customers are getting away from the 
patio pond that has a fountain spitting 
water into the air," Johnson commented. 

"They're almost going all or nothing, more 
elaborate, more natural looking. Ifyou plant 
a tree, in 10 years they can enjoy it. With a 
pond, they can enjoy it instantly." 

Profits in ponds are not only in their 
building but also in the additional installa-
tion work they create, such as added land-
scaping or hardscaping around the pond or 
increasing the overall size of the landscape 
to match the size of an existing pond, Greg 
Wittstock explained. 

People also want to be able to sit down 
next to their water feature, which spurs 
customer desires for hardscapes such as ga-

zebos, decks and patios, he added. 
A person can spend $30,000 to $40,000 

on their landscaping and people will think 
it is nice, but add a $4,000 or $5,000 
waterfall to it and people will notice the 
water feature immediately, Greg Wittstock 
commented. 

"It becomes the center of a landscape. 
It's alive," he added. "I don't know many 
people who sit and watch their lilies grow, 
but they will sit and feed their fish." ID 

The author is Associate Editor of Lawn & 
Landscape magazine. 
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Providing you with 
exceptional service 
takes more than a 
full warehouse 
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Proper 
cultural 
practices and 

careful 
observation 

are keys to 
keeping turf 
disease in 

check. 

By Gail 
Schumann 

ost human beings are sick only occasionally, if they are lucky, 
r and we should expect most of our lawns and grounds to be 
healthy too. Most people know the basic steps needed to keep 

themselves healthy - good nutrition, exercise, adequate rest, not too 
much stress - but turfgrass disease can seem to strike its victims without 
warning. Part of the problem is that many lawn and landscape contractors do 
not get to visit their properties daily, and diseases can strike quickly. As with 
human health, prevention is best. When problems do arise, an accurate 
diagnosis can lead to the proper management choices. 

S T E P 1 . Start right. Too often, contractors and homeowners hope to save money 
on a new lawn by putting a minimal layer of topsoil over a hard packed 
construction site. Good drainage and optimal oxygen to the root system is the 
basis of good turfgrass health. No amount of fertilizer, water or fungicides can 
overcome turf growing in shallow, compacted soil. 

One of the most destructive turfgrass diseases is necrotic ring spot. This 
disease commonly develops three to four years after Kentucky bluegrass sod or 
seed is established on poor sites. As a root disease, it is difficult to treat with 
fungicides. Necrotic ring spot and other diseases that occur on slow growing and 
stressed turf will be diminished by an improved environment for root growth 
provided by aeration and thatch management. 

(continued on page 80) 

The disease red 

thread pictured 

above is most 

commonly found 

during cool, wet 

weather. Photo: 

Schumann 



to show you the 
weeds PENDULUM' controls. 

But they never showed up. 

The reason they never showed up? Because PENDULUM® 
herbicide is a highly effective preemergent turf herbicide. 
Compared to the competition, PENDULUM demonstrates 

a higher level of control across a broader spectrum of weed species. 
With PENDULUM, weeds won't ever see the light of day. 
For the PENDULUM herbicide distributor nearest you, 
call: 1-800-545-9525, Ext. 1676. 

M 
Herbicide Crabgrass Goosegrass Foxtail Poe Annua Oxalis Spurge Henbit Chickweed 

PENDULUM • • • O • O • • 
Barricade8 • O O O A O • • 
Dimensionb • O • O • O O O 
Team0 • o O o O o NR NR 

Ronstard O • NR o O NR NR NR 

Surflan0 • • • o A O • • 
Level of control O Medium • Medium-High • High NF Not registered 

' " N o v a r t i s R o h m a n d H a a s Co . ° " D o w A g r o S c i e n c e s R h o n e - P o u l e n c 

Ç I M C Y A N A M I D 

<E> Reg is tered Trademark , A m e r i c a n C y a n a m i d C o m p a n y <3) 1998 A l w a y s read a n d f o l l o w label d i rect ions. The Power of Cyanamid Pendimethalin 



turfqrass S i 
(continued from page 78) 

Next in importance to a good growing 
environment for the roots are good air move-
ment and sunlight on the leaf blades. The 
fungi that cause many important diseases 
begin to grow in the water droplets on the 
leaf blades. Landscaping should be planned 
to allow for good air movement. As land-
scape plants mature, dense plantings should 
be thinned and trees should be pruned to 
allow adequate sunlight penetration. This 
will also enhance air movement, so grass will 
dry off quickly after rain and nightly dews. 

Third, turfgrass breeding programs have 
developed many new cultivars of lawn spe-
cies with significant genetic resistance to 
major turfgrass diseases. If you are establish-
ing a new turf area, seek advice from local 
extension specialists about which cultivars 
will perform best in your local conditions. If 
you find a chronic disease problem in an 
older established site, consider overseeding 
or reestablishing with improved disease-
tolerant cultivars. 

STEP 2 . Water the turf, but not the patho-
gens. The cultural practices of proper irriga-
tion, fertilizer applications and mowing are 
basic to all turf maintenance, but they really 
have two goals. The first goal is to keep the 
grass plants healthy and as stress-free as 
possible. The second goal is to minimize the 
opportunities diseases have to proliferate. 

Fungi cause nearly all turfgrass diseases. 
Fungi are comprised of microscopic fila-
ments, called hyphae or mycelium, that eat 
and grow. Some fungi are specialized plant 

parasites that invade plants and use plant 
tissues as a source of food. When these fungi 
multiply quickly and overwhelm the turf, 
they become disease-causing pathogens. 

It is common to see the fragile fungal 
hyphae appear similar to spider webs on 
grass in the morning dew. They dry up and 
disappear as the dew evaporates. Most fungi 
produce spores for dispersal and as survival 
structures. Like seeds, spores must absorb 
water before they can germinate into new 

(continued on page 82) 

Dollar spot resistance is 
evident in this fine fescue 
variety trial. Notice the 
severity of infection in the 
diseased plots. Credit: 
Schumann 
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(continued from page 80) 

mycelium that will invade the turf and 
initiate diseases. 

This leaves turf managers with a di-
lemma. The turfgrass plants themselves need 
water in the root zone to be healthy, but it 
is difficult to deliver this water without 
wetting the leaf blades where most fungal 
diseases begin. Water should be applied 
infrequently and deeply. It should also be 
applied when the leaf blades will have a 
chance to dry off quickly. That means not 
irrigating in the late afternoon and evening 
because the grass will stay wet into the night 
dew period. Turf should also not be irri-
gated just as it is drying off in the morning. 

If water puddles around a poorly main-
tained sprinkler head, disease may develop 
even where expensive automated irrigation 
systems are available. Turfs water needs 
also vary from month to month and even 
week to week. A soil probe or a shovel can be 
used to determine if enough water is reach-
ing the root zone for good plant growth. 

hen disease diagnosis is diff icult, know 
where you can find professional 
diagnostic help. Turf samples should be in 

the early stages of disease, and be large enough to 
show a variety of symptoms - generally a square 
sample 4 to 6 inches wide with at least 1 inch of 
soil and roots below the thatch is adequate. 
Provide the lab with detailed information about 
the sample, such as the grass species, environ-
ment and site conditions (temperature, rainfall, 
soil, recent ferti l izers and pesticides) and probable 
causes (compaction, poor watering, improper 
mowing, dense landscaping). - Gai l S c h u m a n n 

Foggy, cloudy weather can be misleading, 
making it seem as if the plants are getting 
enough water in the soil when only the 
leaves are wet. This results in a severe disease 

potential because the fungi on the 
leaf blades have optimal conditions 
for growth, but the plants are grow-
ing slowly due to insufficient water. 
Rust, red thread and dollar spot are 
common diseases that occur under 
such conditions. 

STEP 3 . Avoid the nitrogen roller 
coaster. A steady and balanced sup-
ply of necessary nutrients will help 
keep turfgrass healthy, but no nu-
trient is more important than nitro-
gen. Excess nitrogen makes turfgrass 
blades soft and succulent and can 
increase diseases such as brown 

^ ^ patch, Pythium blight and leaf spots. 
^ ^ Slow growing, nitrogen-deficient 

turf can become diseased because it 
cannot "outgrow" certain fungi, resulting in 
increased dollar spot, red thread and rust. 
Late season fertilization, which delays turf 

(continued on page 84) 
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(continued from page 82) 

dormancy, will enhance the possibility of 
snow mold problems in winter. 

Large monthly applications of quick re-
lease nitrogen sources can set turf up for the 
disease roller coaster when combined with 
poor watering practices or rainy weather. 
High nitrogen diseases may occur right after 
the application, and low nitrogen diseases 

may develop in the weeks before the next 
scheduled application. 

Synthetic and natural slow release nitro-
gen sources should be the basis of a healthy 
turfgrass maintenance program with small 
amounts of quick release nitrogen applied 
as needed to optimize growth and to mini-
mize disease. Excess nitrogen in the spring is 

likely to result in leaf spot and melting-out, 
especially when accompanied by wet 
weather. Excess nitrogen in hot, humid 
weather may increase the severity of brown 
patch and Pythium blight. 

STEP 4 . Know your enemies. Some common 
diseases show symptoms that are readily 
recognized even without a microscope; oth-
ers can be diagnosed accurately only in a 
laboratory. When a turfgrass disease does 
not easily match up with the pictures in a 
book, other possible causes of turf problems 
need to be considered. Mowing injury, in-
sect problems or misapplication of fertiliz-
ers and pesticides can all cause symptoms 
that might be similar to disease symptoms. 

Remember the "disease triangle" when 
trying to make a diagnosis. The triangle is a 
reminder that disease occurs only when 
three factors are present: a pathogen, a sus-
ceptible plant and an environment favor-
able for the disease. Contractors must know 
what turf species are present at the site 
because diseases can be specific to the type 
of grass they infect. For example, necrotic 
ring spot is a problem in Kentucky bluegrass 
but not in perennial ryegrass. 

Several common turf diseases are easily 
recognized by the colored mycelium and 
spores. In cool, wet weather, the fungus 
responsible for red thread disease produces 
tiny red threads growing from the tips of the 
leaf blades. The same fungus produces tiny, 
cotton candy-like pink spores. These spores 
are sometimes visible even when the red 
threads are not obvious. 

Rust is another common disease that is 
easily identified by its color. White athletic 
shoes may become covered with the orange, 
powdery spores during severe outbreaks, 
usually in late summer and fall in the north-
ern half of the United States. 

Several common turfgrass pathogens 
produce white mycelium on wet grass, espe-
cially in the early morning. The mycelium is 
very similar to spider webs. The two most 
common diseases associated with white 
mycelium are dollar spot and Pythium 
blight. Dollar spot typically occurs in warm, 
wet weather on low fertility turf. Infected 
leaf blades are often straw-colored below the 
mycelium. Pythium blight generally occurs 
in hot, wet weather on high fertility turf. 

(continued on page 86) 
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Good drainage and optimal oxygen to the 
root system is the basis of good grass health. (continued, from page 84) 

Infected leaf blades look greasy. Powdery 
mildew is also white and commonly seen on 
turf growing in shady areas. 

The third point of the disease triangle is 
the environment. Many fungi have a tem-
perature preference, so we expect certain 
diseases whenever an extended period of 
cool, warm or hot weather occurs, especially 

when accompanied by excess moisture. In 
cool weather, expect leaf spot and red thread. 
As weather gets warmer, dollar spot and 
necrotic ring spot may develop. In hot 
weather, brown patch and Pythium blight 
are more likely. 

STEP 5. Correct medicines for turf diseases. 
Fungicides are a useful way to control dis-
eases, but effective use of these products 
depends on an accurate diagnosis and proper 
timing. Many turf diseases develop during 
unusual weather conditions that are only 
temporary. Once the weather pattern 
changes, the disease may no longer pose a 
serious threat to the health of the turf. 
Fungicides will not bring dead turfgrass 
back to life, however. Overseeding dam-
aged areas and correcting faulty irrigation or 
mowing practices are also effective solutions 
to keeping turf healthy and helping it to 
recover after a disease strikes. 

Fungicides differ from each other in the 
way they prevent disease. For example, 
chlorothalonil-based products such as 
Daconil stick to the sides of grass blades and 
fend off disease outside the plant. 
Propiconazole-based products, such as Ban-
ner MAXX, enter the grass plant and pro-
vide some systemic activity. 

Always check labels for changes and up-
dates to fungicide products. 

Azoxystrobin, sold under the trade name 
Heritage, was first sold as a fungicide for 
golf courses in 1997. It offers broad spec-
trum control of many important turfgrass 
diseases and may be available for lawn use in 
the near future. Other fungicides give excel-
lent control of a smaller list of diseases. For 
example, flutolanil (ProStar) gives excellent 
control of red thread, brown patch and 
Typhula blight (gray snow mold). Neither 
azoxystrobin nor flutolanil control dollar 
spot, so it is important to determine which 
diseases require treatment before choosing a 
fungicide. 

Many people are excited about new bio-
logical controls for turfgrass. Several insect 
biocontrols are already available, but disease 
biocontrol is in its infancy. Before purchas-
ing disease biocontrol products, ask for in-
dependent university research proving safety 
and efficacy of the product. If you try a new 
product, leave an area untreated to deter-
mine if the product worked or if the disease 
went away by itself - as they often do. ID 

The author is Associate Professor of Plant Pa-
thology at the University of Massachusetts, 
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Successful 
mowing crew 
management 
depends on how 
contractors 
handle a 
variety of 
variables. Maximizing mowing crew efficiency means fitting the crew personnel and equipment to meet the 

specific needs of the jobs they'll be working on. Photo: Deere & Co. 

By Bob 
West 

Managing 

inancial resources, corporate infrastruc-
ture and name recognition are just a 
few competitive advantages some con-

tractors enjoy over the other companies 
in their market. But there are facets of 

running a lawn maintenance company that 
don't include any innate advantages for com-
panies of greater size and, in fact, put all 
competitors on a level playing field. 

Mowing I 
Efficiency 

Getting the most out of mowing crews is 
one such example. The biggest company in the 
land can be at a disadvantage competing against 
a two-person operation if the smaller company 
has a better, more efficient plan of attack for 
getting the most productivity out of its crews. 

THE D O L L A R D I C T A T O R . Some contractors side 
with larger crews in order to spend less time on 
properties, while others like covering more of 
the market with smaller crews. For John Bates, 
vice president, lawn care division, Down to 
Earth Inc., Garland, Texas, his maintenance 
estimates tell him what size crews to use. 

"We define crew size by the size of the jobs 
we'll send them to and the dollar amounts we 
can earn for that job," Bates explained. "It 
doesn't make sense to send a four-man crew to 
a job that you charge $25 per man hour for and 
expect to require three man hours to mow. 

(continued on page 90) 
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(continuedfrom page 88) 

Even if the crew is only at the job for 30 
minutes, the job will end up costing you 
four man hours because of the time required 
for travel, unloading and loading the trailer." 

Bates noted that when planning is being 
made for an entire season, it's impossible to 
always forecast how much time will be re-
quired at a job from week to week as the 
weather changes. "We gear crew size by the 

amount of budgeted hours on a per-visit 
basis," he said. "We average the time out 
over the course of the year and figure out the 
average time the crew will be able to spend 
on each job each week." 

Down to Earth has settled on a six man-
hour job as the maximum amount of time to 
be spent on a job by a three-person crew. 
Sites requiring more than six man hours will 

be attacked with a four-person 
crew or more. 

LESS IS M O R E . Bill Gordon, 
president, Signature Landscape, 
Olathe, Kan., settled on two-
person crews for his 1998 sea-
son. His goal with these smaller 
crews isn't maximizing produc-
tivity as much as it is minimiz-
ing a lack of productivity that 
plagues his larger crews. 

"A problem we've had is 
having a crew chief who does 

nothing but sit on the riding mower all day 
and expect everyone else to do all of the 
weed eating and cleaning," Gordon admit-
ted. "All that does is build resentment among 
the crew and hurt productivity. 

"However, it's almost impossible to have 
a lazy crew member on a two-person crew," 
Gordon continued. 

Setting up a management structure 
within a crew can be another benefit of 
smaller crews. "Larger crews can be a real 
challenge for one foreman and an assistant 
foreman to handle," noted Tim Lynott, 
branch manager, Chapel Valley Landscape 
Co., Woodbine, Md. 

There are limitations to the jobs suited 
for two-person crews, but the job size isn't 
the only determining factor. "Some clients 
really want an English speaking individual 
on the crew, and with two-person crews it's 
important to make sure both people speak 
the same language," Gordon added, noting 

(continued on page 92) 

The notion of a super crew isnt 
really a new ideay hut some 
contractors have found using 
such a crew can provide unex-
pected and hidden benefits. 
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that his non-English speaking employees 
oftentimes end up working on the larger 
crews used for bigger properties. 

Gordon also believes two-person crews 
can be more efficient on a property. "We 
tried using three-person crews with one 
person mowing, one edging and trimming, 
and the third using the blower for cleanup," 
he recalled. "But we figure someone can 
trim at a rate of 10 acres per hour and 
someone can mow about one acre per hour. 
So we set the crew up with two mowers and 
have the first one done come behind with 
the trimming." 

Two-person crews are as small as most 
contractors will go, however. "People work-
ing alone tend to be less productive and 
have to motivate themselves," observed 
Lynott. "Plus, we don't want to have any-
one alone if they get hurt." 

S U P E R S I Z E Y O U R C R E W S . Some contractors 
have found using a supercrew can provide 

some unexpected and oftentimes hidden 
benefits. 

"We've found it works well to combine 
a couple of three-person crews to knock out 
a larger job in one day rather than leave one 
crew on a job for a couple days," recognized 
Bates. " I f you leave one crew on a property 
for two or three days and they know they'll 
be back the next day, they can let things go 
undone. But if they're expected to get in and 
out in one day, they'll work harder." 

"We set up a supercrew with six crew 

members early in the spring, especially with 
all of the labor intensive spring cleanup 
work," noted Dan Daulton, landscape ser-
vice manager, Glen Gate Co., Wilton, Conn. 
"We want to get the most properties done 
per day, but this also lets us put new em-
ployees with a group of experienced crew 
members so the new individuals can really 
see our way of doing things in the field." 

Once the spring rush slows into the 
regular summer maintenance schedule, 
Golden Gate's supercrew is divided into 
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two three-person crews. At the same time, 
Daulton likes to build some flexibility into 
the crews' scheduling for when his plans are 
thrown off by unexpected events. 

Gordon will test the supercrew concept 
for jobs larger than 25 acres this year. "We 
want to see if we can't maintain or improve 
productivity if we stock the crew with the 
right equipment and have a real good crew 
chief who we pay a little more," he shared. 

With the ever-present labor challenge 
facing his company, Gordon appreciates 
the fact that putting a supercrew in a truck 
that seats six people means he doesn't have 
to buy an extra truck or find as many em-
ployees who have a driver's license. 

Gordon also noted that his approach of 
sending multiple two-person crews to handle 
jobs between 10 and 25 acres often results in 
the formation of an impromptu supercrew. 
"When you put a couple of different crews 
with Hispanic crew members on the same 
job, they will usually all end up working 

together because they tend to be more social 
in their work and they look to help each 
other out," he observed. 

M A K I N G A S S I G N M E N T S . How to handle task 
assignments is one question that produces a 
two distinctly different options. 

"Specific duty assignments vary from 
job to job for our crews," noted Bill Bray, 
east regional maintenance di-
rector, Landscape Resources 
Inc., Irving, Texas. "The deci-
sion is usually left up to the 
crew leader because each site 
may have its own opportuni-
ties for efficiencies that require 
taking advantage of certain 
crew members' skills." 

"We encourage crews to de-
velop regular tasks to help them 
develop a rhythm," added 
Bates. 

Gordon, however, believes 

in training crew members to handle a range 
of tasks so they have variety in their work-
day. "But I want them to do the same thing 
every time they report to each job," he 
added. "For example, if a crew member 
handles the 36-inch walk behind at Mrs. 
Jones' house one week, he should do that 
every time he's at that job. Using the same 
equipment every time you're on a particular 

The other option companies 
are faced with is dividing 
certain maintenance responsi-
bilities up among different 
crews. 
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• iVrrrrrt iiftrffîiffîrî ftiî ffîi ih ¡fffffrffîi iTmrffftrftiTTT] ttti ilffnmf iTfîiîTTTTi mîftin 11 

50 Gal, 650 sq/Tt/load $ 1295 00 
100 Gal. 1300 sq/Moad $ 1 9 9 5 00 
150 Gal. 2000 sq/ft/load S 2795.00 
300 Gal, 4000 *}/ft/toad^ S 3995.00 

500 Gal, 6600 sq/Moad $ 4795 00 
750 Gal. 1/4 Acre/load $ 7995 00 

1000 Gal. 1/3 Acre/load $ 9995 00 
1500 Gal. 1/2 Acre/load $ 1 9 9 9 5 00 

BUY NOW, WITH NO PAYMENT UNTIL SPRING 
"NEW" CHECK OUT OUR NEW TURF SPRAYERS "NEW" 
Turbo Turf Sprayers are loaded with premium features. They feature 

Raven tanks, Hypro or Kappa pumps, Briggs or Honda engines. 
50 Gtl from $ 1495.00, 100 G* from 11795, 200 G* from $ 1885.00, 300 G* from 1229500 

For a free hydro seeding information pack, call: 
TURBO TECHNOLOGIES, INC 

1108 T h i r d Ave . , N e w B r i g h t o n , PA 1 5 0 6 6 
1 - 4 1 2 - 8 4 6 - 0 6 7 0 1-800-822-3437 Fax 1 - 4 1 2 - 8 4 6 - 3 4 7 0 
http://beavercounty.com/badger/ E-Mail turbotec@ccia.com 

http://beavercounty.com/badger/
mailto:turbotec@ccia.com


job helps them learn the details like where 
the wet spots are. It's more efficient." 

The other option companies are faced 
with is dividing certain maintenance re-
sponsibilities up among different crews. 

"We have specific crews to handle mow-
ing, fertilization, color replacements and 
other tasks separately," shared Bray. "We 

tried mixing the responsibilities together in 
a crew, but it was difficult finding a way to 
carry all of the materials the crew might 
need on one trailer. Instead, having crew 
members focus on one task that they do well 
means they can end up doing it very well." 

Bray also noted that his customers have 
mandated the separation of residential and 

commercial crews. "Residential clients re-
quire more attention," he observed. "They 
require a crew leader who is more knowl-
edgeable in current horticultural issues." 

Down to Earth has vacillated between 
having its crews handle everything on a 
property and using separate crews for weed-
ing and trimming work and another to 
handle mowing responsibilities. "This year, 
we're going back to separate crews," com-
mented Bates. "We think this setup will 
help us control the quality aspect of the 
weeding and trimming. When one crew is 
responsible for everything, if it ever gets 
behind schedule because of weather or equip-
ment problems, then the weeding and trim-
ming is what always seems to be forgotten. 
Then, the next week, it will be twice as bad." 

Chapel Valley managers believe that 
having one crew entirely responsible for all 
of the maintenance needs of a job is the best 
option. "By splitting the responsibilities up, 
you might be more efficient," Lynott recog-
nized. "But is the client receiving the best 
service possible? We'd rather have one per-
son responsible for the entire job so there's 
no finger pointing between crews or com-
municat ion problems. For example, 
what if the client asks the mowing crews to 
prune a tree a certain way, but that message 
doesn't get conveyed to the pruning crew?" 

T H E W H O L E P A C K A G E . Contractors also noted 
that developing efficient mowing crews in-
volves managing time spent off the job. 

"We watch for efficiency getting out of 
the yard in the morning," related Daulton. 
"It used to be a real Chinese fire drill for us, 
so we adopted a system where each crew has 
a specific truck and specific equipment to 
use every day. Also, we have the person who 
is second in command on each crew start 10 
minutes earlier than the rest of the crew to 
get the trucks loaded up. 

"The other big change for us was a switch 
from belt-drive mowers to hydrostatic 
drives," continued Daulton. "They've made 
a huge difference in productivity." 

"Having a good shop is also a key," 
Lynott noted. "Our crews never go out with 
broken equipment, so we think that gets 
them to take better care of it as well." ED 

The author is Editor 0/Tawn & Landscape 
magazine. 
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landscape professionals. For more information, 
call Glen-Hil ton Products at 1 - 8 0 0 - 4 7 6 - 0 2 6 0 . 

www.glenhil ton.com 

Because a n y p r o d u c t y o u can ins ta l l a n d f o r g e t is 

WORTH REMEMBERING 

MINKLIK 

WIND-CLIK 

INF0-CLÎK 

G L E N ' H I L T O N 
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contractors are 
becoming more and 
more comfortable 
relying on 

ook out. 
Computers have come a long way since the personal computer burst 

onto the scene 20 years ago. But where computer innovations in the 
green industry are headed in the near future will allow companies large 

and small to be efficient and productive as never before. 
"The future of computer software will be different than anything we can 

prepare for," acknowledged Dave Tucker, president, Sensible Software, 
Gaithersburg, Md. "Most software companies have a five-year plan in place, but 
we all stand ready to change course because we really can't predict where things 
will be beyond six months into the future." 

Several factors are driving these changes. A booming lawn and landscape 
industry is demanding products that are integrated and easy to use. The 
shortage of labor encourages contractors to automate as much of their busi-
nesses as possible. And contractors are looking for software that will help them 
beat their competition through better and faster service, more accurate and 

computers to 
perform a 
growing share 
of the workload. 
And the 
innovations keep 
on coming. 

By Paul Schrimpf 

Automation 



prolific proposal writing, stronger presenta-
tions and, when necessary, the ability to 
change course on a dime. 

PART OF THE BIG PICTURE. Imaging software 
that allows designers to lay out a landscape 
on computer, then present that image on 
screen and in print form to customers has 
come into its own over the past several years. 

While no software manufacturer pro-
vides true integration of computer aided 
design, imaging and business management 
functions, integrating these components is 
a focus of research and development in the 
software industry, according to Brian 
Dontje, owner, UDS Computer Software, 
Grand Rapids, Mich. 

"Future products will create dynamic 
interactivity between the accounting and 
design functions," he predicted. "As con-
tractors create the design, they'll be creating 
the proposal." 

The image, and the process of assem-
bling the image on screen, continues to be a 
focus of ongoing development. Software 
manufacturers have been working to en-
hance the quality of the image and the ease 
of use to give contractors a competitive edge 
in productivity and the saleability of the 
projects they present to clients. 

Stano Landscaping, Milwaukee, Wis., 
added imaging software about six months 
ago to aid in selling mostly residential cli-
ents on landscape designs. "Other compa-
nies in the market had been using imaging 
software at local home shows, and it's really 
a good sales tool for a public that is so 
visually oriented," said Mitch Rolsky, vice 
president of operations. Designers on sales 
calls take a laptop computer and make 
changes for the customer on the spot. Each 
computer is also loaded with software fea-
turing plant photography, so designers don't 
need to carry plant picture books. 

The imaging component of the software 
itself has been strengthened in different 
ways by improving the appearance of the 
trees, shrubs and structures in the image. 

For example, Barton Greer, director of 
media relations, Diehl/Graphsoft Inc., Co-
lumbia, Md., said that creating photo-real-
ism has been a central focus in software 
development. The company's CAD prod-
uct ships with a renderer that enhances the 
image on the screen. 

"It allows users to create soft shadows 
and takes out the 'jaggies,' or points of 
distortion, within an image," said Greer. 

AutoDesk has also been working on pre-
senting the cleanest design possible, and its 
newest release of Pro Landscape features "al-
pha channel blending," according to prod-
uct manager Chris Lohman. The colors 

around the borders of the plants are graded 
so that plants placed against structures in a 
layout look more dimensional and don't 
look as though they've been stuck into the 
picture, he noted. 

Dontje added that the imaging compo-
nent of his Image.Scapes software includes 
a feature that shows a proposed design in a 

l i l A u t o d e s k 
10725 Ambassador Dr. • Kansas Citv, MO 64153 

(800) 231-8574 
Fax: (816) 8 9 1 - 8 0 1 8 

E - m a i l : l a n d s c a p e @ a u t o d e s k . c o m 

Call Today for 
FREE CD-ROM 
Demo! PRO 

LANDSCAPE 
The Only Software Designed by Landscape 
Professionals For Landscape Professionals! 

i 
THREE Programs in ONE Complete Package: 

Photoscape technology includes over 1400 plant and other land-
scaping materials to create realistic Photoscape images. 
Easy-to-use professional CAD tools simplify creating a 7 , 
detailed plan-view site drawing of your Photoscape image. ^ K i • 
Cost estimating module automatically includes all plants and 
materials used in your Photoscape image and plan-view drawing. 

Win More Bids In Less Time! 

requited for field crews to implement your customer's landscaping plans. 

tered trademarks, and Photoscape is a trademark of Autodesk. Inc. All other 
brand names, product names or trademarks belong to their respective holders. 

mailto:landscape@autodesk.com


night lighted setting. It also provides de-
signers the ability to drop plant labels into a 
design to give to customers when the land-
scape is complete. 

More and better image "editing" tools 

are also being designed into imaging pro-
grams. For example, Design Ware from 
Design Imaging Group, Holtsville, N.Y., 
includes a "copy shadow" function which 
allows users to create the shadow effect from 

trees on homes and structures. Another 
feature allows the user to alter parts of the 
image without losing the original picture 
scanned into the system. "You can 'prune' 

(continued on page 100) 
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ASOMA-WTC GRO-MACS X X X 

| Autodesk ProLandscape X X X X X X X X X 

CompuScapes CompuScapes X X X X X X X X X X X X 

Creative Custom Software Lawn Manager X X X X X X X X X X 

Design Imaging Group DesignWare X X X X X X X X 

| Diehl/Graphsoft MiniOAD 7 X X X X X X 

DK Enterprises Winlawn Pro X X X X X X X X X 

Eagle Point Software LandCADD Series X X X X X X X X X X 

Frontrunner Technologies PowerRoute 97 X X X X X X X X X X X 

I Genius Software Landscape Genius X X X X X X X 

KRS Enterprises Service First! X X X X X X X X X 

Mobile Data Collection Corp. Service Tracker X X X X X X X X X X 

Performance Software Pen Diagrammer Plus X X X X X X X X X X X 

Technologies 
Practical Solutions The Service Solution X X X X X 

Real Green Systems Lawn Assistant II X X X X X X X X X X X 

Sensible Software CLIP Light, Classic, Pro X X X X X X X X X X X 

Service Communication Service Communication X X X X X X X X X X X 

Software Software 
¡ Thornton Computer SLICE Plus X X X X X X X X X X 

Management Systems 
Time Saver Technologies Hydraulics X X 

TKO Software RainCad Suite X X X X 

Trims Software Trimmer Software 
TRIMS '97 

X 

X 

X X X X 

X X X 

I UDS Software Image.Scapes/Landscape 
Master Module 

X X X X X X X X X 

Vander Kooi & Assoc. Mr. Accountant / 
VKA Estimating 

X X X X X X X X X X X 

Visual Impact Imaging EarthScapes X X X X 



Our Transplant Patients 

Rejections 
i Mycor Tree Saver Mycorrhizal Fungi Inoculant 
£ Dramatically Reduces Transplant Losses, Three Ways: 

Mycorrhizal Fungi: These endo- and ectomycorrhizal fungi enhance water and 
nutrient uptake, and improve resistance to disease and environmental stress. 

Torra-SortT: Water-absorbent hydrogel ensures water availability to prevent drought. 

BiOStimulantS: Organic seakelp, yucca extracts and humic 
acids stimulate root growth and aid in rapid establishment. 

Order Mycor" T r e e S a v e r ™ Now, and Receive 
H e a l t h y Start™BiofertilizerTablets, F R E E ! 

When you place your first order for 1 5 0 - 3 oz. handy paks or a bulk 
5-gallon pail of Mycor" Tree Saver", we'll include a 10 lb. box of Healthy 
Start" 12-8-8 Biofertilizer Planting Tablets to help get your plantings off to 
the best possible start. In addition to natural organic nutrients and humic 
acid, Healthy Start" Macro Tablets contain the slow-release nitroform 
fertilizer, along with nitrogen-fixing and phosphorus solubilizing bacteria, 
which new plantings need to take h o l d . . . and take off! 

Call Plant Health Care, Inc. or your PHC Representative 
Today . . . f o r your PHC Prescription for Planting Success. 

1-800-421-9051 
www.planthealthcare.com 

Mycor', Tree Saver', and Healthy Start" are trademarks of Plant Health Care, Inc., 01998 Plant Health Care, Inc., Pittsburgh, PA 34M98T3 

http://www.planthealthcare.com
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branches off trees and restore them on the 
image days or even weeks later," noted Garry 
Galpin, DIG president. 

Jim Karo, president, Visual Impact Im-
aging, Hopatcong, N.J., noted that his im-
aging software contains a cloning feature 
that allows for the reproduction of patterns 
in a scanned image that closely matches the 
quality of the original image. It can also 
"paint in" features such as grass and mulch 
so curves and odd shapes can be easily drawn 
into the image. 

Internet 
To the Rescue 

Nothing is more frustrating than a com-
puter program that won't cooperate 
when so much of a company's productiv-

ity and efficiency is tied to its smooth opera-
tion. Fortunately, the internet is making it 
easier and less expensive for software compa-
nies to service and communicate with their 
clients. 

Many of the major computer software manu-
facturers maintain a website where users and 
prospective buyers can pick up demonstration 
programs and compare different brands and 
features of the software. In addition, e-mail 
within the sites allows contractors to communi-
cate directly with manufacturers with ques-
tions and issues regarding their programs. 

Websites also allow users to download up-
dates to programs that manufacturers offer 
from time to time. 

The internet is also making servicing soft-
ware packages more direct and less expensive, 
noted John Deering, president, Service Commu-
nication Software, Plain City, Ohio. Software 
can be downloaded from a contractor's com-
puter to the software company, fixed and sent 
back for the cost of a local phone call and the 
software technician's time. - Paul Schrimpf 

With all of these 
image options, one of the 
last real appearance en-
hancements left is the abil-
ity to see the design in three 
dimensions. Dontje ex-
plained that current limita 
tions are more related to the 
hardware than the software. "We 
could write that program, but you have to 
consider, for example, that a three-dimen-
sional tree contains millions of colors," he 

related. "The program would 
H j j ^ ^ H simply he too large for the 

types of computers landscape 
contractors own." 

TAKINGCAREOF BUSINESS. The 
trend in business management 
software is a carbon copy of the 
trend in the green industry -
to perform as many functions 
as possible so one vendor can 
service all of a customer's 
needs. 

Tim Shields, president of 
CompuScapes, Atlanta, Ga., 
noted that the most recent re-
lease of the company's soft-
ware, featuring enhanced esti-
mating and job costing abili-
ties, is a direct result of both 
the needs of diverse clients and 
the growing computer literacy 
in the market. 

"Five or six years ago, I was 
worried more about educating 
contractors than talking about 
our particular product," ad-
mitted Shields. "Now, all lev-
els of the market understand 
the value of having a good 
program in-house. For the 
smaller guys, it levels out the 
competitive playing field a bit." 

Frank Acosta, president, 
Creative Custom Software, 
Port Murray, N.J., said his 
company has nearly completed 
a Windows version of its sched-
uling software, which should 
be released by the third quar-
ter this year. Contractors have 
been demanding a high level 
of flexibility in scheduling dif-

r ferent types of ac-
counts, services and 

^ billing options. "Ev-
ery contractor believes 

• that his or her system is 
the best, so we try to 

design the software so it fits 
into what they are doing," 

he explained. 
"Most of our clients want to do their 

work during the day and be able to make 
easy, quick data entry at the end of the day," 
Acosta continued. "They don't want to 
worry about the data on the other end." 

"We've noticed that companies are mov-
ing more toward providing full- service land-
scape care," agreed Joe McPhail, vice presi-
dent, Real Green Professional Service, 
Walled Lake, Mich. "Contractors getting 
into full-service need to have software that 
allows for flexibility." 

Recent changes in Sensible Software's 
CLIP program were also driven by the need 
for flexibility, explained Sharon O'Donnell, 
marketing coordinator. The company re-
cently began offering the software at three 
levels - Light, Classic and Pro - geared to 
the needs of small, medium and large con-
tractors. The software is easily upgradable, 
so growing companies can move up to the 
next level of the program when they need 
the additional power and features, 
O'Donnell noted. 

Brett Harward, chief executive officer, 
Frontrunner Technologies, Glendale, Ariz., 
agreed that the industry needs adaptable 
software, but he added that companies need 
guidance to understand the capabilities of 
today's software. 

"There are companies out there using 
DOS and Windows 3.1 applications that 
are getting the most they can out of that 
software, but they have no idea what com-
puters can do for their businesses," he said, 
adding that Frontrunner offers business con-
sulting as well as its management software. 
"We feel we need to educate people about 
the power of a computer program to help 
them elevate their business." 

For Stano Landscaping, a change in soft-
ware is being implemented to adapt to an 
aggressive growth strategy planned by the 
company, explained Rolsky. 

The company is implementing account-
ing, contact and business management soft-



Irrigation Made Simpler computers 

Simplifying the irrigation design process has been the ongoing focus of software 
manufacturers, and some new and interesting solutions are becoming available. 

Time Saver Technologies, Richmond, Va., developed its Hydraulics software to simplify 
the irrigation design process. It can convert a wide range of calculations, including area, flow, 
pressure, weight and velocity. It can also determine the placement of sprinkler heads based on 
their output. " I t eliminates a lot of planning time," stressed Mike Small, project manager. "What 
used to take hours to complete can be accomplished in about 40 minutes." 

For complete irrigation design, RainCad, sold by Rain Bird and manufactured by TKO 
Enterprises, offers complete irrigation design capabilities, including head layout, zoning, pipe 
sizing and hydraulic calculations. " I t doesn't do the job for them, but it 's a great tool for an 
irrigation specialist," noted John DeCell, president of TKO. - Paul Schrimpf 

ware that isn't specifically geared to the 
green industry, but that Rolsky said will 
provide flexibility. This flexibility comes at 
a cost of between $15,000 and $35,000 for 
the business management portion of the 
software, Rolsky revealed. The main ben-

efits to the company include ease of 
customization and expandability. "We're 
paying for cutting edge," he added. "With 
this software, we can adapt it to the way the 
company runs now, so our people won't 
have a significant learning curve." 

THE M A R K E T I N G EDGE. Lawn care, mainte-
nance and irrigation contractors who rely 
on the conversion of leads from a database 
for new sales rely on computer software to 
help make their marketing programs as ef-
fective as possible. 

Maris Franke, president, Practical Solu-
tions, Columbus, Ohio, noted that software 
is growing more sophisticated in its ability 
to analyze databases and separate hot and 
cold leads. Software can take purchased 
databases and compare them to the com-
pany records to determine who the most 
likely candidates are for a potential sale. 
This increases the effectiveness of any tar-
geted direct mail. 

Don Mayle, president, DK Enterprises, 
Pocono Summit, Pa., said that computer 
software today can also take advantage of 
the information gathered about a site, such 
as the lawn size and number of trees, to 
generate an individualized sales piece with a 
price list for the customer. 

• Low maintenance 
• Create various shapes, sizes and colors 
• Self-propelled, electric or gas powered 
• Residential, commercial and golf course uses 
• Add to your services and bottom line 

- material costs average $.40 per foot 
• Durable curbing is freeze thaw tolerant 

1 - 2 0 0 - 2 ^ 2 - ^ 2 2 
Concrete Curb & Landscape Border Equipment 
Fax 714-587-9680 •714-587-8488 • 5 Chrysler • Irvine CA 92618 

Why are so many Landscape Designers 
Switching to... 

Earthscapes Software 

Intasine -Site Plan -Estimatine in One 

& Create Image & Site Plan together 
Qt Highest Resolution Image Library 

Most Advanced Imaging Tools 
ty Easiest to Leam & Use 

Why leam 3 different packages, and take 3 times 
longer to complete a proposal when Earthscapes 
can do it all in one... faster and more realistic. 

Visual Impact Imaging 
973-770-9550 



Mayle noted that one contractor he works 
with performs "drive-bys" of large muti-
unit developments with consistently de-
signed landscapes. He puts the information 
on lawn size and plant material into a com-
puter and generates a "personalized" price 
list of services which he mails to all of the 
addresses in the development. 

GOING MOBILE. Contractors who are satis-
fied with their current software for manag-
ing accounts agreed that the next, and per-
haps biggest, wave of technology will be the 
use of hand-held, mobile computers. 

Hand-held units have the ability to take 
information about the day's route from the 
company's computer system and present it 

LAWN MANAGER 
Computer Software for Landscape Professionals 

Finally, a computer software program that automates all your 
companies' accounting and job cost tracking functions into 
one fully integrated and easy to use program. N o w you can 
organize your company, speed up billing, improve cash flow, 
increase customer confidence, and project professional 
image. Systems start at $399 . 

Lawn Manager Consists of 8 Integrated Programs: 
1. Accounts Receivable 5. Vehicle Maintenance 
2. Maintenance Billing 6. Accounts Payable 
3. Job Cost Tracking 7. Payroll System 
4. Chemical Tracking 8. Proposals 
CREATIVE CUSTOM SOFTWARES 

For FREE brochure & FREE Demo call (908) 689-5878 
ALL MAJOR 

CREDIT CARDS 
ACCEPTED! 

USE READER SERVICE #89 

I TURBO TURF" 
TURF SPRAYERS 

m 
2 & 3 tank units available 
Hypro or Kappa pumps 
structural steel frames 

Briggs or Honda engines 

TURBO TURF 
50 Cat from $ 1395.00 
100 Gal from S 1795.00 
200 Gal from S 1895.00 
300 Gal from S 2295.00 

C A L L U S FOR A F R E E I N F O PACK 

TURBO TECHNOLOGIES INC. 
1108 T h i r d A v e . . N e w B r i g h t o n . Pa 1 5 0 6 6 
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Software that 
has Answers! 

CompuScapes software has 
answers for the demanding, growing 
professional who wants a finely 
tuned organization, delivering peak 
performance and quality in products 
and services. 

CompuScapes software provides... 
• estimates and proposals 
• job cost analysis 
• workorders & service requests 
• routing & scheduling 
• customer invoicing 
• complete accounting 
• handheld computers 
• much more... 

"CompuScapes has made 
m y company more efficientr 
competitive, organized^and 
m o s t of all profitable." 

James J. Sharp 
Sharps Landscaping, Inc. 

CompuScapes 
(800) 350-3534 

www.compuscapes.com 
.Start ing at $2,995 Rental & Finance available 

USE READER SERVICE #91 

in an easy to understand format for the crew 
people. Most systems give the user a desti-
nation, a checklist of work to be done and 
require the user to check in and out of job 
sites by touching an electronic device to a 
pfóthpt area on the screen. At the end of the 
day, the information is downloaded into 
the company computer eliminating the need 
to manually input the information. 

Tim Doppel, president, Atwood Lawn 
Care, Sterling Heights, Mich., uses a green 
industry-specific program to run his lawn 
care business, which is integrated with the 
QuickBooks accounting program. Having 
used a computer since he first went into 
business, Doppel said the computer system 
allows him to run the office with one full-
time and one part-time secretary. 

He's happy with how smoothly the busi-
ness is operating now, but believes that "the 
next big leap will come when technicians 
can take the computer into the vehicle, and 
we'll no longer be printing invoices. I know 
the equipment is out there, but right now 
it's so expensive that I can't justify the 
productivity benefits," Doppel said. 

"The amazing thing is, I know this isn't 
pie in the sky," he continued. "In five years 
or less, they'll probably be less expensive, 
and we'll be able to afford it." Doppel 
estimated that a sticker price of about $ 1,000 
per vehicle to install such a system would be 
affordable enough for him to seriously con-
sider making such a purchase. 

Computer software manufacturers say 
that the era of the affordable in-vehicle com-
puter is indeed drawing near. 

"We've really just seen the tip of the 
iceberg with hand-held computers," said 
Shields, noting that software companies are 
making incredible investments in program-
ming to bring the hand-held computer to 
the market. 

One of the benchmarks of hand-held 
computing came last year, when Microsoft 
released its CE operating software for such 
smaller units. Nine manufacturers of hand-
held hardware have embraced the software 
since then, which is causing prices on the 
units to fall dramatically. 

The benefits and justification for mak-
ing such an expenditure are easy to see, once 
contractors consider the time savings that 
such a system creates, Shields explained. 

(continued on page 133) 
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GATOR MULCHER 
THE PROFESSIONAL'S 

CHOICE 
Designed for the professional landscapes 
the GATOR MULCHER™ affers 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 bogging 
• 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. 

Patent Pending 

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

GATOR M U L C H ERT 



Mail Marketing 
Direct mail advertising has become the 
marketing problem solver for some green industry 
contractors. 

By Carol Pilon 

ow green is your landscape business? For 
some lawn care and landscape contractors, 

business is growing greener daily because 
W they are using a direct mail campaign to attract 

additional customers. 
Savvy lawn maintenance and landscape operators 

are adding this marketing technique to their advertis-
ing mix as they sharpen competitive skills to gain their 
share of the growing demand for their services. That 
demand has been fueled in recent years by families with 
both spouses in the workplace, by graying baby boomers 
and by concerned consumers' reliance on route moni-
toring to guard against the necessity of pesticide use to 
treat problems that grew through neglect. 

A recent Gallup survey of the lawn care industry 
found that those individuals who gave the highest 
ratings to the benefits of a well-maintained lawn and 
landscape have a median income of $30,000; the 
majority are 30 years old or older and are college 
educated. 

More than one in five U.S. households spends an 
average of $667 on professional landscaping, lawn and 
tree care services each year - a $14 billion investment 
in eye-appealing yards. Lawn care companies estimate 
they have only penetrated 15 percent of the potential 
market (23 million households strong), so attracting 

(continued on page 106) 

Direct mail companies recommend 
coupons feature the company's name, 

phone number and a discount. 

L A W N C A R E 
& L A N D S C A P I N G 

SEE REVERSE FOR MONEY SAVING COUPONS 



j ^ W e started using the R O O T S 1-2-3 H product over four years ago on our main football 

field, and now w e use it on the pract ice fields as well. The football season starts August 

>4 f i f teenth and runs into November , plus four soccer games per w e e k add stress to the 

fields. W e apply six ounces per thousand of R O O T S 1-2-3M every two weeks religiously, 

and that's all w e use except a small amount of N P K ferti l ization, and aerat ion. 

Terry Heim 
Lakeville School District 
Lakeville, Minnesota 

RDOtS,no 3 1 2 0 Weatherford Road . Independence M O . 8 0 0 3 4 2 - 6 1 7 3 
USE READER SERVICE # 9 3 



(continued from page 104) 

More than 
10 percent 
of consum-
ers purchase 
products as 
a result of 
direct mail. 

first-time customers from among the re-
maining 85 percent of households is an 
industry priority. 

EYE O N T H E T A R G E T . Historically, lawn main-
tenance services have advertised to the resi-
dential market through flyers, newspapers, 

yellow pages and word-of-mouth, particu-
larly in neighborhoods where their work is 
heavily concentrated. 

Today, however, cooperative direct mail 
offers these increasingly professional com-
panies a more sophisticated way to access 
targeted neighborhoods. 

The ability of 
direct mailers to 
target geographic 
areas within the ra-
dius of a specified 
point has never 
been more precise. 
It is a marketing 
mode ideally 
suited to a neigh-
borhood-intensive 
business like lawn 
care or landscape 
maintenance. 

Because the 
mailer-a discount 
coupon - shares 
envelope space with coupons from other 
advertisers (offering services from a variety 
of industry sectors), it is extremely cost-
efficient- only pennies per household. What 
makes the offer in a cooperative direct mailer 
effective for landscape businesses? 

© Name and basic information stated 
boldly to differentiate service 

© A coupon with a strong incentive 
offer 

© The word free, such as "free esti-
mate," "free analysis" or "free lawn inspec-
tion" displayed prominently 

© Name and phone number displayed 
prominently 

© Attractive design utilizing full color 
© Dollar, rather than percentage, dis-

counts ($10 off first service) 
© Consistency of mail campaigns 
John Couch, owner of Green Grass Lawn 

Care & Landscaping, Atlanta, Ga., utilized 
some of these tips in his 1997 campaign 
with Val-Pak Direct Marketing Systems 
Inc., and he credited the duo-mailing with 
doubling his business. "I was totally mobbed 
with calls after the March and October 
mailings," he said. 

In fact, Couch has hired two additional 
employees to handle the new work gener-
ated by his direct mail campaign. Moreover, 
he bid successfully for a $27,000 contract to 
landscape a lakeside home after the owner 
saw his Val-Pak ad. Other contracts fol-
lowed, and the increased business helped 
Couch reorient his services to a heavier 
concentration on landscape design projects 
- "a much bigger profit center," he noted. 

(continued on page 108) 

ANYBODY 
CAN 
PUT 
TANKS 
ON A 
TRUCK! 

TUFLEX MANUFACTURING CO. 
1406 S.W. 8th Street 
Pompano Beach, Florida 33060 

Toil-Free: 1-800-327-9005 
954-785-6402 
FAX: 954-785-6404 

Experience 
the tough-flex 
difference. 
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We certify that this is an actual photograph and that the tanks 
were not altered in any way to produce this picture. 



THE BEST WAY TO GROW YOUR BUSINESS. 

To grow a business in today's competitive marketplace you need 
to watch both sides of the ledger... costs as well as sales. That's 
where Scag commercial mowers can really add to your balance 
sheet. Take the exciting new Turf Tiger for example. No other 
mower in its class offers the awesome power and performance of 
our newest zero turn rider. And like all Scag mowers, it's made to 
run day after day, season after season, with easy field service-
ability, high productivity and consistant quality. And that cuts costs. 

Scag Power Equipment Division of Metalcraft of Mayville, Wl 53050 ©1997. All rights reserved. 
USE READER SERVICE # 9 6 

If you're looking for better bottom line performance, then you 
need a mower that offers better maneuverability, precision cutting 
and faster speeds. A mower you can count on every time you put 
it on a job. From walk behind and 3-wheel riders to the awesome 
Turf Tiger, the mower you're looking for is Scag. 



(continued from page 106) Fme-Tuned Mailings 
What worked for Couch in 

his coupon design and message? 
He used a four-color offer featur-
ing photos of beautifully land-
scaped homes with offers of 10 
percent off landscape services and 
$35 off the first month of lawn 
service. His company's name and 
phone number were prominently 
displayed in an eye-pleasing de-
sign, and the back side of the 
coupon included a detailed list-
ing of his services. 

Couch mailed again, three 
times, in the first quarter of 1998 
and - to match his service to the 
winter season when the demand ^ ^ ^ ^ 
for lawn care is down - he offered 
10 percent off tree removals. All 
of his mailings go to approximately 20,000 
households, chosen for their proximity to 
his business location. 

An appropriate first-time plan for a lawn 

elemarketing today is full of chuckholes and obstacles. From caller identification devices and 
answering machines that screen calls to recent legislation in Florida that has created a state 
registry of residents that businesses are prohibited from soliciting over the phone, telemarketing 

_ isn't what it used to be. 
However, blanketing the neighborhood with flyers isn't necessarily the answer, either. To help 

zero in on good potential clients, computers are coming to the rescue. 
Maris Franke, president, Practical Solutions Inc., Columbus, Ohio, said that some software 

packages have the ability to take an existing database and provide a thorough analysis of a company's 
"typical" customer. They can also provide information on where the best customers reside. 

This information can then be used to select leads from the databases of companies that provide 
demographic information on residents of a given area. For example, the names and addresses of residents in 
the same neighborhoods as a company's best customers, or residents with demographics similar or the same 
as individuals designated as best customers, can provide a wealth of strong leads. - Paul Schrimpf 

care business might be a test mailing to 
about 30,000 homes at least three times 
over a six-month period. The total cost 
would be approximately $1,500 for each 

mailing and can return $ 10 to $ 12 for every 
dollar spent. 

Designing the campaign is relatively 
simple, even for the novice mailer, because 

• Get more: 
G B ^ S ^ I i n V° u r operation 
flEEBQHj in your business 
M23S33B\ in your life 

Start magnifying your opportunities... 
with computer technology combining the power of Microsoft 
Windows with the green industry's foremost business suite. 

The business of doing business just got easier with SLICEplus 
business solutions. Gain the competitive advantage today! 

SLICEplus 
Thornton Computer Management Systems 
424 East U.S. 22 • Maineville, OH 45039 • 800/543-7249 • FAX: 513/683-6538 

Lawn Assistant II 
for Windows 

The Industry Leader 

Mapping Assistant 
for Windows 

Routing «Mapping 

Landscape Management 
Assistant 

Job Costing • Estimating 
Proposals 

S Y S T E M S 
Software Serving the 

Green Industry 
Call today: 

(800) 422-7478 
(810) 360-LAWN 

for our new 144-page 
information book 



direct mail companies put their full design 
resources at the customer's disposal. Your 
account executive will counsel you on every 
step, and these services are included in the 
price of the advertising program. You'll get 
advice on your ad design and wording, and 
a professional graphic designer will produce 
your product. Direct mail companies' li-
braries offer clients thousands of photo 
choices for art work. (Couch used photos 
from Val-Pak's files for his first mailing; his 
second offer included a photo he submitted 
of one of his landscape jobs.) 

Because the new customer must present 
the coupon to redeem the discount you 
offer, you can track results - a capability 
unavailable with many other advertising 
modes such as newspapers, yellow pages, 
radio and television. 

Direct mail has been proven to be a 
highly effective advertising medium. Ac-
cording to the Direct Mail Association, 
each dollar spent results in a return of $ 11.65 

on investment. In addition, approximately 
87 percent of Americans use coupons, and 
more than 10 percent of consumers pur-
chase products and services as a result of 
direct mail pieces. 

Is it any wonder that cooperative direct 

mail is blooming among landscape and lawn 
care professionals who want to grow their 
businesses? ID 

The author is vice president ofmarketingfor Val-
Pak Direct Marketing Systems Inc., Largo, Fla. 

In Need of Closure 
Mike Dauer, national sales manager, lawn 

care division, Americalist, North Canton, 
Ohio, said that green industry companies 
have good reason to be direct mail believers. 
The close rate of direct mail leads averages 
60 percent to 80 percent, second only to 
referrals, he said. 

What many companies fail to do effectively, 
however, is close the leads that the direct 
mail generates. "The major window of the 
selling season is when the weather has been 
good for about two weeks," explained Dauer. 
"Leads are coming in from ail of the marketing 
and contractors have just started round one. 
Then, two months later, they look at the 
closure rate and see they didn't get what they 
wanted. The reason is, they didn't spend the 
time on the leads, making the callbacks it 
takes to get the sale." - Paul Schrimpf 

UNIVERSAL REMOTE CONTROL. 

No matter what brand of irrigation controller you 
currently use or are planning on purchasing, our 
commercial remotes operate any 24VAC solenoid 
system. The TRC Commander and Sidekick FM 
operate on our proprietary PDT™ FM frequency 
which allows a five mile range on just one 9V 
battery- Starting at 

$495 
Our new family of remote controls, 
are now lower in price, longer in 
range, higher in quality and we 
back it up with a 3 year war-
ranty. 

• TRC Commander 
• Sidekick FM 
• Receiver Card for the 

Rain Bird® ESP MC & 
Irritrol® Dial and MC 

• Direct Controller Interface 
Option 

( 8 0 0 ) 2 7 5 - 8 5 5 8 Remote Control 

W E S T H E F F E R COMPANY, INC. 

GUNS • REELS * SPREADERS * VALVES 

BACKPACKS * METERS * TANKS * HANDCANS 

Your #1 Stop Parts Warehouse. 
Over 100 Models of Sprayers Available! 

More than 2 Million Dollars 
Worth of Parts Inventory. 

To Order Call 800-362-3110 Or Fax 800-843-3281 
P.O. BOX 363 • LAWRENCE, KS 66044 

(785) 843-1633 • FAX (785) 843-4486 
www.westheffer.com • email: westheffer@idir.net 

USE READER SERVICE #98 USE READER SERVICE #99 
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school of management 

People: 

T h e K e y 
to Success 

Attendees at the second Lawn 

& Landscape School of 

Management learned one 

company's secrets to employee 

recruitment and retention. 

By Bob West 

p 

Bill Arman: 
addresses 

School of 
Management 

attendees. 
Photo: L & L 

Staff 

eople are a passion for Bill Arman, vice president and regional 
manager for Environmental Care Inc., Calabasas, Calif. In par-

ticular, the recruitment, retention and development of ECI em-
ployees have come to be one of the standards he measures his 

professional success by. 
At the second Lawn & Landscape School of Management, Arman shared 

the philosophies and experiences he has acquired leading the personnel 
charge for this 2,500-employee company. 

S T A R T A T THE NEEDS. Arman commented that the first step in any successful 
recruitment program is an accurate identification of the 
company's immediate and future personnel needs. 

"The first thing we do is ask ourselves, 'Where are we going?'" 
he explained. "We get all of the managers together and we look 
at what kind of company we think we'll be one, three and five 
years from now, with the focus on three years down the road. 

"We start off with revenues and the types of business that 
we'll be in, because that drives the whole ship," he continued. 
"From there, we identify the types of people we'll need as that 
company and the skills we'll need them to have. As a company, 
we'll diagram our future in terms of a corporate structure, and 
identify those people already within the organization who are 
performers, those who are mediocre and those who aren't 
cutting the mustard." 

Once that structure is completed, the company devises a plan 
for the necessary development of its current personnel, as well as 
the recruitment of additional employees. 

Arman also encouraged contractors to look into the future 
and anticipate personnel needs before they occur. "You don't 
want to all of a sudden realize you need to hire someone and you 

(continued on page 112) 
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L J Yes, I'm interested in purchasing The Complete Irrigation Workbook, by 
Larry Keesen for only $14.95. Add $2.50 for shipping/handling. 

L J Yes, I'm interested in purchasing M o r a s s Ecology & Management, by 
Karl Danneberger for only $17.95. Add $2.50 for shipping/handling. 
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school of manaqement 
(continued from page 110) 

need to hire them right away," he 
pointed out. "We use a time frame 
of 18 months to three years as 
how long it takes us to hire some-
one and get them up to a produc-
tivity level where they're in a 
money making position for the 
company." 

Once it has identified its up-
coming personnel needs as an 
organization, ECI shares this in-
formation with the entire com-
pany. This ensures that the entire 
organization is moving in the same 
direction on recruitment and en-
ables all of the employees to take 
part in the recruiting process. 

"I think contractors should 
always have employees involved 
in recruiting because the best 
people will only want to surround 
themselves with the best people," 
Arman noted. "It's also the cheap-
est way to find people. But it's 
important that managers explain 
to the employees why the com-
pany is recruiting so they don't 
see it as a threat to their jobs. 
Show them how recruiting new 
employees will mean more op-
portunities for the company and 
for them to advance. _ _ _ _ 

"We try to build it into our 
culture that we want employees 
to pursue the success of others as if it's their 
own success," he continued. 

O N THE S P O T . When it comes time to inter-
view, Arman encouraged contractors to iden-
tify specific skills desired for vacant posi-
tions and tailor the interview questions to-
ward those skills. "Sometimes your mind 
and emotions can put pressure on you to 
hire someone because you think you have to 
have them," he said. "Interpersonal skills 
are really the biggest thing we look for in a 
candidate because we can teach people the 
technical side of the business." 

In addition to the interpersonal skills, 
Arman said an individual's attitude, desire 
to learn and ability to learn are the most 
important traits to look for. "If someone can 
bring those traits to the table, we'll supply 
everything else they need," he remarked. 

ECI also strives to find people with a 

The fi m Questions 
he recruitment process should never start unless the individual 

running the company and the individual in charge of recruiting -

who are often one and the same - know the answers to the 

following five questions, according to Bill Arman, vice president 

and regional manager, Environmental Care Inc., Calabasas, 

Calif. 

What am I supposed to be doing? 

j t m How well am I supposed to be doing it? 

3 * How well am I doing it now? 

4 < What are the things I need to do or skills I need to get to 

be more successful? 

5 . What can I expect for doing this? 

Arman said these are the five biggest questions employees 

have about a job, and it 's the owner's responsibility to make 

sure all of the company's employees know the answers to these 

questions for their specific positions. 

"As an owner, if you know the answers to these questions, I 

feel very confident that you'll have excellent results with your 

people," Arman noted. - Bob West 

variety of strong points. "We want to put 
together a balanced, complementary team 
of employees, " Arman explained. "Compa-
nies need people who are strong in different 
areas, such as equipment skills and cus-
tomer relations." 

In addition to interviewing, ECI checks 
candidates' personal references, DMV re-
ports and requires drug testing. "And we 
won't hire anyone who doesn't have a driver's 
license, because if they won't take that much 
initiative in life, we don't 
want them on our team," ^ 

Arman related. 

N O W YOU'VE GOT THEM. 
In addition to recruiting 
new employees, Arman 
emphasized the value of 
working to retain those 
employees the company 

For information on ordering 
professionally made audio 
tapes of the Lawn & 
Landscape School of 
Management, turn to the 
order form on page 128. 

already has. ECI's retention 
efforts start with sharing the 
company's vision with all 
employees. 

"We think it's critical 
that we have all of our ar-
rows pointing in the same 
direction toward one com-
mon goal," he shared. 
"When all of the employ-
ees are working toward a 
common destiny, the power 
of that synergism is very 
powerful." 

To make sure everyone 
is in philosophical agree-
ment, ECI puts its mission 
statement and statement of 
corporate principles on 
laminated cards in English 
and Spanish for every em-
ployee to carry with them. 
"If all of the employees 
aren't in alignment as to 
the company's mission, new 
people who come into the 
company will end up form-
ing a negative opinion of 
the organization from the 
people they work around," 
Arman warned, pointing 

^ ^ ^ ^ ^ ^ ^ out that crew leaders or fore-
men are often the most in-
fluential contact on new 

employees. 
Reward and recognition programs can 

also be a powerful tool to keep employees 
happy and productive, but they have to be 
developed carefully, according to Arman. 
"The keys to recognition programs are know-
ing what the employees really want and 
then being consistent in the awards you 
give," he said. 

In the event that employees do leave the 
company, exit interviews can be good learn-

ing opportunities, if handled 
properly. "A third party 
should conduct the inter-
view if you want to get hon-
est, valuable information 
from the employee," Arman 
recommended. 0 1 

The author is Editor 0/Lawn 
& Landscape magazine. 



| Consumer Commxiriicatioii 

[ 
t s so easy to take turf for granted 
amid the flowering shrubs, bloom-
ing dogwoods and intricate foun-
tains featured in professional land-
scapes. But turf provides some 

impressive benefits that equal, and in some 
cases surpass, its aesthetically pleasing look 
when green, full and healthy. 

This article describes some of these 
turfgrass benefits that lawn care customers 
should understand. 
R E D U C I N G N O I S E . Research has shown that 
turf, as well as other ornamentals, has the 
ability to reduce noise by up to 30 percent. 
Its ability to absorb sound surpasses padded 
indoor carpeting, and sounds that bypass 
lawn and garden areas are generally softened 
in their quality. 

One study conducted to demonstrate 
the sound absorbing quality of turf com-
pared freeway noise after passing over em-
bankments of turf vs. bare ground, and the 
turf embankment reduced the noise level by 
eight to 10 decibels. 
T E M P E R A T U R E C O N T R O L . Turf is a superior 
cooler of air temperatures in the heat of the 
summer. On an average size street of eight 
houses, the front lawns have the cooling 
effect of about 70 tons of air conditioning, 
compared to the average home central air 

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. 

In addition to providing an attractive landscape effect, healthy turf provides a number of benefits to the 
environment. 



C o n s u m e r C o m m u n i c a t i o n 

Adding R e a l V a l u e 

Professional lawn and landscape care may be considered a luxury by some, 
but the truth is that a well manicured landscape provides outstanding 
value to homeowners in the form of greater percieved property value. 

A Gallup survey reported that 62 percent of all homeowners in the United 
States believe that an investment in lawn care and landscaping is as good or 
better than other types of improvements. A well maintained landscape will add 

15 percent to a home's value, and the investment recovery rate for landscape improve-
ment is 100 percent to 200 percent of the actual cost. - Paul Schrimpf 

conditioning unit, which has a three- to 
four-ton capacity. On an average summer 
day, an acre of turf will release about 2,400 
gallons of water through evaporation and 
transpiration, which effectively eliminates 
half of the heat that reaches the turf. 

This temperature control feature of turf 
makes it pleasant to use for recreational 
activities, even on hot days. It also serves to 
keep homes cooler overall. 

ALLERGIES. Well-maintained turf reduces 
the proliferation of weeds that release pollen 
and aggravate people's allergies. Turf is usu-
ally mowed at a height too low for the plants 
to go to seed, so turf is unlikely to cause an 
allergic reaction. 

P U R I F Y I N G W A T E R . The turf-soil profile pro-
vides an ideal environment for the degrada-
tion of contaminants and the cleansing of 
rainwater. As water runs through the thatch 
layer, soil and root layers, these contami-
nants are held and degraded by soil mi-
crobes that are highly active in the soil 
profile. Materials that these microbes de-
grade include pollutants and chemicals, in-
cluding turf pesticides. 

Turf-soil profile is also a highly efficient 

user of applied fertilizers. Grass plants ab-
sorb fast release nitrogen fertilizer quickly, 
and the soil-thatch layer holds the remain-
ing product effectively for later use by turf. 
Very little leaches through the soil profile. 

A I R C L E A N E R . Turf has the capacity to absorb 
some of the world's most insidious pollut-
ants, including carbon dioxide, ozone and 
sulfur dioxide and assimilate them into its 
leaf blades. And, like other plants, turf turns 
carbon dioxide into oxygen. The rate at 
which it creates oxygen is impressive - a 25-
square-foot area of turf generates enough 

oxygen to supply one person for a day, while 
the grass and trees along the country's inter-
state system produce enough oxygen to sup-
ply 22 million people daily. 

Don't take your turf for granted - its 
benefits are enormous, and it deserves the 
best care you can provide. 

Information for this article was excerpted from 
the publication, Lawn and Sports Turf Ben-
efits, by Eliot and Beverly Roberts. 

The author is Managing Editor of Lawn & 
Landscape magazine. 

Keeping it 
H e a J t h y 

hile professional care is an important factor in 
the maintenance of a healthy lawn, there are some 
things that customers should do to the lawn to 
ensure they are getting the best value for their 
lawn care dollar. The Professional Lawn Care 

Association of America recommends the following lawn 
maintenance practices to help maintain healthy grass: 

Soil Sampling. Turf must have the proper amounts 
and proportions of nutrients, as well as the correct pH 
level, in the soil in order to thrive. Ask your lawn care 
professional about having your soil sampled and analyzed 
by a testing laboratory to ensure your soil is in balance and 
fertile. 

Grass Selection. When reseeding or seeding bare 
spots in the lawn, don't be tempted to purchase seed from 
the economy bin. There are wide variances in the quality 
of turf seed in the market, and you usually get what you pay 
for when you choose based on price. Always buy name 
brand seed that grows well in your region and that will 
stand up the amount of wear it will receive. 

Mowing. PLCAA recommends mowing at the highest 
recommended height and mowing often. Never remove 
more than lh of the blade each time you mow - mowing 
too close stresses the turf and opens it up to potential weed, 
disease and insect problems. 

Watering. The rule for irrigating turfgrass is to water 
deeply and infrequently. The turf should be watered to a 
depth of 4 to 6 inches, which promotes healthy root 
growth and minimal waste. Frequent, light watering 
keeps the leaf blades wet and may promote disease prob-
lems. - Paul Schrimpf 
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Pricing the Job 
B y Jim Hutto* 

here are many methods used to price jobs. This article examines 
five of the more common methods used today in the market place. 
The important thing to keep in mind is to first correctly identify 
all costs (the breakeven point) and then add profit and any 
necessary contingency factor to those costs. 

For comparison of the following five pricing methods, we will 
use the two following jobs as examples: 

m Job A Job B 
$100,000 $40,000 
15,000 60,000 
5,000 20,000 
0 0 
$120,000 $120,000 
$7.50 $7.50 
$5.00 $5.00 
1,500 6,000 
$10.00 $10.00 

Materials 
Labor with labor burden 
Equipment 
Subcontractors 
Total direct costs 
OPH 
PPH 
Labor Hours 
CAW 
(with 33 percent labor burden) 

THE FACTORING OR MULTIPLIER METHOD. Using this method, con-
tractors multiply estimated material costs or material and labor 
costs by a "factor." The factor may be based on past profit and loss 
statements or it may be a number arrived at by monitoring past 
bids. The rationale is: If you ended a previous year with a sufficient 
profit, and if material costs were 33 percent of gross sales for that 
year, then all you have to do is multiply material costs for the new 
year by a factor of 3.0. Supposedly, this will produce prices that 
will ensure sufficient profit. 

Sales taxes, field-labor burden, profit and overhead are all 
included in the factor. A contingency factor may be applied to the 
job, but not always. This is a highly flawed method, but many 
landscape and irrigation contractors bid work using this "material-
times-two" approach. The only variables addressed in this method 
are the amount of materials and the factor. 

Unfortunately, it does not address other variables that usually 
apply. Some of the items that may change from job to job and that 
need to be dealt with separately in the estimating process are: 
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• General conditions 
• Profit markup 
• Site conditions 
• Types of equipment 
• Subcontractors 
• Labor rates 
If we use the mythical method of mate-

rial times a factor of two, our prices for jobs 
A and B are $200,000 and $80,000, respec-
tively. As we continue our analysis of the 
other common pricing methods, the flaws 
of factoring will become quite apparent. 

Job A Job B 
Material Costs $100,000 $40,000 
Factor x 2.0 x 2.0 
Price $200,000 $80,000 

THE GROSS PROFIT M A R G I N METHOD. There 
are a number of popular derivatives of the 
gross profit margin approach to pricing, 
which is also called the single overhead 
recovery system method. Although it has 
some merits and applications, virtually all of 
these positives are only useful when they are 
incorporated into other, more accurate and 
flexible, estimating methods. And, like fac-
toring, the GPM/SORS method is useful 
for the purposes of "hindsight" analysis. 

Two of the more popular applications of 
the GPM/SORS pricing method are: 
The 1/3. 1/3. 1/3 Rule 

Although the specific fractions may 
change, their use is the same. The estimator, 
after reviewing past profit and loss state-
ments, determines that material costs have 
comprised approximately 33 percent of gross 
sales. Labor, with burden, and possibly 
equipment costs, account for another 33 
percent. The remaining 33 percent covers 
equipment costs, if not combined with la-
bor, overhead and profit. 

Job A Job B 
Material Costs $100,000 $40,000 

(33.3%) (33.3%) 
Labor Burden $100,000 $40,000 

and Equipment (33.3%) (33.3%) 
Subtotal $200,000 $80,000 

(66.6%) (66.6%) 
Overhead $100,000 $40,000 

and Profit (33.3%) (33.3%) 
Total Price $300,000 $120,000 

GPM Markup Method. 
Although similar to the previous technique, 
the GPM markup method requires contrac-
tors to do more homework. You must first 
accurately identify specific costs for mate-
rial, labor, equipment (unless included in 
labor or overhead) and subcontractors. Sales 
taxes are then added to materials and labor 
burden to field payroll. The total is then 
marked up to a desired gross profit margin. 

The method fails because of what hap-
pens to direct costs once you calculate and 
identify them. Jobs A and B have the same 
direct costs. Assuming that our company 
field payroll is $15,000 per month, job A 
consists of one month of payroll while job B 
consists of four months of payroll. If profit is 
10 percent ($ 12,000) of the 30 percent GPM 
markup on both jobs, that leaves $24,000 for 
overhead - the remaining GPM markup. 

Both jobs would have $24,000 built into 
the bid to cover overhead. Using the 
company's entire field labor force, job A will 
last one month. Accordingly, job B will last 
four months. But the overhead in the four-
month job is the same as the one-month job. 

THE MARKET-DRIVEN UNIT PRICING METHOD. 
Do not make the mistake of assuming that 
there is something inherently wrong with 
organizing and presenting an estimate in a 
unit price format. The format is not the 
issue. The issue is, however, the process - or 
lack of a process - used to arrive at the unit 
price. If correctly calculated, unit prices can 
provide considerable insight into an esti-
mate and plenty of ammunition at the bid 
table when it's time to negotiate. For this 
reason, every time I bid a project, my com-
puter is programmed to simultaneously pro-
vide pricing in both a lump sum and a unit 
price format. 

The prices are calculated, however, after 
all costs for M/L/E/S, general conditions 
and accurate markups are included in the 
estimate. These unit prices are then com-
pared to ones normally found on the open 
market. However, contractors who rely solely 
upon the market-driven unit pricing method 
seriously shortcut the estimating and plan-
ning process. In turn, they short circuit their 
business systems. Key information and data 

Using the most 

effective estimat-

ing system can be 

of particular value 

on extremely 

complex jobs. 

Photo: Toddco 

Landscape Co. 

needed to direct and control individual 
jobs, as well as the company and division, is 
just not available. As a result, meaningful 
job costing is not possible, and the company 
lurches forward in a fog. 

It's hard to imagine an estimating method 
that is less useful in helping to run a com-
pany than factoring, but the market-driven 
unit pricing method is. Factoring, at least, 
requires that you build upon the founda-
tion of material costs. The MDUP system 
operates independent of any relevant data, 
budgets, costs or strategic planning. 

THE MULTIPLE OVERHEAD RECOVERY SYSTEM. 
This method of pricing projects has gained 
popularity in recent years and is being widely 
taught in estimating workshops. 

This method can have distinct advan-
tages over the previous systems, but it does 
have definite disadvantages. It is overly com-
plex, and it is difficult to make adjustments 
for varying market conditions. This be-
comes a particular liability in periods of 
rapid market change. 

In addition, the MORS method treats 
all jobs throughout the year as if the mix of 
materials, labor, equipment and subcon-
tractors were the same as the overall budget 
and uses traditional markup values that 
have no clear analytical basis 

The MORS method can and should be 
firmly grounded upon accurate historic data, 
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current financial statements, well thought 
out estimating, overhead budgets, projected 
sales and direct costs for the upcoming 
budget year. 

The first phase of bidding under the 
MORS method includes costs for materials 
physically included in the finished product 
and the labor, equipment and subcontrac-
tors' costs. Material is included at cost. 
Labor is calculated in field-labor hours 
multiplied by either a crew average wage or 
specific wage rates for differing classes of 
labor. Equipment is included by multiply-
ing hours by the cost per hour for each piece 
of equipment. Subcontractors are included 
at cost. 

General conditions costs are included 
for those items required to produce the 
finished product but that are not directly 
required to produce the end product. (Lawn 
& Landscape, March 1998, p. 89) 

It must be understood that if you do an 
inaccurate takeoff, miscalculate labor or 
equipment production rates, miss other 
important site conditions or other bidding 
variables, then the most perfect of estimat-
ing systems will be of little help. 

Once you have calculated the costs for 
Phases I and II, add the markups. 

• Sales tax is added to materials. 
• Labor burden is added to direct labor 

costs. 
• Overhead is calculated. 

• Profit is added to the job based on a 
straight percent markup on the total of all 
aforementioned costs. 

• Finally, a contingency factor is added. 
It is with overhead recovery that the 

MORS method begins to breakdown. Over-
head is recovered in a bid by marking up M/ 
L/E/S direct cost totals for Phases I and II by 
predetermined percentages. Materials costs 
are usually marked up 10 percent; field 
equipment costs 25 percent; subcontractor 
costs five percent. 

The cornerstone of the MORS method 
is the percent that labor combined with 
labor burden is marked up for overhead 
recovery. Larger companies, because of ben-
efits enjoyed from economies of scale, gen-
erally can use lower markups. 

Large commercial companies' (more than 
$1.5 million in sales) labor markups usually 
range from 25 to 45 percent. 

Medium-sized companies ($750,00 to 
$1.5 million) doing commercial and resi-
dential work range from 45 to 65 percent. 

Smaller companies (less than $750,000) 
doing commercial and residential work, 
along with larger (more than $1 million) 
high-end residential companies, usually 
range from 65 to 100 percent. 

Job A Job B 
Price $153,667 $174,667 
(with 10 percent profit) 

THE FIELD-LABOR HOUR RECOVERY. Also 
known as rhe overhead and profit per hour 
method, this method provides considerable 
advantage over all of the previous methods. 

It begins by adding tax to materials and 
adding labor burden to field payroll. It then 
becomes necessary to have a clearly identi-
fied overhead amount on a company or 
division basis to recover for the year. The 
overhead amount is divided by the pro-
jected number of billable field-labor hours 
in the company or division to determine the 
overhead per hour amount. 

Overhead is then allocated to projects on 
the basis of the number of field-labor hours 
estimated in each bid. 

Profit is then calculated in much the 
same manner as overhead. Contractors do 
have the choice, however, of marking up the 
total of the aforementioned costs by a de-
sired percent or by multiplying the number 
of field-labor hours in the bid by a predeter-
mined profit per hour dollar amount. 

There are two critical requisites attached 
to the OPPH method: 

Projected company/division field-labor 
hours must be reasonably accurate (within 
10 percent) for the year. 

Overhead must be correctly defined. If 
you include items in overhead that should 
be in direct costs, such as field equipment 
costs and field-labor burden items, you will 
seriously distort the effectiveness and accu-
racy of any estimating system. 

During the estimating process, you are 
attempting to identify two numbers. The 
first is total of your direct costs plus the 
amount of overhead you need to recover on 
the job. These two combine to create your 
breakeven point. The second number is the 
profit. 

Beyond price, a good estimating system 
produces a plan and a process that will help 
you run your jobs and company. 

How high can you go without losing the 
project? How low can you go to win the bid 
without hurting yourself? A good estimat-
ing system provides these answers. ID 

The author is a partner with Smith Huston 
Inc., Orange, Calif. He can be reached at 714/ 
288-1202. 



HORTICULTURE FORUM 
PHENOLOGY: NATURE'S SECRET 
TIMEKEEPERS REVEAL ALL 
ONE OF THE GREAT frus-
trations for landscape mainte-
nance professionals is trying 
to predict when insect pests 
are in their early, and most 
treatable, stages of develop-
ment. In general, it takes judi-
cious scouting and climatic 
observation to determine 
when is the best time to apply 
control products. 

But what if you could pre-
dict the development of tree 
and ornamental insects by 
simply observing the emer-
gence or blooming of a spe-
cific plant species? Rather 
than having to get out in the 
field and search for the crit-
ters, you could drive by Mrs. 
Jones' house and see if the 
forsythia were blooming. 

Too good to be true? Not 
according to Daniel Potter, 
professor of entomology, Uni-
versity of Kentucky, Lexing-

ton. With graduate student 
Guy Mussey, Potter spear-
headed a three-year project 
comparing the activity of in-
sects and how they coincided 
with the development of trees 
in the spring and summer. 

A D E F I N I T I O N . Phenology is 
defined as the science dealing 
with the effects of climate on 
seasonal biological events, 
which include pest emergence 
and plant flowering. Plants 
and pests share a common 
bond in that their emergence 
is dependent on the changes 
brought about when the 
weather warms in the spring. 

Theoretically, by observing 
pest and plant activity simul-
taneously and keeping de-
tailed records, one could even-
tually draw conclusions about 
insects by observing the 
plants. 

ALL IN THE T IMING 
Potter's research 
is ground-
breaking, but 
the concept 
is nothing 
new. 

In 1989, 
scientist Don 
Orton published 
the book Coincide, 
which contained a 
lifetime of observations 
about plant and insect emer-
gence and how the two are in-
terrelated. 

About the same time, Dan 
Herms, presently an assistant 
professor at The Ohio State 
University/Ohio Agricultural 
Research and Development 
Center, Wooster, began com-
paring data he had been main-
taining on the phenology of 
blooming trees to the emer-
gence of pests while employed 
at Dow Gardens in Midland, 
Mich. His methodology was 
the foundation for Mussey's 
and Potter's research. 

They targeted 33 of the 

Sample Phenological Data 
Below is a sample of what researchers discovered about the emergence of bronze birch borer and calico scale, 
and how they coincided with the emergence of three tree species over three years of observation: 

PLANT OR INSECT 
OBSERVED 

PHENOLOGICAL EVENT 
OBSERVED 

DATE OF PHENOLOGICAL EVENT, 
THREE-YEAR AVERAGE 

Bronze Birch Borer Emergence 
Tilia cordata(\\\\\e\etf linden) 1st bloom 
Syringa reticulata (tree lilac) 1st bloom 
Catalpa speciosa (northern catalpa) 1 st bloom 
Calico Scale Egg Hatch 

May 22 
May 23 
May 23 
May 24 
May 24 

Source: University of Kentucky 

most 
common 

turf and orna-
mental insects, and tracked 
their spring emergence each 
year for a three-year period. 

At the same time, observa-
tions were made about the 
emergence of flowers in 34 
common landscape plants in 
Kentucky. Three specific 
events were noted: first 
bloom, when the plant pro-
duces its first flower; 50 per-
cent bloom, when half of the 
blooms on a tree have flow-
ered, and 95 percent bloom, 
when the plant has essentially 
reached full flowering. 

Mussey and Potter's find-
ings have spurred similar stud-
ies in Georgia, Pennsylvania 
and Ohio, where Herms is re-
constructing the experiment 
at the OSU/OARDC. His 
concern in performing the re-
search is answering the ques-
tion, can the findings from one 
state be duplicated in another? 
After one year, the answer is 
both yes and no. 

"For about % of the in-
sects, we've found that the 
predictions Mussey and Potter 
made are pretty darned accu-
rate," Herms stated. "Where 
we've found significant dis-
crepancies has been the soil-
borne insects." 

Herms will be replicating 
the experiment in future sea-
sons to see if he can achieve a 
higher level of predictability. 
- Paul Schrimpf ID 



PRODUCT PROFILE 
started carrying around rolls 
of quarters to use when they 
had to stop and find a pay 
phone when they got paged. 

"Redeveloping our 
communications systems to 
give us faster and more 
efficient communications was 
a major strategic 
goal for our 
business," he 
noted. 

McCutcheon 
found that the 
solution to his 
communications 
dilemma was 
Nextel Commu-
nications. The 
Nextel National 
Network is the 
largest guaranteed 
all-digital wireless 
network, 
combining digital 
cellular, text and 
numeric paging, 
and Nextel Direct 
ConnectSM in a 
single phone. 

The key 
productivity 
feature for many 
business users, • • « 
though, is the 
Direct Connect, a digital two-
way radio feature that lets 

users instantly talk with 
coworkers and other 

Nextel users for a 
fraction of the cost 
of cellular. This 

simple push-to-talk 
function allows users 
to talk privately with 
individuals or talk 

instantly with an entire 
group. 

"Since we switched to 
Nextel, we've cut our down 
time on job sites, increased 
our ability to respond quickly 
to our clients' needs, and 
opened up new opportunities 

1Pagers were 
goody but 

now I can 
contact the 
crcwsy get a 
quick update 
anytimcy 

and it's much 
easier for 
them to get 
in touch with 

for efficiency,1' said McCutch-
eon. "It has helped everybody 
here feel and work more like a 
team." 

Good communications 
with its work teams is an 
important factor in Post 
Landscape Services' ability to 

provide out-
standing service 
to its clients, 
according to 
Post's Director of 
Installation, Kip 
Hays. Hays, with 
primary responsi-
bility for 
managing more 
than seven 
installation teams 
and coordinating 
the work of 
subcontractors, 
likes the instant 
conferencing 
features because 
he can stay in 
touch with his 
crews and 
subcontractors. 

"Pagers were 
good, but now I 
can contact the 
crews, get a 
quick update 

anytime, and it's easier for 
them to get in touch with 
me," said Hays. "Our people 
report directly to the job site, 
so being able to contact them 
at any time is important. 
Nextel Direct Connect works 
great for us, because we can 
monitor each team's progress 
in the field and move them 
quickly to the next job site 
when they finish." - Tim 
Burningham ID 

The author is area marketing 
director for Nextel Communica-
tions, Atlanta, G a. 

Grde 200 on reader service card 

COMMUNICATING 
THE DIGITAL WIRELESS WAY 
JIM MCCUTCHEON 
always realized that instant 
communications could 
improve the way Post 
Landscape Services conducts 
business. But, he never 
realized how substantial that 
impact could be, however, 
until he discovered a faster, 
more efficient way to design, 
install and maintain multi-
million dollar landscape 
projects. 

Post Properties, Inc., an 
Atlanta, Ga.-based developer 
of upscale apartment commu-
nities throughout the 
Southeast, is recognized for its 
award-winning landscaping. 
The lush park-like settings 
surrounding more than 
16,000 Post apartment homes 
- perennials, seasonal color, 
turfgrass, shrubs and trees -
are a company trademark and 
its most successful client 
marketing tool. 

After years of receiving 
requests to provide landscape 
services to outside business 
clients and 
private 
home-

owners, it established Post 
Landscape Services in 1990, 
which has grown to more 
than 150 full-time employees. 

Like other companies with 
employee teams spread across 
different job sites, Post relied 
upon traditional analog 
cellular phones, pagers and 
dispatch radios to stay in 
touch with its managers and 
the crews they supervised. But 
each of these systems had 
serious inefficiencies. 

"We had major gaps in 
being able to communicate 
with each other, especially 
when it was important to 
contact someone quickly," 
said McCutcheon, vice 
president/director of mainte-
nance for Post Landscape 
Services. 

"Unless managers were in 
or near their vehicle, they 
missed calls on the radio. And 
when we cut back on cell 
phone usage as costs got more 
expensive, our managers 



NEW PRODUCTS 
MTD Gear Drive commercial 
mower 
• Manual PTO with dual belt 
system 
• Wider frames on the 48-and 
52-inch fixed fabricated decks 
• 10-gauge top and 7-gauge 
skirt 
• 1-inch tapered toller bearing 
spindle shaft with top mount 
grease fittings 
• 5-gallon plastic fuel tank 
• 1 lA~ to 4-inch easy adjust-
ment cutting height in V4-inch 
increments 
• Four flat resistant extra-wide 
9- by 31/2-inch front caster 
wheels 
• Notched double "V" drive belt 
• Operator fatigue reduced 
with the Vari-touch control 
with soft touch operation 
Grde 205 on reader service card 

LITERATURE 

A dvanta Seeds Pacific released its f irst ever product 
guide, A Guide to Turf and Forage Grasses. The 
guide includes zone charts detailing species for the 
North American market followed by a general guide 
to varieties. The guide also describes current and 
future turfgrass varieties offered by Advanta. 
Grde 201 on reader service card 

A free product guide of Stanley Hydraulic Tools, 
Handheld Tools Volume 4, offers education and 
information for choosing the right hand-held power 
tools for the job. The 18-page guide contains 
practical and comparative information on more than 
120 hand-heid tools. 
Grde 202 on reader service card 

The 1998 newly revised insecticide, herbicide, fungicide 
Quick Guide from Thomson Publications is a 200-
page reference guide to materials and pest control. 
Ail materials are cross-referenced to their 
registered usage and lists pests each material 
controls to enable readers to make general recommen-
dations on material to use. This reference handbook 
has been in publication for more than 30 years. 
Grde 203 on reader service card 

Echo has distributed its master products catalog 
detailing all of its new products. The catalog 
features the entire Echo line of products. The 
specially color coded pages distinguish between 
products such as trimmers and brushcutters, hand-
heid and backpack blowers, sprayers, hedge clippers 
and chain saws. 
Grde 204 on reader service card 

unì 
HYDRO SEEDING 

i o i & l / SYSTEMS 
Monthly Payments starting @ ^ y 

300 Gal $ 89* / 
600 Gal 
900 Gal 

1200 Gal 
M o d e l s h o w n : 
HD6003 $196* 

900 GALLON AND 
LARGER UNITS 
AVIALABLE WITH 

STAINLESS STEEL, 
POLYETHYLENE, 
OR POLY LINED 
STEELTANKS 

M o d e l s h o w n : 
HD9003ST$361* 

L A R G E OR S M A L L E A S Y L A W N HAS A U M T FOR Y O U 

C A L L 888-327-9717 

model V-200 

Epoxy Primer, Enamel Paint 
200 Gallon Poly Tank, Jet Agitation 
Honda 5 5 HP Engine 
Udor Kappa 40 Pump (10.9 gpm @ 560 psi) 
Hannay E-1526 Reel, 12-volt rewind 
300' 1 / 2 ID 600 psi PVC Hose 
Chemlawn Gun or JD9C 

MANY SIZES and STYLES AVAILABLE 
GiSSL o n 

j o r T 

PO Box 8 Le Roy, N Y 14482 
800-706-9530 716-768-7035 FAX 716-768-4771 

SPRAYING 
EQUIPMENT 



For even faster service, fax this card to us at 
S 1 M S 1 4 I 9 M 

Please Print 
Name 

Title 

F O R M O R E I N F O R M A T I O N 
o n a d v e r t i s e d a n d f e a t u r e d p r o d u c t s a n d 

s e r v i c e s , c i r c l e t h e a p p r o p r i a t e n u m b e r b e l o w . 

Company. 

Address^ 

City 

State zip. 
Phone. 

Fax 

Do you currently subscribe to 
Lawn & Landscape? 
Do you currently subscribe to 
T&O Service Tech? 

1 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 7 7 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 5 7 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
11 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
10 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 6 7 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 4 7 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 4/98 through 7/98 
Lawnârlandscape 

r 
For even faster service, fax this card to us at 

2 1 6 - M 1 4 I 3 M 

Please Print 
Name 

Title 

F O R M O R E I N F O R M A T I O N 
o n a d v e r t i s e d a n d f e a t u r e d p r o d u c t s a n d 

s e r v i c e s , c i r c l e t h e a p p r o p r i a t e n u m b e r b e l o w . 

Company. 

Address.. 

City 

State. Zip. 

Fax 

Do you currently subscribe to 
Lawn & Landscape? 
Do you currently subscribe to 
T&O Service Tech? 

1 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 77 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 57 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
11 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
16 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 6 7 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 47 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 4/98 through 7/98 
Lawn̂ landscape 
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CLEVELAND, OH 44101-0817 



NEW PRODUCTS 
Bobcat steer loader 
• New "C" series 963 
•Turbo-charged, 105-hp 
Perkins diesel engine 
• Reaches speeds up to 9 miles 
per hour 
• Two-speed transmission 
• Front auxiliary hydraulics 
• Front and rear working lights 

• Two hand lever steering 
• Weighs 9,900 pounds 
• lus one to fill thanks 
Grde 206 on reader service card 

Rohm & Haas DITHANE® 
packaging 
• Fuctional packaging for 
Dithane fungicide 
• Available in 12-pound bags 
• Vacuum-packed to maintain 
freshness and decrease 
dustiness 
• Waterproof bag 

• Bag redesigned for easy 
reading 
Grde 207 on reader service 
card 

JCB212SU utility tractor 
• Heavy-duty 3-point 
hitch 
• 540 rpm power take-
off 

• Full tilt, pitch and lift 
capability 
• 4-wheel drive and 4-wheel 
steering capability 

• Direct-mount 1-cubic-yard 
loader 
• 5,300-pound lift capacity 
• 67 net horsepower engine 
• 4-by-4 torque converter 
• Transmission with power 
shuttle 
• 20.9 gallon per minute 
hydraulic pump 
• Flat-deck operator platform 
in ROPS canopy or fully-
enclosed cab version 
• Plus one to fill thanks 
Grde 208 on reader service card 

Chipco Sevin insecticide 
• Low risk of phytotoxicity 
• Low mammalian, avian, 
wildlife toxicity 
• Controls pests through 
contact and ingestion 
• Works well with 
insecticides, herbicides and 
fungicides 

• Kills hundreds of pests, 
including white grubs, sod 
webworms and cutworms 
• Withstands extreme 
conditions, sun and ultravio-
let rays 
• Does not stain or give off an 
odor 
Grde 209 on reader service card 

Great Dane zero-turn Surfer 
• Walk-behind mower 
• Cutter decks from 48-, 52-
and 61- inches wide 

C A R L S O N I N D U S T R I E S I N C . 

FOR THE 
PROFESSIONAL 
LANDSCAPER! 

Carlson Industries sells 
only quality equipment 
for your Industry. Utilizing 
quality components 
ensures that our 
equipment is durable 
and dependable. 

For complete information, please write call or fax to . . . 

— L A K L S O N 
J N D U S T R I E S 

/NJC. 
25010 East 5th Street, P.O. Box 917, Highland, CA 92346 • USA 
Phone: (909) 888-4882 • FAX: (909) 889-5855 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
> HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANN AY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES « FUNGICIDES « HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND A C C E S S O R I E S 

1-800 888-5502 « 
X 1 8 3 5 8 

01 N E W G E T W E L L R O A D 
M E M P H I S , T N 3 

Mm. wm Y©m t ü i r f & mmmgmM, meeds 

O L D H A M 
C H E M I C A L S C O M P A N Y , INC . 

O V E R 3 0 Y E A R S O F R E L I A B I L I T Y 



NEW PRODUCTS 
• Engines include Kawasaki, 
Vanguard and Kohler 
• Features \xh- to SVi-inch 
cutting height with adjustable 
height rear wheels and caster 
wheels 
• Twin horizontal steering 
levers 
Grde 210 on reader service card 

AquaScape Symphony floating 
fountain aerator 
• For smaller bodies of water 
• For residential and commer-
cial pond owners 
• Equipped with four spray 
pattern options 
• Four spray nozzles anchored 
on disc for easy changing 
• Optional underwater lighting 
system 
• Operating depth of 30 inches 
Grde 211 on reader service card 

Great Lakes Forge 
adjustable height hitch 
• Lock 1ST Roll Drop/Rise Bar 
Hitch mounts to any 
standard 2Yi- inch drop/rise 
bar 
• Hitch bolts into the 1-inch 
diameter for a ball on the 
drop/rise bar 
• Hitch pulls up to 6,000 
pounds gross trailer weight 
• Mount unit rotates 360 
degrees 
Grde 212 on reader service card 

AgrEvo DeltaGard 
T&0 low-dose insecticide 
• DetlaGard T & O Granular is 
water-soluble 
• DeltaGard T & O 5SC is 
water-based formulation with 
active ingredient deltamethrin 
• Both have no odor with 
treatment 
• Effective against turf insects 
such as ants, army worms, 
chiggers and cutworms on 

ornamen-
tal plants 

^ ^ k • Low 
^ ^ M toxicity 

I ^for 
• v S treatment 

• ! of target 
^ ^ ^ pests 

Grde 213 
on reader 
service card 

DK Enterprises 
WinLawn Pro V2.5 software 
• Windows software for green 
industry 
• Handles office operations, 
such as invoicing, billing, 
routing and scheduling, cash 
management, reporting and 
marketing 
• Designed for lawn, tree and 
shrub care, irrigation and 
mowing companies 
• Automatic renewals for 
programs and applications 
• Operates on Windows 3.1, 
3.11, Windows95, 98 and NT 
•Network ready program 
• Interacts with WinLawn Pro 
for office/notebook interface 
• Available on 3l/2-inch disk or 
CD-ROM 
Grde 214 on reader service card 

(continued on page 126) 

Bed Edging 

T h i n k o f it as a 6 x P o w e r Shovel! 
Digging is a labor intensive and expensive job. Save time and 

money with the power alternative.The powerful little 
Edge-R-Rite® from Turfco, with its 5 interchangeable 

blades beats a shovel for almost anything 
(except leaning), Use it for soft-ground dig-

ging, irrigation, edging, landscaping 
unusual shapes, flower-gardens 
and more. Of course, install the 

"edging" blade and it does side-
walks and driveways in a snap! 

The Edge-R-Rite® from 
Turfco: think of it as 
a 6x power shovel 

Tough, S imple , Smart ! 
Durable, easy to operate turf equipment - perfect for landscaping! 

Turfco Mfg. Inc. • 1655 101 st Ave. NE • Minneapolis, MN 55449-4420 • Ph. (612) 785-1000 • FAX (612) 785-0556 



Training Videos 
From the Lawn & Landscape Media Group 

• Safe Operation & Maintenance of 
String Trimmers and Blowers 

String trimmers and blowers keep landscapes neatly 
• manicured. If used properly, they are easy to maintain. If 

used improperly, they can be dangerous. 

• Safe Operation & Maintenance of Biding Equipment 
As a landscape contractor, you're responsible for the mower you're operating, the turf you're 
mowing and your own safety. Get the information you need to operate riding mowers safely. 

• Sate Operation & Maintenance of Intermediate Walk-Behind Mowers 
Intermediate walk-behind mowers are made for productivity. This video is designed to help you 
mow safely and efficiently and to keep your mower running reliably. 

EACH KIT 

• 15-20 minute "how-to" 
video instruction 

10 employee handbooks 

Tests 

Answer key 

Sign-off sheets 

Instruction guide 

Quant i ty Tit le Price Tota l 

String Trimmers and Blowers 
Walk-Behind Mowers 
Riding Mowers 

-English-only $69.95 
-English-only $69.95 
-English-only $69.95 

Spanish Versions Coming Soon 

String Trimmers and Blowers -Spanish-only 
Walk-Behind Mowers -Spanish-only 
Riding Mowers -Spanish-only 
Combination Order (any two videos) 

Money Back Guarantee! 

Name. 

(Ohio residents only add 7%) 

Title-

$79.95 
$79.95 
$79.95 
$129 (set) 
X (sets) 

Sales Tax 
TOTAL 

Address. 
S t a t e _ 
Fax 

City. 
Zip- Phone Number 

M e t h o d o f P a y m e n t 

| | Payment Enclosed: 
Make checks payable to: 
The Lawn & Landscape Media Group 
4012 Bridge Avenue, Cleveland, Ohio 44113 
800-456-0707. 
Questions? Ask for Susan. 

I I Charge to my: 

I I Visa Q Mastercard 

Name as printed on the card: 

Visa/Mastercard number: 

Expiration date: 

Signature: 
E-mail address 



NEW PRODUCIS 
Isuzu NQR doss 5 truck 
• Handles bodies ranging from 
12 feet to 22 feet in length 
• Gross axle ratings of 6,830 
pounds in front and 14,550 
pounds in the rear 
• 33-gallon fuel tank 
• Isuzu 4.75-liter 4HE-TC 
turbo inter-cooled, direct 
injection, four-cylinder, 
overhead cam diesel engine 
• Unit produces 175-hp at 
2,700 rpm and 347 feet per 
pound gross torque at 2,000 
rpm 
• Engine has a B10 durability 
rating of 
310,000 
miles 
Circle 215 
on reader 
service 
card 

Dow AgroSciences Team Pro 
herbicide 
• Preemergent control of 
crabgrass, foxtail and other 
annual grassy weeds 
• Harmless to established 
trufgraasses and ornamentals 
• Activated by rainfall or 
irrigation 
• No staining 
• Blend ofBalan™and 
Treflan™ 
• 0.86 percent formulation on 
fertilizer with a 1:1 ratio of 
Balan and Treflan 
• Has season-long residual 

• Applied in 
early spring 
targets 
variety of 
grassy weeds 
Grde 216 on 
reader service 
card 

Lumiere outdoor imaging 
projectors 
• "Hollywood Series" 
compact outdoor imaging 
projectors 
• Designed for lights being 
used for imaginative architec-
tural and entertainment 
effects 
• Image templates are ER 
Micro-E size options of metal 
or glass 
• Unit can easily rotate to 
projected image 
• Philips Master Color metal 
halide lamp has 9,000 hour 
rated life 
• Stainless steel hardware 
Grde 217 on reader service card 

ALAMO Industrial 
Exten-A-Kut II offset mower 
• Designed for grass and 
weeds up to 1-inch in 

diameter 
• Hydraulically powered arm 
reaches out 12-feet, 6-inches 
from tractor center 
• No mechanical drive lines, 
belts, pulleys, joints or 
complicated drives 
• Powered by a gear pump 

rated at 39.04 gallons per 
minute at 540 PTO 
Grde 218 on reader service card 

FMC Talstar lawn & tree 
flowable insecticide/miticide 
• Controls many insects 
including ants, chinch bugs, 

//eyf Spread/¡r Anoandf 
When you apply dry free-flowing materials, improve 
your application accuracy with a Gandy drop spreader. 
Each spreader is painstakingly constructed with only 
the finest materials. The attention to detail makes Gandy 
spreaders unsurpassed in the industry. 
You get years of trouble-free use with 
minimum maintenance. Put a 
Gandy spreader to work in your 
business or commercial turfgrass it 's G a n d y 
area. Spread it around! Call your 1-800-443-2476 
dealer today. www.gandy.net 

ORDER DIRECT800-328-7485 
212 Colfax Avenue. No., Minneapolis, MN 55405 

IN I972, BUNTON WAS THE FIRST 
COMPANY TO EVER BENEFIT FROM 
DALTON GEAR'S ORIGINAL 
VARIABLE SPEED GEARBOX! 
Now, over 25 years later, Dalton Gear 
produces "each-and-every" gearbox 
with the same quality as those first 
OEM'S in 1972! Our client list has 
grown to include RANSOMES/BOBCAT, 
KEES, EXMARK and SNAPPER. There 
have been a few imitators, but none 
have ever even come close to 
Dalton's quality. We know Commercial 
Landscaping, Parks ^Recreation, Cemeteries, 
and Golf &Country Clubs n e e d serv ice on 
their machines, no matter what make 
or model, and, "they-need-it-now!'' 
Also, they need long lasting, quality, 
top-of-the-line replacement parts, 
constructed of the finest metals and 
special alloys. An "open-space" on 
the gearbox shelf doesn't get the job 
done. ORDER TODAY and rely on 
Dalton Gear. As an added bonus, we 
are throwing in factory recommended 
gearbox lube, FREE with each unit! 

Use only... T H E O N E . 
THE ONLY. 

THE ORIGINAL. 

http://www.gandy.net


cutworms and fire ants 
• Controls wide variety of 
insects on plants, such as 
trees, shrubs and flowers 
• Water-based formulation 
• Leaves no odor when 
applied at label rates 
• Rainfast and does not cause 
phytotoxicity 
Grde 219 on reader service card 

Toro Lawn-Boy 
21-inch commercial mowers 
• 6.5-hp, 2-cycle commercial 
engine 
• Cast aluminum deck 
• Steel wheels with ball bear-
ings and a cast iron cylinder 
sleeve 
• Constant lubrication and 50 
percent fewer moving engine 
parts 
• 5-quart fuel tank 
• Staggered wheel design 

• Forward positioned dis-
charge chamber 
• Available in self-propelled, 
3-speed rear wheel drive or 
hand push models 
Grde 220 on reader service card 

Ames tree trimmer 
• Fiberglass pole tree trimmer 
telescopes up to 14 feet 
• Lightweight tree trimmer 
operates with a double pulley 
system and a glass reinforced 
nylon cutting head 

• Heat-treated and tempered 
with high carbon steel lopper 
head 
• Large 15-inch saw blade with 
two position angle adjustment 
Grde 221 on reader service card 

Argos Software 
accounting software 
• Financial and management 
accounting software 
• 5.0 version of its activity-
based enterprise cost account-
ing system (ABECAS) 
• Can select modules needed 
in new version 
• ABECAS has accrual and 
cash-based accounting 
• Modular system builds upon 
basic system for system 
expansion over time 
• Interfaces with other 
modules as appropriate 
Grde 222 on reader service card 

NEW PRODUCI) 
D.B. Smith backpack sprayer 
• Smith Relax™ model sprayer 
• Constant low-pressure vol-
ume sprays 
• Uniform controlled droplet 

size 
• Foaming nozzle for marking 
and elimination of drift 
• High-pressure chamber in-
cluded that installs easily 
• Ideal for spraying insecti-
cides, fungicides and liquid 
fertilizers 
Grde 223 on reader service card 

'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. The 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 With Variable Speeds 
Foot Control Spreader 
Economical (Sprays 1/2 Gal. per Sq. Ft.) 
Stainless Steel Deflector 
Sprays a 4 to 12 Feet Pattern / # f „ „ 

15 Foot Hand Wand (014/ 873-3719 
Zero Turn Radius FOR A COLOR BROCHURE 

GUI 

Twin Hydrostatic OR DEMO TAPE 

MTI Spring 
Specials From.. 

BA/N^B/PD, sa L E 
CLOCKS I HEADS BuyThe'B^ 

ESP-4 $ 7 8 & 
ESP-6 $ 8 2 0 0 

ESP-8 ...$110°* 

MiniPaw or . ^ 
MaxiPaw * * e a -

1804 4 "Body $ 1 % 

V100-DVF Valves $ 1 1 f f B u ^ h e y 
BACKFLOW SALE 

1 " #950 
Dbl.Chk. 1 " #720 

P.V.B. 
$ 4 7 m 

We Pay 
for U.P.S. 

[ODS] Order by 1 p.m. 
SHIPS SAME DAY 

800-600-TURF 
CALL US AND SA VE! 7:30 am - 5 pm (8873) 

Pacific Time 



NEW PRODUCIS 
Jacklin Seed Co. Nuglade Ken-
tucky Bluegrass 
• Good resistance to leaf spot, 
stem rush and brown patch 
• Shade tolerant 
• Not as thatch prone as the 
earlier aggressive bluegrasses 
• Scored an 8.4 average in 
overall turf quality over five 
growing seasons 
Grde 224 on reader service card 

Bunton's mid-size hydro walk-be-
hind rotary mower 
• Available in 36-, 48-, 52- and 
61-inch cutting widths 
• Choices of seven OHV en-
gines with electronic ignition 
•Options of 13-, 14 -16-18-
and 20-hp engines 
• Fingertip steering levers 
• Rust proof, 4.2-gallon fuel 
tank 

• Wide, pneumatic 4-ply tires 
• Can be used as a straight dis-
charge cutter or with a catcher 
Grde 225 on render service cord 

Parker Sweeper's 
16-hp truck loader 
• High speed, 4-blade impeller 
• 12-gauge steel with a lVs-
inch tubular steel frame 
• 16-hp Briggs & Stratton 
engine 
• 10-inch by 15-inch ribbed 
flexible industrial pickup hope 

• Two operator control 
handles 
• 18-inch extensions for 
discharge system 
• Exhaust chute swivels 360 
degrees 
• Variety of accessories 
available 
Grde 226 on reader service card 

Stihl FS 120 trimmer 
• Powerful and lightweight 
• 30.8-cc engine 
• Vertical paper filter 
• IntelliCarb™ optimizes car-
buretor operating condition 
• Bike or loop handle 
Grde 227 on reader service card 

The Cycle System™ pond manage-
ment formulations 
• System of two separate prod-
ucts SpectrumIM and Devour ™ 

• Formulated to remove "algae-
supporting" nutrients and 
sludge buildup 
• Biological tool for long term 
improvements in lakes and 
ponds 
• Digests nitrogen and phos-
phorus in the water column 
• Packaged in Vi-pound water 
soluable packets 
Grde 228 on reader service card 

Excel Industries Short Cut walk-
behind mowers 
• Shorter than comparable 
mowers 
• Available with 22-, 20-, 17-, 
14-hp engines 
• Zero-turn, bar steering 
• Full floating deck options of 
60-, 54-, 48-, 40-inch side dis-
charge decks EQ 
Grde 229 on reader service card 

COULDN'T MAKE W. 
to San Diegfo for tke Second 
Annual Lawn & Landscape Sckool of 
Management? Tapes of the four educational sessions 

are available for $10 per tape (plus $1 shipping and handling per 

tape). 

i 1 

C h e c k h o x n e x t t o tapes t o 

o r d e r a n d f a x o r m a i l t o : 

THE SOUND OF KNOWL-
EDGE 

4901 Morena Blvd., Suite 207 
San Diego, CA 92117 
Phone: 619/483-4900 
Fax: 619/483-4300 

Name 

Address 

City 

State Zip 

Phone 
• • 

Bill my: Visa MasterCard 

Signature 

Card # 

Expiration Date 



All classified advertising is 95<t per word. For box num-
bers, 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 O H 44113. 
Fax: 216/961-0364. 

BUSINESS OPPORTUNITIES 

WHOLESALE DISTRIBUTOR 
Needed to market environmentally friendly, liquid, 
slow-release fertilizer products direct from manufac-
turer. Ken Franke, P.O. Box 123, Plato, MN 55370; 
800/832-9635. 

BIDDING FOR PROFIT 
Grow Your Company and Accounts 

with Tips and Techniques from 

PROFITS UNLIMITED 
a Division of Waynes Lawn Service 

BIDDING & CONTRACTS ($42.95) 
Examples on bidding and contracts (residential and 
commercial markets). How-to'son: Determining your 
cost o f operation; Applying these costs to your bid-
ding process; Calculating your cost. Bidding Strate-
gies on: Mowing, Landscaping, Mulching, Power 
Seeding, Snow Removal and many more. 

CONTRACTS & GOALS ($29.95) 
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages o f using contracts; Responses 
to common customer objections to signing contracts. 

MARKETING & SALES ($34.95) 
Aspects of marketing and selling your service. Con-
tains many forms of marketing found to be success-
ful and those found to be ineffective. 

LETTERS FOR SUCCESS 
(set of 13-$19.95) 

"Cold Call" introduction, bid proposals and cover 
letters, contracts, collections and several others for 
use as they are, or as a framework to write your own. 

Mail check with your order, 
Print name and address to: 

#1 Profits Unlimited 
3 9 3 0 - B Bardstown Road 

Louisville, KY 4 0 2 1 8 
800/845-0499 

FRANCHISE OPPORTUNITY 
Tired of running your business without any support? 
With a NaturaLawn of America franchise you not only 
get comprehensive agronomy support through the use 
of our proprietary natural, organic-based fertilizers and 
biological controls, but you get to use our proven mar-
keting strategies to easily grow your customer base to 
virtually any size you wish. For information call us at 
800/989-5444; e-mail us at natural@nl-amer.com; or 
contact us on our web page at www.nl-amer.com 

ORGANIC BASED SYSTEMS 
FOR LAWN, TREE & SHRUB CARE 

G R E E N P R O 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. 

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 catalog. 
For free information packet call 248/683-9080. 

FRANCHISING 

WORKING CAPITAL 

Franchi 
y o u r b u s f n c 
A Seminar for business owners and C.E.O.s 
Atlanta May 5 Nathvl lU April 28 
Birmingham April 30 Nawport Baach, CA April 21 
Buffalo April 16 Orlando May 6 
Chicago April 23 Rololgh-Durham April 29 
Cincinnati April 14 Sacramonto April 22 
Patrolt April 15 Tycoon April 23 

Tuition $145 • Call tho franchiti specialista for 
information on franchising and 'Franchisa Your Businossl' 

seminar» scheduled throughout the country. 
1 -800-FRANCHISE (1-800-372-6244) 

F r a n c o r p ' 
SpocIslittt In Franchi•• Davalopmant L&L 

WANT TO BUY OR SELL A BUSINESS? 
If you have thought about the possibility of selling your 
business, Professional Business Consultants can ob-
tain purchase offers from numerous qualified poten-
tial buyers without disclosing your identity. There is 
no cost for this as Consultant's fee is paid by the buyer. 
This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through acquisi-
tion, I have companies available in Lawn Care, 
Grounds Maintenance, Pest Control, Landscape In-
stallation and Interior Plant Care, all over the United 
States and Canada. 

CALL: 708/744-6715 or FAX: 630/910-8100 or RE-
PLY TO: P.B.C., 682 Phelps Ave., Lockport, IL 60446. 

HOME BASED BUSINESS 
Earn $ 10-$20k per month working part time/full time 
from your home. No special skills, just a desire to 
achieve. No multi-level marketing. 800/995-0796 Ext. 
8055. 

START O R EXPAND Y O U R BUSINESS 
W I T H FREE CASH GRANT & SMALL 

BUSINESS LOANS 
Over 30 billion dollars are available to you 

right now. Limited knowledge of these 
funds have made approval rates very high. 

We supply you with everything. 
Over 150 pages of priceless information 
• STEP BY STEP I N S T R U C T I O N S 

• W H E R E T O W R I T E 
• W H O T O CALL 
• H O W T O APPLY 

• H U N D R E D S O F SOURCES 
• TIPS FROM EXPERTS 

& M O R E 
• LEARN H O W T O SELL YOUR P R O D U C T 

O R 
SERVICE T O T H E G O V E R N M E N T 

Learn how you could get your piece of more than 
500 billion dollars in contracts 

Complete state by state listing 
With names addresses and phone #'s 

Limited quantities. Order now only $25.00 
Send check or money order to: 

1st S T E P D I S T R I B U T O R S 
P.O. BOX 87531 

CANTON, MI 48187 

BUSINESSES FOR SALE 

COMMERCIAL LANDSCAPE MAINTENANCE 
Located in beautiful Southeast Florida, owner relocat-
ing. 21-year-old established commercial lawn service 
in the Pompano Beach area, grossing $650,000 yearly, 
includes trucks, trailers, equipment and contracts. Ask-
ing $325,000 with some terms available. Will stay for 
transition. Please reply to P.O. Box 93-4667, Margate, 
FL 33093-0667. 

SUNNY PORT CHARLOTTE, FLORIDA 
Sunny Port Charlotte, Florida!!! Retail nursery and 
landscaping business. Turnkey operation! One acre+, 
3,200-SF building. Same location for 21 years! Owner 
wants to retire!!! $1,300,000. KishaTallman, Realtor-
Associate, C-21 Aaward. 800/476-2190. Call Today!! 

IRRIGATION BUSINESS 
Family owned and operated for 22 years. Over 800 
established clientele, with great potential for expan-
sion. Turnkey operation. Located in Colorado. $200k. 
Larry or Rich 719/636-2223. 

LANDSCAPE & SNOW REMOVAL 
Well-established, medium size $500k landscape and 
snow removal business in the Northern suburbs of Chi-
cago is for sale to a young, ambitious, knowledgeable 
person who would work the business on a buy-out ba-
sis. We are retiring after 40 years, but will stay to train. 
Reply in confidence and fax background to: (Once In 
a Lifetime Opportunity) to 847/634-3910. 

9 t f b c u f â , t a cuAiAe/itiéa ¿ f t j ß & j ß claAAdpadláJ 

mailto:natural@nl-amer.com
http://www.nl-amer.com


HIGHWAY MOWING & LANDSCAPING 
Profitable West Texas highway mowing and landscap-
ing business available. Approximately $750k in cur-
rent contracts available to a serious buyer. Buyer must 
be financially strong. Call 4 0 9 / 9 6 8 - 5 5 9 5 (days). 

LANDSCAPE BUSINESS 
A very reputable and professional commercial land-
scape installation and maintenance company in Dal-
las, Tesas, available for purchase. Gross sales in 1997 
of $2.6 million. Serious inquiries: 214 /368-0895 . 

LAWN CARE, SNOW REMOVAL, 
LANDSCAPING 
Established in 1991, this business services 550+ ac-
counts annually including several athletic complex 
contracts. Increase in revenue yearly. Black Hills area 
of South Dakota. $475,000 includes business, build-
ings and real estate. The Dakota Company 6 0 5 / 5 8 2 -
2605. 

LAWN (ARE 
Quality lawn care business with year round operation. 
400 customer base for lawn maintenance, weed/fertil-
izer treatment and contracted snow removal in the Iowa 
City, Iowa, area. Don't miss out on this great opportu-
nity. Call Bill Wittig for an investment packet. 
Coldwell Banker, Real Estate Professionals, 44 Sturgis 
Corner Drive, Iowa City, IA 52246. 800 /399-8485 . 

COMPUTER SOFTWARE 
TRIMMER SOFTWARE 

TRIMMER 
Software for the Landscape Contractor 

An Estimating, 
Billing, 

Routing, 
Site Scheduling, 

and 
Customer Tracking 

Tool to Make 
Your Life Easier! 

Priced at just $495.00 

For a FREE Demo Disk contact us at 
TRIMS Software International, Inc. 
3110 North 19th Avenue, Suite 190 

Phoenix, AZ 85015 
(800) 608-7467 • Fax: (602) 277-8029 

www.trims.com 

FOR SALE 

FINANCING 
LET T H E GOVERNMENT FINANCE your small 
business. Grants/loans to $800 ,000 . Free recorded 
message: 7 0 7 / 4 4 8 - 0 2 7 0 . (NK8) 

FREE 1998 MKILANDSCAPERS 
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 supplies, hand 
tools and much more! 

RADIOS HALF PRICE! 
MOTOROLA - JOHNSON 

KENWOOD - UNIDEN - RADIUS 
escape NEXTEL go 900 w us 

Call: 800 /779-1905 

HERSCH'S WHOLESALE TURF SUPPLIES 
CLIP Lawn Industry Computer Program 
Unlimited Version - Item No. CLIPUN35 $1,195.00 
125 Customer Limit - Item No. CLIPSBS3 $695.00 
RBG Rotary Blade Grinder Item No. EQBG120 
Was $329.99 NOW $299.99. Kawasaki 12.5-HP 
Engine 
Item No. FB460VSP $549.00. Kawasaki 14-HP OHV 
Engine 
Item No. FC420V $599.95. Oil Filter for Kawasaki 
Engines 
Item No. K52057 - Buy 10+ Only $5.50 Each. 
RYAN AERATORS ON SALE! 
Lawnaire IV was $1,725.00 Now $1,595.00 
Lawnaire V was $2,345.00 Now $2,295.00 
Lawnaire 28 was $3,995.00 Now $3,895.00 
Optimol 5-Gallon Pail BEST BUY Item No. 1x5 
$125.00 
Hannay Hose Electric Hose Reels Series 1500 $399.00 
Call for pricing on Hypro and Banjo Spray Products. 
Irrigation Supplies! Maxi-Paw Sprinklers Buy 20+ 
Only $10.95 Each 
Hunter Adjustable Sprinklers Buy 20+ Only $10.95 
Each 
We Can Ship the Products Anywhere in the USA! 

Call Today To Order: 800 /THE-LAWN 
Also ask for our New 1998 Catalog 

CONCRETE PROFITS FROM CURBMATE 
Since 1983 Curbmate Corp. has been beautifying land-
scapes throughout the U.S. CURBMATE s concrete 
extrusion machine automatically installs concrete land-
scape 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 dis-
count. 801 /262 -7509 

EQUIPMENT, ENGINES & PARTS 

Landscapes Supply 
T a k e s the bite out of high 

SPINDLE BEARINGS 

As Low As 

GATOR BLADES 

As Low As 

TRIMMER LINE 

As Low As 
per 5 lb. spool 7111195 

32" Gear Drive 12.5HP B&S 1 7 8 9 
36" Gear Drive HHP Kawi 

'194995 

48" Gear Drive 14HP Kawi 

'1998* 
52" Gear Drive 

i7HPKa*'2499* 
Call for a FREE Catalog 

1 - 8 0 0 - 2 2 2 - 4 3 0 3 
www.landscapersupply.com 

LANDSCAPE DESIGN KIT 
LANDSCAPE DESIGN KIT 3 

48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$78 .50 • $6 s/h VISA, MasterCard, or 
MO's shipped next day. Checks delay 
shipment 3 weeks CA add 7 .75%Tax. 
A M E R I C A N S T A M P C O 

12290 Rising Rd. LL98, Wilton, CA 95693 
Phone or FAX orders to: 916- 687-7102 

STAMP INFO. Call From YOUR FAX 707-429-0999 Doc »319 

Call Fran Franzak to advertsie today! 

MOWER REPLACEMENT PARTS 
FREE 200 PAGE CATALOG - SAVE $$$ 

ON MOWER PARTS, AIR & OIL FILTERS, 
TRIMMER LINE, BELTS, PLUGS, OIL, TOOLS, 

WATER GARDEN SUPPLIES. 
MOW MORE SUPPLIES 8 0 0 / 8 6 6 - 9 6 6 7 

ORDER FREE CATALOG MM98LL 

I II l l l l J H I 

THANK YOU/PROSPECT CARDS 

SEEDS OF 
ECIATION" 

Unique customer thank you 
and prospecting cards 

1 - 8 8 8 - 9 6 5 - 3 3 1 7 
www. teleport .com/ -jeidy 

http://www.trims.com
http://www.landscapersupply.com


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 to 
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 to 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 th is 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 of 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 
to c u s t o m e r s e r v i c e . W e k n o w h o w to prop-
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 look to y o u for l a w n 
c a r e a d v i c e , p e o p l e c o m e to u s fo r i n s u r -
a n c e a d v i c e b e c a u s e t h e y d o not w a n t to 
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 ight c o v e r a g e 
a n d c o m p e t i t i v e r a t e s , 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 
Jill 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 

M U L C H E R - S E E D E R 

Muicher- Seeder 

m 
te 

4 M o d e l s - 2 0 0 t o 1 , 0 0 0 ga l . 
R e a s o n a b l e P r i c e F r e e B r o c h u r e 

Swihart Sales Co. 
Rt. 3 , B o x 7 3 , Q u i n t e r , K S 6 7 7 5 2 

w w w . S w i h a r t - S a l e s . c o m 

785-754-3513 or 800-864-4595 

U ' L H O E H Y D R O - M U L C H I N G 

MORE POWER, 
y e t t h e L i ' l H o e ® T i l l e r 
i s u n d e r 2 5 l b s . ! 

•NEW Hefty 2 hp engine 
•Meets EPA standards 
•Folds up, hangs up, fits in trunk 
•Eight inch bolo tines 
Perfect for weeding and cultivating raised beds, borders, landscaped 
areas or gardens. Optional attachments: Digging Tines, Border/Edger, 
De-thatcher and Aerator. Available gas or battery-powered. 

F R E E C A T A L O G M f f f f f C f l 
1 - 8 0 0 - 9 9 9 - 8 1 6 1 M a j W / e f a ? / 

358 N W F St. • Richmond, IN 47374-2297 
w w w . h o f f c o c o m e t . c o m 

TurfMaker® 
StHtftltf KJotfo Settel 

B e t t e r H y d r o - M u l c h i n g 
B e t t e r G r a s s G r o w i n g R e s u l t s 
B e t t e r M a c h i n e 

800-551-2304 

N U R S E R Y S T O C K 
TAXUS YEWS 

HICKSI 
24"-30" 
30"-36" 

BROWN I 
18"-24" 
24"-3(T 

ANDERSON 
18"-24" 
24"-30" 

ARBORVITAE 

GLOBE 
18"-24" 
24"-30" 

PYRAMIDAL 
5'-6' 
6'-7' 

ELIGANTISSMA 
4'-5' 

SIBERIAN 
3'-4' 

AMERICAN 
4'-5' 
5'-6' 

6-24 

18.25 
20.25 

16.75 
18.75 

15.75 
17.75 

9.00 
11.00 

17.00 
23.00 

13.75 

12.00 

15.00 
17.00 

25 

17.00 
19.00 

15.50 
17.50 

14.50 
17.00 

9.00 
10.00 

16.00 
22.00 

13.00 

11.00 

14.00 
16.00 

N E W H E A D L I N E 

HILLSIDE NURSERIES 
6845 E. U.S. 40 

Cambridge City, IN 47327 

Phone 765/478-3438 
Fax 765/478-9159 

^ C H L ^ F E A T U R I N G : 

O R I A T ^ > A W f 

0 G R A V E L Y 

1-800-816-2427 
www.wechapps.com 

B E N E F I T S 

BENEFITS 
Come in many forms, but small businesses cannot 

afford to offer them — NOW YOU CAN! 
Offer your employees 

The Dental Advantage Plan 
and save up to 85% on your 

Family's Dental, Vision and Prescription services 
Plus more You can protect the entire family! 

For only $12.95 per month 
plus a one time $30.00 enrollment fee. 

Call 954/972-6120 

HELP WANTED 
R E C R U I T M E N T 
Join Century Rain Aid, America's leading irrigation 
and landscape lighting distributor, as we continue to 
grow. Century is now accepting applications for branch 
management positions. Irrigation experience and a 
college education are preferred. Century offers indus-
try competitive wage and benefit programs. Please send 
your resume and salary requirements to: Century Rain 
Aid, 31691 Dequindre Rd., Madison Heights, MI 
48071, Attn: Wayne Miller. Pre-employment drug 
screening required. Century is an Equal Opportunity 
Employer. E-mail: briday@rainaid.com Web site: 
www.rainaid.com 

Call 
Fran Franzak 

at 800/456-0707 
to advertise. 

A L L S E A S O N S 
C A T C H E R L I F T 

S Y S T E M S 
u shown in 
W A L K » 

T A L K 
VoL 10 

enabling Walker Mower 
owners to reach 
new heights of... 

Productivity, Profit, and Safety. 
Lift, dump and go in 20 seconds. 7.0 box. 

1 Improves worker safety. 
Better employee performance. 
Higher profits through more accounts serviced. 

1 More power for "98" 
' Lifting the 9.5 Box. 28 second cycle. 

Now Available For Scag Turf Runner 
800/786-2301 

5100 Valley East Blvd., Areata, CA 

C A T C H E R L I F T S Y S T E M S 

http://www.Swihart-Sales.com
http://www.hoffcocomet.com
http://www.wechapps.com
mailto:briday@rainaid.com
http://www.rainaid.com


EMPLOYEE SEARCHES BRANCH MANAGER T R A I N E E " LANDSCAPE ESTIMATOR 
Florapersonnel, Inc., in our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained 
basis only. Candidate contact welcome, confidential 
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.florapersonnel.com 

MAINTENANCE SUPERVISORS 
The Brickman Group, Ltd., one of the nations largest 
and fastest growing full-service landscape companies, 
has an immediate need in principal cities east of the 
Mississippi for maintenance supervisors with two to 
five years experience. Brickman seeks energetic, team-
oriented college graduates with proven leadership, com-
munication and interpersonal skills. Brickman offers 
full-time positions, excellent advancement opportuni-
ties and exceptional compensation and benefits with 
an industry leader building on a 36-year tradition of 
uncompromising customer service. For immediate con-
fidential 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. 

GROWTH OPPORTUNITIES 

Tired of unkept promises 
and no growth potential? Q 

A : 
If you want a sales or field position where 

you can grow in earnings 6C responsibility... 

Natures Trees, Inc., an industry leader and in-
novator, is rapidly expanding its SavaLawn divi-
sion. Sales Representative & Lawn Specialist po-
sitions are opening in New York, Connecticut and 
New Jersey. Both positions offer a competitive sal-
ary & benefits package. Sales Representatives also 
receive a generous auto allowance. Please forward 
your resume to: S a v a U w n 

Attn: Human Resources 
205 Adams Street, Bedford Hills, NY 10507 

Phone: (914) 241- 4999 Fax: (914) 666-5843 
E-mail: SavaLawn@msn.com 

COME GROW WITH US. 

EMPLOYMENT OPPORTUNITIES 
GreenSearch - Attention employers... can't find good 
managers and supervisors? Or maybe you're a job seeker 
looking for a new opportunity? We can help you! Serv-
ing all Green Industry company categories throughout the 
Southeast U.S. Candidates pay no fees. Call Green-
Search toll-free at 888/375-7787, Fax 770/392-1772. 
GreenSearch, 6690 Roswell Road, #310-157, Atlanta, 
Georgia 30328-3161. Web site: www.greensearch.com 

Are you branch manager material? But too inexperi-
enced to be considered by a major chemical lawn care 
company. Kapp's Lawn Specialists has a short-term 
training program. We are in several cities in the Mid-
west. Our training packages average $35k per year and 
our branch managers' packages average $75k per year. 
Applicants should have assistant manager experience. 
Join a rapidly growing company that really cares about 
its employees. Send or fax resume to: Kapp's Lawn 
Specialists, Michael Markovich, 4124 Clubview Dr., 
Fort Wayne, IN 46804, Fax: 219/432-7892. 

MIDWEST BRANCH MANAGERS 
Kapp's Lawn Specialists is one of the fastest growing 
chemical lawn care companies in the Midwest. Our 
managers receive generous salaries and benefits, new 
personal vehicles, and a nice chunk of the annual 
profits! We are the leading lawn care company in some 
major cities! We have been in business for over 30 
years. Join a fast growing company that really cares 
about its employees. Our managers' packages averages 
$75k per year. Applicants must have branch manager 
experience and must be able to relocate. Send or fax 
resume to: Kapp's Lawn Specialists, Michael Markovich, 
4124 Clubview Dr., Fort Wayne, IN 46804, Fax: 219/ 
432-7892. 

SERVICE TECHNICIAN/ 
SMALL ENGINE MECHANIC 
We are a growing Northeast Ohio outdoor power 
equipment dealer serving the professional Green In-
dustry and are seeking a talented, organized, self-driven 
individual. Two- & four-cycle engine experience 
needed. Valid driver's license with clear record, phone 
and own transportation a must! Excellent medical, dis-
ability, life insurance, vacation and holiday benefits. 
Ongoing training opportunities. Drug Free Workplace. 
Equal opportunity employer. Please submit your re-
sume to: L&L, Box 394, 4012 Bridge Avenue, Cleve-
land, OH 44113. 

SALES 
We are a growing Northeast Ohio firm seeking ener-
getic, motivated and knowledgeable individuals to sell 
products, tools, and equipment to the tree and land-
scape industry. Inside and field sales. Horticulture/ 
Arboriculture training and experience preferred. Ex-
cellent medical, disability, life insurance, vacation and 
holiday benefits. Ongoing training opportunities. Valid 
driver's license with clear record, phone, and own trans-
portation a must! Drug Free Workplace. Equal oppor-
tunity employer. Please submit your resume to: L&L, 
Box 395,4012 Bridge Avenue, Cleveland, OH 44113. 

SALESPERSON 
Irrigation Consultants Unlimited, Inc. has an immedi-
ate need in the Central Florida area for an outside 
salesperson. With an established customer base and 14-
plus years in business, we are looking to expand. Look-
ing to candidates that are self-motivated, energetic, 
mature and willing to grow with us. Position is 
commision based with medical and vacation benefits. 
Send resume and salary history to: Irrigation Consult-
ants, 125 43rd Avenue, Vero Beach, FL 32968 or fax to 
561/569-3658. 

HLS is looking for a eandscape estimator. Minimum 
five years experience. In Houston, Texas. 281/494-
1818. 

NORTHWESTERN LANDSCAPE COMPANY 
The Northwest's fastest growing commercial landscape 
and maintenance organization. 15+ years of continu-
ous growth. We are currently looking to fill key man-
agement and supervisory positions. Must be commit-
ted to integrity, professionalism, the pursuit of indus-
try excellence and have a desire to make a difference in 
a growing company. Company vision and mission 
statement will be provided upon request. Excellent pay 
and benefits, 401k - profit sharing. Send or fax re-
sume (Attn: President) to: 253/848-8187, P.O. Box 
1118, Puyallup,WA 98371. 

PLANT HEALTH CARE SPECIALIST 
Living and Working in Northern New England 

Lucas Tree Experts is looking for an experienced Plant 
Health Care Specialist: Encompassing IPM and fer-
tilization programs. Valid pesticide license (3a) re-
quired, CDL preferred. Knowledge of tree and shrub 
ID as well as insect and disease diagnosis is critical. 
Lucas offers a competitive compensation package with 
a comprehensive benefit package. If interested, please 
fax 207/797-0752 or mail resumes to Lucas Tree, 636 
Riverside St., Portland, ME 04104. 

l i l l l l l l H t l M U M 

KEEP YOUR (HEW? BUSY ALL WINTER LONG 
Dealer Wanted ... Buy manufacturer direct professional 
synthetic turf putting greens for home and commer-
cial uses. For about the price of a Big Bertha Driver 
you can purchase a professional putting and chipping 
practice facility for your customers' yards. The highest 
quality, lowest cost-Guaranteed! As a dealer you will 
have an Exclusive Distribution Area, a Market Research 
Report for your area, and carry NO inventory. FREE 
VIDEO 800/334-9005. 

m m m m 
COMMERCIAL LANDSCAPE COMPANY 
Commercial landscape company in Southeast or Mid-
Atlantic U.S. Minimum $10 million sales. Opportu-
nity for owner to either stay and build through fur-
ther acquisition, or develop exit strategy. Goal is to be 
major U.S. player in 5 years. Reply to L&L, Box 392, 
4012 Bridge Avenue, Cleveland, OH 44113. 

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. E-mail: 
dirtboy@ix.netcom.com 

Call Fran Franzak at 800/456-0707 to advertise. 

mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:SavaLawn@msn.com
http://www.greensearch.com
mailto:dirtboy@ix.netcom.com


(continued from page 102) 

"The landscape service process is highly 
complex. When you really look at all of the 
functions - routing scheduling, timekeep-
ing, the route sheet, time in and time out of 
job sites - the cost to have one person 
keystroke all that information costs about 
$20,000 to $25,000 per year in salary." 

Of course, in-vehicle computers are only 
as good as the route plan, and software has 
made some tremendous leaps toward easing 
the burden of creating an effective route. Joe 
Kucik, president of Real Green, said that 
the ability to set routing parameters, such as 
square footage, hours required on the site 
and revenue generated by the job, is an 
important part of a strong routing software 
package. Real Green's Lawn Assistant II 
uses user-preset parameters and mapping 
software to generate routes in minutes that 
used to take hours or days to produce. 

Some software developers are taking the 
hand-held concept even one step further. 
Todd Reinhart, partner, Mobile Data Col-
lection Corp., Normal, 111., has been work-
ing on integrating a hand-held computer 
with a global positioning system. 

The GPS is a tracking device that, when 
mounted on a vehicle, can monitor and 
record the route and activity of a service 
vehicle throughout the day. The unit com-
municates with a satellite, which relays in-
formation about the truck's location, move-
ments, speed, stops and starts to the com-
pany computer. This information is trans-
lated into reports that allow accurate route 
monitoring for maximum productivity. 

Reinhart said that the landscape indus-
try will soon have the ability to pinpoint 
costs and maximize efficiency. "For years, 
the manufacturing industry has had total 
knowledge and control over the cost of the 
work they do," he related. "Automobile 
manufacturers know to the penny how much 
it costs to put every bolt on a car, but the 
service industry hasn't had that." 

The next phase of products will use 
wireless hand-held units that communicate 
directly with the home office computer will 
enter the marhet. This will make constant 
and on-demand data transmission and com-
munication with field personnel a reality in 
the not-to-distant future. D3 

The author is Managing Editor of Lawn & 
Landscape magazine. 
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FROM 1 FRONT UNES 

T 
DEVELOPING A 
SAFETY PROGRAM 
THE SAFETY program at 
David J. Frank Landscape 
Contracting Inc., German-
town, Wis., is nearing its 15th 
year in a fairly formal format. 
The program has evolved con-
tinuously with changes and 
improvements made each year. 

One of the five key objec-
tives of all staff members at 
David J. Frank Landscape is to 
promote a safe and helpful 
workplace as well as maintain 
the safety standards the com-
pany has established. The 
company has prepared a com-
prehensive written safety 
manual that outlines the ex-
pectations, rules and guidelines 
of the program. 

The concept of using an in-
centive was suggested by the 
production staff members 
through an annual pay and 
benefits survey several years 
ago. Although safety is a key 
part of everyone's job, it was 
thought that an incentive 
would help focus our staff 
members' attention on this im-
portant topic continuously. 

Recognition is one of the 
key features of the program. 
Safety is talked about formally 
in weekly department meet-
ings. Individuals that hold 
safety tailgate talks regularly 
and/or have compiled a good 

rom the Front Lines is a new department from 

Lawn & Landscape designed to share specific 

programs or ideas that have been successfully 

implemented by lawn care or landscape 

contractors. If your company has a program 

that you think would be of interest to your 

colleagues, send a 650-word explanation of the 

program to: Bob West, Lawn & Landscape, 

4012 Bridge Ave., Cleveland, OH 44113, or fax it 

to 216/961-0364. 

safety record are recognized 
on an ongoing basis at depart-
ment meetings, in the com-
pany newsletter, on the com-
pany bulletin board and at bi-
annual company meetings. 

In addition, there are other 
incentives that focus on two 
different areas of the program. 
The first is results. If indi-
viduals compile an exemplary 
safety record, they earn one 
paid day off each year. This 
reinforces the results that we 

would like to achieve with the 
program. However, I think 
the real strength of the pro-
gram has to do with the fact 
that it provides an incentive 
for safety-related activity, in-
cluding creating and conduct-
ing a weekly safety tailgate 
talk. It was thought that it 
would be proactive to talk 
about safety, workplace haz-
ards and safe working habits 
before accidents occur. There 
is a weekly monetary incentive 

for having these talks, and 
there is a monthly prize draw-
ing to recognize the staff mem-
bers that have consistently held 
these talks. 

The results of the program 
have improved from year to 
year. Adjusted for our growth 
curve, total company accidents 
in all areas was down approxi-
mately 20 percent from 1996 
to 1997. Worker's compensa-
tion accident costs have 
dropped by about 66 percent 
in that period. In the current 
period, our experience modifi-
cation rate has dropped an ad-
ditional five percent to an all-
time low of .63. 

A lower number of accidents 
and a better safety record has 
improved company morale, 
aided in smoother operations 
by not having to fill in for 
missing people, and allowed us 
to negotiate very good rates 
with our insurance carriers and 
save money on the insurance 
coverage. - David Frank I D 

The author is president of David 
J. Frank Landscape Contracting 
Inc., Germantown, Wis. 

Putting the Plan in Place 
© BONUS: For each properly completed and promptly turned In report, the crew leader 
who gave the talk will receive a bonus of $10 and each crew member/participant will 
receive a bonus of $5. These bonuses will be paid with payroll checks. 
© PRIZES: A drawing wil l be held with three prizes awarded each month. All participants 
who have completed a safety talk each week of the month will be eligible. 
© RECOGNITION: There will be public recognition at company meetings and in the 
company newsletter for staff members who have completed a substantial number of 
tailgate talks and/or have compiled an exemplary safety record for the year. 
© SAFETY DAY OFF: All staff members who work more than 1,800 hours in the calendar 
year and maintain an accident/incident free record for the entire year will receive one paid 
day off. 



L e b a n o n T u r f Products is t h e o n l y c o m p a n y t h a t offers a h o m o g e n e o u s 
f e r t i l i z e r w i t h i s o b u t y l i d e n e diurea t o lawncare professionals. Period. 

G r e e n s k e e p e r I I 2 2 - 4 - 1 0 is q u i t e s i m p l y , t h e b e s t f e r t i l i z e r t h e g o l f or 

lawncare i n d u s t r i e s h a v e e v e r s e e n . I t s d u a l release n i t r o g e n sources 
are p e r f e c t f o r w a r m or c o o l season grasses — regardless o f soil t y p e 
or c o n d i t i o n . A n d it's backed by o u r A u t h o r i z e d L e b a n o n T u r f Products 
Dealer n e t w o r k . 

So t h e o n l y p r o b l e m y o u r c u s t o m e r s m i g h t h a v e w i t h t h e i r l u s h , g o l f 
course green l a w n is t h e n u m b e r o f folks a s k i n g t o play t h r o u g h . 

For more i n f o r m a t i o n , or t o order G r e e n s k e e p e r I I 2 2 - 4 - 1 0 t o d a y , 
c o n t a c t y o u r nearest A u t h o r i z e d L e b a n o n T u r f Products Dealer. O r call 
1 - 8 0 0 - 2 3 3 - 0 6 2 8 . 

Lebanon 
TURF PRODUCTS 

greenskeeper 



EASY MONEY 
PROFESSIONAL 
CONTRACTOR 
R E B A T E 

P R O G R A M 

Pick up s o m e Easy M o n e y by pa r t i c ipa t ing 

in H u n t e r s C o n t r a c t o r Rebate P rog ram. 

You' l l ea rn cash back each t i m e y o u 

purchase H u n t e r ' s p o p u l a r sprays, valves 

and c o n t r o l l e r s . Use t h e SRC, SRV and 

SRS o n all res ident ia l sites. U p g r a d e t o 

H u n t e r ' s n e w I C C and I C V o n c o m m e r c i a l 

jobs. Every purchase means m o n e y back! 

Here 's H o w T h e P r o g r a m W o r k s : 

• Earn Rebates f r o m M a r c h I 
t o July I , 1998. 

• Fill o u t r eba te c la ims at y o u r 
local d i s t r i b u t o r . 

• G e t cash back f r o m H u n t e r . 

It's t h a t easy! 

SRC & ICC Controllers 

p e r S t a t i o n 

A 

SRR 
Remote 
Control 

$ 10.00 Rebate 
p e r K i t 

M 

M SRV & ICV 
S • 

Valves 

$1.00 
Rebate 

p e r V a l v e 

Hunter" 
T h e I r r i g a t i o n I n n o v a t o r s 
G e t all the details in Hunter 's 
C o n t r a c t o r Rebate Book le t . 
Cal l fo r a copy today: 8 0 0 - 7 3 3 - 2 8 2 3 . 

1940 D i a m o n d S t ree t • San Marcos , C A 9 2 0 6 9 Fax: 7 6 0 - 4 7 1 - 9 6 2 6 • w w w . H u n t e r l n d u s t r i e s . c o m 

USE READER SERVICE # 1 1 0 

http://www.Hunterlndustries.com

