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THE NEW Z MASTER 72259

CUTS TIME ALMOST AS WELL AS IT CUTS GRASS

and th "’Uﬁ :
‘?l year limited ).

PRESENTING THE ALL NEW Z MASTER MID-MOUNT FROM TORO

The new Toro Z Master” Mid-Mount is a hill-hugging, zero-radius turning, high productivity
mower with a footprint hardly bigger than the operator running it.

See it now at your Toro dealer or visit us at www.toro.com.
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18 Thriving on Teamwork

Bill Killmer and Joe Skelton have put the employees in
command at Lifescapes, resulting in growth, profitability and

opportunities.

by Arthur Usherson
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The 50% Solution

Turf renovation can be a profitable service, but a variety of
variables dictate the appropriate method.

. 70 Detaching Yourself from Single-Use Equipment

Mower attachments are growing in use among landscape
contractors, busdo they make sense for your company?
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For the past 30 years, high dose
chemicals have ruled as America’s
all-purpose insecticides.

Time’s up.

The environment doesn’t want them. Your customers D lt G d
don’t want them. These days, high dose insecticides €ita ar
are dinosaurs. Which is why we've introduced DeltaGard"™, the world’s most
potent (and successful) pyrethroid insecticide.
DeltaGard’s unique single active isomer
configuration works at rates between 0.06
to 0.13 Ibs./Al/acre to control virtually all
customers’ yards. So the next time you use a
spray or granular insecticide as part of your IPM
program, make sure it has DeltaGard
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the world is moving.

D AgriEvo

95 Chestnut Ridge Road
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EDITOR'S FOGUS

6

Editor

e spend a lot of our time covering new product developments and
how emerging technologies can change the way contractors do
their jobs. Manufacturers boast of the productivity savings associ-
ated with various tweaks, improvements and, at times, wholesale
changes.

In our conversations with contractors about new equipment,
it’s not rare to encounter companies that recognize the potential for
improving productivity by purchasing “cutting edge” equipment,
but instead are happy to continue on with the good old reliable
machines they’ve been using for years. Sure, they’ll take a look at
the new equipment, test it out and see what it costs. But many
contractors subscribe to the same opinion as the irrigation contrac-
tor who recently explained to us his hesitancy to jump on board the
bandwagon about a new irrigation system component this way: “I
usually let other contractors test products out for a year or two for
me to make sure they work well before I buy them.”

It’s an understandable position to take, and I speak from
experience on this matter. We recently debuted a new service of
Lawn & Landscape called News Now that allows us to deliver
breaking news stories to our readers’ computers via e-mail as soon
as we learn about them. An unfortunate mistake following a

distribution of one such story resulted in a number of our
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The new Series 2.

Designed for people who put in a40-hour week. By Wednesday:

Il you need maximum productivity, it won't take long to appreciate

For even faster cycle times, you can add options like our all-new

the new Case L Series 2 loader/backhoes. Under the hood, you get ~ Powershilt transmission. Or our exclusive Ride Control feature,

more power than ever before. Especially from the Super L models. ~ which “cushions” the load to reduce spillage. Plus, we always back

They deliver up to 100 hp and 14,700 pounds of breakout force—  you with the support you need to keep up and running, So contact

as well as exceptional response at low speeds.  your Case dealer. Before another day goes by

580L Turbo

CASE CORPORATION 700 Suate Street, Racine, W1 53404 USA. www.casecorp com  ©1998 Case Corporation Case 15 a registered trademark of Case Corporation All Rights Reserved




MARKET  TRENDS

CONTRACT INCONSISTENCY ALL OR NOTHING

For many lawn care and maintenance contractors, having

business under contract brings a sense of security that is
invaluable and simplifies business management. For other
contractors, contracts represent a needless hassle and are
often too complicated to understand.

Apparently, quite a few people belong to each camp. A survey
of contractors nationwide conducted for Lawn & Landscape
found that 31.4 percent of contractors don't use written
contracts while 26.8 percent have all of their business under
contract. The remaining 41.2 percent was divided fairly equally
among the remaining percentile categories.

30%

JACOBSEN, RANSOMES
MOVE FORWARD

RACINE, WIS. — As the dust
settles from Textron’s Jan. 30-
acquisition of Ransomes, a
sizeable manufactuer emerges
to take advantage of the com-
bined resources of the two or-
ganizations.

The new company is
Textron Turf Care and Spe-
cialty Products and includes
products marketed under the
names of Jacobsen, Ransomes,
Cushman, Ryan, Bob-Cat,
Brouwer, Bunton and Steiner.
Peter Wilson, previously the

president of Ransomes, was
named president of the new
company, and Phil Tralies,
Wilson's counterpart at
Jacobsen, was appointed presi-
dent of Textron Turf Care and
Specialty Products Americas.
Harold Pinto, senior vice
president of sales and market-
ing, explained that while
Ransomes was particularly at-
tractive to Jacobsen because of
its market presence in Europe
and other areas outside of the
U.S., the companies’ combined
engineering
resources
should enable
it to bring im-
proved prod-
ucts to market
more rapidly.
“Ransomes
had some
pretty innova-
tive technolo-

gies in areas such as electric
mowers for the golf market
that should really open some
new doors for us in the com-
mercial market,” Pinto noted,
adding that the various prod-
uct lines will continue to be
marketed un-

(Credit: Research USA)

want to be number one in all
of the markets we play in.”
Pinto also agreed with other
manufacturers’ observations
that consolidation among sup-
pliers will continue. “Consoli-
dation is a factor throughout

oS08 00O OO PRDS

der their own
names.

While some
previous manu-
facturer acqui-
sitions have
been driven by
one company’s
interest in a
specific prod-
uct of another
company,
Pinto pointed out that this
deal was a result of 2 much
larger plan.

“The Bob-Cat line’s reputa-
tion did help make Ransomes
very attractive to Jacobsen, but
this deal now makes us market
leaders in both commercial and
golf sales worldwide, which is
the strategy Textron has used
all along,” Pinto said. “We

market,’

‘Ransomes had some pretty
innovative technologies that

should veally open some new

dooys for us in the commeicial
— Hayold Pinto

the entire industry, from com-
panies like Environmental In-
dustries and American Golf to
the dealers and distributors to
the manufacturers who are
looking to leverage the benefits
of different manufacturing, dis-
tribution and engineering re-
sources to grow their role in
the market,” he noted.
(continued on page 10)
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PowerRoute

Y PowerRoute97 is the softwa
care companies and industry
choosing.

Y Overwhelmingly recomme
inside and outside the lawn

¥ Interfaces with state-of-the-ar
handheld computers.

Y The only software to use the late
95/NT/internet technology.

\ PowerRoute97 will add the most to*
line.

Y This software package is fully vear 2000
compliant.

\ Fasily converts vour existing data.

The new age of Lawn Care Sol

IR Route

1-800-874-7594 » www.frontrunnertech.com « fax (602) 934-6288
8751 N. 51st Avenue Suite 101 » Glendale, Arizona 85302 llllllﬂl'
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(continued from page 8)
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WESBURGER
PARTNERS UP

WHITE PLAINS, N.Y. - B.
& D.A. Weisburger Insurance,

the insurance agency chosen by
the Professional Lawn Care As-
sociation of America to offer
insurance to its members, has
teamed with a new business
partner in order to expand its
offerings and ability to serve
contractors nationwide.
Weisburger will represent
Westport Insurance Corp.,
Kansas City, Kan., for insur-
ance programs in the lawn care
and pest control industries.
Westport, which is owned by a
subsidiary of GE Capital Ser-
vices, allows Weisburger to ex-
pand the coverages it offers to
include programs such as envi-

ronmental claims and spills
from vehicles. “We’ll be able to

PEPL AN

4

Russ Nicholson
il i sasated et et B T

was named president of Stens Power Equipment Parts, Ariens’ wholly owned
subsidiary. Also, Ariens appointed Michael Thuecks vice president of sales
for Gravely commercial and Ariens consumer lines while Paul Chetcuti was named vice president of interna-
tional marketing.
Pennington Seed appointed Russ Nicholson as national sales manager for the professional turf group.
Pennington also announced Brenda Dossey will assume responsibilities of western division turfgrass manager.
Zeneca Professional Products named Glen Johnson as contract sales market lead, Lee Kozsey, Mickey Lovett,
Greg Reynolds and Brian Winkel as territory sales leads and Mark Zajac as senior product service lead.
Snapper appointed Scott Murray product marketing manager for commercial products.
Owen Towne joined Griffin L.L.C. as global business director for specialty products.

S R s S T N F PR U PR Toes

Further strengthening the
deal is the fact that Weisburger
will continue to use the Mid-

from financial devastation, and
this type of alliance will help

us protect them,” Weisburger

Weisburger also pointed
out that the individuals at B.
& D.A. Weisburger will con-
tinue to support contractors’ lands Claim Administrators, concluded.

Oklahoma City, Okla., as its

claim handlers. “Having a

needs. “We have 80 years of
combined experience writing
coverage for people in the pes- stand alone claims organization
ticide and herbicide business,

and that’s something we’re

v
SIMA OFF T0 G0OD

means there’s no bureaucracy
involved in the processing of

proud of,” he said. “Now, we

offer programs other compa-
nies can’t,” noted Michael
Weisburger, president.

will write that coverage with
Westport as the underwriter.”

ASSOCIATION NEWS

urveys for the Professional Lawn Care Association of America’s
1998 Operating Efficiency Study are available to all green industry
professionals. For more information, call 800/458-3466. PLCAA also
announced that Richard Gerson will open its annual conference Nov.
13-17, in Nashville, Tenn., as the opening speaker. Gerson specializes in sales,
marketing, customer service, quality improvement and communication skills.

The Assodated Landscape Contractors of America announced the winners of
its Employee and Fleet Safety Contests for 1997, Recognized companies
included: Lawn Butler, J.R. Thomas Landscaping, Lawn & Turf Landscaping,
Mike Davis Landscape, Southern Landscape Professionals, MBC Landscape,
Terracare, Grunder Landscaping, Faddegon’s Nursery and Mariani Enterprises.

The American Nursery & Landscape Assodiation announced that the U.S.
Department of Agriculture Horticultural Specialties survey will be enhanced to

claims,” Weisburger explained.

businesses to protect them

START

PITTSBURGH - The ongo-

ing emphasis on professional-

“Contractors insure their

include the nation’s 100 top producing counties to account for the impact of
growers in areas where nursery production is among the top commodities.

The Turf & Ornamental Communicators Assodiation elected the following

officers for 1998: Cindy Code, president; Michael Joyce, vice president;
Steve Trusty, secretary.

The Professional Landscape Scholarship Fund of the Wisconsin Landscape
Contractors Association Metro Milwaukee Chapter awarded seven
scholarships to students from the Milwaukee Area Technical College.

Approximately $15,000 of grant funding will be awarded by the National
Foliage Foundation for foliage research. The deadline for applications is Oct.
1, and proposals should address areas of production, distribution, marketing
and utilization of plants. For information, call 800/375-3642.

The International Society of Arboriculture released its second series of
ArborMaster Training Videos with two, 22-minute long selections for
climbers. For more information, call 217/355-9411.

_
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_ WARKET TREN

izing the green industry took
another step forward with the
first-ever Snow & Ice Sympo-
sium, presented by the Snow
& Ice Management Associa-
tion.

The event drew approxi-
mately 85 attendees to hear
presentations such as, “Pricing
and Making a Profit,” “Ad-
vances in Weather Reporting”
and “Subcontracting and Pre-
paring for Ongoing Snowfalls.”

John Allin, president of
SIMA and owner of Allin
Companies, Erie, Pa., said the
organization was pleased with
the response to the event and
expects considerable growth as
sSoon as next year.

Contractors interested in
the 1999 Symposium or in
joining SIMA should call 814/

-
=
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P
e
—
=
=

JULY 8-9 Understanding Modern Association of America Legislative Day
Arboriculture, Portsmouth, N.H. Contact:  on the Hill, Washington, D.C. Contact:
603/436-4804. 800/458-3466.

JULY 8-9 Pennsylvania Landscape & JULY 25-27 International Lawn,
Nursery Association Central Pesticide Garden & Outdoor Power Equipment
Institute, New Cumberland. Contact: 717/  Expo, Louisville, Ky. Contact: 800/558-
238-1673. 8767.

JULY 12 ALCA CLP and CLT Certification ~ JULY 28 Midwest Regional Turf Field
exam, Columbus, Ohio. Contact: 800/395-  Day, West Lafayette, Ind. Contact:
2522, 765/494-8039.

JULY 12-15 Lawn & Garden Marketing JULY 28-30 Penn Allied Nursery Trade
and Distribution Association’s 28" Annual  Show, Fort Washington, Pa. Contact:
Convention, Vancouver, British Columbia. ~ 717/238-1673,
Contact: 215/564-3484,
AUG. 1-2 Certified Landscape
JULY 16-18 Turfgrass Producers Technician Exterior Exam, Aurora,
International Summer Convention and Colo. Contact: 970/482-4201,
Field Days, Tysons Corner, Va. Contact:
847/705-9898. AUG. 2-5 International Society of
Arboriculture, Birmingham, England.
JULY 20-21 Professional Lawn Care Contact: 217/355-9411,

To ensure that your meeting date is published, send an announcement at least 10 to 12 weeks in

advance to Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113,

456-9550. |
Don't Mow Trash! [MOW BLOW

E-Z Reacher®
Trash Pick-Up Tool

You need one of these!

» Save Time

* Save $$$$

* Save your
equipment

Why get off your
mower to pick up trash?

Easily picks up S

bottles, cans, rocks, \
trash and debris. @

(800) 748-5529

Call now for a dealer near you.

Made in the USA.

Ask for the E-Z Reacher at your local supplier.

USE READER SERVICE #13

Instantly disperses clippings.

Cuts mowing time up to 50% by virtually eliminating double or cross
cutting with no clumping or trails.

No Bagging, vacuuming or sweeping clippings ever again.
Recyclers fail where Mow/Blow excels in long or damp grass conditions.
Don' spend hundreds or even thousands for large blowers for use only after you have cut!!!
Easily adjustable or removable for blowing off walkways, curbs & drives.

Easily installed in minutes on almost any side discharge commercial
mower.

Field Tested & Field Perfected!!
Try it and you'll want one on every machine!!

US Patent #5,746,045

Available for most major mid-size
36"-62" walkbehinds, zero-turn radius

riders and front deck riders.

For more information or to order please call:

The
Company
Commercial Mower Products Engineered

5 By a Professional Lawn Company
1020 Wilson N.W. = Grand Rapids, Ml 49544 = (616) 453-2191 = Fax (616) 453-3787

USE READER SERVICE #12
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BRICKMAN JOINS THE BUYING GAME

LONG GROVE, ILL. — After
the acquisition announcements
by TruGreen-ChemLawn and
LandCare USA in February,
most of the action has since
taken place out of the public’s
eye as deals are discussed and
negotiated.

The Brickman Group has
obviously been busy in such
discussions, and it has been
productive as well, as it re-
cently announced four acquisi-
tions: KT Enterprises, Chan-
tilly, Va.; Kopabianco Land-
scape, New Haven, Conn.;
BMI, Indianapolis, Ind.; and
Maryland-based Cannon Land-
scape Services.

In the deals, Brickman ac-
quired $15 million worth of

commercial or multi-family
landscape maintenance rev-
enues, but elected not to pur-
chase the companies’ landscape
construction operations.

Scott Brickman, president
and CEO, said the company
has already begun the process
of integrating the different
companies into Brickman’s 60-
plus branches by having them
operate under the Brickman
name. “These companies are
being immersed in our pro-
cesses, training, policies, and so
on, and they will have the ben-
efits of our expertise and shar-
ing of best practices,” he ex-
plained, contrasting Brickman’s
plan with the approaches he
sees TruGreen-ChemLawn and

The Deal

IR NN ENRERNEEERE IR ESR S EE RN E RN

HO: The Brickman Group, Long Grove, Ill.

HAT: The acquisition of the landscape maintenance
operations of four different companies: KT Enterprises;
Kopabianco; BMI; and Cannon Landscape.

LandCare USA taking. “We
didn’t buy them just to let
them operate as stand-alone
operations. What added ben-
efit is there to customers when
that happens?”

Brickman explained that
these deals are probably just
the beginning for his com-
pany. “We're pretty confident
that we do more maintenance
now than any other company
in the country,” he said, esti-
mating the company’s mainte-

nance revenues at $130 mil-
lion for 1998. “But we have
just a minute percentage of
the total market. We'll be do-
ing some acquisitions in other
parts of the country so that we
can be a national service pro-
vider.”

In particular, the company
would like to develop a
greater presence in the west-
ern U.S., with its western-
most branch now in Dallas.

— Bob West

* Spreads and sprays over 6600 sq. ft. per minute
* One hand steering - ZTR. highly maneuverable
« Stainless breakaway spray boom
* 65-gal. tank and 100-Ib. variable speed stainless steel
SPREADER
* Interchangeable high pressure hand gun to low pressure wand
* Heavy duty variable speed hydrostatic drive
* 100 ft. hose reel and aluminum utility tray
e Several models and options
available
* Please call for more information,
video and pricing
e Eliminates operator fatigue
e Triple your productivity
www.groundtek.com
Winter Garden, FL 34787 » Phone (407)656-1088 « Fax (407)656-5148
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AA-TACH

SPECIALIZED EQUIPMENT

How many times have your customers asked if you

sweep? Think of the lost opportunities to generate
revenue. No need to purchase a truck mounted

sweeper. This low cost sweeping system attaches or
removes from your truck in about five minutes.
For more information, call our toll free number

1-888-922-8224

6929 North Hayden Road, Suite C4614 - Scottsdale, AZ 85250
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CONSIDER THE CONTRACT SWEEPING BUSINESS
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Penn Allied Nursery
Trade Show

July 28, 29, 30, 1998
Fort Washington Expo Center
Fort Washington, PA

The summer
show in the Northeast!

Its all here—hot new plant
materials, the latest products
and equipment, and innovative
services and technologies.

FREE Advance
Registration before July 1

SPONSORED BY

dﬂ-‘ Y Pennsylvania Landscape
W& & Nursery Association

1707 South Cameron Street
Harrisburg, Pennsylvania 17104
717-238-1675 (Fax)
plna@plna.com (EMAIL)
www.pantshow.com
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Bill Killmer
and Joe
Skelton have
put their
employees in
command at
Lifescapes Inc.
The result has
been growth,
profitability
and
opportunities

galore.

By Paul
Schrimpf

Thriving
Calilly
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hen Bill Killmer and Joe Skelton went to college together
in themid-1970s, they never made a pact to someday go
into business together. Yet, circumstances put them at
thesamcAtlanta contractorin 1983, when the two friends
lefe their positions to form their own business.

That company, Lifescapes Inc., Canton, Ga., began
asa two-person, one-truck design and installation com-
pany based in Skelton’s two-bedroom apartment. Fifteen
years later, the company is performing landscape main-
tenance out of its headquarters and three branch offices,
as well as design and installation for high-end commercial and
residential clientele with 1998 sales expected to top $10 million.

Co-owners Skelton and Killmer grew Lifescapes by taking them-
selves out of the every day decision making process and developing a
strong team of empowered leaders.

LEARNING ON THE FLY. Killmer and Skelton entered the venture with
degrees in landscape architecture, but neither had any formal business
education. Fortunately, they picked up some tips from Skelton’s father,
proprietor of a full-service landscape contracting firm for 20 years.

“He was our first adviser and consultant, and he was instrumental
in getting us started with our first budgets,” recalled Skelton.

Killmer explained, “Joe’s father asked us how much volume we
were going to do, and we put that number down on a chart of accounts.
Then we started listing all of the different costs with that volume, and
he showed us that with a modest salary of about $18,000 we were going
to lose money. We had to either cut costs or raise the budget, so we
raised the budget.”

They lost about $14,000 the first year and made $7,000 the second

Joe Skelton, left, and Bill
Killmer, co-owners of
Lifescapes Inc., have
decentralized power
within the company,

" allowing them to explore

~ new business opportuni-
ties, Photo: Arthur
Usherson, Atlanta, Ga.

OrrR

Lifescapes Inc.

HEADQUARTERS: Canton, Ga.

BRANCH OFFICES: Doraville, Ga.,
Fayetteville, Ga., Birmingham, Ala.
OWNERS: Joe Skelton and Bill Killmer
PRIMARY SERVICES: Landscape installa-
tion makes up (55 percent), followed by
maintenance (40 percent) and irrigation (5
percent), Of the total sales, 75 percent is
generated by commercial/industrial clients
and 25 percent by residential property work.
NUMBER OF MAINTENANCE SERVICE
CALLS MADE IN 1997: 3,024 residential
calls, 4,046 commercial/industrial calls
AVERAGE SQUARE FOOTAGE OF
PROPERTIES MAINTAINED: 35,000 sq. ft.
among residential accounts, 90,000 sq. ft
among commercial/industrial accounts
EMPLOYEES: 120 year-round, 40 seasonal
1997 SALES: $9.4 million

1998 SALES PROJECTION: $10.3 million

Executive Summary:

>

\4

THE CONCEPT: Developing a team of
professionals focused on our customers'
satisfaction, delivering quality that exceeds
our customers' expectations. These
principles and a strong value system have
resulted in continual growth opportunities,
FUTURE CHALLENGES: To continue fo grow
and be prepared to compete with the
companies that emerge from the consolida-
tions that began earlier this year.

V'

Vv

Bill Killmer & Joe Skelton

AGES: Both are 41

BACKGROUNDS: Both graduated with
degrees in landscape architecture from The
Ohio State University, Columbus. Each held
positions within full-service landscape
contracting firms before meeting up in
Atlanta and forming Lifescapes.

A
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cover story

ing some name recognition and

year. Finally, Lifescapes was achiev- ‘

gaining referrals, and its sales topped
$1 millionin 1985. Growth contin-
ued, and by its fifth year of exist-
ence, Lifescapes was one of the top
10 contractors in Atlanta.

After the first year in business, it
started becoming apparent to the
partners that performing mainte-
nance would mean additional rev-
enues for the company.

Killmer and Skelton called on
some industry acquaintances they
had in Houston, with whom they struck a
strategic alliance. The individuals in Hous-
ton acted as consultants, and Killmer and
Skelton formed a separate corporation to
handle the maintenance called Lifescapes
Grounds Management for which Killmer
became president.

The consultants visited about every other
week for the first two years of the mainte-

Getting Good People

ou need a good recruiting program the same way you need a good marketing program,” surmised Bill
Killmer, co-owner, Lifescapes Inc., Atlanta, Ga. “Like marketing, you don't just decide to do it one year
and then look for that to be the hallmark year that you see the return. You have to invest in it.”
Killmer said that Lifescapes tries to promote depth within the ranks of employees by making them
multi-skilled. For example, landscape architects often start out working in the field to sensitize them to conditions
in the field and to train them to perform field work during crunch times.
“The field time is invaluable,” stressed Killmer, “People are trained so they can handle both jobs and help us keep
the job flow going. Eventually, when the time is right — if we have a volume increase, or if another employee leaves
— we can dovetail these individuals into the project director or landscape design mode.” — Paul Schrimpf

nance company’s development. Three years
into the venture, the company was folded
into Lifescapes and became the grounds
management division.

Killmer stressed that judicious use of
consultants provided tremendous value to
the company. “From day one, we employed
the services of good accounting people, we
hired a good attorney and we went right to

the best consultants we could find and af-
ford at the time,” he said. “Sometimes, we
even went beyond what we could afford just
to get quality people and services so we
could focus on what we do best.”

REINVENTING THE COMPANY. The recession
that began in 1989 marked the first year in
(continued on page 24)

- AN

& ﬁrofessional 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
;"cogtrol valves. Available with B

, 4,5 or 6 valves, the MVA is
factory built and factory tested, OLSON
ready to connect to the power IRRIGATION
and water sources. SYSTEMS

when water counts *
10910 Wheatlands Ave. / Santee, CA 92071 / 619 562-3100, 800 770LSON / FAX 619 562-2724

Components required fo

assemble equivalent
conventional installation

MVA-100
from Olson
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8¢ & S TURF CARE EQUIPMENT, INC.

TURF TRACKER

$58030
| #

® Spreads and sprays over 4000 sq. ft.
per minute.

® Zero turning radius for maximum
maneuverability.

® Full hydrostatic drive.
e 12’ break away spray boom.

® 150 Ib. capacity; 3 speed electric
spreader.

® Designed for residential and commer-
cial properties.

(330) 966-4511

(800) 872-7050
FAX (330) 966-0956
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your Finale" Herbicde pUrtho™®

Mail this coupon @
receipt 1o

Nome:
Addresy:
City, Swate, Tip

Phone: |

g k,.‘-g.a-&

L.\nd«i

rchase of Finale 2 2.5 Gol xss'hl)f
Gel $15 oft your p”nd your gngmo\ da!od reg

%
st 571758 ond 9/ 0¥
Good on perchoms MO BELE 54 31, 1998

2.0, Box 639

Plymouth Meeting.

“Finole Rebote”
\ PA 19462

W
A RILLER DEA

tOR YOU

If you needed just one more good reason to switch to
Finale herbicide, here are fifteen. For every 2.5 gallon
container of Finale concentrate you buy, you'll get a
meaty $15 rebate. That's right. Fifteen bucks back on
the weedkiller that kills weeds fast

And remember the other Finale advantages, too. How
it works at the cooler Spring and Fall temperatures

% Agrivo

95 Chestnut Ridge Road / Montvale, NJ 07645 / 201-307-97¢

0

2 How it lets you spray a straight line along a lawn or
§ fence without the ‘jagged edge’ you get with the leading
®lete | brand. And how Finale is rainfast in just a few hours.

Technical support: B00-331-2867 Remember 1o read and foll

USE READER SERVICE #19

w label directions carefuily.

! So do the smart thing. Buy Finale and use the special
§ $15 rebate coupon to save yourself a bundle.
And guarantee a killer season
For you, and your customers.

Finale

HERBICIDE

1998 AgrEvo USA Co



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

What makes our
On The Job
program
truly
outstanding,
however; are the capa-
ble commercial Dodge
trucks it covers. The
newly redesigned Dodge

qualified busi-
w “ nesses commer-
u cial 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

important

commercial
messagee
from The

Ram Vans and Wagons, with more
available Magnum® power, more
safety features,
and three
different body

b Dodge Ram
Pickup,”




upfitting equipment for  with Road Hazard Tire Coverage,” or up to
a new vehicle are $500 cash back! And all that’s over and

' POWERTRAIN | covered. (When above any national consumer incentives.

. COVERAGE e say flexible
financing, we mean

flexible.) Plus, there’s a : : : 2=
choice of our extended 100,000-mile/5-year :
Powertrain Care Plus™ service contract

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. No 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.  T3300-5500 cash buck,

depending on model.  TTSelect models only

available with an

improved Cummins
Turbo Diesel. And
of course, Dodge
Dakota,” the

only pickup in
its class with an
available V-8.

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

. The New Dodge

For still more hardworking info, call 1-800-WORK RAM. Or stop by our Web site: www.4adodge.com



http://www.4adodge.com

(continued from page 20)

the company’s history that it did not grow.
It was a shock to Killmer and Skelton, who
were used to buying new trucks and hiring
new people each year.

In 1990, the company fell $500,000 shy

“You need a good recruiting program

the same way you need a good market-

ing program.”

of its revenue goal, and again missed the
mark in 1991.

“Bill and I were still running our busi-
ness pretty closely at that time,” said Skelton.
“And our people started to complain that
they didn't think we were doing what was
necessary to make this business successful.”

This unrest coincided with Skelton’s in-

volvement with the Associated Landscape
Contractors of America, and more specifi-
cally, with the Crystal Ball Committee.
Thisis where the partners first learned about
Total Quality Man-agement, the guiding
force behind Life-
scapes today.

“We had a typi-
cal pyramid-style of
management,”
Skelton pointed
out. “There were
managers, supervi-
sors, workersand la-
borers. And every-
body was looking upward for Bill and I to
solve problems. We said, ‘Folks, this busi-
ness is too big for us to make all of the
decisions. We need you to step up and take
the lead.””

“We told them thar we'd be the resource,
but that we needed them to take the lead,”
added Killmer. “That was a toral change.”

cover story

The company is broken down into thee
divisions — landscape maintenance, con-
struction and administrative. Maintenance
and construction are headed up by a senior
leader, and the administrative area is led by
the controller.

Below these individuals are team leaders
in various categories, including residental
and commercial sales in the design/build
departmentand seasonal colorand enhance-
ments in the maintenance department.
Team leaders derive information from their
teams and report to the senior team leader
for each division, who consult with Killmer
and Sketon when necessary.

Neither Killmer nor Skelton run regu-
larly scheduled company meetings, defer-
ring to the team leaders to run meetings.
The team leaders, working with their em-
ployee team, are also responsible for their
own budgets, recruiting and hiring, cost
control and profit goals.

{continued on page 26)

We're Sweeping the Nation!

23 years ago, Palmor Products built the first Troc Vac lown vacuum system. Today, Palmor Products offers
over 20 models ranging from fully mounted to frail-behind units. Deeply rooted in the commercial lown core
business, Palmor hos manufactured o durable vacuum system which provides a dean sweep of leaf and grass

clipping removal. You can provide well-groomed grounds by using the fully mounted Model 470 Trac Vac.

The Model 470 is a quick-dumping lawn vacuum featuring an 8 inch intake hose fo increase volume and
minimize clogging. The 44 gallon Rubbermaid® container is mounted directly fo the mowing machine
allowing for easy removal and quick dumping anywhere. A SHP Briggs & Stratton ball-bearing engine powers
the six bloded air turbine for effective airflow and pickup efficiency thus, providing a quick, quiet and dean
operation. To find out how to keep a cut above the compefition and make some extra green coll:

1-800-872-2822

Palmor Products, Inc.

PO Box 38 « Thorntown, Indiana 46071
Palmor designs equipment for intermediate walk-behinds, zero turn, frontrunner and three-wheel riding mowers.
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end for Free
Information
from

Advertisers

Our advertisers want to help your
business grow, so why not take
advantage of the free information
about the products and services
advertised in this issue?

Simply turn to the reader service
card in this issue, circle the cor-
responding reader service num-
bers and complete and mail the
postage paid reply card. Our com-
puterized response system will
speed the requested materials
to you.




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

USE READER SERVICE #22 www.shindaiwa.com

1996 Shindaiwa Inc
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(continued from page 24)

REAPING BENEFITS. One of the most impor-
tant advantages of the new management
program is the freedom it has provided
Skelton and Killmer to pursue other busi-
ness opportunities for the company.

“Joe and I have a lot of time to pursue
other things, such as ongoing business rela-
tionships with our major accounts and stay-
ing close to the core of business,” said
Killmer.

This ability to put aside day-to-day busi-
ness and chase opportunities led to the
creation of branch offices for the mainte-
nance department 2¥2 years ago.

Each branch was created to be lean and
mean, Killmer stressed, to minimize over-
head and expenses. The building and prop-
erty of each branch is leased, and buildings
were chosen that required the fewest pos-
sible improvements.

Killmer and Skelton are also exploring
potential acquisition as a way to expand.
About 1%2 years ago, the partners purchased

the maintenance portfolio of an Adanta
contractor.

“He had a real strong mix of high-end
residential accounts and good commercial
clients, and he had a great reputation for
quality,” Killmer said. “So we spent a lot of
time making sure the accounts would be
profitable. We went to some of the sites he
maintained and did our own estimates, then
compared our totals to what he was getting
for the work.”

On the construction side of the business,
Skelton and Killmer have taken advantage
of the relationships they've built with na-
tional companies by providing construc-
tion services anywhere in the country. The
division is able to mobilize team leaders and
crews to work virtually anywhere in the
country and has performed installations as
far away as Texas, Louisiana and Virginia.

CRYSTAL BALL. Both Killmer and Skelton

feel the heat of recent acquisitions and con-

solidations taking place in the industry, and
Skelton said that every business will need to
decide whether to sit back or fight back.

“Bill and I are not willing to say that we’ll
just continue being a $10-million contract-
ing company and stay in our own little
niche,” stressed Skelton. “We want to pre-
pare ourselves to compete with those firms.
In order to do that we have to continue to
grow our business.”

“We are going to continue to grow into
additional branch offices in Atlanta and
other markets in the Southeast, and analyze
when the opportunity is right for expan-
sion. We are going to be prepared to be
competitive.” LL

Lifescapes is located at 6644 Hickory Flat
Highway, Canton, Ga., 30115. The phone
number is 770/345-6644.

The author is Managing Editor of Lawn &
Landscape magazine.

Maybe You Should H

Bought A FloBoy.

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
~wmmm—— VIrtually 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.

FLOBOY

Pumping Systems

’

PHONE: 419-825:2353 o Fax: 419-825-3714 o EMa
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All in a Day’s Work.
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REWARD' Herbicide. Works Against Weeds in 24 Hours.

EWARD Herbicide brings REWARD Vs. Scythe
L 1 Gallon of Product
precision and speed to your 3%

weed control program. -

® Works faster than other commonly 3

=

=

used landscape herbicides £

H

: : S

* The least expensive non-selective 3
herbicide

REWARD Scythe
0.75 oz./gallon rate 4 oz /gallon rate

* Can be used in grounds maintenance,
landscape and aquatic areas
. For more information, contact your
" BgRierectrumn —broagiggigriss and authorized Zeneca Distributor, or call
aquatic weed control Zeneca Professional Products Toll Free
at 1-888-617-7690.

* Easy on surroundings
www.zenecaprofprod.com

User friendly

il REWARDo

Reduces inventory Landscape and Aquatic Herbicide

Always read and follow label directions carefully
REWARD"® is a registered trademark of a Zeneca Group Company.

Scythe® 1s a trademark of Mycogen Corporation
ZENECA Professional Products O1998. Zeneca Inc
USE READER SERVICE #55
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Lawn & Landscape
Takes

a Lool:z at ¢ ¢

Many people are willing to trade
operating independence and some
profits in order to be part of a bigger

proven company. But is franchising

for everybody?

By Bob West ‘

rive to work some morning without passing a single franchise business. That
means generally no fast food restaurants, no hotels, no donut shops, no funeral
homes and no muffler stores. For most people, that's an impossible challenge.

It's a challenge that has become increasingly difficult over the last 10 years
as franchising has enjoyed tremendous growth across a broad spectrum of
business types. In particular, service industries have developed into very attractive

franchise opportunities for national companies because of the market to marker
variations so common among service customers in different areas of the country and
franchisees ability to stay on top of the customers in their local market.

“The franchise industry is going through a second boom phase,” recognized Mark Siebert,
president, Francorp, Olympia Fields, Ill., an organization focused on franchisor consulting,
“The recent growth has been unparalleled since the late 1960s.”

The numbers would seem to back up Siebert’s claim. According to the International
Franchise Association, Washington, D.C., a new franchise opens its doors every eight
minutes of every business day. Studies by Arthur Anderson & Company and the U.S. Small
Business Administration have found success rates of 86 percent for franchise operations after

(continued on page 33)
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construction is often made too complicated by over engineering, over specifying, or improper designing.

Chemicals, UV light sterilizers, or lorge, unsightly biological filter mechonisms are often incorporated to |~
fight the battle against “green water”. None of the previous methods are as effective at keeping water dean
as placing gravel over the entire pond bottom. Don’t take our word for it... come see it for yourself!

At Aquascape Designs, we build ponds every day. Most of the
things we do, you won't find in any water gardening book. Our
goal as a business is to use our experiences in the field to help our
customers succeed ot building ond selling water features.

The homeowners we build ponds for in Chicago have the same
questions, concerns, and hesitations about ponds all customers
have. We've been successful at creating water gardens that require less maintenance than a similarly-sized
patch of lawn. Our books, videos, and manuals are designed fo help you grow your water garden business.
From August through November we will be criss- crossing the USA, building ponds and hopefully helping you
avoid the same costly mistakes that we've made in the past. Retailers and contractors everywhere can bene-
fit from selling woter gardens to their customers. We're defermined to help you succeed ot doing just that.
Our free water gardening video will help get you started on the right path with water feature construction.
Give us a call today, and fogether we will work to dispel the many myths sfill surrounding water gardening,

CALL 1-B00-306-6227 &+

A quascape Designs is commitied to destroying the myths behind building water features. Water feature




if you don't know what you're doing, you could lose your shirt building a pond! Water feature construction
isn't complicated. Unfortunately, most of the information writien about water feature construction is folse.

In most of today’s popular water gardening books and magazines, os well as even some manufacturer's literature,
you'll find o mirage of conflicting information about water feature construction. With so much ambiguity and con-
flicting advice being given on water feature installation it's hard to know what fo do.

At Aquascape Designs, we did one
thing that has llowed us to become
the country's largest waer garden
builder. . .we developed a construc-
fion process! Every water feature we
build, whether it's o 1-ocre lake or o
10 x 10 backyard water garden, is
built using the same 20-step ossem-
bly process. Lorger projects simply
require o little more excavation, liner
and stone. Building  water garden
is truly as simple os that! When you establish o set procedure and system for your arew, everyone from the head
foreman fo the last laborer knows what needs to be done next fo complete the project on fime and on budget. Your
salesperson can estimate material and labor fime accurately and give the customer a bid on the spot. You akso learn
from your past failures and increase your future success by seeing what works, what doesn't, and why.

Any pond anywhere con be built using the 20-step assembly process. Our foremen are hitting the road in August o
do just that. It's our goal (as the only water feature manufocturer with o full fime design build firm) to eliminate
our customer's mistakes and increase their successes by using our own experiences in the field. Join us ot o Build
A Pond Day Seminar in a city near you, or visit us in Chicogo July 25-26 for our 6th annval Parade of
Ponds Water Garden Tour. Whatever you do, we want you to know that water feature construction is not com-
plicated and should never be difficult to understand. Remember, when you install o water garden you create the
need for future landscoping. We want to help you make water features  fun and profitable part of your business.
We look forward to meeting all of you and helping you succeed ot building and selling water features!

Y ou can make more money installing  water feature than any other type of landscape installation. However,

9.
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Any pond anywhere can-be built

following this process!
Mark pond area
Place Skimmer and BioFall
Lay plumbing
Hook up BioFall
Excavate Pond
Install liner and underlayment
Hook up Skimmer
Rock in pond
Position Underwater lights

10. Wash stones

11. Fill pond/ Lunch time

12. Build waterfall and stream
13. Bring in fopsoil

14. Build retaining wall

15. Tweak waterfall

16. Trim liner

17. Mulch berm

18. Clean up

19. Owners manual/ bacteria
20. Get Paid!

This sales materiol was developed for you to use fo educate your customers

¥ ond (’cse more soles. Virtuolly oll customers have similar desires, objectives and concerns when it comes fo

B investing in o woler feature. The soles video and brachure tactfully address the
J dients to moke o more educated decision.  Earch ‘ ‘

Yiree
Yy ¥

ves allowing your
| 8 500

This video lets potential customers see what owning a water garden is reolly fike. Aquastape

Desiqns, Inc. solespeople will not go on a soles call without sending a Creafe A Paradise Videa ohead of fime. This

video will excite your future customers while educafing them on what owning a waer gorden is really like. This 10

minute § .idoo answers lhcir queﬂrions before the designer orrives, ul‘umnq !he de;igner fo toncentrate on rhe sole instead




here is a big difference between selling bedding plants and
.[ explaining fo a customer how a biological filter functions. The

latter takes o lot more fime, energy, and patience! The up side
is the more biological filters and ponds you sell, the more bedding
plants and other garden accents you will sell to enthusiastic water
gardening hobbyists! Currently pond product manufacturers do o
great job promofing the virtues of their particulor produdt. Many
manufacturers make good products that do what they say.
However, educating your customer on how to assemble their prod-
ucts info a complete pond kit is fime consuming and difficult of best!
Retailers have reported in industry studies that on average it takes
an hour and a half 1o set up a first time water gordener with a com-
plete system. There is o better way! Aquascape Designs has devel-
oped o successful program that allows o retailer fo “kit together” o
pond instantly based on the desired square footage of the water
feature. Ponds as large o180 square feet (or 11 x 16) can be sold
complete in 2 easy-to-carry boxes. From biological and mechonical filters, to lights, pump plumbing and liner
(20 items in oll) everything is boxed complete. There is no longer a need to mix and match components from
many different manufacturers hoping to assemble a system that works. If you don't have inventory on hand,
Aquascape Designs con drop ship products (UPS directly) to your customer’s door! Additionally, the pond kits
come with an Owners' Manual, installation instructions, and even a step-by-step video so even the leery can see
everything that's involved with designing, locating, and installing o water feature.

As pond builders first and manufacturers second, we've
developed many unique and unusual ways to handle typi-
P  col water gardening problems. Our pumps dogged so we

B built skimmers fo cotch the debris before it reached ond
plugged the pump infoke screen. Large tub fifters looked
ugly so they were incorporated into the base of o waterfoll
completely hidden by the excavated soil. Liners didn't
look natural and sludge built up on the anaerobic bottom
so we introduced gravel which provided an orea
for beneficial bacteria to live and break down 1 W- 11 | \DED: toon ren
R woste before it accumulated. Nothing complicat-

g ed; everything we did wos simple. Yet the result fomers. This videa ollows the cus
were beaufifull et your customers in on these fit-  SERRSRE RN PRI
fle secrets and their maintenance will decrease that i involved in waler gardening
s and their enjoyment will soar! We envision o doy  JRETREIERRERSINE G

when selling water gardens is os fost and simple Customers educote themsalves

as selling bedding plonts! saving you time ond helping
you tlose more sales!

Aquascape Designs is o wholesaler and manufacturer. We do not sell products directly fo the Fach. $9.95
end user. We have developed an on-line catalog for you to use to start selling pond kits over e L
the World Wide Web. Visit our site ot www.propond.com to see how this program works.

or sell this video fo prospective cus



http://www.propond.com

& AQUASCAPE DESIGN'S
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B |

COME JOIN US AT ONE OF THESE BUILD-A-POND DAY LOCATIONS
(PONDS CONSTRUCTED WITHIN 20 MILE RADINS OF EACH CITY. SEE OATES BELOW) ’

(hicago IL (2 ponds)..Jul 24
Parade of Ponds

(hiogo 1L (2 ponds).Jul 27

Miwoukee Wl Avg3  Newburgh  NY.___ . Aug 31
GreenBay W AugS  Rochester  NY_._.___ Sept?2
Minneapolis  MN............. Ag7  Chathem  Ontorio.......Sept 4
Lansing RS Aug10 St Louis o Sept 7
Uorkston ~ MI....... Aug12  KonsosCity MO........Sept9
Indianapolis IN............ Aug 14 Denver 11 L Sept 11
Boston | Aug 17 Seattle WA Septld4
Hartford o Aug19  Portland OR._...Septlé
Bridgeport  (T....... Aug2l  Saltloke Gty UT__.__ Septl8
Jerid | R Avg24  Balimore  MD ... Sept2l
Newark e Aug26  Philadelphia PA........ Sept23
Howhome N Aug28  Reading  PA_ Sept25

Aguascape Designs

7
" ¥y [ |

Your Name

Water Garden Tour 1 25 2% \ tAll 1-800-306-6227 &1 ssm

ENROLLMENT DNLY

N H

PER PERSON

Pitishurgh ~ PA......Sept28  Houston .......0d 26

Clevelond  OH._..._.Sept30  SanAntonio TX....... Oct 28
Poinesville ~ OH.........0d2  Dallos .0 30
(olumbus  OH....... 0t5  Miomi R Nov 2
Gncinnati ~ OH....... 0t7  Tompa RE— Nov 4
Noshville ~ TN 0d9  Jucksonville L. Nov 6
Memphis ~ TN.......Odt12  SonJose ¢ Wi—-— Nov 9
Birmingham AL_.....0d14  Llodi Q......Novll
Metarie | G O0tl6  losVegs NV .Novl3
Atlanta GA.....0d19  SanBernardino CA.........Nov 16
Durham K 0t21  SanDiegp  (A.....Novi8
Richmond  VA......0d23  Phoenix N Nov20

.............

GETYOUR

| “The Video" fo conracors and reilers who wort

Company Name

| 1o tap into the surging popularity of water features

Address

| inthe landscape. See first hand the fips, insights
t ond trode secrefs of the country’s largest water

City State Zip

Telephone

 WRITE - FAX

Clip out and send this coupon to: Or call/fax us to order:

Aquascape Designs, Inc. Toll Free: 1-800-306-6227
1130 Carolina Drive, Unit C ext. 9801
West Chicago, IL 60185 Fax: 1-630-231-8863

or CALL
Write: Fill out form and return
Fax: (form) 1-630-231-8863
Call: 1-800-306-6227




(continued from page 28)

five years compared to 38 percent indepen-
dent businesses after six years. In addition,
a recent Gallup survey found that approxi-
mately 64 percent of franchisees indicated
they would be less successful if they went
into the same business independently. Other
studies, however, have found little conclu-
sive evidence that franchisees enjoy any
more success than independent businesses.

This growth has also yielded an expan-
sion in the number of industries served by
franchising. Siebert noted that a decade ago,
approximately 40 percent of franchises were
restaurants. “Today, that number is down
to 20 percent, and the number of franchises
in service industries has doubled from 12 to
24 percent,” he noted.

The number of franchisees in the green
industry is also growing, based on informa-
tion available on six of the companies. From
1994 to 1996, the number of franchises
these six companies had operating grew

14.8 percent, from 453 to 520.

What does this mean for the green in-
dustry? Clearly, franchises play a major role
in the industry, particularly on the lawn care
side with players such as Lawn Doctor,
Holmdel, N.J., Liqui-Green, Peoria, Ill., and
The Weed Man, Mississagua, Ontario. In an
increasingly competitive industry, does the
franchise model work for everyone? If not,
what type of person is most likely to enjoy
success as a franchisee, and at what cost?

FIT THE MODEL. Franchise companies want
to grow their organizations, but their ability
to sell franchises is often depen-
dent on the success their current
franchisees are having. In addi-

tion, franchisors are required

by law to disclose any prob-
lems, such as franchisee fail-
ure or lawsuits,

to prospective =
franchisees in docu-
ments called Uni-

form Franchise Offering Circulars. This
forces franchisors to be very selective in who
they license to operate under their system.
Most franchisors, in fact, claim to sell just
one franchise for every 100 potential fran-
chisees they talk to.

The key concern for most franchisors is
aperson’swillingness to operate under clearly
defined guidelines with less room for inno-
vation or system development than is of-
fered the independent operator.

“For someone who is truly independent
and who is not accustomed to working with
some else’s systems, franchising probably isn’t
right for them,” admitted Barry Matthews,
vice president of franchise operations and
franchise development, Spring-

Green Lawn Care, Plainfield,

Ill. “Franchising is right for

the person who sees a model
for success and wants to mirror
that success by following that model.”
(continued on page 36)
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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" 1/21D 600 psi PVC Hose

Chemlawn Gun or JD9C

MANY SIZES and STYLES AVAILABLE

GESsSien,  sprAYING

I
cl_g;, EQUIPMENT

PO Box 8 Le Roy, NY 14482
800-706-9530 716-768-7035 FAX 716-768-4771
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Increase Off
Season Profits

We Offer You:

 Opportunity to become a master state
distributor or regional franchise.

* 36 years proven sales success.

* Full service manufacturing firm.

* Direct imports.

* Onsite technical training and support
* Tremendous customer service staff.

* Leasing & financing programs.

Christmas
Visions

800.788.9627
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For some, vprotection can be a matter of 1life and death. Eut when it comes to
vrotecting your ornamentals, death is not an option if you use Surflan® herbicide fiom
Dow AgroSciences. In fact, while being safe oyer the tovp of 400 tyves of ormamentals,
it's still tough as nails on weeds. Surflan gives you eXtended control of 50 weeds
such as crabgrass and goosegrass. It also strong-aims small-seeded broadleaf weeds like
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ORNAMENTAL PROTECTION PLAN

chickweed and henbit — weeds that are usually untouchable. Plus Surflan can bve

in many tank miXes. So when it comes to uvrotecting ornamentals while killing
let's Jjust say we've got an offer you can't refuse. For more information on Suiflan
o1 any othe:x vioduct in the eXtensive line of Pow AgroSciences vioducts,

call 1-800-255-3728 or visit our web site at www.dowagro,com.

@ Dow AgroSciences

Trademmrk of Dow AgroSciences LLC

Always read and follow Label diroctions


http://www.dowarrro.com

- Mew nmf'
Problem
SOIvers

= *Reduced turf clippings

— *Aggressive tillering & fill in

Improved mowing quality
= *Verydark green color

= *Better versus brown patch
= *Durable under traffic

= *Establishes new performance

& standards

& TURF TYPE PERENNIAL RYEGRASS

E .:\ﬁBRAﬂ"N: ‘

bW, PERENNIAL
RYRGRASS BLEND

'S“&foﬂhozhfcm"

Burllnghom Saods
| 5 PO gox?lg.m

Forest Grove, Oregon 97116
800-221-7333 503-357-2141
Fax 503-359-9223

Qualiry Seed since 1914
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franchising

(continued from page 33

“People who are true entre-
preneursdon’t tend to make good
franchisees because they like tink-
ering with the rules and are al-
ways changing their systems look-
ing for a better way to do busi-

A franchisor’s
brand name can
generate
powerful
market
awareness for

| fronchisees.
Photo: Lawn
Doctor

ness,  added Siebert.
Historically, new lawn care
franchisees have tended to have
little or no previous experience in
theindustry when awarded a fran-
chise. That seems to be chang-
ing, however, as the industry con-
solidates and becomes more com-

petitive and as increased regula-

tory pressure adds complicated
licensing requirements for indi-
viduals to apply pesticide products. lanta, Ga. “But now, 90 percent of our new
“Five years ago, we were awarding fran- franchisees were already in the industry.”
chises to people just gerting started in lawn Albrecht attributed part of this switch to
care,” observed Roger Albrecht, director of  a change in Nitro-Green’s marketing of

franchise development, Nitro-Green, At- (continued on page 38)

Players in the Franchise Game

he following companies offer franchises in the professional lawn care and landscape
industry, Ten of the 11 companies specialize in fertilization and weed control services while
U.S. Lawns focuses on maintenance services.

#0F INITIAL
COMPANY FRANCHISES  FEE ROYALTY PHONE
Christmas Décor 130 $9,500-$15,900 2-4% percent 806/866-9551
Lawn Doctor 350 $18,000-$40,000 10 percent 800/631-5660
Liqui-Green 21 N/A N/A 309/243-5815
Naturalawn 42 N/A N/A 800/989-5444
Nitro-Green 45 $40,000-850,000  7-8 percent 800/982-5296
NutriLawn 38 $15,000 6 percent 800/396-6096
Scotts Lawn Service 22 $25,000-$65,000  6-10 percent 800/783-0981
Spring-Green 105 $13,000-$80,000  6-9 percent 800/435-4051
TruGreen-ChemLawn  N/A N/A N/A 901/681-2008
U.S. Lawns 24 $29,000 3-4 percent 800/USLAWNS
Weed Man 135 $25,000 Charged on 905/823-8550
production trucks



You know our
M-Series mid-size
tractors for their
all-round ver-
satility. Now we're
going after some
new turf.

Introducing
our M4700,
2-wheel drive Turf
Special. It's got
wide flotation turf

tires, a low-profile Kubota also offers an M4700 model with 4-wheel drive.

front end, creep
speed for spraying and turf conditioning and
a sunshade for added comfort.

Like all Kubota tractors, the M4700
is loaded with features that increase pro-
ductivity and make
operation easy.

An ISO-mounted,
semi-flat deck greatly
reduces vibration

Creep speed transmission
has 12 forward speeds
(0.17-13.76 mph) with
turf tires

and minimizes
fatigue, while
hanging pedals
add comfort and
ease of operation.
The E-TVCS
5-cylinder diesel
engine delivers
maximum power,
with high torque,
low noise and
low vibration.
Enhanced com-
bustion efficiently
reduces fuel cost and lowers emissions.

The Kubota M4700 Turf Special.
It's designed from the ground up for land-
scape and turf applications. And
then some.

For more information, please write to:

Kiyhonlq

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

or call Toll Free 1-888-3 KUBOTA ext. 404 %
(1-888-458-2682 ext. 404)

Financing available through Kubota Credit Corporation S.X8YX
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(continued from page 36)

franchises. “The licensing requirements for
pesticide use block us from putting so many
people to work,” he said.

Matthews noted that increased compe-
tition within the industry should continue to
increase interest in converting to a franchise
system for some owner operators. “Some in-
dependent operators may decide to try to
strengthen their operations by purchasing a
franchise and enjoying some of the benefits
in areas like computer technology, market-
ing resources and purchasing power that
these larger companies have,” he said.

This trend isn’t true for all com-
panies, however. “Ninety-eight
percent of our franchisees have
no previous lawn care experi-
ence,and 90 percent have never
been in an entrepreneurial role
before,” noted Ed
Reid, franchise

sales director,

Lawn Doctor.

“We tend to avoid conversions, if pos-
sible, because they come into our system
with their own beliefs on how to run the
business,” agreed Michael Kernaghan, vice
president, The Weed Man. “If we can work
with someone who is business savvy and has
administrative skills, we can indoctrinate
them into our philosophy and culture with-
out too much second guessing.”

Ann Dugan, director of the small busi-
ness development center at the University
of Pittsburgh’s Joseph M. Katz Graduate
School of Business, Pittsburgh, Pa., pointed
out one additional challenge franchisors
encounter with conversions. “Franchisees
that convert from the independent operator
model are more likely to be unhappy
as franchisees because they've
been in business for them-
selves for awhile and they
have high expectations of ma-
jor changes,” she said. “Otherwise,
they would’ve remained independent.

“In terms of success, however, I would
definitely say the conversion is much more
likely to be successful because they already
understand the industry,” Dugan added.

INSTANT EXPERIENCE. The primary benefit
for a new franchisee is the access to the
franchisor’s operating system, which has
been developed through years of field testing
in the company’s other franchises.

“A good franchise organization provides
an operating system that an independent
operator would have to develop alone oth-
erwise,” recognized Matthews, who noted
that such a system includes information on
everything from diagnosing turfgrass prob-
lems to managing accounts payable.

“Because of our resources as a corpora-
tion, we've got access to people who are
experts in a variety of areas, and that allows
us to handle everything from A-to-Z,” agreed
Jim Miller, director of franchising, Scotts

(continued on page 40)

Everywhere You
Look - There We Are!

Without
advertising,
a terrible thing
happens...

Ranked Among the Best

Franchise Opportunities in America!

Success Entreprenuer Income Business

M i M i Opportunities Start-ups
s s - Magazine Magazine
GOLD Platinum| | The Top

100 150

- Proven Leaders in the Lawn Care Industry

- 17 year Track Record of Successes '

To advertise in L&L
call 1-800-456-0707

+ In-depth Training
« Exclusive Territory
- Extensive Support

®
noussoomu// \\gs‘me. ng <9|

Call Roger Albrecht at: 1-800-982-5296
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An insurance package
designed just for you — GREENPAK

GREENPAK is a broad insurance package

specifically designed for the green industries.

Westport Insurance Corporation and

B. & D. A. Weisburger have generations
of experience insuring people like you,
who work with pesticides and herbicides.
As a team, we're bringing you the best
combination of service, coverage and

pricing available in the marketplace.

Call for a GREENPAK quote today.

Program Manager

B. & D. X ISBURGER, INC.

DEPENDABLE SERVICE SINCE 1915
2L QICE

1-800-431-279

Fax(914) 428-0943
Web Site/E-mail: weisinsure@ weisburger.com
Fax-On-Demand: 1-800-ASK-WEIS (800-275-9347)
S Waller Avenue White Plains, NY 10601

Westport

A GE Capital Services Company
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Ride On Sprayer Spreader!

Treat 3,600 sq.ft. Per Minute
J Spray 30,000 sq.ft. Per Fill

$3,499

Free Video

1-800-346-2001
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Topsoil Shredders LARGE & SMALL AVAILABLE
THE SCREEN MACHINE® 800-837-3344

S TS
OH 43068

7001 Americana Parkway . Reynldsburg.
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“One of the best investments | have ever made...margins were outstanding ...support
was incredible. | would recommend this opportunity to any landscape professional.”
4 o

D Minor, Minor's Landscape Services, Inc., Dallas/Fort Worth, TX

WE PROVIDE YOU WITH THESE KEYS TO SUCCESS

Complete Training Name Recognition

* The Only Nationwide Company

We're Lighting the Way!

1-800-687-9551

www.christmas-decor.com
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‘continued from page 38,

Lawn Service, Marysville, Ohio. “The inde-
pendent operator doesn’t have nearly as
much expertise at his or her disposal.”

“We cover everything in our systems,
not just what a potential franchisee might
first consider, which is how to make a good
lawn application,” added Matthews, noting
that Spring-Green includes newsletters, re-
gional meetings and employee training ses-
sions to deliver this support.

“Being a part of a franchise system puts
smaller businesses on a very professional
level as far as their image, uniforms, ve-
hicles and product consistency,” explained
Albrecht. “They appear to be a much larger
organization than they are.”

“When a franchise opens its doors on
day one, it will already have professional
marketing pieces and trained personnel in
place,” agreed Blake Smith, president,
Christmas Décor, a Lubbock, Texas-based
holiday decorating franchising company
marketed heavily to green industry firms.
“Think of the difference that can make for
a brand new business trying to establish
itself in a market. The mistakes a lot of
independent contractors make in those first
few years can really set their businesses back.”

Different franchisors include different
support mechanisms within their operating
system, depending on the franchisees’ needs.
For example, some companies have devel-
oped proprietary business managementsoft-
ware that all of their franchisees use, and
others have an Intranet that provides fran-
chisees with access to training materials and
other corporate resources via computer.

Franchisees also benefit from franchise-
wide benchmarking derived from their per-
formance reports. “Every month we per-
form an objective comparison of each
franchisee’sdirect costs, indirect costs, equip-
ment overhead and administrative over-
head against all of the other franchises to see
if they’re operating the way they should be,”
explained Tom Oyler, president of the
industry’s only maintenance franchise orga-
nization, U.S. Lawns, Orlando, Fla.

In addition to a proven operating sys-
tem, franchisees will have the power of a
more recognizable brand name.

“Most of the people interested in fran-
chising are people with strengths in areas
other than sales, so they are looking for help

continued on page 42)
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You've read

about it, now see
it In action.

I would like more information
on Isuzu's N-Series trucks. =}
Please send my video/information

What makes of
kit to the following:

trucks do you use
now?

Name Title
Company
Address
City State Zip
Lease or purchase?
Telephone J Lease
< Purchase
Type of business
When do you expect to acquire a new truck?
< 1-3 months < 4-6 months - 7-12 months J More than 1 year

Call us toll free at (800) 785-5445 ext. 2305



BUSINESS REPLY MAIL

FIRST CLASS MAIL  PERMIT NO. 3159 ST LOUIS MO
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AMERICAN ISUZU MOTORS INC.
PO BOX 140097
ST. LOUIS, MO 63114-9907
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Paying more for drivers.

Dirk Herrman?

tistic Mmmenance
Lake Forest, “

Ar

Dirk's old GM C-7000 trucks required expensive drivers - ‘*""-l
= with special licenses, and his smaller C-3500s couldn’t haul enough mulch
pLEOWE and clippings. Isuzu NPR trucks with 15-ft. dump bodies solved Dirk's
growing problem. “For what we were paying for small dumps, we get bigger
trucks that need no special licenses. They're maneuverable and easy to drive,
and haul almost the same payload as the C-7000s.”

Dirk likes his NPRs' fuel economy too: “It's even better than my small dumps.” He also
likes the extra room provided by the three-person seating. And, with the convenient tilt
cab, his mechanics can easily access and maintain the familiar gas V-8 engines.

When you hear stories like this, we believe it's easy to see why Isuzu was ranked

the Best Cab-Over Medium Duty Truck in Customer Satisfaction. Give us a call at R
(800) 785-5445 ext. 2309 for your local Isuzu truck dealer and Free Information b
Kit. Or visit us at www.isuzucv.com. COUNT ON IT.

Isuzu was the highest ranked
Modtium Duty Truck defined a

Medium Duty Truck in the J.D. Po
hicle Weight Class 5, 6 or 7 track in w

s 1997 Medium Duty Truck Customer Satisfaction Study ™ Cab-Over

n substantial part of its engine is located under the cab
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(continued from page 40)

acquiring customers,

what is arguably the strongest brand

in the industry once Scotts completes the
final assimilation and regulation steps from
itsacquisition of Emerald Green Lawn Care.

“The presence of a strong brand name is
the first thing I would look for if I was try.

" noted Miller, who

will be able to offer franchisees access to see,’

interested in becoming a franchi-
"asserted Mark Bucher, direc-
tor of operations, FranData
Corp., Washington, D.C., an

organization specializing in

name

compiling research on the fran-
chising indus- .
If thart

CURVED PAVER JOBS

ARE EASIER WITH

SAFER THAN METAL
EDGINGS AROUND
PEDESTRIANS

CHILDREN OR PETS.

Please Call for Your
Nearest Distributor!

THE
ORIGINAL
L-SHAPED

PAVER
EDGING

OUTSIDE
OF PAVER

BRIC EDG is very flexible and will save
your company time and labor on curved
or straight designs

72 FT.* OR 15 FT.
SIZES.

STURDY BLACK
VINYL

NO SHARP EDGES

STEEL STAKES
INCLUDED

* Can be shipped UPS

- Fmgto Courteﬁ¥1 of Landscape

v/ /{l

Circle paver
application for a
walkway

1-800 EDGINGS (334-4647)
in U.S. and Canada

124 E. ST. CHARLES RD. » VILLA PARK, IL 60181
PHONE: (630) 833-3033 « FAX: (630) 833-0816
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brand is lacking with a company, there
needs to be other reasons why I would buy
from it, such as stronger support.”
Lawn Doctor certainly
has one of the strongest
brands among lawn care
companies because of its pres-
ence in 35 states and its recogniz-
able green thumb logo. “It would be a
real challenge for an independent operator
to get the marketing exposure our franchi-
sees have because we’re on relevision and the
radio and we're buying direct mail materials at
less than 5 cents apiece in color that other
companies can’t get at that price in black-

and-whire,” acknowledged Reid.

PAYING THE PRICE. Sacrificing some inde-
pendence isn't the only price franchisees
pay to be part of a larger organization.
Inidial fees to purchase a franchise range
from $13,000 to $80,000, and franchisees
are required to pay the franchisor royalty
fees of approximately 6 to 10 percent of
gross revenues. (see sidebar on page 36) The
initial fee varies based on the market terri-
tory being awarded and the components of
the package, which may include computers,
vehicles, products and other materials. The
royalty fees are generally set up on a sliding
scale that is inversely related to the
franchisee’s revenues so that as revenues
increase the royalty percent decreases.

Although the initial fee may seem daunt-
ing to prospective franchisees, Reid claimed
that it is not a significant revenue source for
the franchisors. “Approximately 90 percent
of our corporate revenue comes from the
royalty fees, so we only make money when our
franchisees make money,” he pointed out.

“Most franchisees can look to recover
their initial investment in three to four
years,” maintained Kernaghan, “but that’s
without any plans for aggressive growth or
expansion into new territories.”

It’s that royalty fee, however, that repre-
sents a major hurdle to be cleared in pro-
spective franchisees’ minds. “We have to get
the franchisee out of the mentality of, ‘I'm
paying this royalty fee, so what have you
done for me lately,”™ asserted Albrecht. “I
can’t break that fee down dollar for dollar to
show them the actual value for that fee.

“People get involved in a franchise sys-
tem for two reasons though — the operating




system and the brand name,” Albrecht con-
tinued. “Down the road, those two things
will allow them to be making more money.
That's what they're paying for.”

While the majority of franchisees pay
royalties as a percent of gross sales, The
Weed Man assesses its royalties with a flat
rate charged per production truck used by
the franchisee. “It’s much easier for us to
count trucks than to audit books, and it’s
also a motivational tool encouraging our
franchisees to get the most productivity out
of each truck,” explained Kernaghan.

“In the best franchise systems, the in-

Ilay Cash

nstead of looking down at a property all

of the time, some contractors have found

that looking up at a customer's house can
also be profitable, especially when Christmas
rolls around.

Christmas Décor, Lubbock, Texas, has sold
approximately 130 franchises for holiday
decorating in just 19 months, according to
Blake Smith, president.

Smith, who also owns and operates a lawn
care company, said his experiences starting
and growing his lawn care company painted a
clear picture of the benefits associated with
franchising, “New businesses go through such
a dramatic learning curve in the first four or
five years," he explained. “With franchising,
the franchisor has done all of the learning for
you and offers the keys to success.

“Mistakes set a new company back so eas-
ily," Smith continued, “Being a part of a fran-
chise system means sharing valuable knowl-
edge across a noncompetitive environment.”

Smith is quick to point out that purchasing
a franchise is not a free pass to success,
however. “Any business still comes down to
individual effort, but if | was starting my
lawn care company today, knowing what |
know now, | would have no problem becoming
part of a franchise system.” — Bob West

creased purchasing power and advantages of
being part of a larger organization more
than offsetany royalties paid,” agreed Siebert.
“What a prospective franchisee has to ask
him or herself is, ‘Am I getting value for
what I'm paying?’ Paying 10 percent in one
system can be a better value than paying 4
percent in another based on the supportand

resources made available by the franchisor.
“Another way to look at the royalty fee is
for a franchisee to figure out how much time
and money would be spent to have the same
resources and services provided by the fran-
chisor if that franchisee was actually an
independent operator,” Siebert continued.
(continued on page 106)

LANDSCAPERS!
SAVE TIME AND
LABOR COSTS

FREE SAMPLES:

Call for a free sample pack and to
find the nearest retail location.

800-633-3800

NO PREDRILLING

THEY JUST ZIP RIGHT IN!

NO PREDRILLING: The TimberLok" drives
right through pressure treated wood using a
standard 1/2” high torque, low RPM drill.

REDUCE LABOR: Quick and safe one-step
installation.

COUNTERSINKING HEAD: The TimberLok's
unique head style countersinks itself.

REMOVABLE: The TimberLok can be backed
out of a beam if necessary.

VARIOUS LENGTHS: The TimberLok is
available in 4", 6", 8" and 10” lengths.

 FasTenMasfer

OLYMPIC MANUFACTURING GROUP, INC. 153 BOWLES ROAD

AGAWAM, MA 01001
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A New Way To Leverage




Your Assets

Introducing the John Deere Hydros

Making money in the commercial mowing busi-
ness is simply a matter of control. Control

the weather. Control your crew.

Control your down time. Control your
overhead. Control...control...control.

Well, John Deere sure can't put weather
in a bottle. Or clone a crew with the
same work ethic as yours. But we can
help remove roadblocks to productivity
and profit. And help make your down-
time virtually disappear.

And it's our control that helps put you in control.
Note the single, long-stem, centrally located lever
at left. It's that joy-to-operate stick on our new
hydros that gives you rein over speed, direction,
and on-the-go tracking.

Choose a power unit —14 or 17 horsepower.

Then pick a 36-, 48-

or 54-inch deck.

But productivity owes
its name to far more than
levers, engines and decks.
Our HD45 and HD75 also

feature an easy-to-adjust speed
control lock. Just set the throttle,
tighten a knob, and you return automatically
every time to your most comfortable mowing
speed. There's even a positive park brake that
keeps the mower from rolling away when stopped
on inclines.

See the mowers whose claim to fame is helping
you gain new productivity. Visit your nearby dealer
today. For more information, call 1-800-537-8233.
Or visit us online at www.deere.com.
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turt renovation

Turf renovation
can be a
profitable
service, but a
variety of
variables dictate
the appropriate
method.

By D. Douglas

Grabham

46 LAWN & LANDSCAPE « JUNE 1998

Although hydroseeding will usually require higher capital expenditures, many contractors appreciate
the fact that it is a task that can be performed with minimal labor. Phote: Finn

or Darryl Fair, business manager
of Cenrtral Sod Farms in Nap-
erville, I1L., there are basically two
keys to pricing turf renovation —
labor and customer expectation.
Operating expenses must also be
considered, of course — the cost of
consumable marterials such as herbicide, fer-
tilizer, sod or seed, the cost of the truck,
hydroseeding equipment and other equip-
ment—butwhether the project entails work-
intensive spot repairs of damaged areas oran
overhaul of the entire lawn, the customer’s

anticipation will be the same — perfection.
And the labor cost involved in satisfying
that desire will be a primary factor in decid-
ing how much Fair charges for the job.

“Many variables enter the equation,” he
said. “Portions of the lawn may have exten-
sive grub or shade damage.”

Repairing such common problems can
be very time consuming, and Fair recom-
mended sodding as the preferred solution.
“Sod is an immediate fix. You just rip out
the sick section of lawn and install a healthy
one in its place, just like when you're laying
carpet,” he explained. “The tough part is
when you have to repair a bunch of small
sections because you wind up duplicating
work. A typical lawn may be effected by a
whole range of problems, and it’s common
to stumble on new ones as you're working
on the trouble spots previously identified.”

Bruce Moore, president, Eastern Land
Management, Stamford, Conn., has devel-
oped his own formula for pricing turf reno-
vation projects. While labor and customer
expectation definitely enter the equation,
contractors also have to decide whether the
job will be a spot repair or a situation in
which the original grass will be eliminated
through the use of a non-selective herbicide
and completely replaced.

Here, the choice of equipment becomes
acrirical consideration, according to Moore.
Will a core aerator be the most efficient
choice, a rototiller or an overseeder? Moore
said each option should be measured by its
time and cost efficiency. There are also the
additional considerations of labor, materi-

(continued on page 48)



United Horticultural Supply has a group of
adjuvants that will make sure your chemical gets
applied where it supposed to and helps it do its
job better when it gets there.

All Clear Spray Tank Decontaminator can
eliminate and breakdown tank pesticide residues,
avoiding unwanted results the next time you spray.

LI-700 is a premium, non-ionic surfactant,
water acidifier and penetrant that increases the
effectiveness of any pesticide.

Turf Trax Spray Pattern Indicator not only helps

More quality products you can get
only from United Horticultural Supply

(800) 847-6417

APPLICATION
HEADACHES

you avoid costly misapplication and spray drift, but
won't stain concrete.

Tactic is the industry’s only organosilicone
spreader and latex-based sticker. It resists wash-
off by dew, rain or irrigation.
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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 Ibs. Fertilizer)

CALL TODAY!
Lawn Power & Equipment
(407) 656-1088
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800-526-7687 RM'?

QUALITY PRODUCTS DESIGNED FOR PROFESSIONAL RESULTS

http:/www.reinco.com
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+ Save money,
time and
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productivity

Soﬂwore Servmg the
Green Industry

For more information and a free video Call today:
1-800 - 439 - 6834 (800) 422-7478
(810) 360-LAWN

BRISCO

251 Buckeye Cove * Swannanoa, N.C. 28778

for our new 144-page
information book
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(continued from page 46)

als, the expense involved in hauling away the
old sod and dumping it at the local landfill.

“Each piece of equipment is operated
differently and has its own set of costs,”
Moore said. “The are three types of aerators,
for example: a spoon type that opens up a
small hole in the soil; a core aerator that lifts
plugs out of the soil and leaves them on the
surface; and a shatter type which makes a slit
in the ground and shatters some of the sub-
soil structure.”

Determining the costs associated with
each type of machine, be it for purchasing or
renting, is critical to accurate pricing.

“Material expenses also play a big role in
pricing,” Moore noted. “If you're going to
use an herbicide, how many ounces will the
job require? If you’re going to use seed, you
have to multiply pounds of seed by the
square footage of the lawn. The same goes for
fertilizer and mulch, which you will need if
you decide to rototill. Finally, there are the
costs that most people don’t think about,
such as travel time to and from the job.”

Moore relies on what he calls the 50
percent rule to determine which course of
action he will take. If 50 percent of the lawn
is in need of repair, it makes more economic
sense to fix the entire lawn, rather than to go
through the labor and time it takes to recon-
struct it piecemeal. In this respect, turf repair
is not terribly different from architectural
renovation. From a dollars and cents pro-
spective, it’s often smarter to tear down an
old building than to coax it back to life with
cosmetic changes that make the structure
prettier but no sturdier or more livable.

Another advocate of the 50 percent rule is
Don Holder, president, Holder Landscape
Management Co., Loganville, Ga.

“If we do an estimate and find that 50
percent of the existing turf is not the type of
turf the customer wants, then we recom-
mend the use of a nonselective herbicide to
kill the existing plants to the roots, keep the
weeds from coming back and make the soil
amenable to new planting,” he explained.

“Next, we rip up the ground with a chisel
plow for eight to 10 inches of penetration.
We till until the hard soil becomes fluffy, just
like the farmers do. Then we sod or hydroseed.
Hydroseeding costs about 25 percent more
than seeding but it’s cheaper than sodding
and much less labor intensive.”

(continued on page 65)
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This was supposed to be a testimonial ad,

but we couldn’t get anyone

The Pentagon isn’t exactly famous
for small talk. So when we asked
them for a word about Lofts Seed,
they gave us two: No comment.
Luckily, their beautifully landscaped
campus speaks for itself. And it
clearly says that Lofts outranks

the competition.

Lofts Seed has been used to
produce some of the most beautiful
grounds in America since 1923.
From the Pentagon to Central Park
to Boston’s Fenway Park, you'll
find a wide variety of our top quality
stock mixtures such as Summer
Stress, Ecology Mixture and Tri-
Plex Ryegrass. Plus, custom mixes
for DOT projects, hydroseeding,
reclamation areas and sports turf.

Lofts developed such industry
staples as Preakness Kentucky
Bluegrass, the Palmer line of

B to talk.

perennial ryegrasses and
the Rebel family of '
turf-type tall fescues. Q
Our seasoned agronomists
provide technical advice,
support and recommenda-
tions for any site or
situation. And our
distribution network
stretches from coast to
coast, providing exceptional
service and delivery.

So trust your next job to the turf-
grass seed that some consider top
secret. And give your competitors
something to talk about with Lofts.

- wle

Call Lofts Seed toll-free
at 1-888-LOFTS CO

www.turf.com

™

Where Great
Grass Begins™
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Te turfgrass plant is one of the most important yet overlooked living elements in the
landscape. Turf makes incredible contributions in the landscape, from providing a pleasing
look to controlling runoff to providing a surface for outdoor activities and relaxation for people
at home and at work.

According to research conducted for Lawn & Landscape magazine by the independent
research firm Research USA, Chicago, IIl., lawn and landscape contractors plan to spend more
than $241 million on turf seed, sod and hydroseeding products in 1998, making this the third-
largest category in terms of business expenditures.

Turf's importance to the industry dictates that contractors understand as much as possible
about what goes into making a high quality stand of turf — good seed. There is a difference
between middle of the road and elite varieties of seed, and this supplement provides the
information contractors need to make an educated decision. It also takes a look at the turf seed
industry today, and what seed producers are doing to ensure end-users have the strongest,
best-looking and most viable seed products to choose from.
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By Paul Schrimpf

y most accounts, the turf seed industry is enjoying some of its
best times in the more than a decade.

Sure, producers of turf seed have short-term concerns about
the effect El Nifio will have on their final sales volume once the
spring buying season is over. Much of the Midwest and East
experienced one of the warmest winters on record, followed by
a generally wet and rainy spring. With so little winter kill and a
healthy start to the season, contractors aren't likely to use nearly
as much seed for renovations this year as in years past.

“The seed market is a bit slow this spring with all of the rain
across the country,” admitted Scott Harer, marketing director,
Advanta Seeds Pacific, Albany, Ore., “Weather is the predominating factor in the
market right now.”

However, the majority of seed producers say that demand for turf is good,
prices are reasonable and the outlook for the industry is bright. They point to a
strong economy, great demand from all segments of the market and the increas-
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The turf seed
industry is
riding the great
economic
wave while
consolidation
and acquisi-
tions threaten
to change the
industry
forever.



ingly positive profile turf seed is
receiving as an important eco- \
nomic force.

This respect has manifested
itself in a rash of acquisitions, including one by a
public corporation trading on the NASDAQ exchange.

MARKET FORCES. 1t positive economic news

that has driven growth in the lawn and landscape
contractor market has also driven strong demand in the
turf seed market.

“The turf seed market has been rolling along for
several years now,” noted Steve Tubbs, president, Turf
Merchants Inc., Tangent, Ore. “All segments of the
industry have enjoyed growth.”

“Right now, the seed industry is doing great,”

concurred Art Wick, di- ‘
rector of turf research and
development, LESCO Inc., Rocky River, Ohio. “Prices
are strong, margins are decent, the supply of available
product is not overly abundant and prices are up
somewhat. Profitsare probably in the best shape they've
been in the last 15 years.”

“There’s been strong growth in the golf industry
and arenewed interest in landscaping,” assessed David

Photo
courtesy of
the Scotts Co.
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“We feature Royal
Brand turfgrasses
because of their
dependable quality
and top-of-the-line
performance.”

Geoff Myex, The Planters Seed Co.

AtRoyal Seeds, we takeasmuch pride |
in your turf resultsas youdo.Our seed
consistently producesuncommonly |
beautiful turf from coast tocoast, under |
the most challenging conditions
Let our expert consultants work
with you todesign the seed program
that will best meet your needs.
Royal Seeds, proud producersof
Bonanza Il Tall Fescue, Fairfax
Kentucky Bluegrassand other fine

I nl.'ll

Salem, OR +800-228-4119« wwwroyalseedscom
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Lundell, vice president, Fine Lawn Re-
search, Lake Oswego, Ore. “The economy
is encouraging more construction, and
people in general are interested in the
aesthetics of turf. The industry as a whole
is healthy.”

“I am amazed every year as to how
strong the U.S. market is for turfgrasses

and how it continues a healthy growth
pattern,” explained Ronnie Stapp, senior
vice president, seeds divisions,
Pennington Seed, Atlanta, Ga.
Producers of turf seed have responded
by adding production acres in virtually
every species of turfgrass, Stapp noted.
“And, so far, the warmer than normal

Jeed! Distributior.

The Local Gonnection

Finding the variety of tall fescue or Kentucky bluegrass you really want is
sometimes a challenge, because varieties are not always sold by themselves.
Depending on the seed supplier in your area, the variety may be blended with other
varieties to create a seed mix that suits your particular growing zone.

The relationship that seed producers and marketers have with distributors
varies from company to company and from distributor to distributor. Sometimes
the producer delivers straight varieties that the distributor blends, and sometimes
the varieties are pre-mixed. Once you've located a distributor for a particular
variety of seed, you'll need to talk with it to ensure you get the seed you want.

Seed producers and marketers provide phone numbers that allow contractors to
call for the names of their local distributor. Below is a list of these phone numbers:

Advanta Seeds Pacific........... 800/288-7333
v R e e 800/547-4101

Burlingham Seed Co.......... 800/221-7333
A R e U 503/636-2600
Jacklin Seed Co. ...... ... 800/688-7333
e o e Ay A O R e o s ety 800/233-0628
LESCOInc. .....ovcevvcrnece. : ... 800/321-5325
RBISG0U .., cecoosrsmmssesenscesssemmssmopssmessspesmaspmanss e sessssss sinssssssl 800/526-3890
Medalist America........ 800/568-TURF
PONAINGEON SO0 C0: .. cu.siumsssssimmsmsarinssmmisssassissriicdaisanssserssss 800/285-SEED
Pickseed West....................cccccen 541/926-8886
ROVAL SOB s o TP sl enasndese 800/228-4119
Scotts Co. 800/543-0006
Seed Research of OregON ..............cowwewvenmmmusmesseesmemensisnense 800/253-5766
Turf Merchants Inc. 800/421-1735
TUESBBAUINC: icvusvoresimssaseieruiivimmsassisiasiisivessisssspocisicbossesceon 800/247-6910
Zajac Performance SEEAS ..........cccc..ciwmmimsismssanmissinsnssss 973/423-1660
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Most turf seed
producers say
that the strong
economy has
bolstered the
market for turf
seed in the

U. S. Photo:
Jacklin Seed

*Drought tolerant
*5un or shade lawns

winter and typically rainy weather in the
Pacific Northwest this spring has set the
turf up to generate a bumper crop of seed
this year.”

GETTING TOGETHER. By now, news

of the ongoing move toward consolida-
tion in the landscape maintenance indus-
try is old hat. But consolidation and ac-
quisition in the seed industry are having
an equally significant impact on an in-
dustry that has struggled with its frag-
mented nature for decades.

One major acquisition that occurred
early in 1998 involved Jacklin Seed and
Medalist America, Post Falls, Idaho,
which were purchased by the $2 billion
agricultural giant, .R. Simplot. The real
buzz, however, has centered on
AgriBiotech Inc., Las Vegas, Nev.

AgriBiotech, which began its venture
into the turf industry in 1995, has spent
the last two years negotiating deals to
purchase some of the industry’s best

known seed labels. From ground zero,
the company’s revenues have grown to
more than $400 million through the pur-
chase of 19 companies in the industry,
including seed producers and marketers
and biotechnology companies.

According to AgriBiotech co-founder
John Francis, he and partner Johnny Tho-
mas saw the potential for consolidation
based on what had happened with agri-
cultural crop seed production, such as
corn and cotton. More than two decades
ago, these industries experienced a con-
solidation cycle that created a handful of
large competitors out of highly frag-
mented industries.

“If you look at what we are doing in a
five-year time frame, it's what it took 25
years for those two industries to consoli-
date,” noted Francis. “If you look at the
cotton seed business, there is one domi-
nate player. If you look at the corn seed
business, you probably have three or four
dominate players with 75 percent market

Reinco

800-526-7687 RM'f
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http //www.remco com
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share. We felt that if there was going to be
one company that would emerge to that
level within our sector, then it would be
good for all of the seed businesses within
the sector and, ultimately, good for the
customer.”

The fragmented nature of the seed in-
dustry was one reason for AgriBiotech’s
acquisition activity, butit was also driven
by passage of the Plant Variety Protection
Act, whichallows seed producerstopatent
varieties of turf that they develop.

With the ability to patent varieties,
companies can spend money on research
with more confidence that they will re-
ceive royalties for the variety they de-
velop. With inadvent of highly expensive
gene research in turf that is presently be-
ing conducted, known as “biotech” re-
search, having this protection is vitally
important.

Seed producers observing this indus-
try trend are watching AgriBiotech care-
fully as a competitor, but are also hoping
that its growth in the industry makes a
positive difference.

“The hope is that the consolidations
will make the industry a more profitable
one for all concerned, be they part of a
mass consolidation or anindependent com-
pany,” said Tubbs. “There is room for both.
Anefficient, young company withlow over-
head will fulfill a need in the marketplace
just as a consolidator with stockholders
and demands for earnings will.”

“Other industries that are fragmented
are getting together, and the seed indus-
tryisnoexception,” noted Mike Robinson,
president, Seed Research of Oregon,
Corvallis. “AgriBiotech is getting big fast,
leaving fewer companies, fewer suppli-
ers and fewer choices in the market.

“Ihopethat ABT works out,” Robinson
continued. “Margins are too thin in gen-
eral, and profits are small. Maybe
AgriBiotech can pull prices up for every-
one. We need a decent return on invest-
ment so we can invest the dollars into our
research program. If we continue to get
squeezed, we may have to look at cuttin
the research program.” ﬁ

The author is Managing Editor of Lawn &
Landscape magazine.
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the genetic makeup of a plant by
adding genes to give the plant a
specific positive characteristic.

LZ/O€/2€' %CAIZO/O 7.
Getting High Te‘gf

Contractors know that healthy competition raises the level of the quality of work pro-
duced by companies in a given market. This has also been true in the turf seed industry,
where the quality of the turf varieties available in the market has steadily increased over
the past 10 to 15 years.

Turf seed purchased today at most reputable distributors and dealers across the country
is by far superior to the varieties on the market a decade ago, and most of these developments
were realized using traditional
breeding methods. The positive
appearance characteristics de-
sired by contractors, such as
dark green color, fine leaf tex-
tureand high density, have been
vastly improved, as as has the
turf'sability to survive inthe face
of insect and disease attack and
heat and drought extremes.

Traditional breeding continues to produce better varieties of turf today. But now, some
seed companies are taking the process deeper into the genetics of the plant and are exploring
methods for inserting genetic material into plants that will help them resist diesease, insect
and drought problems. Once these methods are perfected, the biotech revolution may change
the way turf seed is viewed by producers and end-users forever.

nvolves altering

TECHNOLOBY QUEST. More than two decades ago, genetic engineering of agricultural
crops such as corn and cotton created highly superior plants that resist disease and insect
problems and produce greater yields for farmers. In the years that followed, the focus of
high-tech genetic research expanded to include one of the green industry’s most prolific
“crops” — turf.

Agricultural biotechnology, or biotech, involves altering the genetic makeup of a plant
by adding genes to give a plant a specific positive characteristic. Some of the characteris-
tics that have been tested include resistance to nonselective herbicides and increased
seed yields in Kentucky bluegrasses.

Those optimistic about the potential of biotech research say the initial varieties are as
close as three to five years away, while others insist it will be a decade or more before
end-users see new varieties on the market. Regardless of the time frame, however, it's
clear that seed producers are determined to keep working toward developing the next
revolution in turf seed.

“For us, the most optimistic projection we would make would be three years to com-
mercialization, and we think the outside is five years," said John Francis, partner,
AgriBiotech, Las Vegas, Nev. Francis said the company is committed to using biotech re-
search to develop new turf varieties and has agreements with companies holding patents
on plant genes to test their effectiveness on turf. Other companies see the enormous po-
tential of biotech research, but see it as a much longer term strateay. — Paul Schrimpf
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look for.

et’s face it. Renovating turf is
extremely hard work. So why
would any contractor go
through the tedious process of
amending, grading, smooth-
ing, seeding and irrigating to
develop a new stand of turf
and notalso carefully consider
» the characteristics, and even
the genetics, of the seed used?
Unfortunately, it happens all too often. If
margins are tight on a construction project, the
temptation might be to try to cut some dollars and
order seed that saves a few pennies per pound, butin
the long run could present a host of other problems.
“Lawn and landscape contractors need to be more
aware of what constitutes a better grass variety,”
stressed Ronnie Stapp, senior vice president, seed divi-
sions, Pennington Seed, Madison, Ga. “It's not just
hype - it's better turf quality, better disease resistance
and seed quality the contractor can trust.”
“Contractors need to know that variety selection
should be a significant consideration,” said Vicki

Photo
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the Scotts Co.
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Wallace, communications manager, Lofts
Seed, Bound Brook, N.J. “Niche markets
hold potential business for contractors
who understand varietal differences.”
It's certainly true that no two seed
varieties are exactly are alike, and that
seed producers are making substantial
investments in research that they hope
will lead to new, better varieties of seed.
Contractors’ challenge is understanding
what factors differentiate the many vari-
eties, and what tools are available for
comparing two types of seed.

THE FACTORS. Over the years, seed

producers and researchers have devel-
oped terminology to describe the charac-
teristics of turf seed that varies from vari-
ety to variety based on what end-users
consider important.

In the 1980s, when seed research was
just starting to become highly competi-
tive, the battle for seed supremacy was
fought over appearance characteristics.
Research looked at characteristics such as
early spring green-up, color and the size
and shape of the leaf blade.

Appearance characteristics are still a
top priority, but over the past decade the
the emphasis has been on finding a bal-
ance between identifying the best look-
ing turf that also provides important
maintenance advantages, suchas drought
and wear tolerance and disease and in-
sect resistance. Seed producers measure
all of these factors when making deci-
sions about what turfgrasses will ulti-
mately reach the market.

LABELING AND CERTIFICATION. As

product end-users have shown a greater
interest in knowing exactly what is in the
products they are
buying, there has
beenagreaterem-
phasis placed on
the information
contained in
product labels.
The seed industry is
no exception. The label required by law
onevery bag of turf seed contains a wealth
of information about what exactly is in
the bag (see sidebar at right).
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By law, every bag of seed is re-

quired to have a white analysis tag ::TGREEN KENTUCKy :L::;::SE: E' 'c')g"-' 033488
attached to it, which provides end- ke Pu:,UMBER: J9-7-699.gy,

users with essential information Y compongny

about the content and quality of the 810 GREEN KenTy oy, m,m,u:: G::M Ozt:sm

turf seed they are buying.

Each item on a seed tag relates
in some way to the seed in the
bag. Below is a review of the parts
of the label, and what information
they represent:
® “Product” is the species or
type of seed that was tested.
 “Lot" refers to the specific lot
of seed that has been tested. Each
crop from each field will have at least one
lot number. This number provides a track-
ing of the specific varieties, the production
field and the components in that particular
bag.
® “% Purity* is the number of seeds, ex-
pressed as percentages of the whole, found
in that variety or mix. In this example, there
is only one variety listed — Big Green Ken-
tucky Bluegrass — but any number of pure
seed components could be listed depending
on the specific blending instructions.

In blends and mixes, each varietal com-
ponent will have an exact percentage (down
to 0.00), based on seed test results. Also, if
the blend or mix is made of common or un-
named seed components, this will be pre-
sented as Variety Not Stated (VNS). VNS
means that the bag contains, for example, a
perennial ryegrass, but it isn't known what
variety of perennial ryegrass it is. Therefore,
the purchaser can't be sure if the seed is
high, medium or low quality.

® “% Germination”

refers to the percentage of seed that germi-
nated during testing. Four tests of 100
seeds per lot are grown out in growth
chambers to determine the percentage.

o “Other Crop Seeds” is the total number
of other crop seeds, expressed as a per-
centage of the tested sample, that have
been found during a physical separation of
the sample. If an individual crop seed ex-
ceeds 5 percent, it must be listed as a pure
seed component.

For example, annual ryegrass in a pe-
rennial ryegrass lot would be listed as crop
seed if it constituted less than 3 percent of
the lot. If it exceeded 3 percent, the annual
ryegrass would have to be listed as a pure
seed component, along with the perennial
ryeqrass.

On a seed lab examination report, these
seeds are identified and expressed as
number of actual seeds per sample weight,
as well as an estimated number of these
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weed seeds per pound of seed.

* “Inert Matter” is the amount that is dust,
stems, soil, chaff, etc. It is expressed as a
percentage of the total weight of the seed
sample. This is neither viable weed nor vi-
able seed. Some crop and weed seed may
be classified as inert but the seeds are bro-
ken, damaged by insects or infected with er-
got. The higher the inert matter percentage,
the less of the actual seed the end user is
actually purchasing.

* “Weed Seed" refers to the number of
weed seeds identified in a given sample and
expressed as a percentage of the whole
sample. Although the specific weeds are not
identified on the white tag, the Oregon seed
lab’s report will list the specific weed seeds
found in the sample and how many of each
weed's were found. This is also expressed
as an estimated number of weed seeds per
pound.

* “Noxious Weeds" are the weed seeds in a
sample that are considered noxious by local
law. The end- user should never purchase
seed that has anything other than “None"
printed on the tag.

 “Origin,” “Net Weight" and “Date Tested"
are relatively self explanatory. The origin is
important because it lets the consumer
know exactly where the seed is produced. If
the seed was produced in the United States,
a state will appear in this space. For seed
produced outside the U.S., the original country
will appear. Net Weight is the sum of all of the
contents, and Date Tested is simply the month
and year when the seed was tested. Older seed
is less likely to meet the germination standards
on the label. — Paul Schrimpf

Another level of labeling for seed is
certification. This designation indicates
that, through rigorous independent test-
ing, a bag of seed is considered geneti-
cally pure.

This does not necessarily ensure that
the seed is going to perform better, but it
is an even higher level of assurance the
contractor is getting what he or she is
paying for.

PASSING THE TEST. One way that

turf varieties are judged is through a
program called the National Turfgrass
Evaluation Program. Funded by the turf
industry and the U.S. Department of Ag-
riculture, this program accepts varieties
from turf seed producers and distributes
them to sites and land-grant universities
throughout the country. An explanation
of how to use these tests is presented on
page S12.

PUTTING IT ALL TOGETHER. 1 ad-

dition to the information one can gather
from these sources, a knowledgeable dis-
tributor can also shed light on what are
the best varieties and blends for a given
region of the country. Universities and
extension specialists are also great sources
of information.

Finally, contractors should avoid the
temptation to bite on price if there’s a real
difference in quality. Buying a premium
seed and offering it as such to customers
is another way to add profits.

“A quality seed product need not be
viewed asanexpense,” stressed Art Wick,
vice president, research and develop-
ment, LESCO Inc., Rocky River, Ohio. “In
many cases, it should be viewed as a
value added benefit sold to the customer.
Many contractors and hydroseeding cus-
tomers consider the cost of seed to be a
problem - they think that the cheaper
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they can buy seed the better off they are.

“They should try a marketing ap-
proach,” Wick continued, “and provide
customers with a menu of choices. If you
want a middle of the road lawn, I can give
you that, but if you want a quality lawn,

7

I can use this higher end seed and you'll
get an outstanding lawn. Customers will
pay more if contractors can provide bet-
ter quality. Good marketing is not giving
away the store, but explaining value and
shaping customers’ perceptions.”

USE READER SERVICE #49
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Wile it can be helpful in selecting a vari-
ety of turf, reading the data from an NTEP re-
port can be a bit tricky. Here are some sug-
gestions:

Turfgrass quality ratings are contained in
tables 1-3 in all NTEP progress reports.
Turfgrass quality ratings are collected
monthly and are an overall visual evaluation
of each grass. Quality ratings encompass all
of the factors that affect the quality of a turf
stand, including genetic color, density, dis-
ease and insect injury and heat and drought
tolerance.

Table 1 displays data from each test loca-
tion and an overall average (mean). To best
use this table, determine which test locations
are the closest geographically to your loca-
tion. The overall average is then useful to
gauge the cultivars' performance over many
locations.

Table 2 gives the same turfgrass quality
data but presents it for each month collected.
Evaluation of this table can lead to a better
understanding of the varieties that perform
better or worse during particular months or
Seasons.

Table 3 offers a ranking of quality ratings
over each location. This table is useful for
quickly determining the performance of culti-
vars over different locations and regions.

When considering data from any NTEP
table, one needs to consider the Least Signifi-
cant Difference value. The LSD is like a “plus
or minus” value that ensures that two variet-
ies with different ratings are actually statisti-
cally different. For example, if Variety A has a
rating of 6.0 and Variety B rates at 5.7, but the
LSD is 0.3, then there is no stastical differ-
ence between the varieties.

Call 301/504-5125 for information on ob-
taining NTEP results, or access them through
the internet at http://hort.unl.edu\ntep.



http://hort.unl.edu/ntep
http://www.zajacseeds.com
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Nobody beats Pennington when it comes to Seeded Turfgrasses! All Pennington Seed varieties, blends and mixtures
are available with our exclusive PENKOTED? protective coating. For the best turf selection, always rely on Pennington.
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KENTUCKY BLUEGRASS

Kentucky bluegrass (Poa pratensis) is the best
adapted and most versatile species for turfgrass
use in Zones 1 and 2 and cooler, northern fringes
and higher elevations of Zone 3, the transition
zone. The main strengths of Kentucky bluegrass
are due to its ability to spread by rhizomes (under-
ground stems). Cutting heights should be main-
tained above % of an inch to promote rhizome
development.

PERENNIAL RYEGRASS

Perennial ryegrass ( Lolium perenne) is bestadapred
to permanent turfuse in Zones 1, 2 and the northern
half or higher elevations of Zones 3, 4 and 5. The
strength of this species is the combination of
quick germination and establishment, high wear
tolerance and good tolerance to cutting heights as
low as '/s of an inch with proper management.

Fine fescues include: strong creeping red fescue
(Festuca rubra rubra) slender creeping fescue
(Festuca rubra trichophylla), Chewings fescue
(Festuca rubra commutata), hard fescue (Festuca
ovina longifolia) and sheeps fescue (Festuca ovina
ovina). They are well adapted to dry, infertile and
shady conditions in Zones 1 and 2 similar to those
found in many home landscapes.

TALL FESCUE

Tall fescue (Festuca arundinacea) will provide a
very drought tolerant turf where soils are deep in
Zones 1, 2, 3 and 4. Since tall fescues are very
shade rolerant, they adapt to shady situations in
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An overview
of the most
common
seeded turf
varieties and
the growing
zones of North
America.

the northern fringes of Zone 4 as
well. Once they are well established,
tall fescues provide a very wear toler-
ant turf.

Creeping bentgrass (Agrostis paustris)
is best suited for closely mowed (%%
inch or less) golf turf in Zones 1 and
2, but it also performs well with
higher maintenance in Zone 3. It is
very cold tolerant and moderately
heat tolerant, but creeping bentgrass
should not be maintained at heights
more than a %-inch high as it be-
comes very puffy and susceptible to
scalping injury.

BERMUDAGRASS

Bermudagrass (Cynodon dactylon) is widely used
in Zones 4 and 5. Use of cold tolerant varieties are
also recommended for use in Zone 3. Bermuda-
grass is well adapred rto full sun, it is very wear
tolerant and it recuperates well from damage
because it produces both rhizomes and stolons.

ZOYSIAGRASS

Zoysiagrass (Zoysia japonica) is well adapted to
Zones 3, 4 and portions of Zone 5. It is one of the
most wear tolerant turfgrasses available. Its fertil-
ity and moisture requirements are quite low com-
pared to other turfgrasses, and shade tolerance is
very good — much better than bermudagrass.
Therefore, zoysiagrass fits into many shady situa-
tions in the landscape.
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Growing Zones

COOL SEMI-ARID AND
NORTHERN COOL HUMID

The best-adapted grasses are
Kentucky bluegrasses, fine fescues
and creeping bentgrasses. Cold and
desiccation potential limit the use of
perennial ryegrasses and tall

} fescues. Some perennial ryes are

} blended with Kentucky bluegrasses

for better wear tolerance or density,
but the proportion of Kentucky
bluegrass is generally higher. Tall
fescues alone, or with a low
proportion of Kentucky bluegrass,
may be used in the plains and

1 S

Zone 1
Cool, Semi-Arid &
Northern Cool Numid

Zone 2
Cool Humid

Zone 3
Transition Zone

Zone 4
Wirm Marine &
Warm Tempernte
ok
° “ & Tropieal

LR
PUERTO
RICO

>
HAITI DOMINICAN

REPUBLIC

—
Hllustration and information provided by Medalist America, Post Falls, Idaho

mountain states in non-irrigated
turf cut at 1%z inches. The best time
to seed in this region is from early
August to mid-September.

COOL HUMID

Cool-season grasses, including
Kentucky bluegrass, perennial
ryegrass, tall fescue, fine fescue and
creeping bentgrass, are all suitable
for a high quality turf. In parts of the
zone that feature a warmer winter or
consistent snow cover, straight
perennial ryegrass, tall fescue or
larger proportions of either species
may be used in a blend.
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TRANSITION ZONE

The potential for extremes in both
heat and cold make this a challeng-
ing region for turf. Summer heat and
humidity are the limiting factors for
cool-season grasses in the south-
eastern reaches of this zone. Best
seeding dates for cool-season
grasses are late August until early
October, and mid-June until mid-
July for warm-season grasses. The
northern half can be a problem for
most warm-season grasses due to a
lack of cold hardiness, although
zoysiagrass is well adapted with
good heat and drought tolerance.

WARM TEMPERATE
AND WARM MARINE
Warm-season grasses, such as
bermudagrass and zoysiagrass,
perform best. Tall fescue is adapted
to the cooler semi-arid and/or shady
portions of this zone where irrigation
is available. Dormant warm-season
grasses are overseeded in the early
fall with cool-season species to
improve winter appearance. Best
seeding dates for warm-season
grasses in this zone are from mid-
May until mid-July.

SUB-TROPICAL
AND TROPICAL

Warm-season grasses, such as ber-
mudagrass, predominate. Dormant
Warm-season grasses are overseeded
with cool-season grasses during mid-
to late fall to provide a more pleasing
look in the winter. Best seeding dates
for warm-season grasses are from early
May until fate July.
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(continued from page 48)

WORKING AROUND THE ACTS OF GOD. The

television weather report, with all of its
maps and visual aids, is wrong as often as it

isright. Sam Farison,
TR R

A larger job
permits the
use of
heavier
equipment,
such as a
tractor with
a 72-inch
seeder, that

president, Farison
Lawn Care, Inc.,
Louisville, Ky., is
very familiar with the
capricious side of the
weather, and esti-
mates his renovation
work accordingly.
Farison knows
that heavy winds,
hard rain and other
natural phenomena
can veto a day’s work
in minutes. For this
Farison
builds a fudge factor
into his price, basing

reason,

his pricing not only
on the original job,

can cover \ Sy
but on subsequent
more ground visits he expects he
will have to make.
more % Even without the
threat of wind and
aently. rain induced disaster,

asecond visitis prob-
eesoeeoee ablefor the simple
reason of weed con-
trol. Nature abhors a vacuum, Farison noted,
and when the soil is busted up after a reno-
vation, weeds will take advantage of the
situation by colonizing the broken turf.

“The problem with renovation is that
you have a very narrow window of opportu-
nity for doing the work,” Farison explained,
adding that the best time for him to seed is
from the end of August into early October.
“If we're doing a fall renovation, we've got
approximately 40 days or so to get the seed
in the ground. Because of weather uncer-
tainties and seasonal factors, the later you
plant, the greater the likelihood you will
come back for a second visit.

“It’s probably wise to do some dormant
seeding as well,” he continued. “If you're
strictly doing renovation vs. rehabilitating
the entire lawn, then you have to fill in the
dead areas fast. People want a quick fix.
They want those dead patches to come to
life as quickly as possible. We don’t do a lot
of sodding or hydroseeding, especially for

residential customers. Seeding is slower than
sodding, but you can still have good, young
grass out there within a season. It’s also
cheaper than the two alternatives.”

Farison uses regular service calls as an
opportunity to sell his clients on lawn reno-
vations. A customer may have a mixture of
grasses on his lawn creating an undesirable

visual effect that renovation can remedy.
Some grasses are more durable than others,
Farison noted, or may grow better in certain
situations. In some cases, a completely new
lawn may be mandated by structural im-
provements such as swimming pools, decks
or other landscaping changes that retard

{continued on page 68)
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This simple comparison Iaunc

A little Talstar® controls common lawn pests as well as a lot of Dursban® or diazinon. Talstar label rates
for surface feeding pests are one-fourth the Dursban rate and one-tenth the rate for diazinon. So while
the impact on the environment is reduced, the impact on lawn pests remains the same: they’re gone.
With no odor but long residual. And if you compare Talstar to other pyrethroids like Tempo® or Scimitar®,
you'll find that Talstar offers two additional benefits: true mite control and no skin irritation.

Find out why lawncare operators all over the country have made Talstar
the fastest rising star in the lawncare industry. Call 1-888-246-4125

for Talstar literature and labels. ’

Talstar at '/; oz.
per 1,000 square feet
controls these pests:

Annual Bluegrass Weevil
(Hyperodes, Adult)
Ants '

Armyworms

Billbugs (Adult)

Black Turfgrass Ataenius (Adult)
Centipedes

Chinch Bugs

Cutworms

Fleas (Adult, Larvae)

Imported Fire Ants (Adult, Mounds)
Leafhoppers

Mealybugs

Millipedes

Mole Cricket (Adult, Nymph)
Pillbugs

Sod Webworm

Sowbugs

Ticks

Talstar* is a registered trademark of FMC
Tempo* is a registered trademark of Bayer Corp. Dursban'’ is a registered trademark of Dow AgroSciences. Scimitar* is a registered trademark of Zeneca Inc
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hed a sudden rise to the top

I Talstar PL Granular and Talstar Lawn & Tree Flowable.
r The rising stars of the lawncare industry.
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turt renovation

(continued from page 65)

turf growth. Then there's the problem of
uncontrollable weed growth, which to turf
is the plant equivalent of cancer.

Other contractors promote renovation
services via their reputation. Holder, for
example, does no direct advertising. In-
stead, he lets his people do the advertising.
His employees all wear a logoed shirt and
drive company vehicles with the company
name and phone number displayed on the
side. Former customers often recommend
his services or allow him to plant signs in
their recently rehabilitated lawns, advertis-
ing the fact the his company was responsible
for the renovation. According to Holder,
this kind of customer loyalty is only possible
when a contractor brings two things to the
table — honesty and a job well done.

“When our customers receive the final
bill, they get an itemized list of everything
thatwent into the job, including equipment
costs, time involved, materials, labor and a
square footage cost for the application of

sod or hydroseeding. The dollar figure you
wind up with depends on all of that, plus the
square footage of the property. On average,
you're talking $3,500 and up for either new
construction or renovation.”

WHY HYDROSEED AND WHY NOT? Farison
and Fair both noted the higher costs often
associated with hydroseeding compared to
seeding or sodding. At the same time, they
both also pointed out that there are times
when hydrosceding is the only viable alter-
native to more traditional renovation prac-
tices. Because of the possibility of runoff
and soil erosion, hills can create health prob-
lems foran otherwise thriving lawn. Farison
hydroseeds in these situations, because other
methods simply don’t work as well.
Hydroseeding is a uniform method of
distributing grass. The seed is literally jetted
into the ground by way of pressurized deliv-
ery system consisting of a tank and hose.
The holding tank not only contains grass

seed, but also fertilizer, mulch, lime or any-
thing else one elects to put in the mix.

Hydroseeding works best when the aim
is to grow grass as evenly as possible on
slopes or other normally inaccessible areas,
Holder noted. Hydroseeding is more sus-
ceptible to the effects of wind than seeding,
but rain is another matter. According to
Fair, a single rain storm can wash away a
whole day’s hydroseeding.

“Hydroseeding is charged per 1,000
square feet,” Fair continued. “The method
is very efficient, and since you're talking
about a truck with a tank, a sprayer and
maybe one operator, it's also very labor
friendly. The thing to remember is that
hydroseeding is usually much more expen-
sive than seeding. A renovation where
hydroseeding is used exclusively can cost a
customer around $5,000.”

Brian Tregoe, sales manager, Easy Lawn,
Seaford, Del., put the total hydroseeding
cost for the contractor at about 2 cents per

Meet th

For over 60 years, Finn has brought
quality, service and innovation to
landscaping professionals.
The T-90 Series I1 continues
thar tradition.

If it’s not a Finn, it's not a
HydroSeeder.”

FiNN

CORPORATION

9281 LeSaint Drive,

Fairfield, Ohio 45014
Toll Free (800) 543-7166
Fax (513) 874-2914
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HydroSeeder” is a registered trademark of Finn Corporation
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Size Gontrols Cost

‘ admitting that renovations are often  one halfan acre of turf renovation per load,”
; am Farison, president, Farison Lawn Care, too small to necessitate hydroseeding. ~ Butman said. “Contractors can cover a big-
Lexington, Ky., explained that the costs ger area with a larger machine, which means
associated with materials and equipment are THE RIGHT STUFF. Holder estimates  not having to stop an refill the tank mix as
determined by what type of equipment is used, which his lawn renovation equipment in-  often. To work efficiently with equipment
L is driven by the size of the area to be renovated. The vestment at well over $50,000 fora  and materials, a contractor should know the
larger the site is to be renovated, the larger the skid steer and a miniature bull dozer  true costs, including overhead items like
equipment is that can be used to complete the job. For with attachments for tilling and rak-  gas, fuel, labor, trucking costs, insurance,
example, a 72-inch seeder can cover more ground more ing. Without accessories, the skid ~ materials and all of those hidden profit
efficiently. steer runs about $30,000, and acces-  eaters.”
On the other hand, smaller plots will many times sories can add $20,000 to that cost. Turf renovation is likely to increase in
R vt i work s ok ik disaaies Manpower, another capital expense, popularity in the years to come, Butman
requiring a renovation technician o spend moré B may run as high as $10 per hour. noted, because of increased exposure to the
? According to Wally Butman, di- process on the part of consumers and the
on detail work. — Douglas Graham rector of marketing, Finn Corp.,  excellent results that can be achieved.
e [airficld, Ohio, alandscapetillerand “The contractors are also doing a much
hydroseeding machine should be  better job of marketing their services,” he
square foot, noting that is the most obvious added to the necessary equipment  added. “Like everyone else in business in
“Hydroseeding also provides quicker invest in larger machines outright in order  are getting more creative.”
germination than seeding and a higher per-  to offset the labor costs involved in using a
centage of germination because the mulch  smaller machine. The author is a freelance writer in Columbia,
holds the moisture,” Tregoe added, while “An 800-gallon hydroseeder can cover  Mo.
®
E l HYDRO SEEDING SYSTEMS Amvator RIS
ny 7~ STRAWBLOWERS Dependability - Versatility - Reliability

{own it

Easy Lawn's 900 and 1,200 gallon Hydro Seeding
Systems are sending shock waves through the
landscaping and erosion control industries.
Never before has a product line offered top notch
performance, ease of use, & maintenance free
operation at such a low price.
Easy Lawn provides o oV

Introductory
Offer on New

HD9003 w/ Poly such a value that | would like to personally thank you for inventing the Aeravator. | never

Tank you cannot help but dreamed one piece of equipment could produce the results that | have experi-
$500 OFF! make money. enced with the Aeravator.

/ Do yourself | would like fo tell you about one property that | was having numerous

- o ik problems trying to establish a stand of Tall Fescue. This property had hard rock

red clay that had virtually no grass whatsoever when | took the job. After core

call us! aerating and hydroseeding, | was dissafisfied with the germination that fol-
lowed. After using the Aeravator 60 with the seeder, | was astonished at the
stand of Tall Fescue that | had within two weeks. As you can see in the picture of
this property, | now have a thick, lush lawn to maintain. | am sold on Aeravator

w= and will not use anything else to install or renovate
lawns. Thanks for allowing me to have one less thing
to worry about in my lawn care business.

Billy H. Brakefield
President, Yardman Lawn Care
Rock Hill, SC 29732 » (803) 366-4489

; benefit over sodding. list as well. He recommends contractors these competitive, cost-conscious times, thﬁ

UNITS AVAILABLE FROM 300 - 1,200 GALLONS

CALL TODAY (800) 638-1769 FOR FREE

INFO OR A DEMONSTRATION
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attachments

are growing in

use among
landscape
contractors,
but does it

make sense for
your company

to use them?

By Dave
Clancy

oday’s landscape contractor is under constant pressure to provide
quality service atan affordable price. Controlling costs is a paramount
issue for contractors — extra expenses come directly off of the bottom line. As
ameans to control these expenses, and improve productivity, many contractors
are looking to find additional uses for their equipment.

Mower attachments are one means to double, triple or even quadruple the
productivity of the mower itself. With a few simple steps, a mower can become
a tiller, grader, snowplow, power broom or edger. For some contractors, a
mower can also be used as a backhoe or a loader. However, before running out
and buying the latest bells and whistles to artach to a machine, contractors need
to understand a few things about the attachment segment of the market.

KNOW YOUR NEED. Just about every power landscape tool is available as a mower
attachment from some supplier. In addition to mower manufacturers, which
manufacture attachments designed specifically for their equipment, short line
suppliers manufacture a variety of attachments designed to fit a multitude of
mowers. But endless actachments are not the panacea for a landscape contractor
looking to offer a variety of services. Instead, studying one’s operation, customer
base and scheduling needs is critical to successfully using mower attachments.

“We look at all of the available options in mower attachments,” recognized
(continued on page 74)

they don’t take
the mower away
from its primary
function. Photo:
Grasshopper




If ONE man on a GRASSHOPPER

is your most productive crew,

think what TWO ora FLEET will do.

Grasshopper is Number One in productivity, because a single Grasshopper can
outmow traditional riding mowers and a trailerload of walk-behinds.

» Zero-radius, outfront deck design and responsive dual- * Maximum operator comfort with iso-mounted,
lever steering eliminate most secondary trimming. high- back seat lets you stay in the seat at
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* Quik-D-Tatch® mounting ' gr?iccgﬁ?-day
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Professional hedge clippers that not only maximize your reach, but deliver improved
power and better balance. That's Echo Pro Performance. Like our remarkable Shaft
Hedge Clippers with an innovative shaft-type design that offers you maximum reach and
superior balance to enhance professional results. And of course, these hedge clippers are
powered by our legendary, world-class, two-stroke engine. Just what you'd expect from

the number one name in outdoor power equipment.

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. For more information on Echo Pro Performance products call 1-800-432-ECHO (3246).
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mower attachments

(continued from page 70)

Dave Klier, of Torre & Bruglio, Pontiac,
Mich. “Getting more work done with fewer
people is the wave of the future, and if
attachments help us do that, they will sell.”

Klier said that before adding any attach-
ment to his arsenal, the landscape contrac-
tor must look at scheduling. “If you are

going to take a mower and*change it into an
edger or a fertilizer spreader, you had better
be sure you don’t need that mower when it’s
applying fertilizer. Otherwise, you are de-
feating the purpose of that attachment.”
Klier said the only attachment used at
Torre & Bruglio is a vacuum attachment

2

TOOL RACKS
HANDWASH PORT

ALSO AVAILABLE

MANUFACTURING CO

RN ! -
"z"")'-’_f;'a'{ LR J

OF THE-NEW AGE IN SPRAYER TECHNOLOGIES

* CHEMICAL INJECTION * TRIPLE SPILLAGE * ALL FIBERGLASS
DIRECT, ACCURATE CONTAINMENT OF FULL ENCLOSURE
& DEPENDABLE CONCENTRATES
(0% - 10%)

TUFLEX FEATURES
INJECTO-MATIC
CHEMICAL INJECTOR SYSTEMS

600 GALLON SEAMLESS FIBERGLASS TANK
DUAL REELS (TURF/TREE SHRUB)
TIP-N-POUR CONTAINMENT

BACK PACK/HAND CAN RACK

FERT SPREADER MOUNT

STEP-DOWN REAR ENTRY

DRY PRODUCT STORAGE

EXTERNAL TANK FILL PORT

TANK MIX SYSTEMS WITH AUXILIARY PUMPS & ENGINE

- Experience Tomorrow TODAY,
5 (800) 327-9005 (954) 785-6402

TUFLEX123@AOL.COM
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that allows for easier debris and leaf removal
in the spring and fall. “This way we can pick
the leaves up quickly without having to
redouble our efforts.”

Productivity is the key to this choice.
“One technician is more productive with a
riding mower and a vacuum attachment on
it than three men are with rakes and brooms,”
Klier noted. “We've saved a great deal of
labor costs that way.”

In Klier’s case, the attachment decision
is simple. Adding a vacuum does not pull
the mower away from its intended function
— it still cuts the grass, the vacuuming is an
additional feature. The same can be said for
one of the most popular attachments avail-
able today — blowers.

James Haney was a commercial land-

Avraes o At

everal advantages evolve from the
use of attachments:

« Storage costs. Especially in the
off-season, storage of six tillers, three
grader blades and a power broom takes more
space than the storage of the attachments.

« Purchase cost, Generally speaking, the
cost of the attachment is lower than the cost
of the corresponding tool.

« Finance cost, When financing the equip-
ment, a lower total cost means a lower fi-
nanced amount and lower interest costs.

« Insurance cost, Cost of insuring the third,
fourth or fifth dedicated unit is more than
storing the corresponding attachments,

« Maintenance cost, Instead of maintaining
the extra dedicated units, contractors only
need to maintain the attachments.

« Security of backup. With three snow-
blower attachments and five mowers, a com-
pany can quickly change mowers in the event of
a breakdown.

« Low-cost entry level. A contractor might
rent a backhoe once or twice a month to add
jobs, but by purchasing the attachment, it
can pursue more hackhoe jobs without incur-
ring additional expense. — Dave Clancy
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mower attachments

scape contractor for 15 years, looking to
save time in his operations. His crews would
cut, then blow grass clippings away from
walkways and driveways. This extra effort
took enough time ro cost Haney a few
dollars a job.

“We began experimenting with blower
attachments that would blow the clippings
away as they were being discharged from the
mower deck,” he explained. “We ended up
with a U.S. patent on that concept.”

Haney was so successful with his attach-
ment that he sold his landscape business in 1997
to concentrate on manufacturing the units.

“We mount blowers so they can blow at
the clippings after they exited the deck and
before they hit the ground,” Haney added.

Since the blowers are a separate tool,
they don’t require any additional horse-
power from the mower. “The blower has its
own five-horsepower engine, and the bracket
attachments are very simple,” Haney noted.

Randy Ferrari, vice president of opera-
tions, Minor’s Landscape Services, Fort
Worth, Texas, added blower attachments
himself to his mowers. “We have made the
attachment with a clip assembly for the
frontof ourwalk-behind mowers,” he noted.

Ferrari said the company has several ac-
counts with wide open spaces, such as one
with 17 miles of curbs, that require blowing
away the clippings, so the attachment makes
sense. “In areas close to buildings, we have
to shutitoffand go in later with a hand-held
blower, but when we are in these wider
areas, we can hit almost everything we need
to hit with the attachment.”

The self-designed blower attachment
remains the only attachment in Ferrari’s
garage, however. “We have looked at other
items, but we haven’t purchased anything.

“We toyed with edger attachments, but
I'm not really thrilled with the results,”
Ferrari continued. “They seem to dish out
the edge a little more than 1 like, and the
edge doesn’t seem to be that crisp, so we are
sticking with the stick edgers at this point.”

THE WHOLE PICTURE. Personal preference is

one reason to not select an attachment.
Another is the wear and tear on equipment.
For instance, snowblowing attachments re-
quire mowers to be out in the winter and
expose them to salt and sand. “We use the
snow brushes on our tractors but not our

mowers,” said Klier. “First of all, we ger
better traction with the tractor because of
the tires involved.

“And then you have to take that mower
out into the winter elements, which is not
good for the unit,” he added. Instead, Torre
& Bruglio uses the Michigan winter as a

time for maintenance of its mower fleet.
“Our mechanics go through about 250
units between November and March,” he
noted. “Puttingsnowblowers on those would
cut into the important maintenance time.”
But for John Dinsmore, operations ad-
ministrator, D. Foley Landscape Inc.,

Smart Business Move
Offer Your Clients

Vista Professional
Outdoor Lighting

Outdoor lighting is the fastest-growing
segment of the landscape industry. That's
because homeowners and builders recognize

its value — greater safety, security and exciting
dramatic effects! Set yourself apart by offering
Vista Professional Outdoor Lighting installations.
Vista can help you get started with training
programs and an outstanding selection of
fixtures, Discover how you can expand your
business. Call today for the name of your local

Vista distributor and a free catalog:

800-766-8478.

Vista Professional Outdoor Lighting

1625 N. Surveyor Avenue, Simi Valley, CA 93063

Fax: 888-670-8478
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trailer or van.

* Simplicity
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Walpole, Mass.,
adding a snow-
blower attachment
to a mower saves the
company money.
“We puta snow-
blower attachment
on one mower be-

cause one of our ac-
counts had a lot of
sidewalks  that
needed cleaning,”
he explained. The
attachment cost the
company about
$2,000 — about the

cost of a new snow-

blower — but it takes Contractors wme the foct that attach-

ments generally require less capital expendi-
less roomat the shop 4
o store and allows _ures than dedicated units. Photo: The Toro Co.

the company to use
the mower 12
months out of the year, instead of eight, as it did before.

“We had to buy two tires to increase the mower’s traction, but
that was it,” recalled Dinsmore.

Dinsmore added that he evaluated the risk of salt damage to the
mower unit. “The risks were there, but they were not substantial
enough to deter us from making that purchase,” he recalled.

And Dinsmore noted one other crucial factor working in favor of
the purchase. “There was absolutely no conflict in scheduling,” he
pointed out. “When the snowblower is being used, we are not
cutting grass, so there was no concern about overlap.”

Scheduling conflicts between an attachment and the power unit
are particularly a concern when selecting attachments for use during
the same season. A contractor looking to add a backhoe or tiller
attachment to the mower cannot dig and cut grass at the same time.
So extra attention must be paid to the cost of having a mower out of
service during backhoe operation hours.

Tim Robine, senior product specialist, John Deere, Augusta,
Ga., recommended contractors pay particular attention to how the
implement attaches to the mower, as there are definite benefits to
superior attachment systems. “That way a contractor can bring one
power unit to the site and attach and detach implements as necessary
without wasting too much time.”

Robine said removing or adding attachments should take only a
few minutes. “Contractors can load and unload dirt, sand and mulch
very quickly, then add the blade attachment and grade the site,” he
commented. “Or they can change to the tiller attachment and do the
necessary tilling without having to bring a variety of tools to the site.”

“Having one power unit with a wide array of attachments is a
major advantage over using multiple dedicated machines for differ-
ent purposes,” agreed Patsy Penner, marketing coordinator, The
Grasshopper Co., Moundridge, Kan. “Attachments extend the use
of the power unit into additional months of the year allow so it can
pay for itself in a shorter amount of time by increasing cash flow.”




is increased

mower attachments

GETTING HITCHED. There are some downsides to attachments. If a
company already ownsa tiller, there is little need to purchase a tilling
attachment. “We have two power brooms, so there is no value in
purchasingan attachment to handle that job,” recognized Dinsmore.

Another downside to the attachment question is the requirement
of adding an implement hitch to the mower. “If you are just going
to buy one attachment, purchasing that implement hitch is costly,”
asserted Dinsmore. “But if you plan on putting a broom, a tiller, a
snowblower, etc., on the mower, that hitch is a valuable item.”

Again, scheduling is also a concern. If the attachment takes the
mower out of service while it is being used to till, grade or vacuum,
what is the cost in lost mowing time?

In some instances, mower maintenance is increased because of
the attachment. For example, Bob Walker, president, Walker Mfg.,
Fort Collins, Colo., said adding a thatcher to his company’s mower
means additional dust will be kicked into the air during use.
“Dethatching can be a pretty dirty job, so the operator must pay
attention to the air cleaning unit on the mower,” he cautioned.

In addition, while most attachments require no extra power,
Walker said dethatching is more strenuous than mowing, “It’s not
a large requirement, but the dethatcher does take more power to
push,” he commented. “And the contractor must be aware of that.”

However, he added that since thatching is usually done in the
early spring before any significant grass growth has commenced,
power usually used for cutting is transferred to the thatch operation.

“It is also important to make sure the necessary horsepower is
available for attachments,” reminded Grasshopper’s Penner, “Our
units are engineered to work with the power units recommended.”

That is the case with most mower manufacturers’ attachments
since they supply power to both the base mower and the attachment.

“The main advantages for a contractor
00000000 buying a power unit and attachment from
one manufacturer would be the consis-

In some tency,” noted Robine. “The reliability,
: warranty, parts and service back-up, and, of
instances, course, safety are all ingrained when you
stick with one manufacturer.”
mower That is not to say there isn’t a market
. and for short line products. A contractor
maintenance

using mowers from several manufacturers
might find it easier to deal with a short line
supplier that can supply attachments for all

became of the mowers. Likewise, as the atrachment
market grows and new attachments are

oftbe developed, contractors might find that a
product the company wants is not available

attachment. from the mower manufacrurer.

Suppliers and contractors agree that at-
tachments are growing in use. While they
might not be the cure all for every landscape
application, contractors can increase their productivity by addin
one or two attachments to their tool shed. ﬁ

The author is president, Clancy Marketing Communications, Westerville,

Obio.

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 wﬁood especially

_ en building a
__.,.m«ms“”"“ profitable oper-

.

Walker Mowetrs

Walker Manufacturing Company

5925 E. Harmony Rd., Dept. LL

Fort Collins, Colorado 80528

(800) 279-8537 www.walkermowers.com
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[he rules are simple. Keep your customers
happy and you keep moving forward
Otherwise, you go directly to a callback. And
the more you go back, the harder it is
to get ahead. But one application of MERIT*
[nsecticide is all it takes to control grubs and
callbacks. And fewer callbacks mean more time,
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4913, Kansas City, MO 64120. (800) 842-8020.

http://usagribayercom

Bayer
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othing is more serious in irrigation than backflow. If an irrigation
contractor allows an organic contaminant or pesticide to enter the
I public water supply through an irrigation system and public health
" is compromised, we are all in serious trouble. The issue won't be

i ether we use water responsibly, it will be whether the health of plants
s po y P
Tbe zncreased — onswaghs thc health of the publlc You know who will win that fight.

use of irrigation '

llcrs, sales clcrks at hardware stores or propcrty owners. The backflow
deviceis where some states draw the line. Many states require backflow protection
‘an‘diinhual inspections of those devices by certified inspectors.
gmerated more Fortunately, the irrigation industry has technology to prevent back siphonage
nﬁcohtammams into a public water supply, whether that is a municipal water
upply line or a well. There are four basic types. They range in price and reliability.
Alwa y? s check the local requirement for backflow protection and never cut corners
this aspcu of i lrnganon installation.
about backflow regulation is more device-
based than application-based. To
guard against contamination, lo-
cal water agencies usually adopt
one of two code requirements
forirrigation systems: the Uni-
form Plumbing Code or the
International Plumbing Code.
In the eyes of these codes, all water
users are considered as one.
Responsible irrigation designers,
distributors and contractors are aware
of state and local backflow require-
ments and comply with them.
Explaining backflow requirements
(continued on page 82)

systems has

attention on the

way these systems
fit into the rest of | -
the environment.| |

By Bruce
Shank
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Can Your Urea-Based N Sources
Compare to Nitroform™?

There is a difference in nitrogen sources. vigorous rooting and development of root tissue. The
Unlike the others, NITROFORM® is released throughout  effect is even more pronounced when NITROFORM®
the growing season by soil microorganisms, is incorporated in seedbeds or sodbeds, in container
NITROFORM® feeds organically. It supplies both soil mixes, or following core cultivation.
carbon (energy) and nitrogen (food) for microbial Because the N in NITROFORM?® is released by

p absorption and utilization in the soil. The carbon soil microbes, it is resistant to leaching and runoff...
in urea-based fertilizers is chemically converted to even in sandy soils under heavy rainfall and irrigation.
CO, and lost to the atmosphere...a waste of energy. What is your choice?

Increased microbial populations hasten the
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backtlow preventors

(continued from page 80)

(Left) A reduced pressure assembly pressurized in a no-flow condition. Both checks are closed and holding pressure. The relief valve is pressurized to be dosed. (Right)
A reduced pressure assembly pressurized in a flow condition with both checks open. The relief valve is pressurized to be dosed. Photos: Febco

and costs to customers requires a basic knowl-
edge of backflow prevention devices and a
specific knowledge of local regulations. In
some cases, the additional cost of meeting
backflow requirements discourages custom-
ers from purchasing the irrigation system
they really need or encourages them to have
their systems installed without meeting codes.

In locations where codes exist but en-
forcement doesn’t, irrigation contractors
could see systems that do not meet codes.
When they have to compete against install-
ers who do not meet codes, the situation
becomes a matter of ethics and ultimately
one of protecting natural resources. To
install an irrigation system without meet-

ing recognized standards just to get the busi-
ness — whether the locality has codes or not
— is wrong.

The best way to resolve this problem is to
employ individuals knowledgeable about
BPD operation and testing. Granted, these
devices appear complicated, but information is

(continued on page 84)

SPI 2400 Sod Installer

The grass is always

without core tubes,and
all models handle

greener on the side with
a Brouwer Sod Installer.
Choose the self-propelled
Brouwer SPI 2400 or one
of our tractormounted
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

net-wrapped sod with
unmatched efficiency.
For large roll installation
with maximum ease and
minimum waste, Brouwer
is the professional’s
choice.

BROUWER
E:; A

Nobody cuts it like Brouwer

289 N.KURZEN e PO.BOX504 e FAX 330-828-1008

DALTON, OH 446180504
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The 15th Annual International Lawn, Garden, & Power Equipment EXPO 98 is truly unique among
all international frade shows for a very important reason: The 20 acre Outdoor Demonstration
Area. This demo area is designed for you, the lawn & landscape professional. You'll be able

fo test hundreds of machines from over 170 manufacturers under actual working

conditions. Factory representatives will be available to answer your application
questions and explain new equipment features. In addition to the demo area,
EXPO 98 offers indoor exhibits for over 600 manufacturers and free seminars
that can help you grow your business more profitably.

This opportunity is not available anywhere else. Take advantage of this oppor-
tunity to test the tools of your trade side by side at EXPO 98. EXPO 98 will be
held at the Kentucky Exposition Center in Louisville, KY on July 25, 26, & 27,
1998. For more information about EXPO 98 call (800) 558-8767 or W) sg
(502) 562-1962 today. Yy 2527, )
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backflow preventors
(continued from page 82)

available that shows how they operate and
includesstep-by-step procedures for testing them.

BIG PICTURE LOOK. In addition, how irriga-
tion system components impact BPD per-
formance is especially critical. “Water ham-
mer caused by improper system design or
small things, like solenoid malfunctions,
can make a backflow device perform im-
properly,” explained Tony Arthur, market-
ing manager, Watts Regulator, North
Andover, Mass. “Checking water filtration
upstream of the device can ensure many
years of trouble-free service.”

Wye strainers, included with some back-
flow prevention setups, clog easily when
debris enters the system during repairs or
new construction of the water supply sys-
tem. Water sources, such as wells and lakes,
present a greater chance for debris, which
can cause seals to seat incompletely. Regular
cleaning of upstream filters is clearly more
important with well and lake sources.

A good time to check the
operation of the BPD is dur-
ing system troubleshooting.
Unfortunately, in some ar-
eas, the irrigation technician
is not supposed to touch the
BPD. He or she is required to
call in a plumber or other
certified inspector. Or, if a
technician does work on a
device, an inspector has to check it before
the system can be placed back in operation.
By having a certified inspector on staff and
stocking service trucks with common seals,
springs and testing devices, contractors can
greatly improve the maintenance process.

CONTAMINANT OR POLLUTANT? Backflow
codes recognize two types of water prob-
lems. If a material entering a public water
source by backsiphonage constitutesa health
hazard, it is termed a contaminant. If the
material is not a health hazard, but results in

changes in the water that are objectionable
to users, such as taste, odor or appearance, it
is considered a pollutant.

The American Water Works Associa-
tion recommends irrigation systems used to
apply pesticide products include a reduced
pressure principle backflow prevention as-
sembly. This protection comes at a cost,
both in the price of the backflow prevention
device and the pressure lost. Systems that
apply only water to the landscape, accord-
ing to the AWWA, should contain any of
the following: a double check valve assem-

The safe,
beautiful way
to protect your

backflow assembly

Protecting your backflow assembly from van-
dalism was never more beautifully done than
with the BPDI GuardShack™ bench enclosure.
GuardShack™ units come in a variety of sizes
specifically designed for covering %" - 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 modern design is safe for children & pedestrians
* Inexpensive, easyto install
BACKFLOW PREVENTION
DEVICE INNCLOSURES
(602) 788.5411 Fax (602) 788.6104
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www.bpdi.com
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® Light weight - approx. 18 lbs

* | year warranty

* Tough perforated aluminum construction

* Hinged back door/easy dumping system

* Great air flow - fully loads to 4.15 cubic feet
* Balanced handles for easy carrying

® it most major walk-behind mower brands

For more information call:
Accelerator Industries
1-800-984-9410

Also available for the 21” Honda &
John Deere models
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If you feel the need for a proven
operating system to take you

to that next level of success -

it's time you look into a Spring-
Green franchise opportunity.
Spring-Green'’s operating sys-
tem and on-going support pro-
vide what you need to suc-
cessfully compete in today’s
changing marketplace. Enjoy - |
the benefits of working with a = &
team of professionals dedicat-.
ed to helping you reach your = &

goals. Learn more about Spring- &
Green by calling for our free
video and visit our website at
www.spring-green.com/conversion/

Spring-Green Lawn
Care Corp.

1-800-435-4051

A 1997 “Top 200 Franchise” by
Franchise Times
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bly, a pressure vacuum breaker or an atmo-
spheric vacuum breaker.

Therefore, if you add a fertilizer or pes-
ticide injection system to an irrigation sys-
tem, there is a good chance the BPD will
need to be changed.

MORE PROTECTION, LESS PRESSURE. The sim-
plesttype of BPD is the atmospheric vacuum
breaker. Water flowing in the proper direc-
tion pushes the valve up to close an air gap
opening. When the water stops flowing or
moves in the wrong direction, gravity closes
the valve, opening the air gap to relieve
backpressure. Not only is this the simplest
and least expensive type of BPD, it provides
the least friction and pressure loss.

A pressure vacuum breaker is slightly
more advanced. A spring, nor gravity, closes
the valve when flow ceases or backflow
occurs. The air gap isalso spring loaded and
remains closed except during backflow situ-
ations. Safety does come ata price, however.

More precautions create more friction and
greater pressure loss.

Another option, the double check valve,
is essentially two pressure vacuum breakers
is a row, but contractors need to be aware
that greater protection necessitates more
pressure to operate the irrigation system.

The ultimate in backflow protection is
the reduced pressure principle assembly. It
includes two spring-loaded valves with a
spring-loaded relief valve between them.

The worst case scenario for pressure loss
is 20 psi. So, if a system requires pressure at
the sprinkler head of 45 psi and the local
supply is 50 psi, the sprinklers might not
deliver the necessary coverage.

If sprinkler heads without check valves
are located in low areas of turf treated regu-
larly with pesticides, contractors should de-
sign the system for a higher level of protec-
tion and, therefore, a greater loss in pres-
sure. Better backflow protection with fewer
heads per zone and more zones per control-

ler can solve the problem. When uncertain,
contractors should plan for more than at-
mospheric pressure breakers and include a
controller capable of handling extra zones.

Contractors performing a significant
amount of irrigation installation should
consider training or hiring someone to actas
a backflow specialist. (Contact the Founda-
tion for Cross-Connection Control and
Hydraulic Research at 213/740-2032 for
information). Also, be aware that backflow
devices require extra freeze protection and
winterizing, and any BPD in a public loca-
tion should be protected with an enclosure.

The more seriously contractors take
backflow protection, the less likely they are
to be restricted by regulations in the future.
An enormous amount of security is worth a
relatively small amount of training.

The author is owner of IrriCOM, which serves
as the communications arm of the Irrigation
Association.
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The definition
of Integrated

P est Manage" “Integrated pest management

programs use a range of meth-
’ 4 ods and disciplines to assure

ment s Stzll stable and economical crop production while minimizing risks to humans, animals,

. plants and the environment. IPM weighs costs, benefits and impacts on health and the

kbﬂted but s environment, and. thus identifies the most suitable ways to control pests. Options

include prevention, monitoring, mechanical trapping devices, natural, predators,

Pnnc lpks are biological pesticides and, if appropriate, chemical pesticides.”~U.S. Environ-
3 mental Protection Agency
being used by

ntegrated Pest Management is a concept that was developed in the

contractors agriculture industry in the 1950s and 1960s in response to outcries about
the overuse of organochlorine pesticides such as DDT and chlordane.

Succe.fﬁ”}’. R?ckcd by t.he mtions contained in Rach‘cl Carson's book, Silent
Spring, the agriculture industry developed IPM principles to better manage

pest populations while reducing the use of pesticides.
In the carly 1980s, when the lawn care industry was growing exponentially,
B}' P ) ul it too came under attack from environmental groups indicting the control
products used by the green industry. This initiated the beginnings of the [PM

S h . movement in the “urban” landscape.

C ﬂmpf Today, “official” definitions of IPM in the urban landscape are often
clouded by complex, tedious explanations. For contractors who use IPM today,
the term simply means using all of the pest management tools at their disposal.

(continued on page 88)

One of the most
arifical aspects of
creating an
integrated pest

program is having
well trained
technicians in the
field. Photo: Davey

Tree.

............‘...0..................0..........Q............

86 LAWN & LANDSCAPE » JUNE1998




o)

e e e e e

PREVENT GRUBS.
STOP THEM IN
THEIR TRACKS.

enemy insects all season long. Grubs. Cutworms.
Armyworms. Sod webworms. Plus, odorless
MACH 2™ is easy to apply. You don’t even have
to water it in immediately.

So don't let grubs control your grounds, or your
schedule. Depend on MACH 2™ Turf Insecticide.

It's all you need to prevent or cure.

Now you can control grubs preventatively or For more information or for the distributor
curatively. With a single application. Only with new nearest you, call 1-888-764-6432.
MACH 2™ Turf Insecticide.
4 .

chemistry that accelerates the molting process
of target insects. “

Just hours after ingesting MACH 2™, the insect
to 3 weeks. It's that simple.

With MACH 2™ Turf Insectiside, you'll kill target
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MACH 2 is a powerful killer with a new
stops feeding. Then it dies beneath the surface in 2 TURF INSECTICIDE
TM/RohMid LLC Company ©1997 Always read and follow label directions.



integrated pest management

(continued from page 86)

STRATEGIES THAT WORK. There are plenty of
success stories related to IPM, and compa-
nies interviewed for this article said one of
the big advantages is that it sets their com-
panies apart from their competitors.

“Some larger companies are still paying
technicians based on the number of treat-
ments they produce per day,” said Gary
LaScalea, president, GroGreen, Plano,
Texas. “We look at each customer individu-
ally, taking into consideration the needs of
the site and recommending a program.”

“My view is, if you don't look at IPM as
a professional lawn care contractor,” he
urged, “then it hurts the entire industry.”

Companies vary to the degree to which
they employ IPM principles, but they all
have some factors in common. First and
foremost, successful IPM programs require
a well-trained front-line work force.

IPM InThe Real World

ould you describe your pest and disease control program as a form of Integrated Pest
Management?
That's the question we asked a number of our readers in an anonymous fax survey for
Lawn & Landscape magazine. While not scientific, it provided some interesting insight into which
IPM concepts contractors use and how IPM fits into the landscape contractor's program of
maintenance.

First of all, every respondent said that they consider their program to be IPM-oriented. However,
most indicated that their customers do not really understand what IPM is all about. One respondent
said he believes that three-fourths of his customers understand IPM principles, but the rest of the
responses fell between 10 percent and 40 percent.

We also asked the respondents to describe how their programs conform to the principles of IPM,
and here is a sample of their responses:

™ “We do not do blanket pesticide applications, except for grassy weed control in the spring.
All other insecticide, fungicide and herbicide applications are spot-treated on an as-needed basis.
The decision whether to apply is dependent on pest populations and counts, active disease and the

“You need to have a trained employee, stressed Bob Ottley, president, One Step identify those pests and know what product
and this requirement has led to us keeping ~ Lawn and Tree Care, North Chili, N.Y. to use, how to use it and when to use it, you

employees year-round for the last 10 years,”  “By the time you get somebody trained to  can’t run the risk of losing them.

Scales, aphids and mites controlled

year-round with Vivid® Il injection

From Tree Tech Microinjection Systems comes a
full line of nationally labeled pesticides and fertilizers
in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll and MetaSystox®R
Fungicides - Bayleton®, Aliette® and Alamo™
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline antibiotic

Tree Toch
1879 SW 18th Ave G
Williston, FL 32696
1-800-622-2831

e-mail: treetek@aol.com

Alamo is a registered trademark of Novartis
Aliette is a registered trademark of Rhone-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.
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presence of broadleaf weeds. We don’t do trapping or similar types of monitoring, and we don't use

much in the way of biological controls.”

integrated pest management

@™ “We only treat when pests are active or when we know the property has had a history of

problems with a pest.”

& “ur program consists of good, sound cultural practices on all properties, including proper
techniques with fertilizing, soil testing, liming, pruning, aerating, cutting heights, sharp blades,
consistency, etc. We determine specific problem areas and diseases — we treat only those areas as
needed. We also install disease resistant and sustainable plant material, endophytic turf seed.

Pesticides are a last resort,"

& A very loose form. Our company tried a strong IPM program from 1987 to 1990. The market
simply didn’t allow it. Customers are all for the theory until they have a problem and it becomes our
fault, We were simply losing too many customers to ‘guaranteed’ grub and weed control. IPM is a

sound concept, but not in the current lawn care market."”

@ “We attempt to educate our customers about mowing, watering, aeration and turf seed
selection. When we are on the site, if we see that there is something they need to do, i.e, raise the
cutting height or modify the watering habits, we leave recommendations plus third party information

such as cooperative extension bulletins.”

@™ “Treatments are scheduled only when a significant level of infestation occurs. Then only the
effected species is treated. Preventive treatments are only scheduled on problems that have always

recurred when not treated preventively.” — Paul Schrimpf

“Our training is really ongoing,” Otdey
continued. “We send technicians to semi-

nars, but even then it takes new people a  they are doing.”

couple of years to get to the point that they
have really something and understand what

“We try to hire someone with a mini-
mum of a two-year degree in horticulture so
they at least have the basics,” revealed Laurie
Broccolo, president, Broccolo Lawn & Tree
Care, Rochester, N.Y. “Also, they must
have pesticide certification when we hire
them or they have to get it in a month.

“We also hold weekly meetings through-
out the season so everybody is together on
the discussion of what we're doing,” ex-
plained Broccolo.

One of the most difficult training exer-
cises Broccolo goes through with techni-
cians is getting them to make decisions
about whether a lawn needs to be ferrtilized.
“They may need to consider the soil in the
area,” she said. “If the turf looks good and
the ground is sandy, the technician may
want to fertilize to keep it looking good.
Another customer may have a clay soil and
not require fertilizer. As long as the techni-
cian can justify the decision to the customer
and the results are there, that’s alright.

AM

CHEMICALS COMPANY, INC.
OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG
* 200 GALLON OLDHAM TANK WITH BAFFLE

+ HYPRO D30 TWIN DIAPHRAGM PUMP.
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+ HANNAY ELECTRIC REEL WITH 300' 1/2° HOSE

1-800 888-5502
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integrated pest management

“Technicians need to be comfortable
about their own expertise, and realize that
is what the customer is paying for — a
consultant and a true horticulturist,”
Broccolo concluded. “They are making a
decision and managing that property.”

“We train technicians to determine how
significant a problem is and to recognize
when it needs to be treated,” said David
Hansen, vice president, Environmental
Care, Calabasas, Calif. “For instance, if
there’s an aphid problem on an ash tree that
is planted over a parking lot where cars are
parked and honeydew is dripping, it may be
a problem that should be treated. If it’s in
the back of a lot surrounded by turf, there’s
no call for treatment.”

Another important factor for IPM is
diversity in the number of products and
approaches that are provided for techni-
cians to use in the field. Keeping a versatile
and well-stocked truck provides flexibility.

“We purchased customized units that

have separate tanks for tree and lawn care,
fertilizer and an injection unit for weed
control,” explained Broccolo. “We carry a
couple of different products for the tree tanks.
We also have a flat top to stack granular
fertilizers — some are straight fertilizer, and
some have preemergence. This allows the
technician to make a variety of decisions
based on the condition of the property.”
Ottley has found combination spreader/
sprayer units very useful in the field. “If we
want to use a granular product, we can
spread the granular productand turn on the
sprayers when we need them,” he explained.
Knowing when and what to apply is a
matter of history and scouting, he added.
“Even the preemergence crabgrass control
we do is based on where crabgrass infested
lawns last year,” said Ottley. “For long-time
customers, we track infestations so those
areas are always treated, then we hit the hot
spots, such as the edges of driveways, side-
walks, direct sunny areas, weak areas of the

lawn and the southern exposure of hills.”

“We use a more rational approach to
pest control than in years past,” stressed
Hansen. “If the pest is not causing a safety
problem, is not going to kill the plantand is
not an eyesore, leave it alone.”

The method chosen to apply a pesticide
can also be viewed as a part of IPM, especially
in the care of trees and ornamentals. “We've
been successful with soil injecting some prod-
ucts, so we don’t have to spray around build-
ings or windows where people are coming in
and out,” Hanson explained. “Customersare
as against the indiscriminate use of these
products as we are, and I think it puts usin a
position of being seen as more environmen-
tally friendly as a company.”

The author is Managing Editor of Lawn &
Landscape magazine.

Next month, Lawn & Landscape will take a
look at the future of IPM.

Hughes Trailer
Saves Time & Labor

The Dump&Go Trailer from Hughes Manufacturing is @
fime saver and a labor reducer. Back up to the side
basket, dump the material and either push the swing out
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industry roundtable

Contractors

Look mto

When it
comes to
anticipating
future
challenges for

contractors,

ow bad is the labor problem for lawn care
and landscape contractors? More than 50
percent of respondents to a Lawn ¢ Land-
scapeindustry survey cited a lack of labor as
the greatest limitation on their ability to

everybody
wants to talk
about the

labor
shortage.

grow their businesses.

This dearth of capable employees has forced
contractors to look toward an array of possible
solutions or ways

By Bob West

9
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to maximize the productivity they achieve with the
employees they can find. Equipment manufacturers
have already offered a great deal of help with the
development of machines like zero-turn radius
mowers and reduced vibration hand-held trimmers.

Husqvarna Forest & Garden Co., Charlotte,
N.C., explored this issue extensively with the 15
contractors it hosted at the second industry
roundtable, sponsored by Husqvarna and Lawn &
Landscape magazine.

Following are excerpts of the
conversations:

OBSTACLES AND OPPORTUNITIES
OF A HISPANIC WORKFORCE:
“I'm concerned that the general
public doesn’t see the need for
immigrant labor because it’s tired
of immigration stories. If we have
to start calling in social security
numbers we’re in trouble.” — Bill
Gordon, Signature Landscape
“Asan industry, we have to do
a better job of showing the legis-

(Left) A number of contractors, along with lators the need for this work
of and Lawn & force.” — Mark Arrimour, Penninck

Landscape discuss the workforceof the 4,101

future. M left) Lawn & Mﬂ""ﬁ‘! Code “We have to demonstrate to

and KEI's Chris Kujawa discuss effective fraining the INS that there aren’t other

people out there willing to do
these jobs.” — Jack Hasbrouck, The
Groundskeeper

0000 OGONOPS
(continued on page 94)



Training Videos

o Landscape

Professionals
» From the Lawn & Landscape Media Group

o Safe Operation & Maintenance of e st
: ; * 15-20 minute “how-to
String Trimmers and Blowers . oo insiition
String trimmers and blowers keep landscapes neatly mani-
= cured. If used properly, they are easy to maintain. If used * 10 employee handbooks
improperly, they can be dangerous.

o Tests

o Safe Operation & Maintenance of Riding Equipment * Answer key
" Asalandscape contractor, you're responsible for the mower you're operating, the turf you're

: _ , s o Sign-off sheets
mowing and your own safety. Get the information you need to operate riding mowers safely.

® |nstruction guide

o Safe 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.

B e e o e e . i s s i S o i i e o i S A S P S G
Quantity  Title Price Total Method of Payment
String Trimmers and Blowers —English-only ~ $69.95 [__] Payment Enclosed:
Walk-Behind Mowers —English-only ~ $69.95 Make checks payable to:
Riding Mowers —English-only ~ $69.95 The Lawn & Landscape Media Group

4012 Bridge Avenue, Cleveland, Ohio 44113
800-456-0707.

Spanish Versions Coming Soon

String Trimmers and Blowers —Spanish-only  $79.95 Questions? Ask for Susan.
_ Walk-Behind Mowers —Spanish-only ~ $79.95 D :
_Riding Mowers —Spanish-only ~ $79.95 Charge to my:
@_ Combination Order (any two videos) $129 (set) D Visa D Mastercard

X (sets)

B ' (Ohio residents only add 7%) ~ Sales Tax Name as printed on the card:
Money Back Guarantee! TOTAL
Visa/Mastercard number:

Expiration date:

Signature:
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industry roundtable

(continued from page 92)

“You have to make sure you can set up
crews so they can communicate with their
own crew members.” — David Harting,
Nanak’s Landscaping

“It’s very important to the other Hispan-
ics that their crew leader be Hispanic, but
there has to be someone who can communi-
cate with the client as well.” — Hasbrouck

“A lot of times Hispanic laborers from
different countries and cultures won’t al-
ways get along with each other.” — Tim
Lynott, Chapel Valley Landscape Co.

“You also have to think about what
Hispanic laborers will do if your market
means business is seasonal. Will they come
back after the winter?” — Michael Byrne,
Byrne Brothers Landscape

“Our biggest challenge is understanding
the necessary papers to make sure they’re
legal workers and what is good or bad paper-
work.” — Gordon

“We've started paying for English lan-
guage classes for our Hispanics.” — Harting

“We have an interpreter who
serves as the Hispanic laborers’ liai-
son to management, looks out for
them and communicates between
the groups.” — Mike Rorie,
Groundmasters

“Not being able to understand
what the laborers are saying is dan-
gerous because you can have a bad
apple and not know it.” — Gordon

“The second generation of His-
panic laborers developing now is
not as good of laborers.” — Larry Neuhoff,
Landtrends

KEY FACTORS IN PREVENTING TURNOVER:
“Developing a fun culture to work in to go
along with providing satisfying work op-
portunities is important.” — Phil Lundy,
Northwest Landscape Industries

“The number one thing is salary, obvi-
ously. The number two thing is to provide
consistent hours, which means for 52 weeks

‘Equipment will look a lot

different than it does now

with entirely new product

concepts and categories.” —

Gordon

a year for us. The criteria is the same for all
of our laborers because they live paycheck to
paycheck.” — Peter Bowman, Four Seasons

IMPROVING LANDSCAPE CURRICULUM:
“Instructors need to get out in the field and
see what is real, and students need more
internships.” — Gordon

“Students have to have leadership and
communication skills that aren’t associated
with the industry education.” — Hasbrouck

® | ow maintenance

- material costs $.40 per foot

Creat'ire :

e Create various shapes, sizes and colors

® Self-propelled, electric or gas powered

® Residential, commercial and golf course uses
e Add to your services and bottom line

® Durable curbing is freeze thaw tolerant

K C & S TURF CARE EQUIPMENT, INC.

@ BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

~

1-8200-292-32428
o507 650 455745 e ion CA RIS
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“T'oo many students think a formal edu-
cation grants them more than it does. They
don’t place enough value on interpersonal

skills.” — Rorie

CREATING VALUABLE EMPLOYEE HANDBOOKS:
“The only time they are used now is when
there’s a discipline problem.” — Arrimour

“One thing you could do is review im-
portant policies in the handbook, like the
drugand alcohol policy, three times a year.”
— Chris Kujawa, Kujawa Enterprises

“The use of some graphics and pictures
can help make it more interesting to look

— Michael Currin, Greenscapes

“We hired a human resources consultant
to customize our handbook to our com-
pany. Now we use it for everything we do,
and we've eliminated the grey areas of dif-
ferent policies.” — Chuck Richardson, Gator
Landscaping

“We use our handbook as a hiring tool
and give it to prospective employees to take

home and look over. Then we go over the
high points in the orientation.” — Bowman

“A handbook can be used to talk about
the company’s history and culture and how
it got to where it is today. We miss an
opportunity to do that by focusing instead
on the legalese.” — Kujawa

GREEN INDUSTRY WORKFORCE
OF NEXT CENTURY:
“Equipment will look a lot different than it
does now with entirely new concepts and
categories.” — Gordon

“We'll see companies go the Wal-Mart
route of being low cost operators with cheap
labor before they’ll invest in the new equip-
ment. Cheap labor is the core commodity
for too many companies.” — Rorie

“Eventually, we’ll see a decrease of em-
ployee-related costs as a percentage of rev-
enues.” — Hasbrouck

“Companies need to get better at devel-
oping work processes so they don’t have to

industry roundtable

worry as much about what the labor is
doing.” — Steve Wood, Husquarna

“There will be a change in turf’s genetics
so they’re more disease resistant and don’t
have to be mowed as often.” — Currin

“We'll see the more innovative companies
start taking care of maintenance through the
design of the landscape rather than with
manual labor.” — Rorie

“With so many government regulations
and personnel issues, equipment will be the
key. We have to eliminate people because they
won’t necessarily always be there.” — Lynott

“The equipment side of the industry has
unlimited potential for change, but we
haven’t brought the right resources together.
I think manufacturers have missed the op-
portunity to partner with groups and take
advantage of R&D ideas to create entirel
new equipment categories.” — Currin ﬁ

The author is Editor of Lawn & Landscape

magazine.
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NEW PRODUCTS

Ferris Industries
15" mower

* Independent spring
suspension

* Each wheel moves up and
down independently

* Allows for faster operating
speeds

* Wheel-mounted deck follows
contours of the ground

* Dual-point floating front end

Girce 200 on reader service card

Rain Bird ESP LX+
Series controller

* Four independent programs
Accommodate Xerigation® drip
applications

* Programmable delay between
stations

* Nonvolatile memory to
maintain the program

* Simple programming with
self-prompting display

Circle 201 on reader service card

Woods 1000 Series front-end loaders

Flomatic Valves
RPZ Il backflow

preventor

* Available in %- and 3%-
inch models

* Approved by Univer-

sity of California’s Cross-Connection Control and Hydraulic

Research
* Standard air gap

* Incorporates replaceable valve seats, seals and relief valve

seat

* For use in non-health or high hazard cross-connections

situations

Gircle 202 on reader service card

Noise Cancellation
Tedmologies earmuffs

¢ ProActive™ Active Noise
Reduction earmuffs

* Cancel low frequency noise
from lawn mowers, leaf
blowers and other power
equipment

* Can be used in conjunction
with portable audio player
providing quality sound at a
reasonable volume

¢ Eliminates noise with
electronic coupling of noise
wave with exact mirror image
* Powered by rechargeable Ni-
Cd battery pack

Gircle 203 on reader service card

* Feature quick attachment coupler system

Precision
Labs
Cascade™ 166

* Corrects localized dry spot
symptoms

* Increases rate and depth of
water infiltration in hydropho-
bic soils

* Available in granular
formulation

* Can be applied any time

* For use on all turfgrass areas

* Available in 40-pound bags

Girde 205 on reader service card

Heliotrope General
Organic solar
irri%:iion dock

* Six-station clock for
locations without easy access
to electricity

* Stainless steel construction
for direct burial in soil
without concrete

* Unit is four feet tall

¢ Unit dislodges from soil if

hit by vehicle to minimize
damage

Circle 206 on reader service card

Monsanto
Rodeo® herbicide

* Available in one-quart

package along with 2¥2- and
30-gallon containers
* Con-
trols 190
invasive
aquatic
weeds
such as
cattail,
Johnson-
grass,
water
lillies
and

water

hyacinth &
* Moves
throughout plant foliage and
roots

* No irrigation, recreation or
domestic use restrictions
following labeled applications
* No adverse effects on fish or
other aquatic organisms

to accommodate most skid steer
attachments

* Increased dump and roll back angles and four-
bar linkage to carry more in buckets

* One quart size is ideal for
small waterfronts, canals and

* 120-inch and 126-inch lift heights * Both units weigh 750 pounds creeks
* 2,275-pound and 2,700-pound lift
capacities Cirde 204 on reader service card Cirde 207 on reader service card
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For even faster service, fax this card to us at

lawnérlandsca

FOR MORE INFORMATION

Do you currently subscribe to

! Reader service card valid 6/98 through 9/98
T&O0 Service Tech?

I ]
| Please Print on advertised and featured products and
| h services, circle the appropriate number below.
| 1 25 49 73 97 121 145 169 193 217 24]
| Title 2 26 50 74 98 122 146 170 194 218 242
| 3 278 75 99 128 & W A 9 26
4 28 52 76 100 124 148 172 196 220 244
| Company 5 29 5 771001 125 & 17309 B 6
| 5 N 35 79 10s 127 13 175 199 223 249
4
l Address n 8 32 56 80 104 128 152 176 200 224 248
9 33 57 81 105 129 153 177 201 225 249
| City 10 34 58 82 106 130 154 178 202 226 250
11 35 59 83 107 131 155 179 203 227 251
| State 12 36 60 84 108 132 156 180 204 228 252
Zip 13 37 61 85 109 133 157 181 205 229 253
| 14 38 62 8 110 134 158 182 206 230 254
| Phone 15 39 63 8 111 135 159 183 207 231 255
16 40 64 88 112 136 160 184 208 232 256
| 17 41 65 89 113 137 161 185 209 233 257
Fax 18 42 66 90 114 138 162 186 210 234 258
| 19 43 67 91 115 139 163 187 211 235 259
[ 20 44 68 92 116 140 164 188 212 236 260
Ll 12 £ & 2 28 = 2 5% &
: 22 46 4 4 4 6
: Do you currently subscribe to 2 47 71 es le 143 e 1ol 218 239 263
24 4 6 4 16 16 240 264
| Lawn & Landscape? m

For even faster service, fax this card to us at

2186-951-0354

‘lawn&tandsca

FOR MORE INFORMATION

Do you currently subscribe to
T&0 Service Tech?

Reader service card valid 6/98 through 9/98

Lo ankag

| foe =
| Please Print on advertised and featured products and
| h services, circle the appropriate number below.
| 1 25 49 73 97 121 145 169 193 217 24
| Title 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
Company 5 29 53 77 101 125 149 173 197 221 245
| 6 30 54 78 102 126 150 174 198 222 246
| Address 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
City 10 34 58 82 106 130 154 178 202 226 250
| 11 35 59 83 107 131 155 179 203 227 251
| State i 12 36 60 84 108 132 156 180 204 228 252
P 13 37 61 8 109 133 157 181 205 229 253
| 14 38 62 8 110 134 158 182 206 230 254
Phone 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
Fax 18 42 66 90 114 138 162 186 210 234 258
| 19 43 67 91 115 139 163 187 211 235 259
20 44 68 92 116 140 164 188 212 236 260
| B |3 5 %5 mig g
: 22 46 70 94 118 4 6
| | Do you currently subscribe to Zog o7 9% 11 18 1 191 25 1 283
24 48 72 96 120 144 168 19 4 4
: Lawn & Landscape? I-I.l
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LanéLanasta

PO BOX 5817
CLEVELAND, OH 44101-0817

LanéLanasta

PO BOX 5817
CLEVELAND, OH 44101-0817

Place
Stamp

Meter
Here




Netafim Techlite®dripline

* Non-
pressure
compen-
sating
dripline

for on-

surface

e - with agitator and bottom drag conveyor
* Pneumatic spreader conveys wood * Remote control for material on/off and
mulches, compost and other bulk materials  emergency shutdown
* 150 feet of 4-inch lightweight hose
* Apply 20 cubic yards of product hourly  Cirde 209 on reader service card

Finn Bark Blower fruck mount

* Reinforced loading hopper construction

irrigation applications

* Self-contained, one-piece construction
* Eliminates labor of attaching drippers
and microtubing

* Resistant to ultraviolet rays

* Available in 8mm, 12mm 17mm sizes
* Tubing available with no emitters or

emitters in 6- and 12-inch intervals

Girde 208 on reader service card

Plant Health Care Mycor™
Flower Saver"

* Endomycorrhizal fungal and soil/root
bacterial inoculant

* Improves health and vigor of flowers,
perennials and ground covers

* Boosts resistance to soil-borne disease
pathogens

* Recommended as a pre-planting soil
treatment for spring planting of new beds
and fall flower changeouts

Cirde 210 on reader service card

Excel Hustler™ShortCut™

* 22-hp Kohler Command engine

* 60-inch side discharge deck

* Zero-turn radius operations with Hustler
Bar Steering™

* Available with 14-,
17-, 20- and 22-hp
engiens

* Full floating deck
sizes of 40, 48, 54 and
60 inches

Girde 211 on reader

service card

—DELBRO 0w Aios lower

INCORPORATED

to Walker ZITR Mower
This PTO driven blower attaches
to the Walker Mower in minutes.
Smooth quiet operation assures
the most efficient debris removal
in the least amount of time.
Featuring full control of left or
right discharge with the fiip of a
lever.

ProBlow.

R

PO Box 595 Bellevue, Ohio 44811 It Blows The Competition Away.y'\ ™.
Phone 1-800-9 SELBRO ¢ FAX 1-419-483-8128 X

For a FREE OPPORTUNITY KIT call...800/783-098 1

_ Model 521 $585.00

USE READER SERVICE #85

TIRED OF GIVING AWAY

YOUR BUSINESS?

Every day mowing and landscape {)rofessioncls give away
profitable fertilizer and pest control dollars because they lack
critical training and support. We have the solution!

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

e e ki

Model 528 $275.00 /|
Wire Tracer and Valve Loeator =]

USE READER SERVICE #86
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NEW PRODUCTS

Bush Hog front end loaders 5 g B pop Company®spreader

* Fit tractors from 12 to 130 hp valves

» Lift capacities from 725 to 4,650 pounds  * Line

* Lift heights range from 76 to 152 inches  includes eight different models
* Standard quick attach system

* High performance hydraulic control Girde 212 on reader service card

* PrizeLawn ProClassic 36™ drop spreader
* 13-inch pneumatic tires
* Improved ergonomic handle to reduce
operator fatigue
* Dual stainless
steel agitators
ride in ball
bearings
Share The Dream... < Gy
together t he most extrag ] and 100-pound
an industry united. g e ey by capacity
* Spring loaded
on/off level
* Diamond grid screen at hopper bottom
* Hopper is heavy-duty welded steel

Girde 213 on reader service card

Lum Industries 2-888
trench drain system

* Designed for high water flow systems

* Constructed of polyethylene for durability
* 80-inch modular sections allow for quick
and easy onsite preassembly

* Positive mechanical joint connections, tie
down anchoring and leveling

* Protective top strip to keep drain body
clean of debris during installation

Grde 214 on reader service card

Delta Air Lines
05168A «

Atlanta Marriott Marquis

HOst Hotel « 800.228.9290- -°

Hertz Car Rental .

CV# 179¢ ¢« B8 654.2240 oo g

ANLA/SNA Joint Convention . Lo pootilc, gpouny

) i hugging effect
SNA “98...The World’s Showcase of Horticulture « 5.1 inches deep by

August5-9 e /:I.l‘inta, GA 7 16 inches long by 9%
' inches high
* Parabolic light
pattern for highlight-
ing tall, narrow objects
* 50 to 175 watts in metal halide or 35 to
150 in high pressure sodium

Girde 215 on reader service card

USE READER SERVICE #87
100 LAWN & LANDSCAPE « JUNE 1998




If you think a smooth ride
will let you go faster . ..

you’re right.

Introducing IS”, the first ever riding
mower with independent suspension.

Imagine your car without shocks. Imagine you rode that
car 10-12 hours a day over unpaved turf. Imagine you
made your living off that car.

Let’s face it. When it comes to the landscaping business, o
the arrival of suspension mowers is long overdue. It just
took your team of commercial mower specialists at Ferris
Industries to make it work. Our system of control arms and
coil springs on the drive wheels (patent pending) takes
away the bumps and jolts that slow you down, so you can
go faster.

Isn’t it time to bring suspension to your business?
Call us for more information at 1-800-933-6175.

e
e Ferris Industries The Commercial Mower Specialist

First with Independent Suspension IS and the IS logo are trademarks of Ferris Industries, Inc.

USE READER SERVICE #88



(LASSIFIEDS

RATES

All classified advertising is 95¢ per word. For box
numbers, add $1.50 plus six words. All classified ads
must be received by the publisher before the first of the
month preceding publication and be accompanied by
check or money order covering full payment. Submit
ads to: L&L, 4012 Bridge Ave., Cleveland OH 44113.
Fax: 216/961-0364.

BUSINESS OPPORTUNITIES

PUTTING GREENS

Professional Synthetic Golf Greens

e )

O Keep your crews busy all year.
O Buy manufacturer direct. FREE
O 300 sq. mile protected territory. VIDEO

1-800-334-9005

BIDDING FOR PROFIT

Grow Your Company and Accounts
with Tips and Techniques from
PROFITS UNLIMITED
a Division of Wayne's Lawn Service

BIDDING & CONTRACTS ($42.95)
Examples on bidding and contracts (residential and
commercial markets). How-to’s on: Determining your
cost of 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 of 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
3930-B Bardstown Road
Louisville, KY 40218
800/845-0499
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) Virit onr welaile! WWW.lawnandlandscape.com

WHOLESALE DISTRIBUTOR

LAWN & GARDEN WATERING SYSTEMS

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.

DON'T BE LEFT IN THE DUST!!

The majority of our franchise owners come from the
green industry. Why?

* Curtting Edge Organic-Based

Fertilizers & Biological Controls

* Rapid Fast Track Growth

* Successful Marketing Methods

* Volume Purchasing Discounts

* Exclusive Protected Territories
Call today, and let NaturaLawn of America show you
how to dramatically improve the profits of your busi-
ness! 800/989-5444 or www.nl-amer.com

ORGANIC BASED SYSTEMS
FOR LAWN, TREE & SHRUB CARE
GREENPRO SERVICES (since 1977)
ASSOCIATE PROGRAM
* You're the boss
* Protected areas
* Pure organics (not waste products or manures)
* Training by experts
* Up to $10,000 investment
(back in your pocket within 9 months)

Our present associates have increased their
business profits by 25 percent to 300 percent.
Find out how. 800/645-6464.

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.

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.

WANT TO BUY OR SELL A BUSINESS?

Ifyou have thoughtabout the possibility of selling your
business, Professional Busi C Itants can ob-
tain purchase offers from numerous qualified potential
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 acqui-
sition, 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
REPLY TO: P.B.C., 682 Phelps Ave., Lockport, IL
60446.

Lawn & garden watering systems

A truly unique business opportunity.

Hide-A-Hose International Inc. is a
successful, down to earth company that is
interested in licensing honest,
hardworking entrepreneurs in the lawn
and garden watering business.
Revolutionary concept;
can be installed in hours, for a fraction of
the cost, with no special equipment
necessary. Relatively
low initial investment required and great
market potential. Find out more by
calling: 1-800-326-HOSE
or 508-627-8391 or Email us at

mlakso@tiac.net

EXPAND INTO PEST CONTROL

Add pest control service to your business. Make over
$75,000 annually. Free report: PC Opportunities, 6
Anna Drive, Ste. A21, Budd Lake, NJ 07828.

BUSINESSES FOR SALE
RELOCATE TO YEAR ROUND SUNSHINE!!

Port Charlotte, Florida!!! Retail nursery/landscaping
business. Turnkey. Prime location. One owner, 21
years. One acre+, 3,200 SF building. Owner financing.
Price reduced. Owners anxious to retire!!! Kisha Tallman,
Realtor-Associate. C-21 Aaward. 800/476-2190.

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.

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, buildings
and real estate. The Dakota Company 605/582-2605.

COMMERCIAL LANDSCAPE MAINTENANCE

Commercial landscape maintenance company located
in rapidly growing central Florida area. Excellent em-
ployee relations and retention. Impressive growth record,
steady and strong growth rate. $680,000 yearly. Fax
inquiries to 978/323-4424 or P.O. Box 427, Sanford,
FL 32771.



http://www.nl-amer.com
http://www.lawnandlandscape.com
mailto:mlakso@tiac.net

HOW TO SELL YOUR COMPANY

Selling or Merging
Your Company?
Avoid the pitfalls!

Let this new book guide you.
HOW TO SELL
YOUR PRIVATELY
OWNED COMPANY
Soft cover, 130 pages, $17.00.
For more information, fax your
business card to 713/747-5787.
Eric R. Voth, Consultant
Mergers & Acquisitions
Voice phone 713/747-5760
“An advocate for business Sellers”

r—————————1
Y i ——

LANDSCAPE CONSTRUCTION COMPANY
ILLNESS FORCES SALE of one of the oldest, most
reputable, and profitable Landscape Construction com-
panies in the Yakima Valley. Well established clientele
in commercial and residential irrigation services, as
well as preferred landscape services. Inventory of large
equipment, irrigation and landscape materials. For
more information, please call Mel Mathis at 509/457-
5331 or Fax: 509/457-8579, or write to Rambo Land-
scape Construction Co., Inc., 2115 West Lincoln Ave.,
Yakima, WA 98902.

(OMPUTER SOFTWARE
TRIMMER SOFTWARE

TRIMMER

Software for the Landscape Contractor

An Estimating,
Billing,
Routing,
Site Scheduling,
\ and
Ay 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

Call Fran Franzak
at 800/456-0707 today.

EDUCATION/INSTRUCTION
LANDSCAPE DESIGN

l BE A LANDSCAPE | l
| DESIGNER

I Accredited home
study career train-
ing. Find out
how to create

I beautiful

l courtyards,
lawns, gar-
dens, plantings,
and walkways.

l Learn all about

l professional
landscape design techniques, grasses,
plants, growing conditions, soil, more.
Start an at-home landscape design

l business. Send or call 24 hours a day. I

| FREE CAREER LITERATURE: |
I CALL 800-223-4542 :
] |
I City/State Zip l
|
i

. )

AP ihads
! THE SCHOOL OF LANDSCAPE DESIGN
i PCDI, 6065 Roswell Road
Dept. GTG668, Atlanta, Georgia 30028 -I

FOR SALE
FINANCING

LET THE GOVERNMENT FINANCE your small
business. Grants/loans to $800,000. Free recorded

message: 707/448-0270. (NK8)

FREE 1998 MKI LANDSCAPERS
SUPERSTORE™ CATALOG

Buy direct and save! Engines, equipment, parts and
accessories. Call MOHAWK INDUSTRIES 800/
724-2229 for your FREE CATALOG. Up to 90-day
terms. Trimmer line, filters, blades, belts, safety sup-
plies, hand tools and much more!

WHOLESALE TURF SUPPLIES
BRIGGS & STRATTON ENGINES!
We pay the freight on all Briggs & Stratton engine
orders.
EDGER BLADES Fits most edgers.
1/2" Hole 10" x 2" Blade Item No. UEB409
5/8" Hole 10" x 2" Blade Item NO. UEB558
1" Hole 7-11/16" Blade Item No. UEB001
Your Choice Buy 50+ only $1.50 Each
Get great wholesale pricing on:
Ransomes/Bobcat Mowers
Hannay Reels, Hose, Spray Guns
Irrigation Products and More!
Call for your FREE Catalog
800/THE LAWN

e e dendode C o o e S L L

RADIOS HALF PRICE
MOTOROLA - JOHNSON
KENWOOD - UNIDEN - RADIUS
escape NEXTEL go 900 w us
Call: 800/779-1905

CONCRETE PROFITS FROM CURBMATE
Since 1983, Curbmate Corporation has been beautify-
ing landscapes throughout the U.S. CURBMATE’s
concrete extrusion machine automatically installs con-
crete landscape edging quickly and easily. .

* Excellent profit margin
* Beautiful product

* A variety of shapes

* Easy to install — fast!

* Increase your landscaping business

Call for free packet — ask for special landscaper dis-
count. 801/262-7509

LANDSCAPE DESIGN KIT
unoscAFTEslsN KIT3

shmbs plants & more. 1ll'ocah
Stamp sizes from 1/4" to 1 3/4",
snso.uuhwskmcm or

>-< shtpn-m oy A

l:: MP CO.
e g Lk i i

v D.n.l
IPSTANTS PAGES of L_Phone or FAX orders to: 916- 687-7102
STAMP INFO. Call From YOUR FAX 707-429-0999 Doc #319

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 800/866-9667
ORDER FREE CATALOG MM98LL

LAWN SPRAY TRUCK

Lawn Spray Truck — 1990 7.3 International, 1,200-
gallon main tank, 200-gallon drop tank. Hannay elec-
tric hose reel, 300-foot 800-psi hose, Honda engine
with 20-gpm Bean pump. Asking $14,995. BROOKS
EXTERMINATING, INC. at 800/741-3670.

HYDRO-MULCHING

TurfMaker®

Simply Works Better

Better Hydro-Mulching
Better Grass Growing Results
Better Machine

800-551-2304
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INSURANCE NEW PRODUCT EMPLOYEE SEARCHES

Incredible Dumping Power Florapersonnel, Inc. in our second decade of perform- 1
* Fast * 2 Ton Capacity * 12V ing confidential key employee searches for the land- |
COMMERCIAL INSURANCE FOR * Easy Install * Just 10 Minutes scape industry and allied trades worldwide. Retained |

2 LAWN CARE FIRMS & Switches from Truck to Trailer Super Easy basis only. Candidate contact welcome, confidential

GREEN INDUSTRY SPECIALISTS One Bolt and always free. Florapersonnel Inc., 1740 Lake

; . Call now 888/715-9732 Markham Road, Sanford, FL 32771. Phone 407/320-

NP, Ineussnce APHE S S Dealers Wanted 8177, Fax407/320-8083. Email: Hortsearch@aol.com

providing comprehensive insurance pro-
rams to the Green Industry at competitive

grices. We back up this drgdicationp:rith a LAWN mmm m"m
staff of professionals who understand ev- RE(RIIIMII‘I

ery facet of your business, from marketing Join Century Rain Aid, America’s leading irrigation
to customer service. We know how to prop- and landscape lighting distributor, as we continue to
erly insure your company whether you're a grow. Century is now accepting applications for branch
sole proprietor or a multi-state operation. management positions. Irrigation experience and a
college education are preferred. Century offers industry
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

Website: http//www.florapersonnel.com

Just as your customers look to you for lawn
care advice, people come to us for insur-
ance advice because they do not want to
become insurance experts themselves. If
you want good advice, the right coverage
and competitive rates, please contact:

*Complete maneuverability (Zero tum & reverse) Employer. E-mail: briday@rainaid.com. Website:
Richard P. Bersnak, President *Non tiring & safe (an oy et o ing) www.rainaid.com
Jill A. Leonard, V.P. *Highly profitable (Aerate while you mow)
* Sulky adapter available GROWTH OPPORTUNITIES

800/886-2398
FAX:614/221-2203

M.F.P. Insurance Agency, Inc.
50 West Broad Street, Suite 3200 Lt b
Columbus, OH 43215-5917 g 0 Slmogieg 1 &t buma ey . Samsind
paction pr by other techniques is

| WAY EASY, INC. 1158 RANCHWOOD TR. WOODSTOCK, GA 30188
| FAX 770-501-5937 PHONE 770-591-5999

‘ REPLACEMENT PARTS & SUPPLIES Do T s

HELP WANTED

MANAGER Are

Large, progressive, Chicago area landscape firm seeks

manager for its maintenance department. At least 10 '“ll
years experience within the industry a must. Requires
excellent organizational and communication skills. A readv
degree in horticulture with additional courses in man-

agement/business preferred. Excellent salary and ben- tn make

efits package. Reply to: L&L, Box 397, 4012 Bridge

Avenue, Cleveland, Ohio 44113. a cnange?

MAINTENANCE MANAGERS & SUPERVISORS

The Brickman Group, Ltd., one of the nation’s largest We’ve been looking for you. Someone who
and fastest growing full-service landscape companies, possesses the skills, knowledge & motivation
has an immediate need nationally for maintenance to join our winning team of professionals. We
managers and supervisors. Brickman secks energetic, have lawn care speci.a!ist and_ lawn care sales/
team-oriented college graduates with proven leader- consultant opportunities available. Currently
ship, communication and interpersonal skills. Brickman operating 9 branches in NY, MA, NJ & CT
offers full-time positions, excellent advancement op- with plans to expand throughout the north-
portunities and exceptional compensation and benefits east & beyond!

with an industry leader building on a 59-year tradition

of uncompromising customer service. For immediate :?L::d”“ e— v
confidential consideration, please send or fax your Attn: Recruiting SavaLaW
resume with an indication of your geographic prefer- 205 Adams St.

Bedford Hills, NY 10507 THE NATURAL CHOICE

ences and willingness to relocate to: The Brickman
fax: 914-666-5843 A Nature's Trees, Inc. company

Group, Ltd., Corporate Office, 375 S. Flowers Mill
Road, Langhorne, PA 19047, 215/757-9630, EOE.

USE READER SERVICE #21
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EMPLOYMENT OPPORTUNITIES

LANDSCAPE FOREMEN

TREE CARE SALES

GreenSearch — Attention employers ... can’t find
good managers and supervisors? Or maybe you’rea job
secker looking for a new opportunity? We can help you!
Servingall Green Industry company categories through-
out the Southeast U.S. Candidates pay no fees. Call
GreenSearch toll-free at 888/375-7787, Fax 770/392-
1772. GreenSearch, 6690 Roswell Road, #310-157,
Atlanta, Georgia 30328-3161. Website:
www.greensearch.com

BRANCH MANAGER “TRAINEE"

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 theannual 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 average $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.

GREAT CAREER OPPORTUNITIES

Large, Charlotte, N.C., landscape company is seeking
highly qualified, self-motivated professionals. Positions
include:

* Maintenance Foremen

* Landscape Foremen

* Landscape Designer

* Horticulturist/Color Specialist

* Landscape Billing/Job Tracking
Send resume to The Metrolina Landscape Co., P.O.
Box 669003, Charlotte, NC 28266 or call 704/392-
9501.

DIVISION MANAGERS

Award winning, full-service landscape management
firm is seeking motivated individuals to build its senior
management team. Located in the fast paced San Fran-
cisco Bay Area, our growth has created the need for
division managers in Maintenance and Enhancement.
Top candidates will be good communicators, orga-
nized, customer-focused and understand a financial
statement. An Associate or Bachelor’s degree is pre-
ferred with five years experience in the commercial
field. We offer generous salaries and profit distribution,
company vehicle, health/dental/life insurance and
401 (k) with company match. Forimmediate confiden-
tial consideration, mail, fax or E-mail resume to:
Gachina Landscape Management, Inc., 1130 O’Brien
Dr., Menlo Park, CA 94025, Fax: 650/853-0430, E-
mail: jobs@gachina.com

T e o A o DT R

Lipinski Landscape and Irrigation, Inc., one of the
Northeast’s most recognized landscape design/build
and contracting firms, hasimmediate openings for ex-
perienced landscape construction foremen at our South-
ern New Jersey location. Applicants should be self-
motivated, energetic and ready for a fast paced, chal-
lenging position overseeing landscape projects of all
sizes. Full-time salaried positions, with an aggressive
benefit package including vacation, medical, 401 (k)
and bonus programs are available for the right candidates.
Mail or fax your resume including past salary history to:
David G. Magill
Lipinski Landscape & Irrigation Inc.
P.O. Box 605
Mt. Laurel, NJ 08054
Phone 800/524-2305
Fax 609/234-9037

DIVISION MANAGERS

Lightfoot’s The Landscape Management Company,
Southeast Texas’ premiere full-service landscape firm,
is currently seeking to fill key management positions in
its construction and maintenance divisions. Lightfoot’s
is in immediate need of eager, highly-motivated indi-
viduals to design, sell, estimate and supervise large land-
scape construction projects; manage rapidly growing
maintenance division; and supervise maintenance crews
as foremen. Each position offers generous salary/ben-
efits and outstanding advancement opportunities. Ap-
plicants must have experience and a willingness to
provide unparalleled service to each client. Please fax
resume and salary history to: 409/769-8156 or call
800/795-8955.

FIELD OPERATIONS MANAGER MAINTENANCE

Are you aggressive with strong organizational and com-
munication skills and like challenges? Do you have five
years experience running day-to-day field operations
comprised of 75 employees or more? We are a well-
established, full-service landscape company looking for
a field manager to oversee several area supervisors and
day-to-day field operations. Located in Arizona’s Greater
Phoenix area, we have been in business for over 23
years. If you are the right person for the job, we are
offeringa generoussalary, company vehicle, health and
dental insurance, 401(k) with generous company match,
and profit-sharing. Our starting package is $30,000 to
$45,000 depending on past success and experience.
Five years minimum experience in the landscape indus-
try. Please send your resume to 3747 E. Southern,
Phoenix, AZ 85032.

LAWN CARE/IPM SPECIALISTS

Connecticut’s best tree care company, located in
Fairfield County, has developed a Lawn Care Division.
We need qualified, motivated, lawn care/IPM special-
ists to grow with our successful company. Must obtain
CT supervisory license and have two years experience
and/or a degree in Horticulture/Agronomy. We pro-
vide year-round employment to a qualified individual,
plus medical and dental insurance and paid vacation.
Starting salary $30,000 plus, depending on experience
and qualifications. Send resume to Bob Horan at Bruce
S. Pauley Tree Care, Inc., 88 Main St., New Canaan,
CT 06840, or call 203/966-0869 for an appointment.

TREE CARE SALES

BARTLETT TREE EXPERTS, the

w international leaderin scientifictree
BARTLETT care, is looking for self-motivated
individuals seeking a challenging
and rewarding career in TREE
CARE SALES. Current openings
existin LONG ISLAND, New York.

Along with sales experience, the ideal candi-
date should possess a degree in ornamental
horticulture / arboriculture / urban forestry, or
a related field.

We offer:
On-going training by scientists of the
Bartlett Tree Research Laboratories.

Excellent compensation package,
including: Medical Benefits, Company
Car, 401K, efc.

Please send or fax a detailed resume to:
Gregory S. Daniels, 66 Wooster Heights,
Danbury, CT 06810; Fax (203) 748-3048.

BARTLETT TREE EXPERTS
Scientific Tree Care Since 1907

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 industry
excellence and have a desire to make a difference in a
growing company. Company vision and mission state-
ment will be provided upon request. Excellent pay and
benefits, 401k — profit sharing. Send or fax resume
(Attn: President) to: 253/848-8187, P.O. Box 1118,
Puyallup, WA 98371.

BERMUDA CAREERS IN HORTICULTURE

Unparalled growth has created several positions to be
filled immediately. Landscape and resort mainte-
nance team leaders, arborists, chemical applicators,
and sprinkler technicians. Only certified profession-
als, bachelors degrees preferred, need apply. All appli-
cants must include references and salary history to be
considered. Contact Sousa’s Landscape Management
Co. Ltd. at 441/238-1797 or fax 441/238-3507.
Email: jsousa@slm.bm

WANTED 10 BUY
HYDROSEEDERS & STRAWBLOWERS

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
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franchising
(continued from page 43)

Dugan agreed that prospective franchi-
sees should take a long, hard look at the
value they would receive in return for roy-
alty payments.

“An accounting system is helpful to
have, but that can also be provided by
hiring a bookkeeper,” she explained. “An 8
to 10 percent royalty is a lot of money, and
there needs to be value returned for it that
the business couldn’t get otherwise.”

“The assembling of net worth is the
piece of the puzzle that a lot of potential
franchisees don’t think about when they’re
looking at purchasing a territory,” Oyler
noted. “If I decide to sell my business, I
want to find another vehicle where my
money will compound as rapidly as it did in
my company. Franchising lets the owner
operator retain those returns and build net
worth inside the company.”

Kernaghan cautioned that not all fran-
chise systems offer the same investment
potential. “Different franchisors position
themselves differently — some are income
replacement setups, and some help owners
build equity as the frachisee puts effort into
the company,” he explained.

AN INSIDE PERSPECTIVE. Jack MacArthur
knows all about being a franchisee, having
owned a Lawn Doctor operation in East
Brunswick, N.]., for 16 years. Previously,
he had spent 20 years in real estate.

He didn’t try to paint a picture of fran-
chising as the perfect solution. “Putting
together weekly, monthly and yearly re-
ports are a challenge, and all of the T's have
to be crossed and the Is dotted,” he noted.

But MacArthur had little trouble identi-
fying the benefits of being a franchisee.
“The marketing support was so much more
extensive than a local entrepreneur could
afford,” he commented. “I also had all of
the technical support I needed, and the
benefit of using the experiences of another
franchise in some other market when I was
faced with a similar decision.”

While the benefits of the franchise busi-
ness model are obvious for someone such as
MacArthur, who knew little to nothing
about lawn care when he started, Wayne
Meade was already performing lawn care
services for his clients when he purchased a
Spring-Green franchise in Midlotian, Va.

“We started out in maintenance, and we
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still have a separate mowing company,”
Meade explained. “When we had the op-
portunity to buy the franchise, we saw that
we could get some support and marketing
power that we couldn’t afford on our own.
We also believe that being associated with a
national franchisor brings a lot more stabil-
ity and security than being independent.”

As for the royalties? Meade admits they
are difficult to accept at times, and he is
concerned about how valuable they’ll be to
his company as he becomes even more
experienced. “The challenge will be after
I've had the franchise for 10 or 15 years and
I've figured out how everything works,” he
admitted. “I think it’s going to get harder
and harder to pay that royalty then.”

MacArthur, however, said he never lost
sight of the value he received for his royalty
payments. “That royalty fee is where our
equipment came from, where our market-
ing efforts came from and where our sup-
port came from,” he pointed out. “Yes, it’s
money, but we wouldn’t have had that
name recognition or all of the customers we
had without it.”

FRANCHISING THE FUTURE. While all of the
individuals interviewed for this article have
an obvious stake in the success of franchis-
ing, they were generally in agreement that it
will represent an increasingly attractive op-
tion for the independent contractor to con-
sider, especially as consolidation continues.
“Franchising basically provides a tuck-
in strategy to the marketplace,” noted Oyler.
“Some owners choose not to be acquired
and decide instead to compete. In doing so,
they face a large challenge because these
large organizations are going to grow their
businesses through acquisition and direct
marketing. Their strategy will be to take
business away from smaller companies.
“Our franchise model is based on the
philosophy that the owner operators, which
are the backbone of this industry, can run
their businesses more effectively than cor-
porate giants can,” continued Oyler. “A lot
of customers want high touch service from
their service providers, and big companies
can’t always provide that as well as smaller
companies or franchisees.”

The author is Editor of Lawn & Landscape
magazine.
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Catch the rising star in the
landscape maintenance industry.

If you're looking to increase the size of your lawn maintenance service,
shoot for the stars and look at a U.S. Lawns franchise. Over the years,
U.S. Lawns has become a shining example of what a professional
landscape maintenance service should be. With the guidance of
U.S. Lawns' team of professionals, we'll show you, step-by-step,
how to grow your business, maximize efficiency and cut costs.
You'll be recognized as a company with a growing reputation
for getting the job done right the first time. For more information
on becoming a U.S. Lawns franchisee, call us at 1-800-US LAWNS.
And become part of an all-star team today.

www.uslawns.com

USE READER SERVICE #89


http://www.uslawns.com
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