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M E E T K E N SILVERS from Findlay, Ohio, "Flag City USA/ 
Five years ago, he started his own lawn care business after five years 
of experience in the industry. 

Y His BUSINESS FOCUS: "specializing in high quality 
residential lawn care." 

1 His COMPETITIVE ADVANTAGE: "outperforming 
larger crew-driven companies who have lost the personal 
touch and attention to detail." 

That's where the Walker Mower comes in the picture. Organizing as a 
one-man operation required top quality, productive, efficient mowing 
equipment. It's working! Ken Silvers' little company is growing and 
prospering and getting the job done...operating Walker Mowers over 
3,000 hours. 

^ Walker is proud to have many of the largest landscape maintenance 
companies around the world using our mowers. . .but we salute the 
thousands of professional one-man, one-woman, and small businesses 
who are using Walker Mowers to build an opportunity for themselves. 

business is 

large or 

small or just 

a dream that 

is starting to 

become a 

reality. 

I will never be too big or busy to service 
my customers/' —Ken Silvers Visit us at the GIE Show, Booth #642 

i\ Free Video 
Available • 

For your Free video, call 1-800-828-8130, 
l tept 027-1. ($3.95 shipping charge. 
Visa/MC accepted.) Or send check or 
money order for $3.95 payable to: Video 
Fulfillment Services, 027-1, P.O. Box 
385070, Minneapolis, MN 55438. 
Allow 2-4 weeks delivery. 

W A L K E R M A N U F A C T U R I N G C O . 
5925 E. HARMONY ROAD • DEPT. L L 

FORT COLLINS, COLORADO 80528 • (800) 279-8537 
www.walkermowers.com 

USE READER SERVICE # 9 5 
Independent, Family Owned Company 

Designing and Producing Commercial Riding Mowers since 1980 

http://www.walkermowers.com
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traces pesticide product development through from discovery to 

distribution P 1 
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"A year from now, 

you will wish you 

had started today/' 

- Karen Lamb 

Bob West 
Editor 

t will never go away, in all likelihood. Instead, it's a fact of doing 
business in this industry. 

The 'it' in question here? The fact that portions of the general 
populous will forever decry the industry's use of pesticide products to 
deliver a healthier, more attractive landscape. 

The following information appeared in an article entitled, "Greener 
Grass vs. Cleaner Water; Effort to Cure Bay Does Little About 
Doctoring Lawns," in The Washington Post. 

"Ehrlich Green Team is in the business of providing a fragrant piece 
of the suburban American dream: thick, emerald-green grass. The 
Pennsylvania-based chain of lawn care franchises makes liberal use of 
fertilizer and applies chemicals that show weeds and bugs no pity." 

The article goes on to discuss how such "liberal" use of these 
products threatens the health of the Chesapeake Bay in Maryland, at 
least in the eyes of environmentalists and state conservation experts. 

"For those who worry about the Chesapeake, therein lies a predica-
ment: how to persuade suburbanites to moderate their visions of the 

ideal lawn so as to limit reliance on the fertilizers that wash into the 
water, fueling environmental ills such as oxygen-choking algae 
blooms and the toxic microbe Pfiesteria piscicida," said the article. 

Currently, the agricultural community is receiving the lion's 
share of the criticism in Maryland, and a state law passed there this 
year imposed controversial limits on the amount of fertilizer 
farmers could apply. Lawn care operators must abide by the same 
guidelines, but only on properties of three acres or larger. 

Toward the end of the article, a green industry voice is finally 
heard. Kirk Hurto, vice president of technical services for TruGreen-
ChemLawn, shared a widely held view that turfgrass in fact demands 
more fertilizer requirements than the maximum three applications 
recommended by the University of Maryland's Cooperative Extension 
Service. 

But the article offers no direct quotes from Hurto and limits his 
contribution to just one paragraph before returning to conservation-
ists' views that "thorough environmental protection demands a cul-
tural breakthrough ... a refashioning of lawn aesthetics that ditches the 
notion that the perfect turf is uniform and utterly free of weeds." 

Such an article illustrates how committed contractors must be to 
making sure that a complete picture of the facts is presented at all times. 
Obviously, such efforts may not always yield positive results, particu-
larly when other individuals control the flow of information. 

But articles such as this one have the potential to sway public 
opinion, and allowing this to happen without telling the industry's 
story as well leaves the industry no one to blame but itself. ID 
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01 n February, they were the first ones out of the gate with a plan born out of 
a futuristic vision of the green industry. 

LandCare USA, Houston, Texas, was developed with a clear goal of de-
veloping a national commercial landscape company that could grow aggres-

sively by selling stock, raising a tremendous amount of capital and offering 
contractors an opportunity unlike any other in the industry. 
As it turned out, however, LandCare USA was followed out of those gates by 

TruGreen-ChemLawn, Memphis, Tenn., which spent the 1990s turning under-
achieving lawn care companies into a cash producing behemoth. And TruGreen-
ChemLawn made it clear from the start that it was serious about having the same type 
of success in the landscape maintenance industry. 

As Dave Slott, TruGreen-ChemLawn president and chief operating officer, said 
when his company acquired both Orkin Lawn Care and Orkin Plantscaping, its first 
aggressive move into interior plant care, in the second quarter of 1997, "We don't feel 
we're number two in anything. We're in this business to compete, and you can read 
into that what you want." 

Indeed, the same philosophy is clearly true for landscape maintenance as 
TruGreen-ChemLawn's acquisition of LandCare USA put it on a path to be the clear 
market leader before long, while at the same time leaving many folks wondering what 
happened to LandCare USA's master plan. 
THE DEAL. In the agreement between the two companies, TruGreen-ChemLawn's par-
ent company, ServiceMaster, Downers Grove, 111., will acquire LandCare USA in a 
stock for stock swap. This will create a landscape maintenance and installation com-
pany with reported annualized revenues in excess of $400 million that services 2,500 
customers through more than 100 locations nationwide. 

LandCare USA shareholders will receive a fraction of a share of ServiceMaster 
stock - approximately 0.55 shares, which would be valued at $11 - for each share of 

Just nine 
months after 
announcing 
its formation 
and aggressive 
long-term 
growth plan, 
LandCare 
USA sells to 
TruGreen-
ChemLawn. 



LandCare USA stock they own. In essence, 
LandCare USA shareholders would trade 
two shares of their stock, which closed at 
$8 per share on Oct. 30, for one share of 
ServiceMaster stock, which closed that 
same day at $21,125. The deal is still sub-
ject to approval by the Federal Securities 
and Exchange Commission and at least 51 
percent of the LandCare USA sharehold-
ers, and it is expected to close early in the 
second quarter of 1999. 

"Following the merger, TruGreen-
ChemLawn will command the number 
one position in the $20-billion commercial 
landscape market," noted Carlos Cantu, 
chief executive officer of ServiceMaster in 
a press release announcing the deal and 
confirming that the company is far from 
done with its plan. "We launched our 
landscape operations early in 1998 and 
believe we are off to a tremendous start in 
a market that is ripe for internal growth 
and future consolidation." 

Although not all of the structural de-
tails will be worked out for some time, 
Bill Murdy, LandCare USA chairman, 
chief executive officer and president, will 

"We don't feel were 
number two in anything. Were 
in this business to compete, and 
you can read into that what you 
want." — Dave Slott 

be named president of the newly formed 
division of TruGreen-ChemLawn. Murdy 
will report directly to Dave Slott, and Paul 
Anderegg, who has been senior vice presi-
dent of operations for TruGreen-
ChemLawn, will become chief operating 
officer of the new operation. One indi-
vidual whose role is suddenly unclear in 
this organization is Craig Ruppert, 
founder of Ruppert Landscape Company, 
Ashton, Md. Upon sale of his $45 million 
company to TruGreen-ChemLawn in Sep-
tember, Ruppert was named senior vice 

president of the landscape management di-
vision of TruGreen-ChemLawn with re-
sponsibilities for the day-to-day operations 
of the new organization. 

"Suffice to say, Craig Ruppert is a very 
important part of our organization and he 
will certainly be an important part of this 
group's upper management," Slott asserted. 

THE PLAYERS. At the time it announced its 
formation and public stock offering plans, 
LandCare USA consisted of seven found-
ing member companies totaling approxi-
mately $118 million in revenues, although 
$50 million of those revenues came from a 
line clearing company, Trees Inc., Hous-
ton, Texas, that many industry observers 
felt didn't fit the mold of a landscape 
maintenance company. 

After a briefly delayed and somewhat 
disappointing stock offering that saw 
LandCare USA go public at $8 a share 
(members of the organization had been ex-
pecting an opening price between $10 and 
$14 a share) in June, LandCare USA be-
gan making good on its promise to grow 
rapidly through acquisition. As of press 

time for this article, the com-
pany had acquired a total of 
20 additional companies and 
$237.4 million in revenues to 
add to those first seven com-
panies' $118 million. 

Meanwhile, TruGreen-
ChemLawn's foray into land-
scape maintenance was 
equally eye-catching, but 
more because of the indi-

viduals it was acquiring along with its com-
panies to run its new division - Rich 
Akerman, Northwest Landscape Industries, 
Tigard, Ore.; David Minor, Minor's Land-
scape Services, Fort Worth, Texas; Joe 
Skelton and Bill Killmer, Lifescapes, At-
lanta, Ga.; and the aforementioned Craig 
Ruppert are among the most respected 
names in the industry. 

Competition to attract and acquire 
such successful companies drove acquisi-
tion prices skyward with offers commonly 
between six and 10 times a company's 

EBITDA (earnings before interest, taxes, 
depreciation and amortization), according 
to one contractor who has had conversa-
tions about selling his company to 
LandCare USA and TruGreen-
ChemLawn. 

A logical question to ask in the after-
math of this deal is what happens now to 
the market of landscape companies looking 
to sell. "I would guess the value of my 
company in a sale went down somewhat 
with TruGreen-ChemLawn's acquisition 
of LandCare USA," noted the contractor 
who had selling conversations with these 
two organizations. "Also, I have to ques-
tion how this fits with what TruGreen-
ChemLawn has been saying all along is its 
strategy of creating a national footprint of 
top-notch leaders in the industry and then 
a rollup strategy to fill in key areas. This 
deal was done so quickly that you know 
they couldn't have done due diligence on 
each LandCare USA company, so it had 
to be driven just by numbers." 

WHAT THEY'RE SAYING. "We saw this as an 
opportune time for the benefit of both 
companies' shareholders," noted Slott. 
"We felt there was a market opportunity 
for us and both boards agreed that we are 
stronger together than apart. 

"Ultimately, we're still married to syn-
ergies between TruGreen-ChemLawn's in-
frastructure and our landscape division to 
benefit our employees and our customers 
as a single source provider nationwide of 
services encompassing interior and exte-
rior landscape services," Slott continued. 

"Making it work now will be a chal-
lenge," said Minor, who is now the vice 
president for the Southern Division of 
TruGreen-ChemLawn. "We've had some 
experience with integration already but it's 
always a challenge. This deal takes it to a 
whole different level, and some entrepre-
neurs will have to learn to work well in a 
corporate environment." 

Some of the challenges of establishing 
structure may include the departure of 
some individuals from the organization. 

"In all of the markets we both serve we 



Where They're At 
With the most recent acquisition of LandCare USA, the 
following is a current listing of the companies that have been 
acquired by TruGreen-ChemLawn. 

LandCare USA 
f . Arteka Corp., Eden Prairie, 
2. Arteka Southeast, Atlanta, GA 
3. Church Landscape Co., Lombard, IL 

Clean Cut, Austin, TX 
5 . Continental Landscape Management, Phoenix, 
6 . Desert Care Landscaping, Phoenix, AZ 
7 • Four Seasons Landscape & Maintenance, Foster City, CA 

Gator & Gator Landscape, Longwood, FL 
9 . Green Tree, Atlanta, GA 
Í O . Ground Control Landscaping, Orlando, FL 
/ / . Horticultural Industries, Sarasota, FL 
f 2 . Landscape Resources, Dallas, TX 
/ 3 . Landscape West, Anaheim, CA 
t 4 . Landtrends, San Diego, CA 
f S . Lighthouse Landscape, Hilton Head, SC 
t 6 . Pacific Environmental Landscape, Los Angeles, CA 
f 7 . Redwood Landscape, Santa Rosa, CA 
t Z . Schumacher Landscaping, Boston, MA 
f 9 . Southern Tree & Landscape Co., Charlotte, NC 
2 0 . Trees Inc., Houston, TX 

California Landscape Co., Anaheim, CA 
Cook's Landscaping, Austin, TX 
Earth Management, Boston, MA 
Environmental Design Group, Atlanta, GA 
Environmental Landscape Services, Houston, TX 
Evergreen Landscape, Austin, TX 
Landscape Concepts, Houston, TX 
Lifescapes, Atlanta, GA 
Minor's Landscape Services, Fort Worth, TX 
Northwest Landscape Services, Portland, OR 
Otey Brothers, Westboro, MA 
The Ruppert Landscape Co., Ashton, MD 

Total annualized revenue of TruBreen-Chemlawn: $140 million 

Total annualized revenue of LandCare USA: $237.4 million 



will need to bring people together and con-
solidate in some cases," Akerman noted. 

Just as the announcement of TruGreen-
ChemLawn's formation of a landscape divi-
sion in February was accelerated by the de-
velopment of LandCare USA, this deal puts 
TruGreen-ChemLawn on a quicker time 
table than it had planned. 

While no specific details were offered, 
Slott expects to continue on this acquisition 
path. 

"We have identified ourselves as a key 
player that wants to be a national player in 
the maintenance industry, and we will con-
tinue to make acquisitions as they make 
sense for us strategically," Slott added. 

In fact, both companies are expected to 
continue with acquisitions while working 
to close this deal. An internal memo from 
Murdy to all LandCare USA employees 
that was obtained by Lawn & Landscape 
said, "The combined landscape operations 
should have annualized revenues of ap-
proximately $500 million at the comple-
tion of the merger early next year." 

Later in the letter, Murdy wrote, "By 
the end of 1998 LandCare on its own ex-
pects to exceed $300 million in annualized 
revenues... Given the size of the industry 
this is just the beginning." 

Murdy commented that little will 
change for his organization in terms of 
what it is accomplishing. 

"We are now simply building a substan-

"By the end of1998 LandCare 
on its own expects to exceed $300 mil-
lion in annualized revenues... Given 
the size of the industry this is just the 
beginning. " — Bill Murdy 

tial entity inside of another substantial en-
tity, instead of building a substantial entity 
as a stand alone organization," he ex-
plained, adding that LandCare USA was 
surprised when it was first approached by 
representatives of ServiceMaster regarding 

the acquisition possibility. 
Akerman, who is now vice president of 

the Western Division for TruGreen-
ChemLawn, said any potential concerns 
that TruGreen will dominate the industry 
should be dismissed. 

"We're not a Microsoft," Akerman 
commented. "Yes, we're nearly $500 mil-
lion in sales, and yes, we'll continue to 
grow. But we're not a monopoly in an in-
dustry this large." 

Minor agreed with Akerman. 
"ServiceMaster is obviously showing tre-
mendous confidence in this industry and I 
don't see where this hurts smaller compa-
nies," he commented. "People can look at 
it as an opportunity or the end of their 
business. It all depends on if they have an 
optimistic or pessimistic attitude." 

Much of the initial reaction by those in 
the industry contacted and informed of the 
deal by Lawn & Landscape centered around 
questions regarding LandCare USA's abil-
ity to continue financing acquisitions and 
satisfy its founding members with a lagging 
stock price. (After opening at $8 a share 
and soon climbing above $10 a share, the 
stock fell as low as $5 a share and remained 
in the $6 range until climbing to $8 in late 
October.) Murdy was steadfast in his de-
nial that LandCare USA was having diffi-
culty financing the closing of acquisitions, 
but he didn't hide his disappointment with 
the stock's performance. 

"This deal was not 
directly tied to stock 
performance," he said. 
"Yes, we had hoped to 
be awarded a higher 
multiple but we recog-
nized that we had to 
produce results. Thus 
far, we've only reported 
one quarter's results 
and our second 

quarter's results will be in line with ana-
lysts' estimates. 

Both Slott and Murdy expressed a hope 
that the industry at large will view this de-
velopment as a positive for contractors in 
general. 

THE BIG PICTURE. What this deal means for 
the industry is obviously yet to be deter-
mined. TruGreen-ChemLawn estimates 
the revenues for its new landscape divi-
sion is approximately $430 million with 
the acquisition of LandCare USA. This 
would put the company on ground com-
parably to Environmental Industries, 
Calabasas, Calif., the parent company for 
Environmental Care, Valley Crest, Valley 
Crest Tree, Valley Crest Golf, and U.S. 
Lawns. According to Burt Sperber, chief 
executive officer of Environmental Indus-
tries, that company's 1998 revenues 
should be $425 million from its more 
than 70 operating centers. 

Sperber said that the only affects the 
development of LandCare USA and 
TruGreen-ChemLawn's landscape divi-
sion have had on his organization so far 
have been positive. 

"It has really eliminated some compe-
tition for us," Sperber noted. "Take the 
Atlanta market for example. A number of 
the biggest companies in that market have 
been acquired now by TruGreen-
ChemLawn, but only one of them will be 
able to bid on a project at one time or else 
it would be collusion." Sperber added that 
while he has had various conversations 
about different consolidation possibilities 
involving Environmental Industries with 
representatives from LandCare USA and 
TruGreen-ChemLawn, he is satisfied to 
keep the company operating indepen-
dently for now. 

The other organization people are 
wondering about at this time is the 
Brickman Group, Long Grove, 111. After 
securing venture capital early in 1998 for 
the purpose of financing acquisition 
growth the company has been relatively 
quiet aside from a few acquisitions in the 
first half of the year. 

Scott Brickman, president of the com-
pany, could not be reached for comment for 
this article. -Cindy Code and Bob West Q] 

The authors are Group Publisher and Editor 
0/Lawn & Landscape magazine, respec-
tively. 
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WASHINGTON, D.C. -
Allen James, executive director 
of Responsible Industry for a 
Sound Environment, is as 
close to the regulatory situa-
tions surrounding pesticide 
products as anyone. He of-
fered his thoughts about the 

For the most party 

activists have found that 

their objectives are more 

easily achieved at the 

local levely and to some 

degreey at the state level. 

status of the movements that 
threaten contractors' way of 
doing business. 

"We have always faced the 

reality of activists opposed to the 
development, registration, mar-
keting and use of pesticides," 
James pointed out. "What's hap-
pening now, however, is that ac-
tivists have found a new venue 
and a new instrument of attack 
on our industry. No longer are 

we confronted on a regu-
lar basis at the federal 
level. For the most part, 
activists have found that 
their objectives are more 
easily achieved at the lo-
cal level, and to some de-
gree, at the state level." 

In particular, contrac-
tors in Oregon, Wash-
ington and Texas may 
soon find themselves 
faced with new pesticide 
use reporting laws, and 
legislators in North 

Carolina are considering a pesti-
cide phase-out ordinance mod-
eled after the controversial law 
passed in San Francisco. 

(Source: Irrigation Association) 

RISE-ing TO 
THE OCCASION 

COUNTING EVERY DROP 
As water continues to become a more valuable commodity, 

particularly in rapidly growing areas with less rainfall, 

landscape irrigation comes under more stringent attacks. A 

study by the Irrigation Association, however, indicates how 

minor a role in water use landscape irrigation actually plays. 

Of the 25 percent of the United States' fresh water supply 

that is withdrawn from streams, lakes and aquifers, just 2.9 

percent of that amount goes to irrigating landscapes. 

Meanwhile, the agricultural industry uses nearly 80 percent of 

that 25 percent. 
Agriculture Industry power Domestic livestock 

Fresh water supply used 
Landscape 

"It's obvious the goal [of 
Oregon activists' plan] is to 
produce a website showing 
where pesticides are applied, es-
pecially in proximity to schools, 
encouraging 
public activ-
ism against 
pesticide use," 
noted Fred 
Langley, 
manager, 
state govern-
ment rela-
tions for 
RISE. 

James 
noted that al-
though inter-
est in national 
and interna- Allen James 
tional envi-
ronmental organizations seems 
to be diminishing, the develop-
ment of the Internet enables 
various individuals and groups 
to communicate easily regard-
less of their location. 

"A factoid created in New 
York today becomes factual tes-
timony in California at some 
local level tomorrow," James 
said. "Ideas, plans, anecdotes 

and action schemes are simply 
transmitted from one location 
to another, and calls for ac-
tion occur almost instanta-
neously now." 

At the 
same time, 
single issue 
activists are 
as formi-
dable a force 
as ever. 

"Now, 
the true ac-
tivists will 
fight almost 
any battle, 
once a cause 
has been 
identified, 
but they will 
withdraw if 

the battle heats up, that is, if 
industry fights back with real 
facts," James explained. 
"However, our problems at 
the local level today come 
from the 'true believer.' A true 
believer never gives up, never 
gives ground, regardless of fact 
or opposition effort. The only 
truth is their truth. They have 
one issue, and they will push 

i 
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that issue, and they will push 
that agenda forever." 

This is where it is crucial 
that members of the industry 
become active communicating 
the truth about products under 
attack, such as pesticides and 
gasoline-powered blowers. 

"Unfortunately, when 'true 
believers' present themselves to 
the local municipality or to the 
local school board, they seem 
to have more knowledge about 
the topic than anyone else lo-
cally," James noted. 

MONSANTO, AHP (AIL 
OFF S34 BILUON DEAL 
NEW Y O R K - O n e of the 
largest deals ever simply turned 

(continued on page 10) 

PEOPLE 
R Robert Dolibois George Jimenez 

obert Dolibois, executive vice president of the American Nursery and 
Landscape Association, joined the American Society of Association Executives as 

chairman of the board of directors. 
Hunter Industries appointed Jim McGovern and George Jimenez to East Coast District sales managers and 

Michael Cucchiara as Eastern Division sales director. 
The Garick Corp. promoted Cassandra Kellogg from a representative in the customer service/accounts 

receivable department to the regional sales representative servicing northern Ohio. 
EPIC of Wisconsin announced the following promotions; Tom Wellnitz from vice president to chief financial 

officer, Sandy Schmieder from executive producer/account manager to vice president and Gina Stoffel from 
graphic designer to graphic designer/print coordinator. 

Joseph Berg and Darcy Turner joined Biohabitats as senior ecologist and stream restoration specialist, 
respectively. 

Briggs & Stratton named Pete Hotz vice president of engineering in the Utility Engine Division. 
Bill Barnhart became national sales manager for Sea Gull Lighting. 
Landscape Maintenance Group named Michael Gaffney general manager. 
Teresa Howe joined PanAmerican Seed Co. as product representative. 
Ray Hubler was named vice president of operations for NationsCredit's Outdoor Power Equipment Industry Portfolio. 

Kasco Display Aeration 
Attractive Water Quality Management 
At Affordable Cost (from under $1,000*)! 

Large Display Patterns: F 2 4 0 0 / V F - 12' W x 37a' H 
F 3 4 0 0 / V F - 1 5 1 / 2 r W x 4 1 / 2 , H 

SHIPPED VIA 
Manufactured by: 
KASCO M A R I N E , INC., 800 Deere Road, Prescott, Wl 54021-1241 
(715)262-4488 • FAX (715) 262-4487 

*Suggested list price, freight and taxes not included. 
M A R I N E , I N C . 



What's not to smile about? CLIP users report saving $20,000 a year, just in payroll. 
(That's not to mention the savings in accurate scheduling, precise routing, easy billing & thorough job costing.) 

Here's s o m e typical CLIP Users ' c o m m e n t s : 
"Since purchasing CLIP, my business has grown dramatically Monthly grosses are up 70% from last year, with half the 
paperwork!" Jethro Montgomery, Montgomery Mowing Service 

" Without CLIP my business would be an organizational nightmare. Saves time, time, time." Mike Fanning, Grassmasters 

"CLIP has given me more time to spend with my family." Mark Bailey, Sonshine Lawn Service 

" We're unable to imagine our company operating without the efficiency, speed, and power of CLIP" Joan staiiard, 

Four Feet to the Yard 

"We love CLIP; it has improved efficiency and PROFIV." Deresa and Jim Helems, Oak Hill Landscaping 

"CLIP saves me two days, minimum, of office paperwork." Martin Allen, Environmental Expressions 

"Before CLIP , billing used to take me 16 hours with 75 customers. Now with 225 customers it takes me 4-6 hours." 
Mark Perschel, Perschel Brothers Services 

"It has let me organize the company and run jobs without the owner being in the shop every morning" Pam, Neiii Enterprises 

"Have anyone call me for a testimonial!" Mark Erbesfield, GreenMark 

Scheduling. Routing. Billing. Job Costing. 
Automatically. 
^ — » r 7 e e 

GDL 
Call 800-635-8485 or visit www.clip.com 

Ask About Our Fully Functional Free Demo 
W h a t a r e you wait ing for? 

http://www.clip.com
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(continued from page 8) 

out to be the largest deal to 
ever fall apart when Monsanto 
and American Home Prod-
ucts, the parent company for 
American Cyanamid, an-
nounced the termination of 
their merger plans due to gov-
ernance issues. 

Under the initial merger 
plans, the companies' CEOs 
intended to share control over 
the new company, but accept-
able details could not be 
worked out that would allow 
it to happen. 

EQUIPMENT FORECAST 
SHOWS GROWTH 
ALEXANDRIA, VA. - The 
Outdoor Power Equipment 

NOV. 18 Mid-America Green Industry DEC. 9-11 Rocky Mountain Regional 
Council's Recertification and Technician Turfgrass Association Turf Conference 
Training for Turf and Ornamentals, and Trade Show, Denver. Contact: 303/ 
Kansas City. Contact: 816/561-5323. 770-2220. 

DEC. 1 Vermont Greenscape Association's JAN. 3-5 The Western Nursery and 
Turfgrass Conference and Trade Show, 
White River Junction, Vt. Contact: 802/ 
773-7833. 

DEC. 7-10 Ohio Turfgrass Conference, 
Columbus, Ohio. Contact: 614/760-5442. 

DEC. 8-10 Georgia Turfgrass Show, 
Atlanta. Contact: 770/975-4123. 

DEC. 9 Southern California Turfgrass 
Council, Buena Park, Calif. Contact: 800/ 
500-7282. 

DEC. 9-10 Tree Chemistry with Just a 
Little Fear, Portsmouth, N.H. Contact: 
603/436-4804. 

Landscape Association Annual Meeting 
and Trade Show, Kansas City, Mo. 
Contact: 816/233-1481. 

JAN. 4-FEB. 19 University of 
Massachusetts Winter School for Turf 
Managers, Amherst, Mass. Contact: 
413/545-2484. 

JAN. 5-7 Eastern Pennsylvania 
Turfgrass Conference and Trade Show, 
King of Prussia, Penn. Contact: 814/ 
863-3475. 

JAN. 11-15 Advanced Landscape IPM 
Short Course, College Park, Md. 
Contact: 301/405-3913. 

Plant Health Care, Inc. otters a comprehensive line 
ot mycorrhizal fungal inoculants, biopesticides, 
biofertilizers and water management products, 
specifically formulated to help maintain optimal 
growth and quality. 

PHC" Transplant Survival Kit 
We've put two great products into one 
package to get your plantings off to the best possible start. 
Mycor" Tree Saver" Transplant inoculant is used to inocu-
late trees and shrubs with beneficial mycorrhizal fungi at 
planting time. Healthy Start" 12-8-8 Biofertilizer Tablets 
enrich the soil and provide nutrition for healthy consistent 
growth for most tree and shrub species. 

Mycor" Tree Saver" (Healthy Roots) 
+ Healthy Start" (Soil Nutrition) 

TRANSPLANT SURVIVAL 

ip r r a l Healthy StartM 

I I 3-4-3 Biofertilizer 

I B A totally natural fertility 
| & 9 H system for new flower 

plantings and gardens. 
• m m J Healthy Start" contains 

NPK and a range of micronutrients derived 
from organic plant and animal proteins, com-
bined with humic acids to recondition poor 
soils, and nitrogen fixing and phosphorus 
solubilizing bacteria. 

PHC 
Biofertilizer I Q K 5 3 

| n H A dry, water soluble 
I biofertilizer with beneficial 

B S B S ^ I bacteria for promoting root 
H I growth, branching and flow-

ering of container, ornamental and bareroot plants. 
Contains spores of nitrogen fixing, phosphorus 
solubilizing and growth promoting bacteria, 
together with yucca, seakelp, humic extracts, 
amino acids and vitamins. BioPak" Fe is also 
available for Iron deficient plants and grasses. 



ASSOCIATION NEWS 

0 he Orange Gounty/Long Beach Chapter of the California Landscape Contractors Association recognized 
57 landscapes during its Annual Beautification Awards. Wade Roberts, Sherman Gardens, received the 
Meridien Award for lifetime contribution to beautification of the environment; Greg Grisamore, Richard 
Taylor and Associates, received the Sweepstakes Award for best overall entry; and Ruben Flores, 

Visionscape, won the President's Award for best entry in any landscape installation category. 

The Professional Grounds Management Society wil l debut its updated Estimating Guidelines publication at the 
Green Industry Exposition, Nov. 14-17, Nashville, Tenn. The book includes updated figures on estimating landscape 
maintenance costs. 

Deadline for entry into the National Landscape Association's 1998 American Garden Awards is Dec. 1. Landscape 
professionals are eligible to enter residential and commercial properties. Membership in NLA or the American 
Nursery & Landscape Association is not required to enter. For more information, call ANLA at 202/789-2900. 

The Professional Lawn Care Association of America is offering Richard Gerson's "Great Customer Service for Your 
Small Business" and "Beyond Customer Service." For more information, call PLCAA at 800/458-3466. 

Alvaro Somoza, American Farms, was elected 47th president of the Florida Nurserymen & Growers Association. 

MARKET TRENDS 
Institute sees a positive trend 
continuing for manufacturers 
of commercial mowing ma-
chines. OPEI estimated that 
the future of commercial turf 
care equipment looks promis-
ing through 1999, according 
to their annual forecast. 

The September 1998 re-
port indicated that all types of 
commercial riding rotary turf 
mowers will increase in 
United States shipments by 
10.8 percent for the 1998 
model year (Sept. 1, 1997 to 
Aug. 31, 1998) and 6.6 per-
cent in 1999, pushing ship-
ments to 61,891 units. 

Intermediate size walk-be-
hind rotary mowers are show-
ing an increase of 9.7 percent 
for model year 1998 to 
52,985 units and 1.3 percent 
for 1999 to 53,674 units. I D 

Y O U R P L A N T S 

Call Now and Receive a 
Sample of PHC" BioPak 

VISIT US AT THE GIE SHOW BOOTH # 5 6 0 
All PHC Products are available directly from Plant Health Care, Inc. 

1-800-421-9051 
www.planthealthcare.com 
Not valid with any other offers Green tof l ie" . Yuccah". PHC', MycorTree*. Mycor". BtoPak" Terra-Sort", 
A Natural Systems Approach". Tree Saver". Healthy Start™ and PtantSaver" are trademarks oI PHC Royalty, Inc 01996 
Crymax". s a trademarks of Ecogen. Inc. 

Mycor 
Tree Saver 
Transplant 
Inoculant 
Spores o f 
e n d o - a n d 

ectomycorrhizal fungi mixed with Terra-
S o r b " planting gel, y u c c a extract , seakelp, 
and humate soil conditioners. Used when 
planting landscape trees and shrubs. 

¥ 
Mycor 
Plant Saver 
4 - 7 - 4 
Planting 
Inoculant 
Combines Healthy 

Start " Biofertilizer with mycorrhizal 
fungi, beneficial bacteria and humic 
acid to create the ideal growing con-
ditions for all perennials, shrubs, 
vines and landscape plantings. 

YuccahM Natural 
Wetting Agent 
A natural based soil 
wetting agent and 
microbial stimulant for 
turf growing in dry, 

c o m p a c t e d and hard-to-wet soils. Y u c c a h " is 
derived f rom Yucca schidigera plant extract . 
Terra-SorbM Hydrogel Products 
P H C " is the sole manufacturer o f Terra-Sorb " 
products. Terra-Sorb " hydrogel is used on sod, 
new grass seed and flower beds. 

CrymaxM WDG Bt / ^ f o 
Bioinsecticide ^ ^ 
T h e newest generation o f Bt technology 
for horticulture plants in an easy- to -use 
water dispersible granule. C r y m a x " is the 
only biological insecticide that effectively 
controls Diamondback moth, as well as a 
broad spectrum o f other caterpillar pests. 

51N98L3 

http://www.planthealthcare.com




Always read and follow label directions. 
PRE-M* and LESCO® are registered trademarks of LESCO, Inc. CP-0173A 

It's simple. PRE-M® is the country's leading pendimethal in herbicide. A n d no wonder. 
W i t h over 12 years of proven performance and formulation improvements, 
PRE-M is here to help your business grow. 

What ' s more, PRE-M comes from the leading supplier in the professional 
turf care industry, LESCO® 

Talk to your LESCO ; V 
professional about new, special \ > V 
rebates for PRE-M purchases, ^ H ^ H H H H B B H H B M b ^ 1 

or put 
the leading edge to work for you. 
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LETTERSTOTHE EDITOR 

To the Editor: 
It is my experience that the financial and per-
sonal risks associated with franchising are se-
riously understated in the June article, "Lawn 
& Landscape Takes a Look at Franchising." As 
someone who operated a lawn care franchise 
for 4J4 year and now operates an independent 
lawn care firm, I caution any independent 
lawn care operator about franchising. 

Franchising creates long-term, far reaching 
legal obligations on the part of the franchisee. 
Although there is protective legislation in 38 
states, this relationship is enforced through 
complex documents called franchise agree-
ments that often result in lawsuits when dis-
putes arise during the contract. 

If you are seriously considering a franchise, 
contractors should get specialized, unbiased, 
franchising-specific, legal advice. I have 
found the American Franchisee Association, 
which has monitored the franchise industry 
for 30 years, to be of great practical assis-
tance (312/431-0545). 

How common are the problems? One indica-
tion is the level of litigation in all industries 
that offer franchises. The Ontario government 
recently stated that 5,000 lawsuits were 
started in 1997 that involved franchising. With 
only 40,000 franchisees in operations, that 
means more than 12 percent of all Ontario 
franchises are involved in new litigation. 

Legal problems in franchising are well docu-
mented. Contractors interested in franchising 
should protect themselves and their families 
by: taking their time; talking to many existing 
and former system franchisees and getting ad-
vice from associations that monitor franchis-
ing from a franchisee/investor viewpoint. Like 
most things in life, if it seems to good to be 
true it normally is. 

LES STEWART, FOUNDER 
CANADIAN ASSOCIATION OF 
FRANCHISE OPERATORS 

To the Editor: 
Success in franchising is built on a coopera-
tive relationship between a franchisee and a 
franchisor. Mr. Stewart is correct that those 
considering this form of livelihood should get 
expert advice, take the time needed to inves-
tigate the system they want to join and apply 
the concept of caveat emptor. 

However, his assertion that franchising is a 
predatory practice fraught with lawsuits is 
not just a jaundiced view of the concept, but 
one that tarnishes the reputations of the hun-
dreds of thousands of honest business owners 
- franchisees and franchisors - who success-
fully employ this strategy as partners. 

Mr. Stewart's claims that more than 5,000 
lawsuits involving franchises were started in 
Ontario in 1997 alone is unsubstantiated. 

Visit us at the GIE Show, Booth #758 
USE READER SERVICE # 1 7 

Attorneys of leading Canadian franchise lawn 
firms expressed doubts. Frank Zaid, senior partner 
of Osier Hoskin & Harcourt of Toronto, said, "Based 
on our experience, I can't see how there would be 
that number of lawsuits." Alex Königsberg, partner 
at the Montreal f irm Lapointe Rosenstein said the 
claim "bears no relationship to reality." 

In the U.S., at least, all one needs to do is read the 
Uniform Franchise Offering Circular to determine if 
a particular company is lawsuit-prone. 

I urge those eager to enter franchising to do due 
diligence in their choice of associations as well. If 
one seeks unbiased, balanced and comprehensive 
information about franchising, avoid any organiza-
tion specifically representing one side or the other. 

The "franchisee-only" association Mr. Stewart 
recommended represents only one side of the fran-
chise partnership and promotes increased govern-
ment intervention in franchising, which inevitably 
leads to more red tape and taxes for owners. 

Perhaps it was the International Franchise Asso-
ciation (202/628-8000) that Mr. Stewart had in mind 
when he suggested an organization that has a long 
history of advocating fairness in franchising. IFA is 
nearly 40 years old, but more importantly, repre-
sents both franchisees and franchisors. Plus, IFA's 
members abide by its stringent Code of Principles 
and Standards of Conduct, a set of guidelines pro-
moting third-party mediation instead of lawsuits. 

Buyer beware, Mr. Stewart? Yes, and seller be-
ware as well. That's why the contract they sign is 
called an agreement. 

RUSSELL J. FRITH, PRESIDENT 
LAWN DOCTOR, INC. 

£i¿i ¿¡ t h a vjítirritts) i l 

1 1 , 5 0 0 p i c t u r e s 
• c o m p l e t e w i t h d a t a , c u l t u r e 

i n f o r m a t i o n & m o r e 
' c o m p a t i b l e w i t h all major 

l a n d s c a p e s o f t w a r e 

1-300-560-3133 
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It's a fast paced wor ld for professional landscapers. 
To help you stay in front of the competit ion, STIHL 
engineers have issued a license to speed. The 
STIHL HS 75, HS 80 and HS 85 hedge t r immers 
n o w boast an incredible 52% increase 
in blade speed with no increase in 
weight. These professional hedge 
t r immers are equipped with the 
STIHL Easy Start™ system with 
Elastostart™ shock absorbing 
handle and exclusive 
blade brake. 

STIHL Professional Series™ 
Hedge Tr immers are lightweight, 
well balanced and designed to 

tackle the toughest hedges. The products in this series 
of professional equipment are driven by STIHL's 

25.4 cc engine. This new family engine means 
you can pull an air filter, starter rope or 

other engine part, f rom one model to 
keep another going. And, more 
importantly, it means routine engine 

maintenance is the same for all 
products, as is the fuel mix, 

saving you both t ime and money. 
For more information, or for the 

n a m e of your nearest STIHL dealer, visit 
our w e b site at www.st ihlusa.com or call 

1-8QO-GO STIHL (1-800-467-8445). 

STIHL 

http://www.stihlusa.com


THE NEW EDGE of Africa 
wild animal attraction, Busch 
Gardens, Tampa, Fla., is 15 
acres of dramatic African grass-
land theming. It is made up of 
nine distinct habitats and 
houses more than 16 species of 
African animals. 

While the demolition of the 
14-month project began in May 
1996, locating and growing the 
unusual plant material began in 
1995. To ensure potability for 
the animals, the water source 
for the project was upgraded 
from pond water to well water. 

Also in May 1996, a 1.5-acre 
test site was developed to evalu-
ate how well the fever acacias, 
ear trees, palo verdes, ocotillos, 
mesquites, and other plant spe-
cies would adapt to harsh 
Florida heat and humidity and 
intense animal activity. 

Specimens were hand-se-
lected from southern Califor-
nia, Florida and Arizona and 
were quarantined before the in-

Busch Gardens' new Edge 
of Africa wild animal 
attraction has 15 acres of 
African grassland theming. 
Photo: ISS 

PROJECT: 

LOCATION: 

SIZE: 

OWNER: 

ARCHITECT: 

LANDSCAPE ARCHITECTURE: 

PROJECT VALUE: 

Edge of Africa 

Busch Gardens, Tampa, Fla. 

15 Acres 

Anheuser-Busch Enferfainmenf 

Peckham, Guyfon, Albers & Viets, Inc. 

Fosfer Conanf 

$1,250,000 

LANDSCAPE CONSTRUCTION: Virgil Maffhews, ISS operafions manager; Bruce Belcher, 

ISS projecf manager; Jeff Gole, irrigafion; Talmadge 

Griffin, ISS supervisor; Hecfor Almauger, ISS supervisor 

stallation occurred. 
Irrigation is controlled by 

five, 16-station Scorpio Units 
that are operated by a com-
puter-controlled irrinet unit. A 
mile of 4-, 6- and 8-inch main-
line feeds to seven zone lines, 
numerous turf rotors, shrub 
sprays, rockwork planter drip 
tubes and even some animal 
cooling misters. 

Irrigation heads in the ba-
boon, hyena and lion exhibits 

are recessed in heavy PVC and 
concrete collars for protection 
against the powerful jaws and 
claws of these animals. 

The actual installation of the 
35,000 shrubs and grasses, 300 
trees, 300 tons of inorganic 
mulches and acres of turf began 
in February 1997. This allowed 
plant material enough time to 
acclimate and establish before 
the introduction of the animals 
to their new home. 

The installation began with 
a 10-person crew, but soon in-
creased to a 40-person team 
working two shifts, 15 to 18 
hours per day. At the project's 
peak, the team coordinated 

daily activities with 
25 other contractors. 
Thirteen inches of 
rain fell during two 
days in the month 
prior to the opening, 
causing huge wash-
outs, erosion and loss 
of seeded areas. ISS 
responded by moving 
yards of soil and add-
ing acres of sod. 

Beyond the en-
trance of the display, 
the shrub and grass-
land reveals a gently 
sloping marshland, 
home to two hippo-
potamuses, Nile 

crocodiles, numerous fish and 
aquatic vegetation. 

The plant selection process 
included research for non-tox-
icity to assure safe, animal 
grazing. Meerkat display tree 
rootballs were wrapped in 
hardware cloth to protect 
them from these vigorous tun-
neling mammals. 

Immediately upon release 
into the display, a 350-pound 
lioness began using the 
display's new Live Oaks as 
scratching posts. ISS quickly 
responded by armoring the 
trunks with banded three-inch 
pole fencing. Meanwhile, the 
baboons removed 85 percent 
of their vegetation during the 
first 30 days after opening, so 
baboon-resistant species, in-
cluding Cordgrass, Wedelia 
and Colacasias, were installed. 

Decomposed Arizona 
granite was brought in to cre-
ate the illusion of mud path-
ways and dry streambeds. 
Raked daily, the gritty prod-
uct packs tightly and stays 
clean when wet. Larger grades 
of pea gravel, egg rock, river 
sludge and boulders complete 
the effect. - Joe Parr B! 

The author is the ISS project 
manager at Busch Gardens, 
Tampa, Fla. 
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N e w Broad S p e c t r u m M y c o r r h i z a 
12 Species of Endo and Ecto 
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SL96 FlipUp Decks leave 
plenty of trailer space for 

revenue-producing attachments 

Serviceability has long been with overall length as short as 6.5 feet Quik-D-Tatch® decks and attachments 

synonymous with Grasshopper. Now — even with a collector — for space- are easily interchanged in the field, 

service is even easier thanks to SL96 saving storage and transportability. SL96 FlipUp Decks make your job 

FlipUp Decks, easy 90° access to blades There'll be plenty of room on the easier with these highly productive 

and mulching package installation. trailer for attachments to provide features: 

Rise to higher levels of productivity opportunities for additional income. 

The Grasshopper Company • P.O. Box 637 • Moundridge, KS 67107 U.S.A. | 
I 
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Sure, you had to cut around a lot of 

trees, trim up close along the buildings and 

under the shrubs. And of course you did it 

in record time. So what if the customer's 

lawn looks better than it ever has before? 

You did it all on a 

Grasshopper, and it's 

never been easier! The 

secret is in the equipment. 

Just don't tell 'em 

what an advantage it is 

to mow with 

Grasshopper's front-mounted deck where 

you trim and mow without changing your 

visual focus point. Or how easy it is to 

maneuver without foot pedals using only 

one or both hands with Grasshopper's 

foam-touch steering levers. And by all 

means keep mum about the industry's 

most comfortable seat — ventilated, 

iso-mounted from vibration, with high 

back support and padded armrests. 

Try to break a bead of sweat and maybe 

they won't even notice all the comfortable 

legroom you enjoy while reaching the deck 

under shrubs and 

trees. You'll be the 

envy of every other 

crew member if 

anyonefinds out.... 

So keep these 

secrets low profile — 

much like the terrain-hugging Grasshopper 

design — and let your quality of work 

speak for itself. 

The success is in the finished job. 

For details on Grasshopper's complete 

line of zero-radius mowers, attachments 

and leaf/grass collection systems, call 

your Grasshopper dealer today. 
©1998 , The Grasshopper Co. 

Robotic-welded 10 ga. steel with 

7 ga. skirts and double thickness 

(>4 ga.) formed laminate spindle 

plane. No other deck comes close 

to this kind of durability. 

With cutting widths of 44-, 48-, 

52- and 61-inches, there's an 

SL96 FlipUp Deck available for every 

Grasshopper power unit, air-cooled 

or liquid-cooled, gas or diesel 

(standard 72-inch decks available). 

m i 

TEL: (316) 345-8621 • FAX: (316) 345-2301 • www.grasshoppermower.com 

http://www.grasshoppermower.com


Contractors nationwide report having 

to reject work because of the labor 

shortage. Illustration: Bob Novak 

Land-
scape con-
tractors are 
coming up 
with new 
ways to 
beat the 
labor 
shortage. 

By Nicole 
Wisniewski 

t the end of last year, Dan Foley looked at his 
budget numbers. The typical $2,500 budgeted 

for recruiting employees was well surpassed at a grand 
total of $14,000, most of it going toward 'Help Wanted' ads. And 
his company, D. Foley Landscape, Walpole, Mass., still didn't get 
the necessary employees. 

"This is the first time in 10 years that we had a problem," Foley 
observed. "Obviously, our system was broke and we needed to fix it." 

According to Lawn & Landscape magazine's 1998 State of the 
Industry report, 56.4 percent of contractors sited the labor 
shortage as their No. 1 growth limitation. And it's a problem 
showing no signs of improving. 

While the civilian labor force increased by 8.1 million people 
between 1990 and 1996, the national unemployment rate 
dropped .2 percent (from 5.6 to 5.4 percent), according to the 
U.S. Census Bureau. So, despite have a larger pool to draw from, 
the country's recent economic good times mean there are fewer 
people looking for work. 

So instead of spending extra money on newspaper ads searching 
for help this isn't like to show up, contractors are initiating innova-
tive programs to find additional workers and save money. 

BE CREATIVE. After realizing he had a problem finding labor, the first 
thing Foley did was change his recruiting habits. Instead of starting 
his spring/summer employment search in February, he now looks 
for good help year-round. 

"We try to recruit 365 days a year just like we try to sell our 
services 365 days a year," Foley noted. "This may not be the most 
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innovative program; it may not work right away or it may not work 
at all, but it doesn't hurt to try. The biggest issue employers should 
be dealing with is how creative they can be to get employees." 

Foley also said he invites all employees to a meeting every 
Monday morning to discuss how the company is doing and how 
the employees have a stake in the company's financial outcome. 

"I want them to understand that they are really contributing 
here," he enthused. "They impact the success of this company." 

Next, the company tried to improve its hiring practices overall. 
"We used to do a first interview and, if they passed, a second 

interview," Foley said. "Then came a reference check and, if 
everything checked out, a job offer. Now, we try and do the first 
and second interview in one day so we can eliminate that seven-day 
turnaround time. Then we dedicated one primary person to do our 
reference checks. The minimum five-to-seven day process is now a 
two or three day process, so we don't lose people to other job offers." 

Foley added that despite his excitement for his new programs, 
it's a lot of work. 

"We're improvising out of desperation," he said. 

Lamar Smith (R-Texas), chairman of the Immigration 

Subcommittee in the U.S. House of Representatives, may 

further threaten the landscape industry's labor pool, 

according to Bryce Quick, director of legislative affairs for the 

American Nursery and Landscape Association, Washington, D.C. 

"His end game is anti-immigration," Quick said. 

The landscape industry will feel the blow soon if Smith makes 

any progress cutting the Department of Immigration and 

Naturalization Services' H2-B program, which provides seasonal 

immigrant workers. As of 1991, the program has admitted a 

maximum of 66,000 workers a year into the U.S., according to INS. 

Although the demand has never exceeded the supply (in 1996, 

only 14,300 temporary visas were issued through the H2-B 

program), Smith hopes to freeze that number at 17,000 visas, Quick 

said. Since the H2-B program supplies all industries with temporary 

immigrant employees, the green industry could suffer a reduction 

in extra workers as the need for them increases. 

According to Allen Kay, Smith's spokesman, landscape contrac-

tors are misinterpreting Smith's goal, which is not to eliminate the 

number of visas, but to offset them. He also said the current 

numbers indicate that landscape contractors shouldn't have a 

problem obtaining unskilled workers in the United States. 

"Legal immigration in the U.S. is at an unprecedented 1 million 

people annually," Kay explained. "More unskilled workers come 

into the United States than we have jobs for." 

Kay does admit, however, that there are spot shortages of legal, 

unskilled immigrant workers across the United States, but looking 

at the whole picture "the numbers tell the story," he said. 

ANLA and the Associated Landscape Contractors of America are 

forming a coalition to fight the reduction of seasonal immigrant 

employees. Quick is urging anyone interested to call ALCA (800/ 

395-2522) and get involved. 

" I t 's a battle of attrit ion," Quick pointed out. " I f enough of us 

aren't paying attention, we may let one of Smith's clauses slip by." 

-Nicole Wisniewski 



cover story/labor solutions 

GETTING OUTSIDE HELP. In order to expand 
their businesses, landscape contractors are 
learning quickly that Hispanic labor will 
likely play a role in their work force. 

"In 1996, our revenue was $3.5 million," 
remarked Mike Rorie, president of 
Groundmasters, Cincinnati, Ohio. "To grow 
our business beyond $5 million, we knew we'd 
have to integrate immigrant labor into the mix 
in order to get enough workers to get 100,000 
man hours of work in each year, which is 
approximately what you need to bring in $5 
million. There just aren't enough American 
workers interested in the landscape industry 
to bring in that kind of revenue." 

By the year 2000, according to the U.S. 
Department of Labors "Projections 2000," 
the Hispanic labor force is expected to grow by 
about 6 million, or more than 74 percent, 
from 1986, while the white labor force is 
expected to increase by less than 15 percent. 

However, contractors who supplement 
their peak-season labor force with Hispanic 
workers have new problems to deal with. 
The U.S. Department of Immigration and 
Naturalization Service fines for employing 
illegal immigrants aren't light. An employer 
can pay anywhere from $100 to $2,500 per 
illegal worker depending on the offense by 
the employer, said Tim Ward, supervisory 
special agent, the INS Investigation Divi-
sion, Cleveland district office. 

"There are employers out there who hire 
illegal workers because it means less wages 
and longer hours," Ward said. 

And unknowingly hiring il-
legal immigrants isn't hard to 
do in the United States. There 
were 5 million illegal immi-
grants living in the U.S. last 
year, according to Allen Kay, 
spokesman for Lamar Smith 
(R-Texas), chairman of the U.S. 
House of Representatives' Im-
migration Subcommittee, and 
that number increases by 
300,000 annually. 

Maintaining employee 1-9 
forms is what saves employers 
who don't know they are hir-
ing illegal immigrant workers. 
The form has been an employer 
paperwork requirement for ev-
ery worker hired in the U.S. 

(continued on page 38) 
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Cant think of 
an inexpen-
sive way to 
cope with the 
lack of labor 
at your 
company? 
Maybe you 
can borrow 
an idea from 
one of these 
solution plans 
already in 
place. 

By Nicole 
Wisniewski 

Plan # 1 : 

BACK TO SCHOOL Four years ago, while walking 
around local job sites, Frank Torre, chairman and CEO of 
Torre and Bruglio, Pontiac, Mich., noticed a lack of commu-
nication between his American and Hispanic workers. 

"I would listen to them communicate and react to each 
other," Torre explained. "I realized that the communication 
level there just wasn't right. So?I decided to hire a teacher to 
educate them on how to communicate with each other." 

Since Torre already had a 110-seat classroom within his | 
complex for worker training, education and industry-related 
seminars, all he had to do was find the perfect language pro-
fessor for the job. 

"I knew her from my recruiting efforts," Torre said. "She 
speaks four languages and has an understanding of the differ-
ent cultures and ethnic backgrounds and how American and 
Latino facial expressions and attitudes differ and how other 
cultures tend to perceive them." 

Out of Torre's 600 employees, 60 percent of them are 
now participating in the weekly, 45-minute-long voluntary 
language classes. The course is just as hard as a regular college 
or high school language course, with written and oral tests 
once each month. When the intensity of the landscaping 
workload increases, classes are cut short, but in the winter 

they are extended to two 
times a week. 

"All of my Latino workers 
are learning English and 
some of my American work-
ers are speaking fluent Span-
ish," Torre enthused. "They 
love it. For them it's like 
learning a new language for 
free." 

Although the cost of hir-
ing a teacher wasn't cheap, 
Torre looks at battling the 
language barrier at his com-

(continued on page 31) 

More thon S6 percent of contractors surveyed 
listed a lack of labor as their company's chief 
growth limitation. 
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Transforms Lawn Care 
Businesses 

The lawn care Industry 

is changing rapidly, and part 

of that change is driven by 

constantly improving computer 

technology. 

New technology is changing the way lawn care companies do 
business. The lawn care industry is increasingly receiving pres-
sure for better recordkeeping, reporting, notifications and sched-

uling. Consequently, many computer programs have appeared over the years to 
address these basic recordkeeping needs. 

The industry has had significant exposure to computer programs, and, in fact, 
more than 75 percent of the industry is using some type of computer program. 
Most companies, however, only take advantage of a small portion of what 
computers can do for their business. Managing who is due for service, printing 
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service tickets and handling accounting func-
tions only scratch the surface of what com-
puters can do for a lawn care company. The 
industry is now hungry for better technol-
ogy and guidance in how technology can 
improve its business results. 

FrontRunner Technologies is committed 
to elevating the computer tools available to 
the industry, as well as the industry ability to 
use and understand those tools. 
FrontRunner's vision of being able to use 
computers and software to correlate and 
manage every phase of a company's busi-
ness is now a reality with the introduction of 
PowerRoute 2000. 

This powerful software tool is the first 
Windows 95/98/NT tool available in this 
industry. It is sophisticated and comprehen-
sive, yet extremely easy to use and imple-
ment. Following the technology models that 
have recently been implemented in other 
industries, FrontRunner has developed a tool 
far superior to anything that has previously 
been available to this industry. As a result, 
FrontRunner has seen its revenues and mar-
ket share skyrocket as major companies 
throughout the industry have selected 
FrontRunner as their technology partner. 

"Our business 
success is a result 
of having the 
right combination 
of leading-edge 
technology and 
quality support 
on the back end," 
stated Matt 
Robinson, presi-
dent of Front-
Runner Tech-
nologies. "Be-
cause of that combination, we've been able to 
grow from two employees to more than 50 
employees with an anticipated $20 million in 
revenues in less than three years. None of 
our competitors have come close to achiev-
ing these results in this industry." 

FrontRunner has combined successful 

business models from other industries and 
brought these tools to the lawn care industry. 
Take the automobile industry, for example. 
Anyone who has purchased a vehicle re-
cently has seen this technology at work. Suc-
cessful car dealers now employ sophisticated 
software that tracks a customer throughout 
his or her life as a customer and beyond. 

They not only sell a car and continue to 
sell cars to a customer, but these dealers also get 
other automobile business from these custom-
ers. As businesses identify customer tenden-
cies, measure customer satisfaction and pro-
vide turnkey solutions, they produce results. 

In the car dealer example, the purchase of 
a new vehicle triggers a steady stream of 
events at specific time frames to the client. 
Often, just visiting a showroom produces a 
stream of follow-up events. 

Customer satisfaction / quality control calls 
and surveys, promotion offers on new cars, 
tune-ups, oil changes, brake repairs and other 
services, calls from the salesperson on key dates, 
referral programs, gifts and thank you letters 
are all orchestrated and timed to be in sequence 
with likely customer needs and concerns. 

Each of these events is done with the clear 
intent of maximizing a relationship with a 

is now lUwLibuf, 
hungry for better technology and 

guidance in how technology can 

improve its business results. 

customer. The key is identifying events and 
timing and managing them without increas-
ing staffing and costs. 

With software such as FrontRunner's 
PowerRoute 2000, lawn care companies can 
now employ this type of technology in their 
businesses. Imagine improving customer re-

tention by 50 percent, doubling or tripling 
internal sales and cross service penetration, 
and implementing sales, telemarketing or 
direct mail programs for customers and/or 
prospects. Or create in-house collection pro-
grams to generate appropriate phone calls 
and letters to collect past-due monies. 

Every business scenario can trigger an 
event or series of events or activities to occur 
that can be automated and managed by a 
computer. Most importantly, FrontRunner 
can teach companies how to use technology 
tools to achieve these results. 

"In my 12 years of developing lawn care 
software products like RouteRite and Basel+, 
the most common complaint I heard from 
customers was that they only used a small 
portion of the software's capabilities," 
pointed out Brett Harward, chief executive 
officer for FrontRunner. "We can develop 
the best software tool in the industry, but if 
customers don't use it for one reason or 
another, then it doesn't do them any good. 
That is why we have focused so much atten-
tion on management models and systems." 

Business Management Models. 
A management model clearly defines a 
company's goals and values. It is more than 
words - it determines how decisions are 
made from the bottom all the way to the top 
of the company. It aligns the expectations of 
management, employees and customers. 
FrontRunner breaks companies into three 
primary business models. 

In order to be successful, a company must 
do well in product, service and operational 
excellence, but one of those areas should 
define the company. As a company aligns 
itself with a specific model, then it will truly 
identify its market and be able to excel in and 
dominate it. 

This is a paradigm shift for most lawn 
care companies. By identifying a manage-
ment model, business issues become more 
clear. Selecting a business model allows com-
panies to clearly distinguish between them-
selves and their competitors. Here are some 



outlines of different management 
models and what selecting that model 

Optimum 

Business Results 
might mean to a company. 

Operational Model 
This is the McDonald's approach. Sys-
tems are in place for everything and 
management is the primary decision 
maker. Employees are rewarded for 
adhering to guidelines, not for being 
creative. (McDonald's doesn't want 
employees getting creative making 
Big Macs.) Higher customer turnover 
and employee turnover will occur in 
this model. 

For the lawn care company follow-
ing this model, results and profits are 
based on volume. Prices are generally 
competitive and definitely not the 
most expensive. Sales growth is high 
to account for higher customer losses. 
Production is stressed with strong em-
phasis on hitting number objectives 
and appointment completion ratios. 

Customers are scheduled primarily based 
on where they fit in best on a route rather 
than the time that might be best for the 
customer. A high level of automation in this 
model produces great bottom line results. 
Key indicators that will be monitored in-
clude accounts receivable aging numbers, 
production dollars per day, production hours 
per day and missed stops. 

Customer Service Model 
This is the Lexus approach. Anyone who has 
ever been to a Lexus showroom understands 
this analogy. If you don't, it's worth the 
experience to go to one. This model empha-
sizes what a company will do to provide a 
high quality service and outstanding fol-
low-up to that service. Front-line employees 
are given more latitude to resolve customer 
issues. (We'll turn a truck around from 10 
miles away and have someone at your house 
in one hour if you have a problem.) 

Emphasis is placed on training and re-
taining quality employees. Losing a cus-

E m p l o y e e 
E x p e c t a t i o n s 

tomer is a big deal and is followed up on and 
managed. Employees are compensated and 
rewarded not only for production but also 
for satisfied customers. Prices are higher than 
competitors and companies are proud of that 
because of the increased service value they 
provide. Everyone in the company is clear 
that customer satisfaction is of the highest 
importance. Key indicators that are impor-
tant are customer terminations, complaints, 
retreats and average rate per production hour. 

Product Excellence Model 
This is the model that Nike uses. All of its 
promotions are based on having a unique 
and superior product over its competitors. 
Pricing is of little importance (within rea-
son). Companies that use unique products or 
technologies may have this model. This is the 
least common model in the lawn care indus-
try. However, there are several companies 
that have successfully employed it. 

"Initially, almost every company we talk 
to thinks it is a customer service model since 
it is in a service industry," noted Harward. 

"However, as we get into 
deeper discussions, we dis-
cover that either if s really a 

different model or it's not 
aligned in its business prac-

tices. If technicians are told the 
most important thing is to 
crank out production and cus-
tomers are told that the com-
pany will provide ultimate 
service regardless of when or 
where, then there is an align-
ment of values conflict. 

"By the same token, if a 
technician is paid 100 percent 
on production, the customer 
service incentives sometimes 
aren't present. True company 
values are embedded in the 
reporting, compensation and 
management structure - they 
aren't just words," Harward 
stressed. 

As companies align their internal and 
customer expectations, the results they pro-
duce will improve dramatically. The high 
growth, high profit companies bear this out. 
Some companies, even very large ones, 
struggle when they don't have a clear focus 
on which model best describes them. Often, 
it comes down to companies not having in-
formation readily available to effectively 
implement their selected management 
model. That's where technology comes in. 

Improving Customer Service. 
Technology, such as the PowerRoute 2000 
software, can be used to improve customer 
service in three distinct areas. 

Identify - Often a company has a general 
idea of the areas that should be improved, but 
it lacks specific information to give it ideas for 
a solution. Technology will assist a company 
in both collecting and analyzing information 
about why customers do what they do. 

Technology can provide more effective 
and efficient solutions to correct negative 
trends in customer relationships, whether 



that means retreats, cancelled stops, com-
plaints or terminated services. Solutions to 
customer issues are made more clear by 
having meaningful information to review 
and analyze. Why are customers terminat-
ing services or why are they moving or can-
celing stops? As problem areas are identi-
fied, the right computer software can also 
establish benchmarks so that progress can 
be measured as changes are made. 

Administer Solutions - Once areas have 
been identified that need to be worked on, 
thorough technology-specific programs can 
be put together to address those needs. For 
example, a company may determine that an 
unusually high number of residential cus-
tomers stop service around five months into 
their program. Data collected indicates that 
the primary reason for stopping service is 
that they no longer have any problems. One 
solution might be to send out a letter four 
months into a service ex-
plaining the results a cus-
tomer might be able to ex-
pect at this point in the ser-
vice and the importance of 
continuing with an on-go-
ing service program. 

This type of event or cus-
tomer contact can be admin-
istered and tracked through 
integrated software tech-
nology. One company dis-
covered that less than 10 
percent of its lawn 
care customers 
used them , 
for tree and ' 
shrub ser-
vice. By applying 
technology and some cross-
selling techniques, this com-
pany was able to double that 
number in less than one 
year. So technology can also 
improve the ability to ad-
minister and establish 
cross-selling and sales pro-

grams between services. 
Feedback on results - Once problems have 

been identified and possible solutions are 
established, software can again be used to 
track the progress and performance of the 
changes that are implemented. In the examples 
offered above, reports might be generated to 
indicate the current number of customers 
who still cancel service even after receiving 
the educational letter. In the second example, 
a company could monitor the percentage of 
customers who have multiple services. 

Client Communications. 
In addition to being able to systematically plan 
communications with the client through let-
ters, quality control calls, sales and telemarket-
ing calls, many issues arise with client rela-
tionships that cannot be planned. Often, those 
events require immediate resolution or man-
agement intervention. 
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Business Results 

In addition, it is important to have that 
information stored and available for others 
to access in subsequent customer communi-
cations. Tracking complaints, retreats, col-
lection calls, billing inquiries and just having 
answers to questions in general creates an 
image of competence and reliability. Being 
able to answer questions quickly and knowl-
edgeably is important to establish rapport 
and trust with the customer. Having technol-
ogy where everything is easy to read and 
understand at the click of a button goes a 
long way to establishing credibility and con-
fidence with the customer. 

Improving Sales Results. 
Computer programs can also improve sales 
activities in several different ways. Some 
packages, such as Gold-Mine, ACT or 
Telemagic, allow companies to track sales 
prospects and contact information. 

Power Route 2000 integrates a contact 
management system with its regular 
lawn care software, which provides a 
seamless bridge between prospects and 
customers. 

Activities and contacts recorded 
during the sales process will be re-
tained as part of the customer record. 
Sales management software has sev-
eral functions: 

Manage Referral Sources - Where do 
customers come from - Yellow Pages? 
Billboards? Customer referrals? Keep 
track of expenditures vs. revenues by 
referral source. 

Closing Ratios - Track closing ra-
tios of salespeople. Manage the flow 

of prospects from the time of 
the first contact 

through the sales 
process. 

Sales Follow-up -
Establish parameters to re-con-

tact prospects or inactive customers 
on a regular basis through sales calls, 
sales visits, telemarketing and letters. 

Cross-Selling - Oftentimes, selling 



w¿m Indicators 
(Top 50 percent of the industry in profitability) 

r 1996 1997 19981 

? Customer Retention 70.0% 71.0% 75.0% 

Employee Retention 55.0% 50.0% 21.0% 

Sales Growth - Lawn Care 20.0% 19.0% 21.0% 

Sales Growth - Maintenance 12.0% 10.0% 7.0% 

Overall Revenue Growth 7.0% 8.9% 12.0% 

additional services to existing or previous 
clients is one of the most productive sales 
methods. Cross-selling can be approached 
very aggressively or with passive informa-
tion on materials that are already going out 
to existing clients. Notices of other services 
or specials can be put on service tickets, 
statements, renewal notices and letters. In 
addition, customers who have been termi-
nated or who purchased one-time services 
can be sold additional services. 

Commissions - PowerRoute 2000 doesn't 
track just basic commissions but will also 
allow companies to target specific business 
areas for sales growth. By targeting specific 
market segments or geographic areas, a com-
pany can compensate employees for sales 
efforts that meet company goals such as 
specific customer mixes and resolving route 
density issues. 

Business Economics. 
Lawn care contractors can manage their com-
panies by monitoring several key indicators 
on a regular basis. Some of the indicators 
that a company can monitor include: 

Average Hourly Production - What is the 
average amount charged on a route or by 
client for time actually spent on-site doing 
lawn care work? This does not include travel 
time or time spent on non-production events. 
This is the bottom line rate that a company 
charges for each hour of actual production. 
This number can be calculated as both an 
average for a route or by customer. This rate 
can also be used to target price increases for 
specific customers that have an average 
hourly rate below a certain level. 

Average Production Hours Per Day - This is 
the amount of time that a technician actually 
spends on production during the day. It does 
not include travel time, prep time or meetings. 
Low production hours indicate problems with 
route density or employee productivity. 

Retreats - Being able to track retreats, 
pinpoint problem accounts and take appro-
priate action to resolve problems with the 
customer is important. 

Average Annual Lawn Care Route Value 

Average Annual Maintenance Route Value 

Average Hourly Production Rate 

$110,500 $116,000 $125,000 

$132,500 $142,000 $155,000 

$92 $97 $104 

Average Rate Increase 1.0% 1.0% 1.0% 

Average Labor Rate as Percent of Billed Revenue 16.0% 16.5% 17.0% 

Average Sales Commission 9.5% 9.5% 10.0% 

Average Route Completion Percent 92.0% 92.0% 94.0% 

Customers with More than One Type of Service 10.0% 11.0% 14.0% 

Route Values - Target specific values for 
routes and manage them accordingly. By 
managing annual route values, companies 
can manage each route as an individual profit 
center. Annual route values can be broken 
into several areas, which include total value 
of all stops, cancellations, allowances, skips 
and actual completed work. Monitoring these 
numbers on a monthly basis provides a great 
"big picture" approach to managing a lawn 
care business. 

Price Increases - One of the most impor-
tant aspects of internal management of a 
lawn care company is regular price increases. 

Source: FrontRunner Technologies, Lawn & Landscape survey 

Many of the companies surveyed had not 
had price increases for several years, and 
some had never increased price from initial 
contracts sold. Conditioning clients for an-
nual increases will provide instant internal 
growth that goes straight to the bottom line. 

Some companies do across the board in-
creases. However, FrontRunner Technolo-
gies recommends increasing prices based on 
the average hourly production rates for cli-
ents. Clients who have a low hourly produc-
tion rate can be raised, while a high-dollar 
client is not put at risk of canceling the 
service because its rates were raised. 
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Truly Nolen Scott Nolen 
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One lawn care 

company's willing-

ness to embrace new 

technology has 

spurred its growth to 

a leadership position 

In the Industry. 

Customer satisfaction" and "customer service" are among the 
most commonly used phrases in business these days. But no 
matter how serious a company may be about defining and 
meeting its customers' requirements, putting a customer-
satisfaction plan into action is often a challenge. How does a 
company go about translating its customer service philoso-

phy into a way of doing business? 

For Truly Nolen, Orlando, Fla., one of the nation's largest family-owned 
lawn care companies, one key to that transition has been using technology. 

"I'm fascinated by the technology available to us," said Scott Nolen, 
president. "What I see happening is the ability to track customers through 
the duration of their relationship with us - it's an integrated software sys-
tem where a customer can go in and out of active status, having all kinds of 
support in one single system." 

The system reflects the company's unique philosophy, according to Nolen. 
"From our point of view, everyone who talks to us becomes a customer," 

he explained. "Even if we do not immediately begin providing them service, 
we simply consider them future customers, regardless of whether they're pay-
ing us money. That means we track them over the years and keep up contact." 

For example, if a prospect mentions a weed problem, Truly Nolen will 
note that in the prospect's record so that logical follow-up calls can be initi-
ated, regardless of whether the prospect actually hires the company to ad-
dress the problem. 

The technology to carry out such long-term prospect tracking is readily 
available, Nolen said. But what was missing was the ability to merge that in-
formation seamlessly into other company databases. 

"We could buy lead tracking software, but it didn't automatically inte-
grate to our other customer software," he noted. "Once a contract became a 
customer, you would drop it off the lead tracking system and put it into the 
customer system, and the two systems never really communicated." 

That all changed when his company began using the new PowerRoute 97 
software, developed and marketed by FrontRunner Technologies. 



PowerRoute 97 is a powerful management 
system that provides seamless integration of 
virtually all of the tasks involved in manag-
ing a lawn care business. The software elimi-
nates the need for separate accounting, con-
tact management, routing and scheduling 
software, and instead incorporates all of the 
required modules into a single package. 

"This system will follow customers 
throughout all of the phases of the relation-
ship," Nolen explained. "It helps us pro-ac-
tively manage the customer relationship. It 
can pull all of the information that occurred 
during the selling and courting of this cus-
tomer and keep this information alive, cross 
reference it and integrate it into the other sys-
tem. All of the knowledge, experience and 
insight that was gained into the customer is 
transferred and retained, rather than lost 
when the contact becomes a customer." 

Thus, if a customer expresses a mild in-
terest in another of Truly Nolen's services, 
that information is automatically retained for 
customer service personnel to use later, open-
ing up opportunities for additional sales. 

"PowerRoute software is an overall man-
agement system rather than just a package of 
programs," noted Brett Harward, CEO of 
FrontRunner Technologies. "We incorpo-
rated a comprehensive management method 
that we introduce to companies, including 
key indicators to monitor and specific steps 
to take based on those indicators." 

It is the coordination and integration of 
these various functions that most appeals to 
Nolen. 

"The software tracks potential customers, 
regular customers, complaint customers, col-
lection customers and puts it all onto one 
schedule," he explained. "It alerts our 
people so that a customer who has com-
plained several times is scheduled onto a 
manager's route so he or she can be alerted 
that this account needs extra supervision. 
The same applies to administrative person-
nel who can also be alerted that they need to 
be involved with this account. 

"PowerRoute 97 also integrates every-

body into the electronic system so we all 
stay more customer focused," Nolen contin-
ued. "It pulls us back in and reminds us 
that this customer has special needs - they 
can be sales needs, complaint needs, eco-
nomic needs or service needs - and it inte-
grates them all." 

That integration directly supports the 
customer-service philosophy of his com-
pany, Nolen commented. 

"This software was 
written to reflect the con-
cept that once someone 
becomes a customer, they 
get a package of ser-
vices," he said. "They 
don't just get a lawn care 
service. They also get ad-
ministrative services with 
that package, along with 
quality control services 
and sales interest services 
from us. 

"In essence, the soft-
ware is constantly re-
searching and looking at 
the customer from differ-
ent points of view so we 
can manage the entire re-
lationship," he said. 

Such advances in ad-
ministrative and manage-
ment technology are consistent with the 
dramatic advances that have been made in 
lawn care technology, Nolen added. 

"We are now approaching our 60th anni-
versary, and throughout our company's his-
tory we have always taken pride in being at 
the leading edge of lawn care technology," 
he said. "This software lets us apply the 
same leadership in the administrative, sales 
and management sides of the business. But 
this system is a significant breakthrough be-
cause it integrates with all of the other new 
Windows-based software from word pro-
cessing to mailing." 

Harward added that many companies in 
the lawn care industry have been slow to 

take advantage of the full capabilities tech-
nology offers - a situation his company aims 
to change. 

"Our goal is to educate and elevate the 
whole industry," he shared. "PowerRoute 97 
is designed to take clients far beyond just 
the time saving advantages of computers 
and bring them the full benefits of sound 
business practices." 

About 
werRoute 2000 

• Windows 95/98/NT compatible 

• PowerRoute modules include sales and prospect management, routing 

and scheduling, vehicle trakcing and locating, service and payment tracking, 

renewal scheduling and complete accounting functions. 

• Takes advantage of 32-bit architecture and is fully Year 2000 compliant. 

• Only lawn care software written in powerful fourth-generation Delphi 

programming language and is fully compatible with local networks, wide-

area networks and Internet/Intranet services. 

• Fully supported through FrontRunner Technologies' on-line support. 

For his part, Nolen regards the 
PowerRoute software as an important tool 
to help manage the company's continued 
growth. 

"As a company our size grows, size can 
be obsolete," he explained. "With more than 
70 branches in the United States and 25 out-
side of the U.S., we have a lot to manage to 
maintain the integrity of our name, so that's 
a real challenge. Not only does this new sys-
tem help the people in the office take better 
care of their customers, but we can also do a 
better job of electronic auditing so that we 
can see how they're doing and so that we're 
alerted to those areas where we need to pro-
vide them more support." 
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pany as an investment. 
"Everything is a risk," 

Torre explained. "You've got 
to try it to find out if it 
works and then you continue 
to improve upon it. Part of 

r —' managing a corporation is 
U investing in the people. In 

the long run, having the pro-
fessor around will pay off. 
And, hopefully, I'll see less 
turnover because we're giv-
ing people an opportunity, 
especially Latino workers. 
We not only provide them with the type of 
work they enjoy, but we are also helping 
them expand their horizons." 

Plan # 2 : 

RECRUITING RIGHT. Looking 
for an exciting career in the Green Indus-
try? Then Dan Foley, president of D. 

Some contractors 
have opened the 
company's books in 
an attempt to get 
employees more 
involved and 
committed to long-
term employment. 
Photo: Shindaiwa 

Foley Landscape, Walpole, Mass. wants 
you ... and he's telling everybody about it, 
including car rental agencies, bus drivers, 
his vendors and subcontractors, all his cur-
rent employees and anyone he hands a 
business card to. 

Every time Foley hands out one of his 
business cards, he also hands out some-
thing he calls a recruiting card. The card, 

H i 

which is the size of a standard business 
card, reads, "Looking for an exciting career 
in the Green Industry?" on the front. It 
opens up to reveal some of the benefits D. 
Foley Landscape offers employees, includ-
ing safe working conditions, overtime and 
vacation availability, insurance options, 
401 (k) retirement plan, education/training 
reimbursement and day care savings pro-
gram. It also lists the address, phone num-
ber and e-mail to contact the company. 
Foley put a positive message on the back 
cover of the card: "Join a nationally recog-
nized, award-winning, full-service landscape 
firm since 1987." 

The best part about the recruiting cards, 
besides the fact that they get the company 
name out there, Foley said, is the fact that 
they are so inexpensive. 

"We typed the text into our computer 
and had it printed black and white," Foley 
noted. "A five-year supply cost us $50 or 
the same as one Help Wanted ad." 

Wow! Look What's Replacing 
Gravity Drop Spreaders 
Jft 
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Will soon be available for 
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616-494-0378 
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abor solutions 

€They say employers should 
exercise good faith in judg-
ment when looking at an 
immigrant's green card. We 
thought we did.' 

"Out of the five employees we hired, one 
was a relocation, three were hired using the 
standard recruiting methods and one re-
sulted from this program as a reference 
from another employee." 

The reason Foley initiated a monetary 
reward for referrals from his vendors, sub-
contractors and employees is because he was 
also giving away a $250 signing bonus to 
new hires. 

The $250 reward is given to the new 
employee in two parts: $150 60 days after 
his or her first day of work and $ 100 after 
four months. The $100 referral bonus is 
paid to the person who referred the new 
hire soon after that person joins the staff, 
Foley said. 

"I wanted my employees, vendors and 

subcontractors to know that they impact 
the success of this company," Foley 
stressed. "If I was offering a new hire a 
monetary reward, I thought the person who 
made that referral deserved one as well for 
bringing the new employee into the com-
pany." 

Plan # 3 : 

UNIVERSAL LANGUAGE. L , 
employers trying to come up with a better 
way to justify any benefit or bonus they 
give to their employees, Mike Rorie, presi-
dent of Groundmasters, Cincinnati, Ohio, 
has a suggestion: Do some math. 

"Sometimes an employee benefit, even 
though it's costing you a good chunk of 
money up front or per month, is only cost-
ing you 50 cents or $1 per employee per 
hour," Rorie explained. "When you look at 
it that way, it doesn't seem nearly so bad, 
and it justifies paying employees $7.50 in-
stead of $8 an hour." 

Foley started this program in August 
and it has already resulted in one inter-
view. Everyone at D. Foley Landscape 
carries these cards around with them, 
Foley said. 

During the company's peak hiring sea-
son, Foley also provides an incentive, a re-
ferral bonus of $100, to his vendors, sub-

contractors and employees if they make a 
reference resulting in a hire. Foley tried 
this program out from August through 
October when he was in need of five em-
ployees because the college help that he 
hired for the summer returned to school. 

"We ran the program until all of the 
core positions were filled," Foley said. 

R A f l l R O D 
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size, compactness, maneuverability, combined with an m* a tfVfc 
assortment of first class attachments, provides you with R R I I I R mw 
the power and versatility to get any task done. ^ Minl-SWd For Any Taek 

Customer & Dealer Inquiries Welcome 

R A M R O D E Q U I P M E N T 
(A Division of Leon's Mfg. Company) 

U.S.A. 
200-36th Ave. N.E. 

Airport Industrial Drive 
Minot, North Dakota 58703 
Toll Free: 1-800-667-1581 
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An example, Rorie said, is housing. 
Rorie bought two four-bedroom, three-
bathroom homes for his Hispanic and 
American employees. Eight people can stay 
in one house, two sharing a bedroom. 

The way Rorie justifies the expense is by 
doing the math. As long as mortgage is be-
low $1,200 each month for one house, then 
it's costing him $1 per each of his eight em-
ployees per hour. 

"If an employee works 40 hours each 
week times four weeks in one month that 
equals 160 man hours," Rorie explained. 
"Multiply that by eight workers and you 
have 1,280 man hours. Say I'm subsidizing 
$640 per month on a house. Then that di-
vided by the 1,280 man hours equals 50 
cents per hour per man. By doing the math 
I can decide where I want to be on a level 
of participation. And I'm only factoring in 
the man hours these employees are putting 
in for me. They are also bringing in revenue 
for the company." 

When an employee approaches Rorie 
with questions about his or her salary and 
they are participating in programs such as 
the housing program, Rorie will explain the 
math to the employee and give that person 
a feeling of how they fit in at the company. 

"Everything is, essentially, just a cost," 
Rorie said. "I don't give employees things 
because they pressure me. I try and know 
beforehand what I can afford to give them. 

"I let my workers pick the benefits that 
best suit them," Rorie continued. "I'll pay 
them the $1,000 per year in benefits or I'll 
let them keep the $1,000. But I don't want 
them to lose track of the contribution they 
are making to this company. So I make sure 
they understand it mathematically." 

Plan # 4 : 

KEEP YOUR EYES OPEN. 
In 1996, Mariani Landscape, Lake Bluff, 
111. lost 68 of its 140 employees in just one 
day, two of which were foremen. 

"We were raided by Immigration and 
Naturalization Services," explained Joe 
Aurilio, human resource manager for the 
company. "We didn't sustain any fines or 
penalties because we had our 1-9 forms 
filled out, but we suffered greatly from the 
loss of employees." 

As human resource manager for the 

company, Aurilio started doing a lot of re-
search and attending informational semi-
nars conducted by the Chicago district of 
INS, one of the three largest INS offices 
in the United States. The people at 
Mariani Landscape did not want to have 
to face a problem like the one in 1996 
again, Aurilio said. 

"The more I got involved, the more I 
realized that there are no guarantees," 
Aurilio remarked. "I was on a first name 
basis with the people at the Chicago INS. 
We were saving any newspaper articles or 
other types of information on immigra-
tion we could find to stay on top of the 

(continued on page 36) 

The Little Engine 
That Did! 
The big guys huffed and puffed and 

said an engine couldn't be made to meet 
the tough California Air Resources Board 

Tier II standards. Especially not a two-cycle 
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Strato Charged M Air Head " engines, and now we're 
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Ours is the first family of engines to be certified by CARB 
to meet its Tier II standards without a catalytic converter. 
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held equipment in the fall of 1999. 
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meet CARB II standards without a 
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Strato Charged Air Head engines. 
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issue while copying all of it to the Illinois 
Landscape Contractor Association. They 
say employers should exercise good faith in 
judgment when looking at an immigrant's 
green card. We thought we did." 

While doing research and staying in 
close contact with the Chicago district of 
INS, Aurilio learned about J.E.V.P., the 
Joint Employment Verification Pilot Pro-
gram, a cooperative venture between Social 
Security and INS as mandated by a 1996 
Reaffirmation Act. 

The program, which is only operating 
in Los Angeles and Chicago currently, puts 
employers online directly with INS via 
computer, Aurilio said. 

The program is completely voluntary, 
Aurilio explained, but the owner of the 
company interested in participating must 
sign a memorandum of understanding au-
thorizing the federal government to come 
onto their premises to verify eligibility for 
employment, even though it's in the form 
of computer software. 

What the program authorizes Aurilio 
and two other company employees to do is 
check the legality of an immigrant worker 
over the phone with Social Security and/or 
through the computer with INS. 

Mariani Landscape has been using the 
program for two years, Aurilio said, and 
the only tough part is getting through So-
cial Security. 

"The primary goal of the Social Security 
part of the program was to give instant 
verification over the phone as to whether 
the social security number matches the 
name and birth date of the immigrant 
worker, giving that immigrant worker eligi-
bility," Aurilio said, comparing Social 
Security's phone authorization system to a 
college registration phone system, only 
slower. "Only one in 10 times does it hap-
pen like that, but you have to go through 
that step first. They've been promising to 
move the Social Security system from the 
phone to the computer, but I don't know 
how soon that change is coming." 

If Social Security says that the 
immigrant's name and social security num-
ber don't match properly, then there's a 
form Aurilio has to give to the employee 
telling him or her that there is a problem 
with Social Security and that employee has 
30 days to fix it. Otherwise, on day 31, 

Contractors claim that young American adults 
aren't interested in green industry careers, in part 
due to the strenuous work involved. Photo: Echo 

Aurilio can terminate the immigrant's em-
ployment from the company. 

If the employee doesn't get instant au-
thorization from Social Security, but 
passes, then Aurilio enters the employee's 
name, Social Security number, alien num-
ber and birth date into the INS system. 
The employee is either instantly autho-
rized, his or her information sent for re-
view or denied. If denied, the employee re-
ceives a form similar to the Social Security 
form, informing him or her of the problem 
with the INS' information. 

"If that employee is illegal, you won't 
see him after the letter," Aurilio said. 

Out of Mariani Landscape's 210 em-
ployees, 150 of them are Hispanic, Aurilio 
said. The J.E.V.P. Program benefits Aurilio 
because he can say confidently today that 
there isn't one illegal immigrant employee 
at the company. 

"I ran at least 200 people through the 
system last year," Aurilio said. "After three 
years, the pilot data from the program will 
be reviewed and the best method will be 
put into place permanently." I D 

The author is Assistant Editor 0/Lawn & 
Landscape magazine. 

Have Ah 

Idea? 
Has your company found o new 
approach fo attracting, hiring or 
retaining qualified laborers? 
Share it with other contractors 
on our website bulletin boards. 

www.lawnandlandscape.com 

http://www.lawnandlandscape.com


¿ Ä , . o i 

i ' r . . •• . ' '.. 

C N A has been design-

ing customized 

insurance programs for 

A R O U N D Y O U . 
shrubs and plants -

whether they're 

in-transit, leased or 

more than 25 years. W e even have one specifically 

manicured for the landscape contracting industry. 

It's more than just basic property protec-

tion, it offers additional limits for trees, 

installed. W e also provide coverage for on-site 

pollution accidents. To learn why we're the peren-

nial favorite of landscape contractors, 

call 1 - 8 0 0 - C N A - 6 2 4 1 . OVA 
COMMERCIAL INSURANCE 

AM JT A Visit us at the GIE Show, Booth #1703 & 1705 
A v î n m i ^ u w ® ! » T h i s p r o g r a m is u n d e r w r i t t e n b y o n e o r m o r e of t h e C N A p r o p e r t y - c a s u a l t y c o m p a n i e s C N A is a r e g i s t e r e d s e r v i c e mark of t h e C N A Financ ia l C o r p o r a t i o n 

CnvnurmKOf AMERICA T h i s a d v e r t i s e m e n t is not a c o n t r a c t . O n l y t h e p o l i c y c a n p r o v i d e the ac tua l d e s c r i p t i o n of serv ices , t e rms , c o n d i t i o n s and e x c l u s i o n s 

USE READER SERVICE # 1 2 



No Other Landscaping Device Does More 

You can do this in 30 minutes! 
Transform wet, weedy, hard, rocky and eroded soil... 

Rake and windrow rocks, roots and trash. 
Dry and condition the soil or instantly turn old lawns 
into perfect new seed beds. 

Npui new 

HARD) 
SOLID CARBIDE 

i 

r ^ ^ ^ ^ ^ ^ ^ ^^^ 
> ? 

LASTS 5 TIMES LONGER 
than v a n a d i u m tipped teeth! 

• f 

J Z&frjp J T f 

Iractor models also atailablc. 

PREPARATION 
¿ 0 8 

For more information, a demonstration or a free video, 
contact Glenmac todav or call vour nearest Harlcv dealer. 

Glen« i m o e 
PO Box 2135, Jamestown. ND 58402-2135 U.S.A. (800) 437-9779 

FAX: (701) 252-1978 Email: sales(o glenmac.com Web Site: http://www.glenmac.com 

mVkih mi L * J km 
(continued from page 22) 

since Nov. 6, 1986, according to Ward. 
"The first day the employee comes in to 

work have them fill out the top of the form 
and check one of the three boxes: U.S. 
citizen, national with a green card or alien 
with other work authorization," Ward ex-
plained. "Within three business days from 
the date of hire, the employer must check 
the identity and employment eligibility of 
the worker. This is most commonly done 
for immigrant workers with temporary work 
visas or green cards. Then the employer 
signs the 1-9 verifying that he or she saw the 
documents. And there are a lot of fake green 
cards out there, so if immigration comes 
and arrests some of your workers, having 
those 1-9 forms covers the employer from 
any civil liability or fines." 

Finding and hiring legal immigrant full-
time workers, or seasonal immigrant work-
ers through INS' H2-B program, can be a 
problem for contractors, especially if they 
don't have a separate staff whose job it is to 
deal with hiring immigrant employees. 

Companies, such as Amigos, Dallas, 
Texas, can help, according to Ed LaFlamme, 
president of LaFlamme Services, Bridge-
port, Conn., who has been working with 
Amigos for 10 of its 11 years of business. 

"We have about 50 employees we've 
obtained through Amigos," LaFlamme said. 

Amigos has placed 8,000 workers in 47 
states and Guam, 65 percent of them for the 
landscape industry, according to Bob 
Wingfield, president of Amigos, proving 
that the Hispanic labor force is more than 
just a regional solution to this problem. 

Since the legal, green card-holding, im-
migrant employees are getting harder to 
find, Wingfield began last year to help com-
panies employ seasonal help through INS' 
H2-B program. 

The H2-B program is a coordinated 
effort between three government agencies: 
The employer's local Department of Labor, 
the regional Federal Department of Labor 
and INS. After proving through both labor 
departments that the American workers are 
not available by placing one three-day ad-
vertisement in one metropolitan newspa-
pers near their area and generating zero 
responses, the next step is to fill out the I-
129 form requesting temporary immigrant 
labor and sending it to the appropriate 

(continued on page 40) 
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Any Job 
New Holland Super Boomu skid-steer loaders 
give you the performance, versatility and dura-
bility to tackle just about anything you can 
throw at them. 

lift capacity with the industry's widest variety 
of attachments, and you've got an extremely 
versatile machine that's perfect for landscape 
contractors. 

What sets New Holland apart? Rugged Reliability 
With heavy-duty boom and frame 
designs, dependable power trains, and 
field-proven durability, Super Boom 
is built tough to work as hard as you 
do - day after day; job after job. 

Stop by your New Holland dealer 
to see what Super Boom 
can do for you. 

www.newholland.com/na l\EW HOLLAf\D 

Performance features engineered to help you 
become more productive and profitable. 
Features like a longer wheel-
base and lower center of gravi-
ty for unmatched stability... 
And a vertical boom path for 
unbeatable lifting capacity and 
forward reach. 

Amazing Versatility 
Combine Super Boom's superi-
or stability and outstanding 

http://www.newholland.com/na


(continued from page 38) 

regional INS office, Wingfield explained. 
"Sometimes it takes one week for them 

to process the paperwork, sometimes it takes 
40 to 70 days," Wingfield pointed out. "For 
H2-Bs, the whole process is supposed to 
take approximately 120 days. If landscape 
contractors get to me by October or No-
vember, then I can possibly get them help 

by March or April and they keep those 
employees until December. 

"It s a lengthy process," Wingfield con-
tinued. "Even if an employer knew all of the 
paperwork tricks, they would still have to go 
to Mexico to recruit the workers and know 
how to get the right documents and get 
them done at the right time so the workers 

B R I C - E D G M A K E S 
P A V E R W O R K E A S I E R 
N e w i m p r o v e d f e a t u r e s 
wi l l i n c r e a s e y o u r 
c o m p a n i e s prof i t . 

Keyhole cut 
improves flexibility 

• Thicker/stronger 
vertical leg 

• Round spike holes 
added 
Safe sturdy black 
vinyl 
15 ft. or *71/2 ft. pes 
Steel stakes included 
* Can ship U P S 

Call for your nearest 
distr ibutor 
1 - 8 0 0 - E D G I N G S ( 3 3 4 - 4 6 4 7 ) 
1 - 8 8 8 - 3 3 4 - 4 6 4 7 in U.S. and Canada 
E-Mail: olyola@aol.com 
Website: www.olyola.com 

124 E. ST. CHARLES ROAD 
VILLA PARK, IL 60181 

1-(630) 833-3033 » FAX: 1-(630) 833-0816 

can cross the border 
at the right time." 

"I used to place 
1,000 green card em-
ployees each year," 
Wingfield pointed 
out. "Now, I'm lucky 
to place 400 to 500 
each year because 
they are so hard to 
find. The pool keeps 
diminishing." 

Quali fying for 
the H2-B program 
takes a lot of em-
ployer time and en-
ergy. Companies 
such as Winfield's 
take that burden on 
for the contractor 
since he already has 
the Mexican contacts 
and can get through 
the process quicker. 

expand their 
businesses, 
landscape 
contractors 
are learning 
fast that His-
panic labor 
may have to 
play a role in 
supplementing 
their work 
force as it 
grows to ac-
commodate 
the increased 
business. 
• • • • • • • 

OVERCOMING OBSTACLES. Problems can arise 
when dealing with companies like Amigos, 
Ward warned. The number one problem 
being that such companies don't guarantee 
employers that the workers they deliver are 
legal. Amigos and the employers are pro-
tected by the 1-9 forms, but if an employer 
is raided and his or her workers are arrested, 
Amigos isn't responsible. 

"There's a lot to learn when getting 
employees through these firms," LaFlamme 
agreed. "These workers need a place to stay, 
and the burden is on the employer to get it 
for them. They aren't going to be able to get 
or afford their own place. They don't have 
transportation. They don't have references. 
They don't have anything. Employers also 
have to make sure they are sending the 
immigrant employees somewhere to learn 
English so they can communicate with the 
American workers." 

When contractors use these companies 
to supplement their workforce with His-
panic labor, they also have to be able to 
afford it, LaFlamme said. 

"It doesn't save you money, but it gets 
you excellent workers with a good attitude 
about working," he advised. " I f a Hispanic 
can make $50 a week working in Mexico 

(continued on page 154) 
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- Randall W. Mardis, ASLA, Landscape Architect 

New Version Features the Industry s Highest Quality Landscaping Images. 

Call today for 
FREE CD-ROM & special 

introductory offer. 

For Landscape Architects, Designers, and Contractors. 

Create photorealistic 
color designs from 
photos or video clips. 

PRESENTATIONS& 
PLANS AS EASY AS 

Produce detailed estimates 
that match your plans 
exactly. Then export to 

j your word processor 
proposal document. 

f y y m Generate professional 
' LAD plan-view drawings. 

g t p 
i r ç r ; »» 
1 rrr: »or J l̂J 
' i f f 

(800) 
( 8 1 6 ) 8 9 1 - 2 8 0 0 • FAX ( 8 1 6 ) 8 9 1 - 8 0 1 8 

E - M A I L l a n d s c a p e @ a u t o d e s k . c o m 
w w w . p r o l a n d s c a p e . c o m 

Pro Landscape is a trademark and Drafix, Autodesk, and the Autodesk logo, are registered trademarks of Autodesk, Inc. registered 
in the USA and/or other countries. Windows and Windows NT are registered trademarks of Microsoft Corporation. All other brand 
names, product names or trademarks are the property of their respective owners. 
© Copyright 1998 Autodesk, Inc. All rights reserved. 

I i i Autodesk o 
c 

, o 

O r L 
Visit us at the GIE Show, Booth #1306 & 1308 

NEW VERSION ONLY $ 7 9 5 

mailto:landscape@autodesk.com
http://www.prolandscape.com


history of mowers 

From one 

man who was 

inspired by a 

carpet cutter to 

more than two 

dozen commer-

cial manufactur-

ers today, the 

lawn mower has 

come a long way. 

By Nicole 

Wisniewski 

n the early 1800s, 
when home-
owners in En-

gland were prepar-
ing for weekend 

visitors, they didn't 
rely on their local land-
scape contractors to keep their 
yards looking trimmed and green. After monitoring the sheep 
grazing on their backyard turf for days - and cleaning up after them - the 
homeowners would then get out a long pair of shears or a sickle and diligently trim 
up their landscapes. 

"It was a very labor-intensive process," said Keith Wootton, president of The 
Old Lawnmower Club, Milton Keynes, England. "Sheep worked better than 
cows because they ate more grass and didn't leave as much mess. If the sheep didn't 
do the trick, the homeowner would then have to wait for the grass to grow long 
and get it slightly wet so that it would be easier to cut with the scythe. In the winter, 
homeowners wouldn't bother to have visitors because it was too much work." 

Homeowners would have to continue this grueling process until 1830, the year 
that marked the creation of what is today a comfortable, profitable, environmen-
tally safe commercial machine for landscape contractor use. 

A BLAST FROM THE PAST. Working in a cloth mill in 1830, Edward Beard Budding, 
an engineer from Stroud, Glouc-
estershire, England, was inspired by 
the machine that trimmed rough 
carpet tufts after weaving and 
sheared the nap on velvet to make 
it smooth. 

(continued on page 44) 

(Above) An 

example of a 

sidewheel gang 

mower. Photo: 

Textron Turfcare & 

Specialty Products 

(Lower left) 

Hustler's 1964 

zero-turn riding 

unit with a belt 

drive and lever 

steering. Photo: 

Excel Industries 
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history of mowers 
(continued from page 42) 

"As he watched the workings of the 
machine, which was essentially a cutting 
cylinder or bladed reel mounted on a bench, 
he thought it could cut grass if he could 
make it self propelling and turn it upside 
down," Wootton noted. 

Mounted on a cast iron wheeled frame 
and featuring a large rear roller with a cut-
ting cylinder that rotated very close to the 
lawn's surface, Budding's gear-driven ma-
chine was produced at Phoenix Foundry, 
Thrupp Mill, Stroud, with the help of owner 
John Ferrabee. 

"The cast iron gear wheels on these ma-
chines transmitted power from the rear roller 
to the cutting cylinder," Wootton said. 
"Overall, these machines were remarkably 
similar to modern mowers, just a great deal 
heavier because they were made of cast iron. 
The handles were the only wooden features. 
Quite often it took two men to move the 
mower across the lawn, one to push and the 
other to pull, which is why they were nick-

named 'man-and-boy machines.'" 
By 1832, J .R. & A. Ransome of Ipswich, 

England, obtained a license to manufacture 
Budding's machine. For the next 20 years, 
according to "A Bicentennial Celebration," 
a published history of The Ransomes Co., 
the company produced between 70 and 80 
machines annually. 

MORE TO CUT. The Victorian era encom-
passed the second half of the last century 
and leisure time became a part of daily life, 
Wootton pointed out. Many of the towns in 
England developed more open spaces, in-
cluding parks and lawns, so people could 
enjoy their time outdoors. 

"Sports became much more popular at 
this time, and they needed good turf for 
play," Wootton said. "And these grounds 
were becoming better quality because lawn-
mowers were becoming cheaper and easier 
to purchase. Since those who played sports 
and leisured outdoors didn't like the idea of 

being gardeners and doing the work, they 
started to hire somebody else to do it." 

By 1841, when Alexander Shanks of 
Arbroath built a 27-inch pony-drawn reel 
lawnmower, horses were doing the work. 
Shanks' larger model, a 42-inch horse-drawn 
mower, appeared in 1842. 

Sidewheel machines were invented in 
the 1870s with cast iron wheels at each side, 
which drove the cutting cylinder directly by 
means of ratchets inside the castings. They 
didn't have a metal rear roller and were light 
and inexpensive to make, Wootton said. 

"They weren't used in English gardens 
much, but were popular in America where 
the grass was coarser than in Europe," he 
explained. "They were used in places that 
didn't need as good of a quality of cut." 

According to the Outdoor Power Equip-
ment Institute, Alexandria, Va., America 
was building 50,000 lawnmowers annually 
by 1885. 

(continued on page 46) 
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to watch both sides of the ledger... costs as well as sales. That's 
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Scag Power Equipment Division of Metalcraft of Mayville, Wl 53050 
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history of mowers 
(continued from page 44) 

A two-ton, 40-inch steam-powered 
lawnmower became the first experimenta-
tion with motorization when built by James 
Surner of Leyden, Lancaster, England. 

"By this time, horses were pulling mow-
ers at 6 mph," Wootton said. "Even the 
smaller steam engines placed on top of 
mowers in 1895 and 1896 proved too heavy 
for horses to pull so the idea didn't last." 

The first petrol engine mower was devel-
oped by J.E. Ransome, the youngest grand-
son of Ransomes' founder Robert Ransome, 
and designed by W. J. Stephenson-Peach in 
1896. Commercial manufacture of the prod-
uct commenced in 1902 and petrol engine 
mowers led the market until World War I, 
Wootton said. 

During the 1920s, gang units, usually 
three, five or seven sidewheel mowers hooked 
together in a V-shape and towed behind a 
horse, tractor or car, became popular for 
mowing horseracing tracks and large areas, 

(continued on page 71) 

A Better Mousetrap 
t was the mid-1980s, when a light bulb 
went in over Joseph Berrios' head. 

The owner ot JEBERRIOS Landscaping, 
Coral Springs, Fla., had had enough of the 

large, belt-driven walk-behind mowers. 
" I was pushing this mower toward a hill," 

Berrios recalled. "As I went to climb it, I 
became so frustrated that I stopped and told 
myself there had to be something better out 
there. This machine was hard on the operator. 
It had no reverse, and climbing hills was a 
nightmare." 

Berrios' search for a more user-friendly 
machine was fruitless. 

" I visualized the machine in my head and 
knew I'd be happy if I could find it," he said, 
"but I couldn't. So I decided to make it." 

Berrios' f i rst attempt at his dream machine 
was a mechanical version that worked well, 

but was unmarketable, according to the Bunton Co. 
So Berrios focused on using hydraulics. One year 

later, Berrios met a representative from an 
Indiana-based company called White Hydraulics. 

"He told me that because my motor distributes 10 
gallons per minute I needed two of this type of 
pump," Berrios said. " I said, Til take them.'" 

After some more fidgeting, and almost three 
years from that hot day behind the mower, Berrios 
finished the f irst dual-hydraulic, zero-turn radius 
walk-behind mower in 1989. 

By that time, Berrios said, Herb Bunton was ill 
and no one from the company would come see his 
creation. That's when he heard the name Dane 
Scag, then president of Scag Power Equipment. 

"Dane agreed to meet me," Berrios explained. " I 
brought out the machine and within two minutes, 
Dane said, 'This thing is going to sell like 
hotcakes.'" 

Scag Power Equipment began manufacturing the 
product in 1990. 

" I just wanted to create something that would 
make my job easier," Berrios said. "I didn't invent 
the lawnmower, but I think I invented a better 
mousetrap." -Nicole Wisniewski 
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IT TOOK THE EAfV IVAY OUT. 

Break the spirit of any cutworm, sod webworm or 

armyworm with Conserve* SC turf and ornamental 

insect control. It controls tough pests as effectively as 

any synthetic. In fact, symptoms appear within minutes 

of contact or ingestion, putting an immediate ^ Dow AgnxSciences 

end to plant damage. And, since Conserve Q Q | | § Q f V 6 * S C 
Turf and Ornamental 

Insect Control 

is derived from a naturally occurring organism, it also 

helps control your worries about chemical applications 

and the environment. Learn more about Conserve. 

It's Changing the Nature of Insect Control.™ 

Call 1 -800-255-3726. Conserve. 

The end of the line for insect pests. 
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TKe Discovery Process 
Discovering and developing new chemistries that 
yield effective pesticide products is on expensive, 
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The Formulation Process 
Formulators hove a multitude of roles in the pes-
ticide development process, with none more 
critical than their ability to bring new ^ 
combination products to the market V/ 

The Distribution Process 
One distributors unique degree of market 
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M w S y 
PROCESS V 
Discovering and developing new chemistries 

that yield effective pesticide products is on 

expensive, time consuming process requiring 

extensive research and tough decision making. 

magine being the manufacturer of a product line that is can take 10 years to actually bring a product to market 
so difficult to develop and so closely scrutinized by the from the point when your company first started examin-
government that bringing just one new product to market ing its potential. And it's entirely possible that you'll 
requires examining 15,000 to 40,000 potential new invest tens of millions of dollars, 
products a year and can cost upwards of $40 to $100 countless hours or research and 
million. On top of that, add in the fact that this process testing over a decade developing a 

AT A GLANCE. 

FOUNDED: 1897 

LOCATED: Indianapolis, Ind. 

PRESIDENT: John Hagaman 

COMPANY HISTORY: Dow 

AgroSciences, with 3,100 employees 

Dow Chemical Co., with a 7 percent share 

of the $25 billion agrichemical market. 

KEY PRODUCTS: In the turf and 

ornamental markets, Dursban™, Surflan™, 

Confront™, Gallery™, Snapshot™, Team™ & 

worldwide, is a wholy owned subsidiary of Team Pro™, Rubigan™ and Conserve™. 

L 

product, only to be told you're not 
allowed to sell it to your customers. 

Of course, competition in your 
industry is intense, and despite the 
success the actual users of your 
products have enjoyed of late, they 
remain a demanding and, 
oftentimes, price/value sensitive 
group when it comes to product 
purchasing. 

Sound like a business you'd be 
interested in getting into? If so, 
then you too can try your hand at 
pesticide manufacturing. 



THE DISCOVERY. Every pesticide product in the market 
started out as one molecule being studied by a researcher 
looking for unique and safe behavioral characteristics. In 
fact, Scott Eicher, Senior Product Manager, for Dow 
AgroSciences, Indianapolis, Ind., noted that pesticide 
manufacturers will generally examine between 15,000 
and 40,000 different molecules a year in the search for 
something that has potential to be a marketable product. 
This results in a research and development budget alone 
for Dow AgroSciences that represents between 9.5 and 11 
percent of gross sales annually. 

Sometimes this involves laboratory research, but it's 
becoming more common for this preliminary analysis to 
take place with the use of computer-aided graphics that 
construct and observe molecular structures, according to 
Mike Tolley, Product Characterization Leader for Global 
Urban Pest Management, Dow AgroSciences. 

While manufacturers are constantly gathering infor-
mation from their customers as to what types of products 
or improvements to current products the industry would 
like to see, it's development approach has to be driven by 
product supply - what molecules can it uncover that have 
developmental potential? Here, researchers focus on 
characterizing how a particular molecule will behave in a 
variety of conditions. 

Tolley explained that manufacturers encounter a host 
of questions that have to be answered about the product 
at this point: Does it pose any health risk to the people who 
would work with it or be exposed to it? What effects will 
it have on the environment? Is there sufficient demand 
and room in the market for such a product? Can the 
product be brought to market profitably? 

If a product appears to have market potential in a 

Where Turf i i s 

An R&D budget of 9 

to 11 percent of 

annual gross sales 

keeps new products 

coming to the 

industry. Photo: Dow 

AgroSciences 

tf, no secret that the professional turf industry isn't often a pesticide manufacturer's 

number one priority market when it comes time for new product development. And with the 

on-going consolidation of major pesticide manufacturers that means even fewer dollars may 

be allocated to turf product research. 

Dow AgroSciences, Indianapolis, Ind., sees this trend as an opportunity, although some 

basic truths about pesticide development aren't going to change. 

"The most common way for us to deliver products is as an offshoot of the agricultural 

industry," noted Scott Eicher, Senior Product Manager, Dow AgroSciences, "and that will 

still be the way most products are discovered. 

"The primary way the turf industry will get new technology or chemistries is through 

discovery research and development efforts," continued Eicher. "Dow AgroSciences is 

unique in that because of its size and the importance of the turf and ornamental markets, 

we can still get dedicated discovery and research done for the professional turf and orna-

mental markets. When we see an opportunity that appears to be significant enough to jus-

tify pursuing, we can go to our R&D folks and tell them we see o need for o solution to a 

problem and they can apply resources to discover or develop a new product or technology 

that will address that need." 

"We want to be the market leader, and there are a number of ways to categorize 

yourself as o leader," added Bruce Miehle, a general manager at Dow AgroSciences. "To 

the end-users, we want to be the credible, reliable source of good current products, new 

technology, information and resources that they need to run their businesses better. We are 

o leader now. I don't know that there is one clear leader. But we know we have some 

product brands that are some of the best known brands in the trade." 

particular formulation, then the company applies for a 
patent on it, which protects their rights to the formula-
tion for 17 years. For a company like Dow AgroSciences, 
this process costs approximately $200 million annually, 
at a price of as much as $500,000 per product at times, 
according to Eicher. 

PREDEVELOPMENT. This is where some of the real fact 
finding begins to take place to understand a new product, 
and this part of the process generally takes between three 
and fives years and includes more than 120 different 
tests on a potential product and the active ingredients. 
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The manufacturer will also begin gath-
ering toxicological data relating to the 
product's interaction with people, animals 
and the environment at this point. "If any 
negative results are encountered, the devel-

opment process for that particular product 
is immediately shut down," Tolley noted. 

As the predevelopment phase comes to 
a close, the manufacturer is faced with a 
crucial decision: Is the product worth pur-

M i n d i n g the 
Q -t . "Pi euut/t* 

^ ^ ^ u c h has been made about the U.S. Environmental Protection Agency's passage of the Food Quality Protection Act in 

1996, which set the guidelines for pesticide development for the next decade. Steve McMaster, Regulatory Manager, Dow 

AgroSciences, Indianapolis, Ind., said pesticide manufacturers, along with the EPA, are still grappling to understand the legislation 

and what it really means for the green industry. 

"When things like the passage of FQPA happen, they really raise a lot of questions as to how the Agency will ultimately deal 

with the different issues," McMaster noted. "Now, it's been two years since FQPA passed, and I would estimate that the Agency 

and the manufacturers are still spending a majority of their time figuring out how to deal with it. Many of the EPA's policies as 

they relate to FQPA are still evolving, and it's not real clear where they will end up." 

McMaster pointed out that one positive offshoot of this legislation has been the way it has brought the manufacturers and the 

government together to work out a number of issues. "We're all engaged with the EPA to help shape the implementation plan for 

the future," he said. "For those of us in the discovery and development business, that's our bread and butter. We invest our 

resources in discovery and development and try to turn the crank as fast as we can, so to slow down because of a regulatory 

unknown is a foreign concept to us." 

In addition to searching for a better understanding of the legislation, pesticide manufacturers are also looking to get the 

registration process back to the pace it was previously at. "When you're looking at a discovery and development process of 10 

years ond the Agency averages about three years to review and grant registrations, that means there's o significant investment in 

those products before the manufacturer can ever generate any cash flow," McMaster explained. 

As a result of this slowdown, the EPA has implemented a prioritizing policy, whereby manufacturers prioritize five of their 

registration actions that have been submitted as their greatest priority. The EPA then focuses its review efforts on those actions first. 

"The only problem is that the first time the EPA asked us for five priorities, we had more than 20 actions at the Agency that 

needed work," McMaster lamented. "I'm sure it was the same for the other manufacturers." 

Of particular importance to contractors may be the EPA's new concept of a "risk cup" that will be used in the evaluation of 

pesticides. "This is the result of the EPA's decision to now evaluate the aggregate risks of a pesticide not just from dietary 

exposure in foods, but also by the potential exposure in drinking water, on home lawns, through indoor uses and so on," related 

McMaster. "It's conceivable that pesticide manufacturers will be forced to make some very difficult decisions on some products. 

"For example, say we have an herbicide that is registered for use on corn and turf, but the Agency determines that its 

aggregate risks are unacceptable," McMaster continued. "The manufacturer may be forced to mitigate that risk by dropping some 

of the use patterns from the label or reduce the application rate on a certain application." 

suing? Oftentimes, any number of discour-
aging factors can be enough to convince a 
manufacturer to discontinue developing a 
product, despite the years of work and 
hundreds of thousands or millions of dol-

lars already invested in the 
product. 

DEVELOPMENT. If the manu 
facturer determines at the end 
of the predevelopment stage 
that the product has market-
able potential, then it moves 
forward into the development 
phase. 

Tolley noted that it's worth 
remembering that while 
predevelopment and develop-
ment are going on, the 
manufacturer's patent protec-
tion of 17 years is passing by, 
and the development process 
- a more intense examination 
of the product - alone often 
requires five to seven years. 

"The tests conducted at 
this point involve dosages of 
the product that are much 
higher than anyone or any 
animal would ever actually 
encounter if the product was 
available," Tolley explained. 
"But these high dosage tests 
are important to identify the 
'maximum tolerated dose' of 
the product, or the maximum 
amount an animal could re-
ceive daily and still live long 
enough to complete the test. 
And, again, such levels are 
generally hundreds of times 
greater than the exposure that 
will occur based on the 
product's expected label rate." 

In addition, research takes 
place to identify the 'no ob-
servable effect level,' or high-
est exposure that doesn't re-
sult in any effects in sensitive 

(continued on pmge PS) 



You can' t h ide d u r i n g the cool season anymore . 

J^iverdale 

Combining the awesome performance of Triclopyr 
chemistry with the fast action and effectiveness of M C P A 

and Dicamba, Cool Power is excellent for winter weed control, 
treatments in dormant warm season turf and early season 

applications in transition zones and cool season climates. 

For cool weather, broad spectrum control of hard-to-kill 
weeds such as wild violet, spurge, wild onion, oxalis, 

clover, dandelions, and others, it doesn't get any 
cooler than Cool Power. 

Cool Power™ is a completely new post-emergent herbicide for 
superior broadleaf weed control during cool weather applications. 

During colder temperatures, weeds are less actively growing and 
resist uptake of herbicides. Cool Power is a scientifically proven 
ester formulation that breaks through the waxy cuticle layer on 
the weed and permeates the plant for increased uptake. 

And your other broadleaf 
pals won't be seeing 
warmer days, either. 
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test animals, Tolley added. 
These tests are then used 

by the U.S Environmental Pro-
tection Agency in order to 
settle on the 'reference dose' 
level, which is the maximum 
amount of residue from a com-
pound allowed in relation to 
its daily exposure, he said. 
"Typically, this number is 100 
to a thousand times lower 
than the no observable effect 
level, despite being based on 
tests that used the pure form 
of the product's active ingre-
dient, which the end users 
won't be exposed to." 

The research process soon 
moves outside so that a manu-
facturer can study the prod-
uct in field plots in order to 
determine its efficacy against 
the desired weed or insect 
problem. "Tests are conducted 
at a wide range of application 
rates and under a variety of 
conditions in order to deter-
mine the product's most ef-
fective application rate," 
Tolley explained. 

The final stage of product development 
is gaining EPA registration and marketing 
the product. This process generally re-
quires two to four years. The registration 
application - generally containing thou-
sands of pages 
of data col-
lected over 
seven to 10 
years - goes to 
the EPA for 
intense scru-
tiny, which 
can lead to a 
rejected appli-
cation and 
send the manufacturer back to its research. 

And this process continues to grow 
more stringent as technological advances 

Registration 
m Me "?<zdt*7*zM 

^ an attempt to encourage pesticide manufacturers to place greater emphasis on developing products that present less po-

tential risk to the environment, the U.S. Environmental Protection Agency developed its "Fast Track" registration program. 

Through this program, pesticides that are identified as reduced risk by the EPA undergo an expedited review process that 

takes about 17 months, compared to the 36-month standard review timeline. 

Being able to bring a product to market 19 months sooner means a great deal to a manufacturer that has already spent 

10 to 12 years of that product's 17-year patent life in discovery, development and registration. 

Dow AgroSciences, Indianapolis, Ind., enjoyed the benefits of a fast track registration for Conserve, an insecticide labeled 

for use against sod webworms, cutworms and related pests. 

"What makes fast track so interesting is that the EPA hasn't set forth quantifiable characteristics where if the acute toxicity 

of a product is X, the mobility is Y and the half life is Z, then it's reduced risk," noted Steve McMaster, Regulatory Manager for 

Dow AgroSciences. "But what the EPA has done is set forward a process that encourages pesticide manufacturers to develop 

products with improved environmental characteristics and enables the Agency to compare submitted products to existing prod-

ucts already in the market. So the bar is continually getting raised." 

Such an environmental focus on the part of the EPA can add to the manufacturers' challenges, however. 

"The EPA doesn't concern itself with product efficacy," pointed out McMaster. "But for the manufacturer and the contrac-

tor, product performance is what ultimately matters, and therein lies the dilemma." 

add to the EPA's analytical capabilities 
Today, for example, the Agency's research 
ers can examine a product on a parts-per 
billion basis, compared to the parts-per 
million approach used just a few years ago 

Pedticccte manufacturers will generally 
examine between 1 5 , 0 0 0 and 4 0 , 0 0 0 
different molecules a year in the search 
for something that has the potential to be 
a marketable product. 

"I think the thing that is least under-
stood by the marketplace about this process 
is the amount of risk involved for basic 

manufacturers and the uncertainty associ-
ated with each patent and label applica-
tion," noted Steve McMaster, Regulatory 
Manager for Dow AgroSciences. "As a 
manufacturer, we start down this 10-year 

path and we're not sure if we're going to 
get to the end or not. It's possible that 
we'll discover something about the prod-
uct that isn't acceptable to us or the 
EPA. That's why a lot of manufacturers 
focus their efforts on the crop industry, 
because the total global market size and 
potential profits are so much higher 
than in the turf industry." 

If the EPA grants the registration, 
the manufacturer then has a few years 

left on its patent to sell the product before 
the patent expires and the chemistry is to be 
shared with the entire industry. 



PROCESS 
Formulators have a multitude of roles in the 

pesticide development process;, with none 

more critical than their ability to bring 

multiple manufacturers' products together. 

awn care contractors know all about 
pesticide manufacturers. They are, 

after all, billion-dollar companies that develop the prod-
ucts that drive contractors' businesses. 

And lawn care contractors know all about dealers or 
distributors. Ultimately, it's these companies that bring 
these products to the contractor. 

But how familiar are contractors with formulators? In 
fact, how many contractors even know what a formulator 
does? And how many contractors realize that without 
formulators many of the products on the market today 
may never have been available to be applied to a single 
lawn? 

MIXING & MATCHING* "As a general rule, formulators 
don't invent molecules," stated Sean Casey, Formulator 
Business Manager for Riverdale, Glenwood, 111., "but we 
are not just a middleman either. We function as a 
matchmaker, a regulatory extension and a finisher of raw 
technical active ingredients. Simplistically put, we bring 

actives from competing basic manufacturers together 
into a single combination product. By targeting a specific 
characteristic in a basic manufacturer's molecule and 
utilizing that characteristic to strengthen the combina-
tion product, we can develop solutions specific to meet 

(continued on page PI2) 

fëtvetcUile 
FOUNDED: 1941 

LOCATED: Glenwood, III. 

PRESIDENT: James K. Champion 

COMPANY HISTORY: After being 

licensed under the first 2,4-D patents, River-

dole become a national formulotor of pro-

prietary ond private label broadleaf herbicides. 

AT A GLANCE... 

KEY PRODUCTS (Turf and 

ornamental market): 

Millennium Ultra, Tru-Power, Cool Power, 

Horsepower, Dissolve, Tri-Power and Triplet. 

ACTIVE PATENTS OWNED: 

Production of dry crystalline water-soluble 

products. 

• 



If you really want to keep something 
It takes two fierce herbicides acting side by side to keep crabgrass, goosegrass, spurge, oxalis and other 
weeds from breaking into your customers' property. Team* Pro preemergence herbicide combines Balan* 
and Treflan* herbicides into the most consistent, fast-acting, long-lasting crabgrass preventer available. 
Team Pro protects lawns better than pendimethalin without severe staining of spreaders, shoes or landscaping. 



out of a yard, unleash the Power of Two. 
And Team Pro won't harm established ornamentals, turfgrass or your reputation for a 
good value. For information on fertilizers formulated with Team Pro, talk to your supplier. 
Or call us at 1-800-255-3726 or visit our web site, www.dowagro.com. Then stand back, and 
unleash the Power of Two. Always read and follow label directions. 

Dow AgroSciences 

Team Pro 
•Trademark of Dow AgroSciences LLC 

http://www.dowagro.com
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users' needs. Then we register the product, 
source the active ingredients and produce 
and ship them off to our customers for 
distribution to the marketplace." 

"While the basic manufacturers invent 
molecules and then determine what those 

molecules can do, formulators actually work 
the reverse process," explained Curtis Clark, 
Marketing Manager for Riverdale. "We see 
a specific problem in the market and then 
go get the molecule that solves that prob-
lem. It's a much more efficient process in 
that there are relatively few false starts or 

unknowns to deal with." 
"The most difficult part of the process is 

finding a combination of products that 
work well together," explained Jim Cham-
pion, President, Riverdale. "Each compound 
that's out there has its own pluses and 

(continued on page PI4) 
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t ike most other industries touching the green industry, the pesticide manu-

facturer industry is consolidating. 

But as opposed to the development of new organizations resulting from the 

combination of two companies, some manufacturers have looked to form strategic 

partnerships by building an improved relationship with other companies critical to 

the process of creating and delivering top-notch pesticide products. 

That is exactly the case with the mutually beneficial relationship that has 

developed over the lost six years between Dow AgroSciences, Indianapolis, Ind., 

and Riverdale, Glenwood, III. 

Through this relationship, Dow AgroSciences provides Riverdale access to some 

of its proprietary chemistries that Riverdale can then use to develop and test new 

combination products. 

As Jim Champion, President of Riverdale pointed out, formulators generally only 

get to work with their own chemistries after a product's patent has expired and it 

becomes a nonproprietary product available to the entire industry. Not having 

access to as many potential products can limit a formulae's ability to innovatively 

explore new product development options. 

Now, however, Riverdale has the opportunity to work with chemistries being 

studied by Dow AgroSciences well before they ever come to the market, and 

Champion is confident the entire industry will benefit from this combination of 

resources and talents. 

"I believe we've found the best combination products that I've ever seen in this 

industry," he noted, naming Momentum and Millennium Ultra as examples. "That 

benefits everyone as we provide the market with products that are unique and 

provide better control at lower rates than anything out there while we are meeting 

the Environmental Protection Agency's requirements of using less active ingredient." 

From the manufacturer's perspective, such a new relationship offers 

expanded research opportunities."We approached the two formulators who we 

felt were the major players in the turf herbicide market, and Riverdale saw the 

benefits of our chemistries alone and in combination with other products," 

recalled Scott Eicher, Senior Product Manager, Dow AgroSciences. "Riverdale 

was willing to invest in the future with its own dollars to do the research and 

toxicology work to apply for and receive its own federal registrations. 

"Because of the amount of research and overhead o company like Dow 

AgroSciences has, a single product registration needs to have a large volume 

potential to make sense financially for us to develop," Eicher continued. 

"Riverdale, however, can test and develop products that a larger company like 

us can't afford to pursue." 

This type of arrangement is one Champion believes must continue for the 

industry to remain innovative."The future has to feature more relationship and 

partnership development," he asserted. "There are fewer players in the industry 

today than five years ago and fewer molecules being developed, which makes it 

more difficult to find effective combinations of products. Meanwhile, expenses to 

go up every year as the EPA adds requirements to the products' performance." 

Mike Tolley, Product Characterization Leader for Global Urban Pest 

Management, Dow AgroSciences, agreed with Champion. "The better we 

understand other people's businesses and their needs, the better we will be at 

using those needs as goals in order to develop the products of the future," he 

said. "If it's good business for oil parties involved - from manufacturers to the 

contractors - then those will be discovery goals worthy of pursuit." 

"This type of relationship is where the products of the future will be 

developed," Champion pronounced. 



You Are About to Enter the 
t . M ' S U ^ m ^ L m L . • • I 

THE SCIENCE OF controlling broodleof 
weeds in turfgrass just took a g iant leap 
into the future. Introducing Mi l lennium 
Ultra™, C o o l Power® a n d Horsepower™ 
from RIVERDALE®. 

By combining the premium, broad spectrum perfor-
mance of D o w Agroscience'str iclopyrandclopyral id 
chemistry with the fast action fo phenoxies and 
effectivness of d icamba, Riverdale has created truly 
unique, premium broadleaf w e e d control products. 

® COOL POWER 
Mv y > An ester formulation of MCPA, triclopyr 

and dicamba for maximum control of 
weeds under cool weather conditions. 

MILLENNIUM ULTRA™ 
An amine formulation containing 2,4-D, 
clopyralid and dicamba offers nigh 
performance weed control of hara to 
control weeds. 

HORSEPOWER™ 
An amine formulation of MCPA, triclopyr 
and dicamba for effective control of 

• I P weeds in 2,4-D free applications. 

The Future of Weed Control Has Arrived 

i t iverdale 
4 2 5 West 194 t h Street 
Glenwood, Illinois 6 0 4 2 5 
1-800-345-3330 

USE R E A D E R SERVICE # 3 4 www.riverdalecc.com 

http://www.riverdalecc.com
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Some operating 

efficiencies compared 

to basic manufactur-

ers, such as lower 

overhead costs, keep 

Riverdale's high speed 

packaging line 

working with 

manufacturer's 

chemistries. Photo: 

Riverdale 
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minuses. Some control a variety of weeds, 
some control specialty weeds or some might 
only work in certain types of turfgrass. But 

what we're looking for is a combination that 
provides a broad spectrum of control on as 
many types of turfgrass as possible while 
being as safe as possible to work with." 

In order to examine such a broad range 

of products, Riverdale funds research ef-
forts at universities across the country in 
different turfgrass types and in different 
climatic conditions. "This year alone, we're 

screening 24 dif-
ferent products 
at nine different 
locations," Cham-
pion noted, add-
ing that there's 
no guarantee any 
of those products 
will prove suc-
cessful enough to 
continue study-

ing. "If we end up bringing one of those 24 
products to market, we'll be very happy." 

And the process only gets more compli-
cated once such a product is deemed wor-
thy of continued examination. "When we 

fanyettttcp a specific characteristic 
in a basic manufacturers molecule and 
utilizing that characteristic to strengthen 
the combination product, w e develop 
solutions specific to users' needs.' 

find a product that has real potential, we 
continue to test it for three to five years at 
rates above and below what we think will be 
its labeled rate to see where we realize the 
best combination of efficacy and safety," 
Champion continued. 

"The dream is to find a product to 
control the greatest number of weeds on all 
types of turf and in all climates," he added. 
"But that's not a reality in most cases. 
However, I think because of the newer 
chemistries and our ability to provide in-
creased efficacy with lower amounts of 
active ingredient, we're as close to realizing 
that dream as ever." 

The newer chemistries Champion re-
ferred to were invented and commercial-
ized in the turf market by Dow AgroSciences 
in its proprietary product line. In an effort 
to maximize the potential of its molecules, 

capitalize on the strengths of its 
chemistry and reach more of the 
market, Dow AgroSciences con-
tracted with Riverdale to com-
bine two of its active ingredi-
ents, clopyralid and triclopyr, 
into combination products for 
the turf broadleaf weed control 
market. 

TAKING THEIR OWN 
GAMBLE. While pesticide manu-
facturers are the ones investing 
upwards of $200 million annu-
ally in new product discovery, 
formulators are faced with their 
own share of financial decisions 
to make. 

In particular, after a combi-
nation product has completed 
its three to five years of addi-
tional analysis, the formulator 
has to decide whether or not to 
pursue a federal registration for 
the product and take it to the 
market. 

"We get a lot of toxicological 
data about a product from the 
manufacturer of that product, 
but we also have to provide 



It's Al l 
toxicological data on the spe-
cific formulation we're study-
ing," Champion pointed out. 

And providing acceptable 
data to the EPA isn't neces-
sarily a simple or cheap pro-
cess, because all of the tests 
must be conducted in a labo-
ratory that has been certified 
as meeting EPA standards 
for good laboratory practices, 
Champion added. 

"But this is where we have 
to decide if we're going to 
take the gamble and produce 
the data, because if the prod-
uct doesn't meet the EPA's 
standards we have to start all 
over," he shared, adding that 
such a process can, in fact, be 
more challenging at times for 
a formulator than a manu-
facturer. "When you're mix-
ing compounds together, 
there's always the possibility 
that something may happen 
of toxicological significance 
that you didn't expect. When 
you're just working with one 
product, there are going to 
be certain characteristics that 
you are already familiar with 
because of the family it be-
longs to. 

"The entire process is one 
that is much more difficult 
and expensive than most 
people realize," Champion concluded, "but 
dealing with that process as efficiently as we 
do is what separates Riverdale from other 
players in the market." 

"We are virtually getting brand new 
registrations and within that process we are 
able to develop products and formulations 
that allow us to segment and niche market," 
added Marvin Moore, Vice President of 
Sales and Marketing for Riverdale. "Our 
registration division and manufacturing 
capability provide us with flexibility in 
meeting customer needs that we believe is 

a f o u t V a l u e 

^ ^ ^ g a r d l e s s of who you are or what you're shopping for, price matters. It just makes sense that we're all interested in 

spending as little money as possible when it comes time to make a purchase. The trick, however, is making sure that in 

controlling what we spend we don't sacrifice actual value in what we receive. 

Today's market for pesticide products is becoming increasingly crowded and, at times, complicated with so many different 

types of products available. Some basic chemistries have been around long enough that the developing company's patent has 

expired and numerous generic varieties of the original product compete for market share, thereby driving product price down. 

Many of the newer products, however, such as Millennium™, Cool Power™ and Horsepower™ from Riverdale, Glenwood, 

III., feature new chemistries in combination with other products in order to improve or expand performance. 

It's important to note here that these combination products may at times be more expensive on a per-gallon basis to 

purchase, but that doesn't mean that they actually end up costing the contractor more. "By providing superior weed control, 

which results in more satisfied customers, our combination products are actually more cost effective," observed Jim 

Champion, President, Riverdale. 

"If we can reduce the amount of callbacks that a contractor receives from customers, make these pesticides more 

compatible with different fertilizer products and offer him or her better control in adverse weather conditions, then we have 

done some things to make that company more efficient, more profitable and more environmentally sound," Champion 

commented. "That's why it's so important that the end users of these products look not just at the price of a product but at 

the overall value that product has to their businesses." 

"Customer callbacks can kill a contractor's business," noted Scott Eicher, Senior Product Manager for Dow AgroSciences. 

"Industry research shows they cost the contractor anywhere from $45 to $75 each, which means that the contractor has lost 

the profit for that yard for the entire year." 

Eicher recognized that it can be easy to focus too much just on product pricing, but that short sightedness can ultimately 

cost the contractor in the long run. "I believe every good business person is able to get beyond the initial cost of a product 

and examines what actual value does he or she need to get from that product," he noted. "And price and value aren't 

necessarily the same." 

unparalleled, and also gives us the ability to 
respond instantaneously to individual cus-
tomer needs." 

LOOKING AHEAD. The other key factor 
Champion believes will lead to the develop-
ment of improved products in the future is 
the shared common goal between pesticide 
manufacturers, formulators, distributors, 
users and even the federal government. 

"The entire development process is be-
ing driven to create safer products that 
require lower amounts of active ingredient 

to be applied per acre with greater efficacy," 
Champion shared. "Whether that means 
synthetic organic compounds or biological 
options, we are all striving to make sure the 
end user has the best chemistries and for-
mulations available. 

"This process is a partnership, and we all 
have to be there to help each other and make 
sure the flow of information takes place up 
and down the chain from the contractor to 
the manufacturer and back. Our company 
is based on that partnership belief, and 
that's the key to the future for all of us." 
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AT A GLANCE... 

FOUNDED: 1962 

LOCATED: Rocky River, Ohio 

P R E S I D E N T : Bill Foley 

COMPANY HISTORY: Since its 

founding as an equipment supplier to the 

Northeast Ohio market, the company has 

grown to include 235 service centers in 38 

states with more than 100,000 customers. 

KEY P R O D U C T S : Poly Plus fertilizer, 

Momentum broadleaf postemergence 

herbicide, Pre-M preemergence herbicide, 

Manicure fungicide and Eagle seed. 

BACK UP THE C H A I N . Any product supplier in any 
industry is doomed to fail if it doesn't deliver the products 
that its customers need and demand. Keeping in tune 
with the needs of a nation full of lawn care operators -
particularly with the variations created by such varying 
regional conditions - can be a challenge for a company 
with one location. This isn't a problem for LESCO, 
however. 

"What makes LESCO unique is its reach into the 
marketplace through our extensive network of service 
centers," explained Ken Sekley, Vice President of Market-
ing, LESCO. "This enables us to provide lawn care 
professionals with a convenient, one-stop resource." 

One distributors unique degree of market 

penetration makes it an important part of the 

pesticide development process. 

esticide development and production obviously only 
represent two-thirds of the product supply chain, as the 
most efficient and cost effective product in the world is 
useless if it's never actually delivered into the hands of the 
intended end-user, in this case, the lawn care operator. 

From a manufacturer's or formulator's standpoint, 
that means a distributor's market penetration is crucial in 

that it offers greater opportunity for delivering product to 
the customers. That makes Rocky River, Ohio-based 
LESCO a pivotal figure in the product supply chain with 
its 235 service centers in 38 states. 

"LESCO's thorough market coverage and its ability to 
focus and introduce premium products to the market-
place makes it an integral player in this industry," stated 
Jim Chapmion, Riverdale, Glenwood, 111. 



Products need to offer value, which isn't necessarily the same as lowest 

price, to lawn care professionals to be carried as part of LESCO's line. 

Clearly, LESCO's accessibility and the extensive prod-
uct line it offers to much of the country make it attractive 
to many contractors. What many lawn care professionals 
may not realize, however, is how the LESCO Service 
Center they visit offers them an opportunity to speak to 
the suppliers of that extensive product line. 

"Our exposure to so many lawn care professionals 
nationwide means that we are very close to them in terms 
of understanding their needs and their unfulfilled needs 
as business people," Sekley noted. "Our salespeople actu-
ally work in a consultative fashion with lawn care 
operators on a day-to-day basis. 

"On the other side, we meet very frequently with our 
suppliers in order to provide information about where the 
market is going so that we can help them with product 
development to arrive at products that best fit the 
market's needs," he continued. 

"That means we have the ability to work with compa-
nies like Dow AgroSciences and Riverdale to get the 
necessary products developed and then distributed to our 
customers. In this way, the information flow actually goes 
back up the chain of product development from the 
contractor to the basic supplier." 

The result of this process is that LESCO has the 
opportunity to expand an already diverse product line. 

"We're not just interested in offering the most prod-
ucts to our customers, though," Sekley pointed out. "We 
don't want to confuse the market. The number one factor 
for us to consider is the performance of the product and 

P r o p e r 
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^ 7 h e producers of pesticide products have made tremendous strides improving the 

safety and convenience of these products for the lawn care professionals who work with 

them. For instance, Dow AgroSciences brought Conserve to the market via the U.S. 

Environmental Protection Agency's 'fast track' program for pesticides that pose a reduced 

risk to the environment. Following basic safety practices when working with pesticide 

products, such as those listed below, are still important for lawn care professionals. 

• Avoid working directly in drift, spray or runoff, and always wear protective clothing. 

• Protective clothing should cover as much skin as possible and include gloves, a hat, 

boots or shoes and goggles. 

• Do not wipe gloves on your clothing. 

• Never eat, drink, smoke or chew when handling or applying pesticides. 

• If you feel ill, seek help right away. 

• Do not apply pesticides during or just before expected high winds or heavy rains. 

• Check oil equipment for leaking hoses, pumps or connections, as well as plugged, 

worn or dripping nozzles, to prevent spillage. 

• Never let children, pets or unauthorized persons touch application equipment or enter 

storage area. 

• Use any leftover pesticide for labeled uses. 

• Before applying, clear the area of oil unprotected persons. 

the need that it fills in the marketplace. How well does 
it perform compared to other competitive products?" 

Another key factor for LESCO to consider is the 

LESCO's extensive network 

of Service Centers allows 

the company to stay in tune 

with the needs of lawn care 

professionals and assume a 

valuable role in the product 

development process. 
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business practices of the suppliers it pur-
chases product from. "We want to work 
with those companies that will supply prod-
ucts to us on time and with a high quality," 
Sekley asserted. 

DISTRIBUTORS & DEVELOPMENT. 
While the bulk of the development work 
for a new pesticide product is handled by 
the manufacturer and the formulator, dis-
tributors will get involved in the process 

and shoulder some of the burden. 
"We do have our own research and 

development staff, but it is pretty lean 
compared to a basic manufacturer's staff. 
It's once a product has been developed and 

Bill Foley's 
( t o t . . . 

/ n the summer of 1997, Lawn & Landscape Group 

Publisher Cindy Code had the chance to sit down in an 

exclusive interview with Bill Foley about his thoughts on 

the industry. Here is some of what he had to say: 

2 . LESCO has a slogan, "Customers for Life." Do your 

customers know and understand what you're driving at? 

/ 4 . I think they're beginning to know. What does that 

mean? Attitudinally, we want to make sure that 

everyone understands that customers come first. It's 

part of our training, how we spend money for the future 

and, for us, it's about getting a little bit better everyday. 

It's two years plus since we began the concept of 

"Customers for Life" and we're still not satisfied. We 

want our customers to get whatever they want from us whenever they need it. We 

want to be easy to buy, easy to handle and easy to use. If we can do that we 

think that there's a value for the customer. 

2 . More than half the LESCO business is devoted to the professional lawn care 

market. How do you answer claims that lawn care operators just buy product on 

price? 

/ 4 . I don't think that's the case at all. Our customers are in business for 

themselves so they are as concerned about how they invest their money as we 

are. 

I also think it's incumbent upon us to make sure that price isn't the only issue. 

Of course there's price, but there's also product performance. In some cases, it's 

best to buy the best product you can buy and solve one problem so you don't have 

to pay for callbacks, which are very expensive. And so a cheap product price is not 

necessarily the best value. 

That's part of what we try to think about when we develop new products. We 

take the technical aspects and package them with the product mix so that our 

Bill Foley. Photo: Roger Mutroitinni 

customers can look at the products we have and say they're working. It's 

easy to stick agricultural grade materials in a bag and sell them inexpensively. 

But at the end of the day you want to give your customers real performance 

and real service, and you don't want to pay the high cost of trying to get o 

new customer. 

2 . Do you agree it's incumbent upon suppliers to help raise professionalism 

in the lawn and landscape industry? 

/ 4 . Absolutely. Not only help raise professionalism, but help improve 

performance, set performance standards, make sure people know how to use 

products properly, make sure they know how to dispose of packaging properly 

and that they're in compliance with local, state and federal laws - those 

things are really critical parts of our job. And we take those things seriously. 

Soon, our Internet site will allow us to issue MSDS sheets and product 

specification sheets on a real time basis. They can be printed as an invoice 

occurs. Those kinds of things have to happen to keep everybody under the 

right kind of approach and to manage their obligations. 



is ready for testing that we become very 
involved in the development process," 
Sekley noted. "We're often involved as a 
subregistrant, and we will often be the 
holder of the state registrations, which 
means there's a lot of technical and admin-
istrative support needs. 

"As the regulations become more strin-
gent, a lot of the compliance burden falls to 
the distributor," he continued. "We're the 
people who need to transport the product, 
so we have to make sure we find a cost-
effective way to do this that adheres to the 
regulations." 

One specific example of LESCO assum-
ing a greater role in a product's develop-
ment would be the introduction of Momen-
tum to the market this year by Dow 
AgroSciences, Riverdale and LESCO. "We 
have quite a degree of exclusivity in our 
ability to offer this product because of our 
involvement in its development," Sekley 
pointed out. "That goes back to creating a 
supplier relationship based on the quality 
of products and reliability of delivery they 
can offer us. 

"I t ' s also a recogni t ion on t h e 
manufacturer's and formulator's part that 
LESCO is in a unique position in the 
industry in terms of delivering product to 
the market and providing excellent com-
munication and information flow from the 
end-user to the product's develop-
ers," he added. 

noted. "This is especially important for new 
pesticide products where the application 
instructions are critical to the product's 
success and user safety is so important. The 
pesticide manufacturers and formulators 
are obviously also committed to this type of 
education, but they don't usually have the 
same access and proximity to the contrac-
tors as we do." 

As a result, contractors come to rely 
heavily on distributors for technical re-
sources and solutions to their problems. 
"It's a part of our technical service function 
to provide this support to our customers," 
according to Sekley. 

As part of its technical support services, 
LESCO employs a Technical Services Group 
with a director of technical services and 
seven additional technical support special-
ists that fields hundreds of inquiries each a 
day that come in from contractors as well as 
presenting educational seminars to custom-
ers. "This group also trains our own sales 
associates so that we have technically com-
petent people in the field working with the 
contractors," Sekley explained. 

"We have technical support specialists 
focused on agronomics, equipment and 
structural pest control," added Steve 
Jedrzejek, director, technical services for 
LESCO. "Our responsibility as a technical 
service team is to provide support to all of 

OFFERING ANSWERS. The role 
of a distributor such as LESCO in 
delivering product to market clearly 
goes beyond stocking shelves and 
taking orders. The distributor's sales 
location and sales personnel are 
often the providers of information 
and answers to contractors about prod-
ucts, their intended use, how they compare 
with other products on the market and 
anything else a contractor might ask. 

"Our closeness to operators allows us to 
educate them about new product introduc-
tions and help get them up and running 
with this product in their businesses," Sekley 

a manufacturer's or 
formulator's standpoint, that means a 
distributor's market penetration is crucia 
in that it offers greater opportunity for 
delivering product to the customers. 

our customers and sales associates for all of 
the products we carry." 

Jedrzejek noted that herbicide-related 
issues lead to many of the questions coming 
into the company. "We get a lot of ques-
tions relating to reading the label, rates of 
application, tank mix compatibility, dealing 

with turf tolerance, the physical properties 
of a product and so on," he commented. 

It should come as no surprise then, that 
LESCO was so involved in bringing the 
product Momentum to market. 

"Momentum addresses a number of the 
most common customer concerns," Jedrzejek 
pointed out. "And that's at least in part due 
to our ability to stay close to the industry 
and look for situations where a product's 
performance needs to be improved." 

LESCO's service commitment goes be-
yond its technical service center, though. 
"We have a requirement that if you're 
going to work in a service center, then you 
have to come from the industry," added Bill 
Foley, Chairman, President and Chief Ex-
ecutive Office for LESCO. "You have to 
have product knowledge; you have to be 
able to answer your customers' questions. 

"In addition, we're building an Internet 
site that will have a whole series of training 
and certification classes going on," Foley 
continued. "We're really serious about mak-
ing certain that our customers are given 
answers to their questions. That's part of 
the value of our service. If a customer can 
bring a weed in and one of our guys says it's 
spurge and this is how you control it...we're 
identifying the problem and finding a solu-
tion. We then show them a control product 
and tell them what rates to use. That's a real 

service." 

Part of th is 
training and edu-
ca t ion means 
reaching and edu-
cating contractors 
who may be mis-
using products. 

"For t h e 
contractor's ben-
efit, the benefit of 

the environment and for the professional 
industry, we're committed to this indus-
try," Foley asserted. "It's all we do. So we're 
concerned about it's image, about how 
successful it is, about how it grows and 
about the products people use. That really 
drives our behavior." 





FERTILIZER TURF MAINTENANCE TURFGRASS IRRIGATION CONTROL 
EQUIPMENT SEED PRODUCTS PRODUCTS 

But a great business relationship 
includes expert advice, 

outstanding service, convenience and value. 
Through established relationships 

with manufacturers and formulators like 
Dow AgroSciences and Riverdale 

Chemical, as well as the 
capabilities of its own 
production facilities, 
LESCO brings the most 
complete line of profes-

sional products to the landscape 
management industry. 
Innovative products 
like Momentum™, 
Three-Way Ester II™ 
and Eliminate™, 
just to mention a 
few. But quality 
products are just 
the beginning at 
LESCO. Conve-
nience, service, 
technical expertise 
and value make 
the relationship 
complete. 

CONVENIENCE. With 235 LESCO 
Service Centers® in 38 states, LESCO 
makes it easy for landscape managers to 
pick up the product they need when they 
need it. And with LESCO Express Order-
ing, you can order by fax or e-mail 24 
hours a day, seven days a week and pick 
up your product at 8:00 a.m. the next 
working day. LESCO also provides 
traditional direct delivery options and, for 
the products you use most, a just-in-time 
delivery program. 

SERVICE. Every product LESCO sells 
is backed by the best service in the 
business. Whether it's custom blending 

to meet a special need, soil testing to 
determine specific nutrient require-
ments or locating a hard-to-find item, 
LESCO can help. And with on-site 
service technicians at a majority of our 
locations, equipment service and repair 
work is also part of the package. 

TECHNICAL EXPERTISE. Product 
recommendations and technical input 

are yours for the 
asking because 
knowledgeable 
professionals 
staff all LESCO 
Service Centers. 
Agronomic 
program devel-
opment and 
educational 
workshops, as 
well as techni-
cally trained 
customer 
service associ-

ates at our corporate headquarters, 
confirm the dedication of LESCO to its 
customers. 

VALUE. Put it all 
together and what you 
have is an overall 
commitment from a 
company dedicated to 
meeting your needs. 
That's called value. It's 
everything you could 
ask for in a great 
business relationship. For the location 
of the LESCO Service Center nearest 
you, call 800-321-5325. 

STATES WITH L E S C O 

SERVICE CENTERS. 

LESCO 
G R O W W I T H U S ™ 

LESCO is a registered trademark. LESCO Service Center is a registered service mark. Momentum. Three-Way Ester 11. Eliminate and Grow With Us are trademarks of LESCO. Inc. 
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M ^ r he green industry as a whole has enjoyed a healthy 
run over the last five years, so it's a logical assumption then 
that the lawn care portion of the industry would also show 
strong growth. 

Well, not only are application services among the 
most popular offered by green industry professionals, but 
they are also a more profitable service than ever before. 

According to a Lawn & Landscape survey of 1,000 
lawn care and landscape contractors nationwide, 62.1 
percent of the companies offering pesticide application 

What are your approximate 
aooual fc&ztcccde cxfieadctui&i ? 

BEEN 
GATHERED 

A recent survey of green industry contractors 

confirms that the market for professional lown 

core services is booming. 

$1-$1,000 

$1,001-$2,500 
$2,501-$5,000 
$5,001-$/,500 
$7,501-$10,000 
More thon $10,000 

L 
51.1°/. 

Source: Lawn & Landscape magazine 

services reported higher application revenues in 1997 
than in 1996 - an average increase of 13.9 percent. 

Meanwhile, just 3.6 percent of the respondents ex-
pected application revenues to drop off in 1997, although 
their decrease was a bit more dramatic at 17.6 percent. 

Clearly, however, demand for turf and ornamental 
care services is on the rise. 

This trend is certainly due, in part, to the well 
documented aging baby boomer population that is part of 
a double income household, has discretionary cash avail-
able thanks to the surging economy and doesn't want to 
spend what little free time it does have maintaining its 
lawn. At the same time, credit has to go to the contractors 
that continue to increase their professionalism and run 
their businesses more effectively. 

W H O ARE THEY? Companies offering pesticide services 
projected an average overall sales volume of $603,358 for 
1997. More than 27 percent of these companies had sales 
in excess of $1 million for 1997, and they are primarily 
focused on the residential market. In fact, better than 81 
percent of respondents earn more than 70 percent of 
application revenues from residential accounts. Just 6.1 
percent earn the same amount from commercial clients. 
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Turf applications remain the bread and butter service 
- 71.4 percent of the respondents earn at least 70 percent 
of their pesticide application revenues from turf applica-
tions. However, tree care and ornamental services showed 
considerable interest from contractors with 13.4 percent 
of contractors earning more than 30 percent of their 
pesticide revenues from tree care and 9.9 percent earning 
better than 30 percent in ornamental treatments. 

As expected, turf weeds are the most commonly 
encountered problem, singled out by better than 34 
percent of the respondents as 1997's biggest problem. 
Turf insect problems were the second most common at 
22.1 percent, followed closely by tree/ornamental pests 
(20.1 percent) and turf diseases (14.1 percent). 

In particular, grubs (46.9 percent), chinch bugs (24.7 
percent) and sod webworms (11.1 percent) were listed as 
the most problematic turf insects. Brown patch (51.6 
percent) led to the lion's share of turf disease battles, 
followed by red thread (17.7 percent) and dollar spot 
(16.1 percent). Dandelion (34.7 percent) showed up 
more than any other turf weed, although there was plenty 
of clover (26.5 percent) and crabgrass (20.4 percent). 
Finally, mites (33.3 percent) were the most common 
ornamental insect, followed by aphids (25.6 percent). 

m luil specific landscape problems 
c u e i e n u x d t p t e v a l e t U t*t ? 9 9 7 ? 

Product effectiveness 
Cost 
Product Safety 
Location 
Toxicity 
Formulation 
Packaging 
Colleague recommendation 
Manufacturer Reputation 
Dealer 
Service 
Terms 
University recommendation 

32.5% 
27.8% 

13.1% 

Source: Lawn & Landscape magazine 

Turf weed pests 
Turf insect pests 
Tree/ornamental insect pests 
Turf diseases 

Tree/ornamental diseases 

34.4% 

14.1% 

Regarding product purchases, turf herbicides are the 
most widely purchased product in terms of the number of 
companies buying them. Turf herbicides also comprise a 
considerable amount of the overall product purchased, 
representing about 40 percent of total product purchases 
for companies using them. Turf insecticides, meanwhile, 
are the second most commonly purchased product, al-
though they don't represent as much of the purchasing 
companies' total product purchase (about 19 percent). 

WHAT ARE THEY BUYING? Collectively, Lawn & 
Landscape readers anticipate spending a minimum of 
$220,094,256 on pesticides in 1997, or an average of 

$7,178 per company. Based on the revenues from turf 
applications, it's no surprise that turf herbicides are the 
most commonly purchased products, bought by more than 
80 percent of respondents. Turf herbicides were followed in 
popularity by turf insecticides (75.3 percent) and ornamen-
tal insecticides (58.2 percent). Among tree care products, 
insecticides were most popular (purchased by 44.3 per-

cent), followed by fungicides (32.3 per-
cent) and combination fertilizer plus 
insecticides/herbicides (15.2 percent). 

Distributors were the most common 
source of pesticides, outdistancing deal-
ers by 25 percent. However, the lawn 
care professionals purchasing products 
from dealers tend to purchase slightly 
more from dealers (68.4 percent) than 
those who favor distributors purchase 
from distributors (67.5 percent). 

LESCO is clearly the most popular 
product provider, cited by nearly 27 
percent of respondents as accounting for 

the majority of their product purchases. 
Product effectiveness (32.5 percent), cost (27.8 per-

cent) and safety were the three most influential factors 
in product purchasing decisions for this market, how-
ever, none of these products were listed by more than 
one-third of the respondents. 

Another factor that must be important to contractors, 
although it did not appear among these responses, is 
product availability. More than 84 percent of the indus-
try purchases turf and ornamental care products on an 
as-needed basis, with purchases occurring fairly evenly 
over the course of the calendar year (between 17.3 
percent and 29.2 percent in each of the four quarters). 

Source: Lawn <S Landscape magazine 
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Hey Clover. 

Your luck has just run out. 
T h a t g o e s f o r a l l 
o f y o u r b r o a d l e a f 
b u d d i e s , a s w e l l . 

Ê i i v e r d o l e 

Finally, a new postemergent broadleaf herbicide that truly 
advances the science of weed control for ornamental lawns 
and turf grasses. 

Millennium Ultra is uniquely formulated to provide the most 
effective, broad spectrum broadleaf weed control available. 
At the center of this leading edge chemistry is Clopyralid 
for superior control of clover and all legumes. It's joined 
with 2 ,4 -D and Dicamba for rapid response and outstanding 
effectiveness against dandelions, spurge, oxalis and other 
woody species. 

This exclusive state-of-the-art formulation annihilates 
hard to control weeds in a single treatment. The 

results are fewer callbacks, happier customers 
and a product that's easier on the environment. 

Millennium Ultra's low volatility amine 
formulation makes it tank mix compatible 
with liquid fertilizers or liquid iron all 
summer long. 

For ultimate performance, get Millennium Ultra. 

lllenniumllltra 
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Wootton said. Toro's 1924 version for the 
golf market was a 12-foot-wide cutting 
machine, with five 30-inch mowers mounted 
behind a tractor, and it mowed three times 
faster than the horse-drawn method, said 
Rick Cairns, product manager for Toro, 
Bloomington, Minn. 

In 1937, Toro reduced that machine for 
the landscape contractor market and came 
out with the 76-inch Professional, which 
was a cross between the small, maneuver-
able walk-behind machines and the larger 
gang units. The machine was still being 
produced through the 1970s, Cairns said. 

The post-World War II boom era blessed 
the lawnmower market with a flurry of 
unprecedented growth as companies needed 
to find new markets for peacetime products. 

"Lawnmowers were a big thing after the 
war," Woot ton explained. "These people 
built bombs, airplanes and tanks. When 
they came back they had all of this engineer-
ing skill and were looking for new things to 

make. Suburbs were starting to form and 
that meant wider yards, bigger gardens and 
greenscapes." 

THE BIRTH OF THE ROTARY. In 1935, Leonard 
Goodall and his wife had problems with the 
buckhorn plants outside their coffee shopt 
in Warrensburg, Mo., according to said Stan 
Byers, a Bunton Distributing Co. employee 
from 1974 to 1993 and president of Byers' 
Gold, Louisville, Ky., from 1993 until 1997. 

"Since the Buckhorn plants would grow 
faster than the grass, Goodall couldn't cut 
them with the reel-type mower he had," Byers 
explained. "So he attached an electric motor 
to the top of a deck and affixed sharpened steel 
blades to the motor shaft. Not only did the 
machine cut the Buckhorn plants, but it did 
a pretty good job of cutting grass." 

T o give the machine more power, 
Goodall helped himself to the 7/8-horse-
power, two-cycle gas engine that operated 
his wife's Maytag washing machine, and 

created the first direct drive rotary mower, 
Byers continued. 

"This machine was perfect for cutting 
Kentucky bluegrass because, unlike the reel 
mowers that cut it too low, it left the 3-
inches of turf necessary to keep bluegrass 
growing," Byers enthused. 

Thirteen years later, the Bunton Distrib-
uting Co., was formed in Louisville, Ky. to 
distribute Goodall rotary mowers. 

"The rotary mower became a success 
because it was easier to maintain than the 
reel-type mower," Byers said. "The reel is a 
very specialty-type item. It cuts golf greens 
down to 1 inch. But you have to constantly 
sharpen the reels and blade knives. To sharpen 
the rotary, you take the blade off and sharpen 
it. Maintenance time was cut in half with 
the Goodall mower." 

The rotary mower inspired Bunton's 
1954 claim to fame: the wide-area, self-
propelled, walk-behind mower. 

(continued on page 74) 

EXPERIENCE THE DIFFERENCE RANDIT CHIPPERS MAKE... 

6750 MILLBROOK ROAD • REMUS, Ml 49340 PHONE: (800) 952-0178 OR (517) 561-2270 • FAX: (517) 561-2273 
E-mail:brushbandit@ worldnet.att.net Website:www.banditchippers.com 

Bandit Industries 6", 9", 12" and 18" 
diameter brush chippers are a favor-
ite among landscapers and the tree 
care industry. Featured here, our 12" 
Model 200+XP is known for its 
dependability and versatility. The 
Model 200+XP has a powerful feed 
system that limits chain saw trim-
ming. It also has a 360° swivel chute 
that can discharge chips in any 
direction. Popular options include 
hydraulic winch, auto feed speed 
governor and gas or diesel powered 
engines from 65 to 200 HP. 

For a free demonstration contact your local Bandit dealer or call 1-800-952" 0178 
B A N D I T I N D U S T R I E S , I N C . 

http://www.banditchippers.com
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* Saves an estimated 100 hours of maintenance annually (S40 an hour average labor rate, 



That 's how m u c h you'l l save in m a i n t e n a n c e costs annua l ly on every 
2 6 0 Z * All t h a n k s to 2 6 0 Z exclusives like our ma in tenance - f ree Gravely 
XL Spindles™ and Jüngsten™ carbide coated blades. Less downt ime, more 
n p w i n g t ime. What 's it to you? Sheer profit. Visit your Gravely dealer today. 
Or qall 800-GRAVELY to get your free 2 6 0 Z video. 
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WE KEEP YOU CUTTING 
Visit us at the G I E Show, Booth # 1 1 7 
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(continued from page 71) 

According to OPEI's "Brief History of 
Lawnmowing," between 1953 and 1959, 
the power rotary mower was outselling the 
reel mower by a 9-to-l ratio. 

"Reel-type machines had completely 
faded in popularity," noted Dane Scag, 
president of Great Dane Power Equipment, 
Elm Grove, Wis. "They were on a horizon-
tal axis. As the blade went around, it cut like 
scissors. It was probably a very fussy ma-
chine. If the grass was too tall, it wouldn't 
cut well and if there were too many sticks 
and stones, the blade was easily ruined." 

ON THE BANDWAGON. If a lawnmower can 
turn completely around within its own 
length without veering out of its dimen-
sional box, it is called a true zero-turn mower, 
as defined by Ken Raney, advertising man-
ager, Excel Industries, a manufacturer of 
Hustler Turf Equipment, Hesston, Kansas. 

"We produced the first zero-turn radius 
riding mower with independent drive-wheel 

A representation of 
Budding's 1830 gear-driven 
mower equipped with a 
cutting cylinder that rotated 
very close to the lawn's 
surface. Photo: Textron 
Turfcare & Specialty 
Products 

steering and a belt drive," Raney remarked 
of their 1964 Hustler product. 

Today, most manufacturers credit the 
zero-turn radius mower capability as the 
most significant invention in lawnmower 
history. 

"Zero-turn radius is a superior way to 
mow grass," Raney said. 

From The Grasshopper Co.'s birth in 
1969, it has concentrated solely on produc-
ing zero-turn mowers, said Patsy Penner, 
marketing coordinator for the Moundridge, 
Kan.-based company. "Zero-turn mowers 

are so efficient," Penner explained. "You're 
never wasting any motion on that machine. 
You can maneuver into any area. Before 
when you would have to shift gears or turn 
the steering wheel, you spent a lot of time 
positioning the mower. The zero-turn 
mower changed that." 

Another key invention during the 1970s 
that works hand-in-hand with the zero-turn 
capability today is the hydraulic drive. 

"Ever since HydroGear created a good, 
inexpensive hydraulic transmission to put 

(continued on page 76) 

LAWN AND LANDSCAPE 
COMPANIES HAVE 
GENERATED OVER 

IN SALES FROM 
C L C L A B S S O I L 

T E S T I N G ! 
LET US SHOW YOU HOW! 

Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive laboratory services for the 
Turf & Ornamental Professional. 

Visit us at the G I E Show, Booth # 4 1 2 
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E a s y L a w n ' s 9 0 0 a n d 1 , 2 0 0 g a l l o n H y d r o S e e d i n g 
S y s t e m s a r e s e n d i n g s h o c k w a v e s t h r o u g h t h e 
l a n d s c a p i n g a n d e r o s i o n c o n t r o l i n d u s t r i e s . 
N e v e r b e f o r e h a s a p r o d u c t l ine o f f e r e d t o p n o t c h 
p e r f o r m a n c e , e a s e o f u s e , & m a i n t e n a n c e f r e e 

o p e r a t i o n a t s u c h a l o w p r i c e . 
E a s y L a w n p r o v i d e s 

s u c h a v a l u e t h a t 
y o u c a n n o t h e l p b u t 

m a k e m o n e y . 
D o y o u r s e l f 
a f a v o r a n d 

ca l l us! 

^ I n t r o d u c t o r y ^ 
Offer on N e w 

H D 9 0 0 3 w I Poly 
Tank 

^500 OFF!v 

U N I T S A V A I L A B L E F R O M 3 0 0 - 1 , 2 0 0 G A L L O N S 

CALL TODAY (800) 638-1769 FOR FREE 
INFO OR A DEMONSTRATION 



F i n a l l y . 
I n d e p e n d e n t S u s p e n s i o n 
f o r t h e R i d i n g M o w e r . 

Better for your body. 
IS™ Independent Suspension 
takes away the bumps and 
jolts that cause the aches 
and pains. 

Better for your mower. 
Reduced jarring means your 
mower will require fewer 
repairs, and last longer. 

Better for your business. 
With a smooth ride# you'll 
mow faster. That's right, 
more acres per hour to add 
to your bottom line. 

The IS™ system of 
control arms and 
coil springs on 
the drive wheels 
(patent pending) 
allows each wheel 
to move up and 
down independently, 
smoothing out the 
roughe s t, most 
uneven turf. 

Look for IS™ on the Ferris ProCut Z. 

And you can't get it 
anywhere else. 
IS™ is the first independent 
suspension system for the 
riding mower — invented and 
perfected exclusively for 
Ferris mowers. You won't 
find it anywhere else. And 
you won't want to. That's 
because Ferris mowers are 
Number One in Reliability. 

Zero money down. 

No payments until 

April, 1 9 9 9 . 

1-800-933-6175 

Number One in Reliability 

USE R E A D E R S E R V I C E # 4 1 

I n d e p e n d e n t S u s p e n s i o n 

IS and the IS logo are trademarks of Ferris Industries, Inc. 



history of mowers 
(continued from page 74) 

on mowers everybody wanted it," remarked 
Howard Price, president of Howard Price 
Tur f Equipment , Chesterfield, Mo. "It 
eliminated the belts and the clutches." 

Ferris Industries came out with the single 
hydrostatic walk-behind mower in 1987, 
heavily promoting the "No More Belts" 
approach to mowing, said Bill Shea, vice 

president of sales and new product develop-
ment at Ferris Industries, Munnsville, N.Y. 

The first dual hydraulic, zero-turn ra-
dius walk-behind mower did not appear 
until 1990 when Joseph Berrios, a retired 
Florida landscape contractor, came up with 
the invention, giving Scag Power Equip-
ment non-exclusive rights to his patent, 

Dane Scag explained. 
After the birth of the zero-turn mower 

and hydraulics, the landscape contractor 
market became fiercely competitive. Many 
new lawnmower manufacturers joined the 
game, including Dixie Chopper, Coatesville, 
Ind., in 1981; Exmark Manufacturing, 
Beatrice, Neb., in 1982; Ferris Industries, 
Munnsville, N.Y., went from producing 
milking machines for cows to lawnmowers 
in 1986; and Encore Manufacturing Co., 
Beatrice, Neb., in 1988. 

"There's only so many landscape con-
tractors out there," said Rick Curlett, direc-
tor of marketing for Exmark Manufactur-
ing, "and we are all out there screaming, 
'Look at us.' Within one or two years of a 
new product introduction, everybody's got 
a version. At least it forces everybody to do 
what they do a little bit better." 

The lack of patents in the commercial 
market provide an example of how many 
manufacturers are working on similar ideas 
at similar times, said Dick Tegtmeier, presi-
dent and C E O of Encore Mfg. Co. 

"When you drive a blade with a belt and 
pulley or hydraulics and an engine there's 
not much you can do," he pointed out. 
"Sometimes it's just how you get there that 
matters." 

RULING THE MARKET. Today, the zero-turn 
radius mower is continually being improved 
upon as different lawnmower manufacturer 
inventions attempt to redefine the "true" 
zero-turn capability. 

"The future is the zero-turn radius 
mower," said Arthur Warren Evans, sales 
manager at Dixie Chopper. "It takes about 
30 years for any change in design to really 
take a hold, so zero turn definitely has 
another 10 or 20 years of growth. In what 
form transmission or engine it will come in, 
I don' t know." 

Another current trend is to offer su-
preme cutting capabilities in a more com-
pact package, said Bob Walker, president of 
Walker Mfg. Co., Ft. Collins, Colo. 

"To fully utilize the zero-turn radius 
technology, we went to a compact version of 
the machines," Walker explained. "Con-
cept-wise, it has proven to be significant in 
our area of the market. Face it, if the ma-
chine is too big, zero-turn radius is no great 

(continued on page 156) 

TAKE YOUR COMPANY TO THE NEXT LEVEL! 

New/Used or Your Truck 
This System Includes: 
Hydra Ramp(Folds into lockable rear door) 

ie 
Eliminate Daily loading/unloading 

Fuel Station system(carry enough fuel to last all w e e k ) 
•k 

Prevent wasting labor at the gas pumps 
Hand and Power Tool Storage System 
(El iminate W a r e h o u s e S p a c e and organize your tools) 
* P r e v e n t s Theft & Protects equipment from the e lements 

(912)923-0027 
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Different seasons require dif ferent t reatments to effect ively treat many t ree prob lems. M A U G E T 
offers a " P H A R M A C Y " of plant health care products for its t ime proven c losed micro- in ject ion 
sys tem. In minutes fo l lowing appl icat ion, M A U G E T S act ive ingredients b e c o m e part of the t ree's 
natural t ranspor t sys tem. 

That 's one reason M A U G E T P R O D U C T S have been the cho ice micro- in ject ion sys tem for 
t ree care profess ionals for over 40 years. 

M A U G E T IS T H E T I M E P R O V E N S T A N D A R D F O R M I C R O - I N J E C T I O N T R E E C A R E . 
SEASONAL TREATMENTS THAT PROVIDE TEAR LONG BENEFITS INCLUDE: 

INSECTICIDES, such as IMICIDE, containing Imidacloprid, (the active ingredient found in MERIT®) and 
ABACIDE, containing abamectin, can provide full season control for a broad spectrum of insects including 
Bronze Birch Borer and Mites. Also available are the long time proven MAUGET insecticides, INJECT-A-
CIDE B and INJECT-A-CIDE controlling many more insects including, but not limited to many types of 
Borers & Bark Beetles.FUNGICIDES, include FUNGISOL, CARBOJECT & TEBUJECT, which will con-
trol or suppress over 31+ tree diseases. FERTILIZERS and MICRONUTRIENTS correct nutritional defi-
ciencies & stimulate root and crown development. 
IMISOL and ABASOL, TWO NEW POWERFUL COMBINATION PRODUCTS. That In one single appli-
cation, can control a variety of insects, including Bronze Birch Borer and Mites and over 31 Different tree 
diseases. IMICIDE and ABACIDE, have each been formulated with FUNGISOL. These two unique com-
bination products are only available in the MAUGET MICRO-INJECTION SYSTEM. MYCOJECT, contain 
ing oxytetracycline, suppress bacterial diseases 
Leaf Scorches of Oak & Elm and Fire Blight. 

such as Ash Yellows, T H X t y t A R 
TAKE A NEW LOOK 

AT TREE HEALTH CARE 

CIRCLE OUR REAPER 
SERVICE NUMBER 
ON THE pROPUCT 

INFORMATION CARP 
TO RECEIVE OUR k 

FREE CATALOG 



Purchasing 

Warehouse limitations for pesticide 

products is a significant consideration 

for many contractors when deciding 

how much product to order and when 

to order it. Photo: L&L Staff 

I t ) a 
seemingly 
simple 
process: buy 
what you need. But 
some fine-tuning of 
the process can save 
money and simplify 
operations. 

hen a contractor needs a 
new mower or hand-held 
t r immer, solving that 
p rob lem is relatively 

simple. The contractor 
goes to the dealer, purchases the product and puts it to use that day. 
The process is not quite as simple when it comes to purchasing pesticide or 

fertilizer products, however. Instead of buying one mower, contractors are purchasing 
these products by the pallet, truckload or ton. 

And just because an order may be for an entire season's worth of pesticides, that 
doesn't mean all of the product is delivered to the contractor at the same time. 

Obviously, these options translate into a number of decisions for contractors, but those 
decisions can only be made after careful consideration of a number of variables. 

ORDERING EARLY. The first decision contractors need to make is when to purchase 
pesticides, and there really isn't one standard answer for all companies to subscribe to. 

"We outline our program in the beginning of the growing season and project how 
much product we'll need," explained Ray Iacabucci, director of horticultural services, 

Environmental Design Group, Atlanta, Ga. "Then we call four or five 
different vendors or visit them at trade shows to see what products they 

would be able to formulate for us and what the costs would be." 
This wasn't always the case for Environmental Design Group, 

however. 
"We used to buy product for two- or four-week blocks of time," 

(continued, on page 82) 
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- 4 M e'd like to show you the 
weeds PENDULUM* controk 

But they never showed up. 

The reason they never showed up? Because P E N D U L U M ® 

herbicide is a highly effective preemergent turf herbicide. 

Compared to the competi t ion, P E N D U L U M demonstrates 

a higher level of control across a broader spectrum of weed species. 

W i t h P E N D U L U M , weeds won't ever see the light of day. 

For the P E N D U L U M herbicide dis t r ibutor nearest you, 

call: 1 -800-545-9525 , Ext. 1676. 

PENDULUM offers unsurpassed weed control 

Herbicide Crabgrass Goosegrass Foxtail Poa Annua Oxalis Spurge Henbit Ch ickweed 

PENDULUM • • • o • o • • 
Barricade" • o o o • o D • 
Dimension** • o • • • o O O 
Team® D o o o o o NR NR 

Ronstard O • NR o o NR NR NR 

Surflan® • • • o A o • • 

< 7 

Level of control O Medium A Medium-High • High NR Not registered 
* "Novartis b " Rohm and Haas Co. "Dow AgroSciences " "Rhdne-Poulenc 

CYANAMID « 
® Registered Trademark, American Cyanamid Company © 1998 Always read and follow label directions. The Power of Cyanamid Pendimethalin 
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1-877-ON-THE-JOB 

Get out your scissors and go to work. 
_ It's that easy with our 

On The Job program. 
It gives qualified 
commercial cus-
tomers special APR 
reductions when 
financing 

through Chrysler 
Financial. We also offer 
TRAC, Capital and 
Municipal Lease options 
that allow customers to tailor-make 
a deal based on individual needs. 
Plusy you can choose from 5300 cashf 

a 100y000-mile/5-year Powertrain 
Care Plus™ service contract with 
Road Hazard Tire Coverage* or 
select upfit packages ** 

It's not just any truck you're 
financing, it's a Dodge. Our line of 

commercial trucks includes 
Dakota, Ram 
Pickupy Ram Chassis 
Caby Ram Cargo 
Vany and Ram 
Passenger Wagon. 

And they all feature 
our Magnum® engines-giving you 
plenty of power to get the job done. 
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owertrain service o 
O N T N I i Q 

And this can make all the difference 
when youre on the job. 

To learn more about the program 
that's built around you, call toll-free 
1-877-ON-THE-JOB or visit our Web 
site at www.4adodge.com 

* Offers exclude 4-cylinder Dakota. Service contract option 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. **Upfit packages not available on Ram Passenger Wagons, Ram Conversion Vans, or 
4-cyl. Dakotas. Upfitters are solely responsible for after-market modifications and equipment. 

8 

While power is important, having 
the right equipment is crucial. With 

help from your 
local 
Dodge 
dealer, 
you can 

select the right combination of upfit 
equipment to build a truck that's a 
cut above, too. Much like the way we 
help design the right finance plan. 
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s 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 corresponding reader 
service numbers and complete and mail the postagepaid reply card. Our computer-
ized response system will speed the requested materials to you. 

Water management matte easy! 
TRENCHLESS LEACHING 

Flo-well® plastic drywells are lightweight yet rugged 
solutions to most roof and landscape drainage problems. 
E A S E O F I N S T A L L A T I O N Flo-well® modular 
units assemble in minutes. The versatile Flo-well® can be 
stacked or interconnected for greater capacity. A heavy 
duty drain installs through the cover for nuisance puddles. 
L O W C O S T Flo-well® plastic drywells are the 
lowest cost solution to all your water management 
problems, large or small. 

® 
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WATER MANAGEMENTSYSTEMS 
1600 Falmouth Rd, Centerville, MA 02632 www.flowell.com 800-356-9935 

USE R E A D E R SERVICE # 4 8 

Scot LS 
L a w n S e r v i c e 

Franchise Territories Now Available 
For a FREE OPPORTUNITY KIT call... 9 3 7 / 6 4 4 - 7 2 9 7 

USE R E A D E R SERVICE # 4 6 

SNG Equipment Does It Again... 
i n t r o d u c i n g T h e N e w S N G D e t a c h a b l e S p r e a d e r 

* Will Attach to Any Mower 
- Capable of Holding 1501bs of Fertilizer 
- Sturdy Stainless and Aluminum Steel Frame 
* On /Off Switch is Controlled by a Heavy 

Duty Cabel That Will Last For Many, Many Years 
- The Best Electric Motor in the Industry is Sealed 

Safely For Any Unexpected Corrosion and is 
Equiped With Variable Speed Controls. 

C A L L T O D A Y 
SNG EQUIPMENT (614) 873-1428 
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(continued from page 78) 

Iacabucci recalled. 
"But we wanted to 
reduce the paperwork 
associated with the 
invoices and purchase 
orders, and we now have more 
resources for 60- to 90-day net 

. „ 7 / 
pricing options. ' 

Weather conditions can certainly influ-
ence timing pesticide purchases as well. 

"We put down a preemergent-coated fer-
tilizer in the spring that is very weather-
related, but we never know for sure when 
we're going to be making first applications 
because of the weather," noted Dave 
Sandford, special projects manager, Show-
case Landscape, Minneapolis, Minn. "As a 
result, we buy our pesticides in bulk over the 
winter and we have enough storage facility 
to hold as much as two truckloads. 

"If you buy product on an as-needed 
basis, that can make it difficult to order 
custom blends or you might run short on 
something popular, like preemergent-coated 
fertilizer when it's in high demand in the 
spring," Sandford continued. 

Grass Roots Inc., Lenexa, Kan., makes 
two preemergent applications each spring. 

"We make the final decision on what to 
buy in November or December of each year 
and place our order in January," noted Lance 
Schelhammer, president of the company. 
"Then we'll start receiving deliveries of the 
product in the first part of March." 

"We assess our agronomic program at the 
end of each season and examine the success 
of the products we used,"added John Carson, 
division manager of the Ehrlich Green Team, 
J.C. Ehrlich Co., Reading, Pa. "Then we'll 
request proposals from a number of vendors 
who we've worked with in the past or who 
were highly recommended to us." 

Other contractors are hesitant to commit 
to one product for a season. "Some vendors 
offer to warehouse our product if we order 
the entire allotment at one time, but I've 
been leery of getting locked in to one prod-
uct or one vendor like that," Iacabucci re-
lated. "The vendor might start expecting all 
of our business from that point on and I 
don't want to be locked in to the product in 
case some extra product comes on the mar-
ket at a reduced price from somewhere else." 

Iacabucci also pointed out one other 
potential problem with ordering large quan-

http://www.flowell.com


tities of a product, particularly if it's a new 
product. "If we're planning to use a differ-
ent nitrogen carrier than normal, we may 
have to order an entire trucldoad of the 
product," he explained. "Then, we're pretty 
much strapped into using 
it no matter how good or 
bad it is." 

Some contractors alter 
their purchasing for differ-
ent products , however. 
"We order the en t i re 
season's worth of turf prod-
ucts in the winter, but we'll 
limit our ornamental pur-
chases to what we need for 
one round or some par-
ticular period of time, such 
as a month, because of storage constraints," 
noted Iacabucci. 

One obvious key is to keep an eye on 
controlling any purchases that must be made 
later in the season. 

"We really try to minimize our inven-
tory on hand as we get to the end of the 
year," Iacabucci noted. "We just don't want 
to go into the winter months with cash tied 
up in products that aren't being used." 

For most of these contractors purchasing 
any significant quantity ofproducty the 
most popular approach is to have the 
vendor warehouse the order and deliver 
it in the smallest increments possible. 

• • • • • • • 

Making an accurate estimate of how 
much product to buy can be another chal-
lenge for contractors. 

"We always try to make conservative 
projections of quantities and build in clauses 

Minding the Store 

P 
urchasing larger quantities of pesticides before a season starts equates to saving dollars on 

purchase prices and guaranteeing a regular supply of product is available. But it also 

equates to an important task for those contractors who choose to store inventory themselves. 

"All of our control products - especially anything in liquid form - are stored in a ventilated area 

apart from other inventory," noted Ray Iacabucci, director of horticultural services, Environmen-

tal Design Group, Atlanta, Ga. "All of the granular products go into a separate, but secured, storage 

barn that forkl i f ts can drive right into." 

Iacabucci emphasized the importance of having appropriate facilities in order to protect your 

investment. "Some people try to just use a tarp to protect the inventory, but moisture can be a 

real problem," he said. "Plus, over time, the sunlight can decay the bags and make the top layer of 

bags britt le." 

Although it's rare, some contractors have experienced minor performance problems with product 

that sits in inventory for too long. "We're careful not to let liquid products sit around because they 

can break down," commented Dave Sandford, special projects manager, Showcase Landscape, 

Minneapolis, Minn. "And we always get ferti l izer delivered as late as possible in the year because 

it can become too dusty to provide a good application if it sits for too long." - Bob West 
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•Reduced turf clippings 
^ •Aggressivetillering&fill in 
^ •Improved mowing quality 
^ •Very dark green color 
^ •Be t te r versus brown patch 
- •Durable under traffic 
- •Droughttolerant 
^ •Sun or shade lawns 

PN ICON 
^ TURF TYP€ TRU FfSCUF 

1 S O U T H E R N 
W CHOICE 
^ T U R F T Y P E TALL F E S C U E ^ 

Wmmm 
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DWARF 
, . TURF TYPE 
< {TALL FESCUE 
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"Seeds for the 21«t Century" 

Buriingham Seeds: 
E. F. Buriingham & Sons 

P.O.Box 217 
Z Forest Grove, Oregon 97116 

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

^ Quality Seed since 1914 
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in our purchase agreement 
that allow us to buy more 
p r o d u c t if need be," 
Carson remarked. "And 
sometimes that means sub 
stituting standard blends in place 
of our own blends." 

"We're always buying the insecti-
cides, fungicides and some herbicides 
throughout the year as complements to our 
bu lk order in the w in t e r , " no ted 
Schelhammer. "There's just no way of accu-
rately predicting some of the insect, fungus 
or weed outbreaks that will occur." 

For most of these contractors purchasing 
any significant quantity of product, the 
most popular approach is to have the ven-
dor warehouse the order and deliver it in 
smaller increments as need be. 

"We leave the vendor with as much 
product as possible," asserted Carson. "Ware-
house space costs us $6 to $8 a square foot, 
so we learned how to make do with smaller 

warehouses and more fre-
quent deliveries." 

"It's crazy to pay for 
warehouse space," agreed 

Schelhammer. "Of course, 
it's a different story if your 
supplier is 30 miles away." 

NO COUPONS NECESSARY. The busi-
ness term for it is "economy of scale," and it 
can apply to any organization managing its 
business properly, big or small. But dis-
counts for large orders aren't all that's avail-
able to contractors. 

Ordering an entire season's worth of 
product early like this can offer a couple of 
different benefits to contractors, and Carson 
pointed out that there are advantages for 
companies of all sizes to enjoy. 

"Making purchasing decisions round-
by-round leaves the contractor at the mercy 
of the market and buying retail," related 
Carson. "But the vendors are making their 

projections for next year in the fall and 
buying their bulk product before they talk 
to any contractors. 

"Any contractor that has good record 
keeping and knows what his or her needs 
will be, based on the company's growth 
projections, can take advantage of early 
order discounting," Carson continued. "In 
addition, contractors with good cash flow 
can take advantage of early pay discounts 
because suppliers are eager to lock business 
in and boost their own cash flow." 

"Buying in bulk probably saves us be-
tween $1 and $1.50 per bag of product," 
agreed Sandford. 

Observant companies may find dollar 
saving opportunities throughout the season 
as well. 

"If a company is looking to lower its 
product expenses, it needs to be on the 
lookout for equivalent products that per-
form well but are offered under a different 

(continuedfrom page 86) 

Power fu l l awn vacuum equipment 
you can sell and make some green. 

23 years ago, Palmor Products built the first Trac Vac lawn vacuum 
system. Today, Palmor Products offers over 20 models ranging 
from fully mounted to trail-behind units. If you are looking to give 
your lawn that well-cared appearance, you should check out 
Palmor's superior Model 580 Trac Vac which makes a clean sweep 
of leaf and grass clipping removal. The 580 features a blower 
assembly which is mounted directly to the cart drawbar for greater 
versatility and effortless tool changes. With its galvanized steel 
frame, this unit offers a tapered 11 cubic foot cart with expanded 
collection capacity of nearly 30 cubic feet. Powered by a 5HP 
Briggs & Stratton ball-bearing engine this Vac can compact leaves 
and clippings with ease by the use of its six blade forward curve 
action turbine thus, providing a quick, clean and quiet operation. 
For even greater power ask about our Model 580 Trac Vac powered 
by a 5.5hp Honda or 6hp Kohler Command engine. To find out how 
to keep a cut above the competition, call: 

i 1-800-872-2822 

Visit us at the GIE Show, Booth #950 
USE R E A D E R SERVICE # 5 1 

LAWN & LANDSCAPE • NOVEMBER 1 9 9 8 

Landscape Design Software 
Just became a whole lot easier!! 

c V - ! < C > 

EarthScapes Software 
The top rated Landscape Imaging Software, 

already the easiest to learn and use, is now even 
better. Now integrated with a powerful Plot Map 
Designer and Job Estimator that use the same 

libraries and award-winning features. 

'See why Top Designers are switching to...' 
Visual I m p a c t 
7 0 7 - 8 2 4 - 9 5 0 5 



Don't get caught 
with your pants down 

Don't gamble 
your business on 
antiquated software 

The Lawn & Landscape industry 
is changing. Those who have the 
right computer software will 
survive. The rest... just might be 
caught with their pants down! 

PowerRoute 2 0 0 0 leads the way 

Scott Nolen 
President, 
Truly Nolen Of America 

"PowerRoute is a 
powerful 
management system 
that provides easy 
integration of 
virtually every task 
involved in 
managing a pest 
control or lawn 
service business. 
PowerRoute is 
superior technology 
available now!" 

Year 2 0 0 0 issues w i l l s tar t 
showing up January 1 0 9 0 ! 

! technologies 
FbwerRoute 

2000™ 

8751 N. 51st Avenue Suite 101 • Glendale, AZ 85302 
433 E. Bay Blvd • Provo, UT 84606 

14158-J Willard Road • Shantilly, VA 20151 
USE R E A D E R SERVICE # 2 3 

Find out what technology can do for you by calling 
TOLL-FREE 1 - 8 8 8 - 8 8 9 - 7 5 7 4 



(continued from page 84) 

Making the Calculation 

p urchasing pesticides starts off with knowing how much product to apply to a job. Here are 

some sample formulas for determining application amounts, according to Dow AgroSciences: 

GRANULAR M A T E R I A L S 
lbs. ai/A x sq.ft. to be treated x 100 = lbs. required to treat one acre 

43,560 sq. ft./acre % granular 

W E T T A B L E P O W D E R 
lbs. ai/A x sq.ft. to be treated x 100 = lbs. required to treat one acre 

43,560 sq. ft./acre wettable powder 

LIQUID CONCENTRATE 
lbs. ai/A x sq.ft. to be treated x 1 = gallons required to treat one acre 

43,560 sq. ft./acre lbs. active ingredient/gallon 

or more limited label," added Carson. 
It's not unheard of for a number of 

companies in the same geographic area to 
form a buying club in order to increase the 
amount of product they purchase to gain 
greater cost savings. 

THE VENDOR CHOICE. At times, it can be a 
more important decision than what prod-
uct to buy, and it's what vendor to buy that 
product from. 

"The vendor needs to be available when 
you need them," insisted Sandford. "We're 
in a service industry, and that's what we 
want from the vendors, too." 

Jeff Ponder, owner, Forever Green, Loves 
Park, 111., also noted that he purchases 95 
percent of his pesticide products from the 
same supplier. "I don't want to store prod-
uct over the winter and this vendor will buy 
unused product back from me at the end of 
each season," he said. 

(continued on page 88) 

Control Fire Blight, X-Disease and Vascular 
Yellows with Oxytetracycline Antibiotic Injections 

From Tree Tech Microinjection Systems comes a 
full line of nationally labeled pesticides and fertilizers 

in leakproof microinjection units. 

Insect ic ides - Acephate, Vivid®ll and MetaSystox®R 
Fungic ides - Bayleton®, Aliette® and Alamo™ 

Fert i l izers - Our proprietary NutriJect™ formulations 
Bacter ic ides - Oxytetracycline antibiotic 

Tree Tech 

1879 S W 18th Ave 
Williston, FL 32696 

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

Alamo is a registered t rademark of Novart is 
Aliette is a registered t rademark of Rhône-Poulenc Ag Company 

Bayleton in a registered t rademark of Bayer. AG. Germany 
MetaSystox R is a registered t rademark of Gowan Company 

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

mailto:treetek@aol.com


When it comes to service and support, 
Rain Bird doesn't monkey around. 
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Don Ulrich 
Head Gardener/ 

Irrigation Technician 
Cincinnati Zoo & 
Botanical Garden 
Cincinnati, Ohio 
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"Rain Bird stands behind their systems 100 percent— 
nobody can match their level of service." 

Don Ulrich-Cincinnati Zoo 

With an irrigation system the size of the Cincinnati Zoo and 
Botanical Gardens' system, Don Ulrich doesn't monkey around — 
he trusts Rain Bird .̂ "If I have even the smallest problem with my 
system, I can count on Rain Bird for support," Don said. 

What else would you expect from Rain Bird's worldwide sales 
and technical service support 
network? Every Rain Bird customer 

can count on the highest level of service, because every Rain Bird 
product comes with expert technical support. And if we can't fix 
it? Take advantage of Rain Bird's "No Hassle" warranty. So whether 
you're managing the city zoo or a backyard garden, Rain Bird 
Customer Service is here to help. 
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(continued from page 86) 

For Iacabucci, switching vendors consti-
tutes ongoing research, and it's something 
he prefers to do. "We don't have a test plot 
for examining product 
performance, so our jobs 
have to serve that role," he 
explained. "A lot of times 
we'll purchase similar 
products from different 
vendors to track results." 

"We want a supplier 
that can meet our needs," 
added S c h e l h a m m e r . 
"Not everyone offers the 
preemergent-coated fertil-
izer we use, so that is obvi-
ously important." 

Schelhammer also noted that there are 
varying degrees of being a vendor. "Is it 
essentially just a warehouse location for 
product or has the company been around 
long enough to give good advice on specific 
problems?" he asked. "We have an agrono-

mist and a pathologist, but we like to deal 
with an experienced vendor because the 
vendor is exposed to so many contractors 

The first decision contractors need to 
make is when during the year to pur-
chase pesticidesy and there really isn't 
one standard answer for all companies 
to subscribe to. 

and products that he or she can tell us when 
we're making a mistake." 

"It's not always the best price that mat-
ters," agreed Sandford, "but if someone 
carries the product we need and can get it to 
us efficiently when we want it." 

"The supplier market is so competitive 

that there's not much price difference," 
Carson pointed out. "But it's not the fertil-
izer price that really matters - it's a question 
of freight, so you usually end up dealing 
with vendors with the best distribution sys-
tem or closest manufacturing plant to con-
trol costs and ensure on-time delivery." 

The author is Editor 0/Lawn & Landscape 
magazine. 

NEED MORE INFORMATION? 
Are you interested in more information about 

purchasing pesticide products? Check out the 

bulletin boards on our website to post your 

thoughts and see what other contractors are 

saying. 

wwwJawnandlandscape.com 
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Installing 

retaining 

walls is a hot 

service right 

now, but it is 

not a challenge 

to be taken 

lightly. 

By Bob West 

popular movie of a few years back carried the signature line, "If you 
build it, they will come." 

To most people, turning a cornfield into a baseball field would be 
an insurmountable chore, much the same way constructing a retaining 

^ ^ ^ ^ wall on a residential or commercial landscape would be. 
But landscape contractors have put their own twist on that line from 

"Field of Dreams," and they have come to build it - the retaining wall - and 
more and more of them are offering this increasingly popular service. 

FUNCTION FIRST. Seeing that build-
ing a retaining wall is no easy or 
cheap chore, contractors are un-
derstandably hesitant to construct 
an unnecessary wall. 

"I would say 75 percent of the 
walls we install are because of a 
grade change that is too steep to 
be made up in a slope," noted 
Alan Strohbehn, landscape de-
signer, Prescription Landscape, 
St. Paul, Minn., adding that a 3 
percent grade change is the maxi-
m u m for safe mowing. "Any 

greater slopes are tough to deal with using grass and landscape mulches because 
the wind and water movement moves the materials as well." 

Paul Barton, president and chief landscape architect, Landshapes, Bloom-
ington, Minn., went even further than Strohbehn's 75 percent estimate. "We 

(continued on page 94) 

Goingf 

Installing retaining 
walls of all shapes 
and sizes requires 
careful consider-
ation of the type of 
soil held back by 
the wall for long-
term stability. 
Photo: Keystone 
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only install retaining walls when there's a 
functional need - period," he stated. 

"In my opinion, a wall in the landscape 
is often a sign of failure to site a building 
properly or take care of grading naturally," 
related Bill Weiss, landscape architect, 
Greenland Landscape Co., Paramus, N.J. 
"There are not too many walls in nature, so 
from a landscape point of view, I don't think 

walls should be considered for decorative 
purposes." 

Retaining walls will also enter into play 
for an installation where the neighboring 
property is at a different height from the 
client's property. "Or, sometimes we'll build 
a wall to preserve an existing tree if the job 
requires changing the ground level and we 
have to keep the tree at the old ground 

level," commented Rick Kier, 
president, Pro Scapes Inc., Syra-
cuse, N.Y. 

Although many people will 
initially think of walls as sepa-

Contractors generally favor 
prefabricated modular concrete 
retaining walls for their appearance 
and long-term stability. Photo: 
Versa-Lok 

rating or dividing devices, retaining walls 
can actually create more useable space of 
value in a landscape. 

"We'll often suggest a wall that is 3 feet 
high or 42 inches high for areas that can't be 
maintained easily," added Barton. "That 
way we can create a planting area or garden 
that's actually at waist height for the client 
and we can put a taller wall above that one 
to correct the water flow or hold the water 
back from the structure." 

"A lot of people like walls of 18 or 24 
inches high for backyard borders or they like 
using walls to raise planting beds," related 
Strohbehn. "That way we can put good soil 
on top of bad soil and improve the planting 
that way." 

MATERIALS MATTER. When it comes to con-
structing a wall, contractors have options as 
to what materials to use. 

"The most popular style of wall for us 

(continued on page 96) 
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has been the p re-cast concrete type," noted 
Kier. "Pressure-treated t imber walls are fa-
vored by some people, but a lot of times the 
timbers are purchased f rom a railroad and 
they're being sold because they've expended 
most of their useful life. 

"The concrete walls go up pretty quickly 
once you have the base course put in," Kier 
cont inued. "Along with setting the base, the 
real challenge is making sure the wall has the 
proper batter or pitch backwards for struc-
tural and drainage purposes." 

"We always encourage customers to use 
what looks best, and while the commercial 
areas almost always go with modular block 
systems, residential customers also like us-
ing natural stone walls," commented Barton. 
"The modular block walls are also the most 
t ime consuming to install and are more 
costly because they have to be engineered." 

But Barton has seen a real increase in the 
popularity of natural stone or boulder walls 
over the last two years, despite the chal-

lenges usually associated with acquiring suf-
ficient quantities of quality stones to pro-
duce an installation. 

"We have some suppliers hauling mate-
rials f rom a couple hundred miles away, and 
there are times in the summer where we 
can' t get a 25- ton load for three to five 
days," Barton noted. "So sometimes a sup-
plier who has a quality supply of stone can 
name the price, which means S40 to $50 a 
ton isn't unreasonable." 

Because the company has had projects 
delayed due to a lack of available stone, it 
has become resourceful in unearthing new 
supply options. "We'll often go up to con-

struction jobs and find a crew digging up 
piles of 2-foot to 3-foot diameter stones it 
doesn' t want , so we'll buy them and haul 
them away," Barton cont inued. "This haul-
ing is an expense a lot of companies don ' t 
want to deal with because the stone is pretty 
hard on the equipment ." 

Weiss also prefers the natural stone walls 
with the intent of minimizing their impact 
on the landscape's aesthetics, using them as 
borders for an area to be filled with geofilter 
mats. "Then we plant a ground cover that 
will grow into the fibers to create a wall of 
green," he explained. "After two seasons, 

(continued on page 98) 
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the ground cover should have 
grown in enough to be effective 
and provide all of the technical 
properties of a wall." 

And the price of the different 
materials used to create the wall 
will most likely factor into the 
decision. 

T imber is by far the least expensive 
material, but it won't last as long after it's 
installed," according to Barton, who said his 
company pays $ 10 to $ 12 per square foot of 
timber. "Boulders or natural rock usually 
cost us $13 to $15 per square foot, and the 
modular concrete blocks go from $18 to 
$23 per square foot." 

"In most cases, walls are expensive to 
install," agreed Kier, "but they can be prof-
itable if they are bid properly. The most 
important thing is having enough experi-
ence to know what to look for in terms of 
soil problems or structural challenges with 
the landscape and estimating accordingly." 

Barton has seen a real increase in the popularity 
of natural stone or boulder walls over the last 
two years, despite the challenges associated with 
acquiring sufficient quantities of quality stones 
to produce an installation. 

WORRISOME WATER. Although it would be 
easy to assume otherwise based on the num-
ber of contractors new to wall construction, 
installing such a feature is no easy task. In 
fact, walls greater than 4 feet tall generally 
require the design expertise of an engineer, 
and any flawed design or installation will 
only lead to maintenance chores, particu-
larly if the wall is subjected to much contact 
with water. 

"The biggest issue in our area with any 
retaining wall is having proper drainage," 
Kier remarked. "If we don't have proper 
drainage and water gets behind the wall, it 
will freeze and heave the wall out." 

To avoid this problem, Kier installs drain 

tile and fills with No. 2 stone 
behind the wall during the instal-
lation so any water behind the 
wall can drain out of the area. 

"If you backfill the area be-
hind the wall with a clay soil, 
water that gets back there won't 

have anywhere to go and the wall will tip 
over in four or five years," Kier pointed out. 

"Sandy loam or black dirt soils tend to 
settle in better than heavy clay soils, so we'll 
bring in backfill soil about 90 percent of the 
time," Strohbehn added. "We also backfill 
with a lot of 34-inch stone that doesn't allow 
for a lot of pockets for water to get into." 

"The most important thing that is over-
looked by contractors is what type of soil the 
wall is holding back," pointed out Blaine 
French, sales manager, Keystone Retaining 
Wall Systems, Minneapolis, Minn. "Granu-
lar soils are generally more favorable to work 
with because they don't hold moisture and 
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they allow for better drainage than heavy 
clay soils that hold moisture and have chang-
ing properties." 

While contractors regularly term modu-
lar-style retaining walls "maintenance free," 
the same is not true of natural stone walls. 

"People really like the look of natural 
stone walls, so we stack them up with a 
fabric behind them and hope for the best 
with shifting and settling over time," admit-
ted Strohbehn. 

Contractors do have options available to 
them for projects that they know will be 
exposed to heavy water conditions. 

"Manufacturers can beef up the concrete 
composition and material strength for use 
in some wet environments," French com-
mented. "But these are materials that are 
more expensive and can't just be bought off 
the shelf." I D 

The author is Editor 0/Lawn & Landscape 
magazine. 

Cap It All Off 
R 

• modular blocks yields a decision for 
W m contractors once they reach the top 

of the wall - how to cover the holes in the 
top layer of these hollow blocks? 

The answer is generally pretty simple, as 
contractors use a flat, solid stone, called a 
capstone, to sit across the space left In the 
modular blocks. But contractors should be 
sure to consider the long-term life of the 
wall and how the climate conditions It will 
be exposed to will affect the capstone. 

" I f we're using larger stones, such as 8-
inch units, we may finish the wall with 4-
inch capstones," noted Alan Strohbehn, 
landscape designer, Prescription Landscape, 
St. Paul, Minn. "With shorter walls less than 
2 feet high or so, we'll usually use a 4- to 6-

inch stone to cap off the blocks." 
An issue with the capstones Is whether or not 

to secure them to the wall. There are strong 
points for both sides of the decision. 

"A lot of people use the weight of the cap-
stones to hold them in place, but kids or vandals 
could easily move them as they walk by a wall," 
noted Steve Jones, president, PaveTech, Bloomi-
ngton, Minn. "Using an adhesive to secure the 
capstone to the wall is a precautionary method 
preventing liability suits or maintenance calls." 

Jones added that there are different adhesives 
available to contractors based on how much 
water the wall will be exposed to. 

Strohbehn isn't sold on the benefit of using 
such adhesives. "We don't always use the 
capstones because most of them need to be 
glued on," he pointed out. "I 'm leery of that 
permanent attachment because of repair 
considerations. If a wall settles and has to be 
raised, glued-on capstones can be a real 
p r o b l e m . " - ^ West 
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By Nicole 
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you need a herbicide that performs year after year. 
Only Barricade provides the longest lasting, most 
consistent control of Crabgrass, Spurge, Knotweed, 
Purslane and 25 other weeds, virtually eliminating 
breakthroughs. Even in tough weather years. This 
longer-lasting residual also allows you to apply 
Barricade earlier in the Spring with complete confi-
dence that your weed control will last all season long. 

With its low solubility, Barricade will stay put in the 
weed germination zone and won't move, even on 
slopes and hillsides. Plus, Barricade eliminates the 
staining problems encountered with some other 
preemergence herbicides. Which makes it easy to 
keep the Joneses and add the Roberts, Mclvers and 
all the new customers you can handle. 

For more information on Barricade and the rest of the 
Novartis line of lawn products, call 1-800-395-TURF 
for the name of your Novartis Sales Representative. 
Or you can visit our website at www.cp.us.novartis.com 

C ) N O V A R T I S 

Alamo® 
Avid® 

Award® 
Banner® MAXX" 

Barricade® 
Primo® 

Subdue® MAXX" 

Barricade is the cornerstone of the 
Novartis Lawn & Landscape Partners Program; the system of 

leading-edge products designed to help you grow your business. 

http://www.cp.us.novartis.com


Now changing implements 
is as easy as changing 
your mind! 
The most versatile hitching system ever, the 
Freedom Hitch lets you keep your seat while 
changing implements on your Category I 
or Category II tractor giving you the 
freedom to work: 

• Safer 
no more smashed fingers 
or wrenched backs 

A Faster 
less down time 
changing implements 

A More Efficiently 
use one tractor for 
several implements 

Call today for a free video 
and information on special 
quantity pricing! 

TA 
The 

Tractor 
Section 

The 
Imolement 

. l o t 

a v v i t i i V 
G® 

eflf 
% ; 

Manufactured by: 
M I D W E S T I N D U S T R I E S , INC. • Ida Grove, IA 51445 

(800) 859-3028 PATENT PENDING 

Visit us at the G I E Show, Booth # 1 2 2 1 

(continued from page 101) 

• Redesigned blade spindle assembly 
• Rides on 24-inch Super Turf Tread tires 
and 6 Vi-inch-wide front wheels 
• Runs up to 10 mph with a 5 ^ - inch 
deep deck 
Circle 202 on reader service card 

Gravely Promaster 2601 
• Sports two large capacity fuel tanks 
• High back seat with suspension design 
• Equipped with either a 25-hp Kohler 

V . 

Command engine with 50- or 60-inch 
mower decks or a 22-hp Robin engine 
with a 50-inch deck 
• Decks are 5 inches deep 
Circle 203 on reader service card 

Ferris IS 400 Rider 
• Offers advanced spring suspension on 
all four wheels 
• Options include gas or diesel power and 
a 61-inch or 72-inch cutting deck 
• 25- to 31 -hp gas and diesel engine 
• Two 6-gallon fuel tanks 
• Hydro-drive system with Hydro Gear 
pump and Ross wheel motors 
Circle 204 on reader service card 

Rich Convertible 
• A 2-in-l zero-turn walk-behind and 
zero-turn rider with Hydro Gear trans-
mission available 
• Comes in a 48-, 52- or 61-inch deck 
• Dual control levers provide maneuver-
ability 
Circle 205 on reader service card 

Hustler 3000 Mower Series 
• Features five new models with H-bar 
steering 
• The 3200 is powered by a 23-hp Kubota 
water-cooled diesel engine and comes in 
either a zero-turn model or a rear-steer 
2 W D model 

(continued on page 106) 
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PREVENT GRUBS. 
STOP THEM IN 
THEIRTRACKS. 

OR MAKE SURE ITS 
NOT EVEN AN ISSUE. 

^ j ^ P ® t APPLICATION TIMING 

JAN I'W XIAO at* HA^f JUN AJt~ AUG St. OCT NOV OK 

c k . J L r . 7 1 -
i 1 l i l i l 

N o w you can control grubs preventatively or 

curatively. W i t h a single application. On ly with new 

M A C H 2™ Turf Insecticide. 

M A C H 2 is a powerful killer with a new 

chemistry that accelerates the molting process 

of target insects. 

Just hours after ingesting M A C H 2™, the insect 

stops feeding. Then it dies beneath the surface in 2 

to 3 weeks. It's that simple. 

enemy insects all season long. Grubs. Cutworms. 

Armyworms. Sod webworms. Plus, odorless 

M A C H 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 M A C H 2™ Turf Insecticide. 

It's all you need to prevent or cure. 

For more information or for the distributor 

nearest you, call 1 - 8 8 8 - 7 6 4 - 6 4 3 2 . 

MACH 2 
TURF INSECTICIDE 

ALL YOU NEED 
TO PREVENT OR CURE. 

SERVICE # 4 4 
T M / R o h M i d LLC Company © 1 9 9 7 Always read a n d follow label directions. 



(continued from page 104) 

• The 3400 can be configured in either 
zero turn, rear steer 2 W D or rear steer 
4x4 versions and features a Kubota 28-
hp water-cooled diesel power plant 
• Mowing attachments include six mow-
ing decks, a collection system, an edger, 
a 2-post ROPS, a ROPS cab, two dozer 
blades, a v-blade and a snow thrower 
Circle 206 on reader service card 

BuntonBZT 31 
• Zero-turn ro-
tary mower 
• Powered by a 
3-cylinder, 31-
hp, liquid-
cooled Briggs 
& Stratton 
Daihatsu gas 
engine 
• Features a 
72-inch cutting deck and optional 
ROPS 

• Adjustable cutting heights from 1 to 5 
inches 
Circle 207 on reader service card 

PESTICIDES/FERTILIZERS/ 
SPECIALTY CHEMICALS/ 
BIOLOGICALS 

Rhone-Poulenc's 
CHIPCO^ROXYTM 
• Plant growth regulator 

• Provides up to 50 percent 
reduction of clippings for 
seven weeks 
• Gives pre-stress condition-
ing and denser, tighter turf 
Circle 208 on reader service card 

Soil Technologies 
Nematode 
• Controls nematodes that 

attack turfgrass and ornamentals 
• EPA-registered liquid biochemical that 

disrupts the root location mechanism of 
plant parasitic nematodes, inhibiting root 
penetration 
• Combination of plant extracts and fatty 
acids showsng no sign of phytoxicity 
• Has a low mammalian toxicity and car-
ries no residue tolerance 
Circle 209 on reader service card 

AgrEvo ProStai®Fungicide 
• 70WP formula contains 40 percent 
more active ingredient than 50WP for-
mulation 
• Contains 38 percent less carrier and 
more wetting agents and dispersants 
• Effective at use rates of 1.5 ounces per 
1,000 square feet 
• Offers preventative and curative treat-
ments of turf diseases such as brown 
patch, red thread, yellow patch, pink 
patch and southern blight 
Circle 210 on reader service card 

(continued on page 108) 

Ph. (918) 629 7230 
Fax. (918) 461 0996 

1 1 2 1 9 S. Mingo, Bixby, OK 7 4 0 0 8 
Webs i te : h t tp : / /www.kanga- loader .com Email: kanga@kanga-loader.com A/Hrs. ( 9 1 8 ) 4 5 9 2 1 3 7 

LOADERS 

Simply the best, most versatile 
machine you'll ever own 

from the designers & builders 
of the world's first mini loaders 

Phone for FREE V IDEO & INFORMATION 

Visit us at the G I E Show, Booth # 1 6 0 1 & 1 6 0 3 
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http://www.kanga-loader.com
mailto:kanga@kanga-loader.com


Fer t i l i zer w i t h 
B A L A N 

P r o f e s s i o n a l 
Tur f " P r o d u c t s 

Fer t i l i zer w i t h 
B A R R I C A D E ® 

Fer t i l i zer w i t h 
D I M E N S I O N 

Fer t i l i zer w i t h 
T E A M 

P r o f e s s i o n a l 
T u r f " P r o d u c t s 

TeeTime 

Fer t i l i zer w i t h 
B A R R I C A D E * 

Fer t i l i zer w i t h 
T E A M * 

Fer t i l i zer w i t h 
T U P E R S A N ® 

s S S S e . m 

1 T h e C S C d 
A n d e r s o n s 1 

\ m l m « m 

Fer t i l i zer w i t h 
B A R R I C A D E ' 

Fer t i l i zer w i t h 
B A L A N ® 

Fer t i l i zer w i t h 
D I M E N S I O N 

Fer t i l i zer w i t h 
T E A M * 

Fer t i l i zer w i t h 
R O N S T A R 

Fer t i l i zer w i t h 
D I M E N S I O N 

TeeTin 

Fer t i l i zer \ 
D I M E N S 

• R H 
\mlmens TeeTin 

Whatever Your 
Turf, We ll 

Keep You Out 
Of The Weeds. 

The Andersons is your 
one-stop — comprehensive — 
resource for solutions to all of 

your annual weed control 
problems. We're a proven 

formulator using virtually every 
effective pre-emergence weed 

control product available today. 
So whether you have problems 

with crabgrass, poa annua, 
goosegrass, oxalis, spurge, or 

any other weed, we've got what 
you need for your ultimate 

control program. 

«Fer t i l i zer I 
B A L A N I 

ic lcrsons 

f l -v...-.* 

• K S J B r ^ • 

For consistent high quality, 
effectiveness and proven 

results on your turf, you can 
count on The Andersons to keep 

you out of the weeds. l izer w i t h 
{ R I C A D E 

l e s s i o n a l 
P r o d u c t s 

Fer t i l i zer w i t h 
R O N S T A R ® 

Andersons 
Call 1-800-225-ANDY 

U S E R E A D I R S E R V I C E #82 

T l i e C C S S » 
A n d e r s o n s 

Fer t i l i zer w i t h 
D I M E N S I O N 

P r o f e s s i o n a l 
Tur f " P r o d u c t s 

®Balan . T e a m are registered trademarks of Dow Elanco «(Dimension is a registered trademark 
ot Monsanto Co «Bar r i cade is a registered trademark of Sandoz Ltd. « T u p e r s a n is a 
registered trademark of G o w a n Co. « R o n s t a r is a registered trademark of Rhone-Poulenc 
Node ria nd BV « T e e Time. Professional Turi are registered trademarks of T h e Andersons. Inc. 



• Name Retention 
Products 

• Door Hanger Bags 
• Hats and Clothing 

Promote with 
POSTING SIGNS 

( Q Q Q Signs 

1-800-328-4009 

(continued from page 106) 

ZeroTol Algaecide/Fungicide 
• EPA-registered chemical for broad-spec-
trum treatment and control of algae, 
fungi and bacteria on ornamentals and 
turf 
• Has a zero hour REI 
• Does not use or produce toxic residues 
• May be applied to plant material as a 
pre-plant dip, soil drench or foliar spray 
Grcle 211 on reader service card 

CHIPPERS/SHREDDERS/ 
DEBRIS MANAGEMENT 

Woods Chippers/Shredders 
• Model 5000 with hp ranging from 12 to 
30 is a combination chipper/shredder de-
signed to reduce solid material and debris 
into useable mulch 
• On model 5000, four tool steel chip-
ping blades chip debris up to 5 in diam-
eter inches while 36 free swinging revers-
ible shredding knives shred debris up to 1 
inch in diameter 
• Model 8000 and 8100 are medium duty 
chippers 
• 8000 series has four reversible tool steel 
blades to chip debris up to 8 inches in di-
ameter and has a 360-degree discharge 
tube rotation 

• 8000 series is P T O driven with hp rang-
ing from 25 to 50 and also has a 3-point 
hitch for use with compact tractors 
Grcle 212 on reader service card 

IRRIGATION 

Rain Bird Swing Assembly 
• Can be operated at pressures up to 80 
psi and temperatures up to 110 degrees 
Fahrenheit 
• Carries a three-year warranty 
• Reduces time and cost for making lat-
eral and sprinkler connections 
Grcle 213 on reader service card 

Netafim DC Controller and Valve 
• Powered by a 9-volt battery 
• Controllers available in 6, 9 and 12 sta-
tion models 
• Valve utilizes reliable motorized technology 
vs. a traditional latching type solenoid 
• Valve allows the user to select from three 
modes: automatic, manual and off 
Grcle 214 on reader service card 

Glen-Hilton Wind-Clik 
• Wind sensor automatically shuts off 
sprinklers during periods of high winds 
• Prevents wasted water and unwanted over 
spray 
• Model 601 can shut down a system with 
winds of 12 to 35 mph 
Grcle 215 on reader service card 

POWER EQUIPMENT 

Echo Dual-Fire+™Trimmer Line 
• Made of professional-grade co-polymer 
• Available in .65-, .080-, .095- and .105-
inch diameter sizes 
• Features the Cross-Fire® shape with eight 
cutting surfaces 
Grcle 216 on reader service card 

Shindaiwa Backpack Blower 
• The EB500 is an improved version of the 
EB480 
• Capable of nozzle velocities of 190 mph 
with air volumes of 445 cfm 
• Powered by a 43.6 cc, air-cooled, 2-cycle 
engine with chrome cylinder and 2-ring 
piston 
• Features advanced-design performance 
impeller and precision blower case 
• 71-ounce fuel tank 
• Backpad made of breathable nylon with 
an adjustable harness 
Grcle 217 on reader service card 

Husqvarna Trimmers 
• Hollow steel drive shafts on straight shaft 
trimmers give it low weight starting at 8.4 
pounds 
• Includes three models: 322C, 322L and 
325LX 
• Feature LowVib™ anti-vibration system 
• Incorporate a three-piece forged crank-
shaft 
• Flywheels located on front of trimmer to 
keep heat away from operator 



• Come with E-tech™ engine system, 
PowerCat™ catalytic muffler and Clean 
Sweep ™ crankshaft design 
Circle 218 on reader service card 

McCulloclfProMa^Trimmer 
• Model PM2635J features a 25.6 cc 
Mitsubishi industrial engine 
• Five bushings support the 60-inch solid 

steel drive shaft 
• Aluminum shaft and "J" handle 
• Glass-lined muffler with serviceable 
spark arrestor screen 
• Reusable foam air cleaner is also 
equipped with a silencer 
Circle 219 on reader service card 

tor, low-noise large-capacity muffler and a 
forged full crankshaft 
• Engine produces up to 70 percent fewer 
combined hydrocarbons and oxides of ni-
trogen exhaust emissions than traditional 
2-cycle engines 
Circle 220 on reader service card 

SOFTWARE/GUIDES 

Applied Biochemists 
Guide to Water Management 
• Updated and expanded version of inter-
national guide, "How to Identify and Con-
trol Water Weeds and Algae" 
• Addresses water quality issues that affect 
lakes, ponds, parks, golf courses, resorts, 
sanitary districts, water utilities, irrigation 
and drainage districts and fish farms 
• Section on plant identification includes 
drawings, descriptions and distribution 
maps of the most troublesome species of 
aquatic vegetation 
Grcle 221 on reader service card 

Autodesk Pro 
Landscape 5.0 Software 
• Suite of integrated 32-bit applications for 
imaging, 2D site planning and bidding 
• Consists of three modules: Pro Land-
scape Image Editor, Pro Landscape Pro-
posal and Pro Landscape Planner 
• Helps to guide customers through the 
design process visually 
• Uses landscape specific tools and symbols 
Grcle 222 on reader service card 

SNOW REMOVAL 

John Deere Snow Blowers 
• Models include the 724D and TRS22 
• Offers a mid-size frame and 24-inch 
clearing width 
• 7-hp Tecumseh "Snow King" engine 
• Other engine features include overhead 
valve design, cast-iron cylinder liner for 
long life and an automatic compression for 
cold weather starts 
• Replaces the 524D model 
Grcle 223 on reader service card 

Snowman Snowplow 
Receiver Hitch 
• Mounts to a Putnam receiver hitch on 
Vi-, 3A- and 1-ton vehicles 

fr ** ^ i / r l f X 4 Ml t 

For a cut above 
and prices trimmed 

smartly, call 
these guys! 
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The pros 
have relied on 
A.M. Leonard 
since 1885! 

For hard working, long 
lasting and priced right 
Tools That Work, call 
A.M. Leonard. 

For a FREE 
catalog call 

1-800-543-8955 
or mail the 

request below. 

LLD98 1 2 

Name 

Co. N a m e . 

Address — 

C i t y -

State . Z i p . 

r f A.M. Leonard 
I I ( T O O L S / T H A T W O R K ! 

P.O. Box 816 • Piqua, OH 45356 
Open 24 hours everyday 

Fax: 1-800-433-0633 
Web: http://www.amleo.com 

Ryobi Trimmer 
• Weighs just 12.9 pounds and features a 
TrimmerPlus® split boom aluminum 
shaft with extra length 
• .095-inch dual line cuts a 18-inch path 

and the automatic 
line feed dispenses 
pre-measured line 
with a single tap 
• Equipped with 
pro-level 26 cc, 
7,500-rpm, 4-cycle 
engine with out-
board starter, 
maintenance-free 
fixed-jet carbure-

http://www.amleo.com


• Designed with wide-set mounting arms 
that allow enough clearance for the plow to 
operate behind most "slide-in" and "tail-
gate" salt or sand spreaders 
• 1,450 pounds pump pressure up and down 
• Constructed of 10-gauge steel in 7- or 8-
foot widths 
• Adjustable arms to fit high bed or lift-kit 
pickup trucks 
Circle 224 on reader service card 

Grasshopper Snow 
Removal Attachments 
• PTO-driven, 48-inch or 60-inch fixed 
angle or 60-inch bi-directional model rotary 
brooms can clear up to 8 inches of snow 
• Available in both 48-inch and 60-inch 
widths, dozer blades and 60-inch V-plows 
• Discharge spout rotates a full 180 degrees 
to deliver snow 20 to 30 feet away 
• Options include a 16,000 BTU/hour, 2-
speed heater and electric windshield wiper 
Grcle 225 on reader service card 

NEBS Winter Work Wear 
• Available for men and women 
• Comes in a range of protective clothing 
for contractors who must work outdoors 
during colder weather 
• Includes a variety of fleece-lined, heavy 
weight parkas, 3-season jackets and heavy-
duty denim outerwear 
• Features an expanded line of clothing 
for small businesses seeking a distinctive 
and professional image through work 
wear 
Grcle 226 on reader service card 

Boss Spreader 
• Powder-Shield powder-paint finish 
• 12-gauge steel sides and ends with l3/i6-

inch double-crimped top edge 
• Comes with a standard electric start, 
electric clutch and electric throttle control 
Hydraulic power 
• 11 hp Honda I/C 4-cycle engine 
Grcle 227 on reader service card 

VEHICLES/ACCESSORIES 

Mcli/lillen Trenchers 
• Include models 1525, 2030 and 2540 
• Designed to fit popular skid steer loaders 
• Equipped with side-shift that is available 
as either a manual or hydraulic option 
• Additional features include an angle indi-
cator and a built-in skid shoe 
Grcle 228 on reader service card 

Volvo Wheel Loaders 
• Feature panoramic cab with curved 
windshield and large windows 
• Have climate control system, adjustable 
steering column and operator seat with hy-
draulically operated single-lever control 
• Volvo L30 has an operating weight of 
9,500 pounds, bucket capacity of .8 to 1.4 
cubic yards, a tipping load of 8,158 
pounds and an engine rating of 58 net hp 
• Volvo L35 is rated at 70 net hp, has an 

(continued on page 112) 

-AT LAST!-
A professional valve installation 
witn 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 
1 "control valves. Available with .m 
3 ,4 ,5 or 6 valves, the MVA is c a m 
factory built and factory tested, ^ L o U N 
ready to connect to the power OVOTTV JO 
and water sources. ^ ^ SYSTE MS 

when water counts • 

10910 Wheattands Ave. / Santee, CA 92071 / 619 562-3100.800 770LS0N / FAX 619 562-2724 

V 
Components required to 

assemble equivalent 
conventional installation 

¿1 Î À 
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MVA-100 
from Olson 

Pat, Pending 

O 
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GUNS • REELS • SPREADERS • VALVES 
Your #1 Stop Parts Warehouse. 
Over 100 Models of Sprayers Available! 

More than 2 Million Dollars 
Worth of Parts Inventory. 

W E S T H E F F E R C O M P A N Y , I N C . 

To Order Call 800-362-3110 Or Fax 800-843-3281 
P.O. BOX 363 • LAWRENCE, KS 66044 

(785) 843-1633 • FAX (785) 843-4486 
www.westheffer.com • email: westheffer@idir.net 

BACKPACKS • METERS • TANKS • HANDCANS 

http://www.westheffer.com
mailto:westheffer@idir.net


Visit us at the G I E Show, Booth #1561 

DIXIE CHOPPED 
THE WORLD'S FASTEST LAWN MOWER 

800-233-7596 
w w w . d i x i e c h o p p e r . c o m 

http://www.dixiechopper.com


operating weight of 11,400 pounds, a 
bucket capacity of 1 to 1.6 cubic yards 
and a tipping load of 9,548 pounds. 
Circle 229 on reader service card 

Gehl Skid Loaders 
• Available in 2-speed drive option on 
5635 and 6635 models 

• Model 5635 is available with either a 
60- hp or 80-hp turbo-charged oil-cooled 
diesel engine 

• Model 6635 features the 80-hp turbo engine 
Grcle 230 on reader service card 

Giant-Vac Truck Loaders 
• Comes in 11-, 16-, 20- or 25-Hp models 
• Available with spring loaded boom, hose 
transport holder and heavy-duty draw bar 
• All models include fenders, safety chains, 
5-foot length of metal discharge hose and 
stop and taillights 
Grcle 231 on reader service card 

Kubota M5400 DT-N 
• An orchard/vineyard tractor 
• 48-inch width (from outer rim of one 
rear tire to the other) for maneuverability 
within close quarters 
• Front axle bevel gear design 
Grcle 232 on reader service card 

Case Telescopic Handlers 
• Features three models ranging in horse-
power from 80 to 110 

• The 686G, 
686G XR and 
686G feature 
maximum lift 
reach of 36 feet, 
42 feet and 40 
feet respectively 
• Toggle switch 
in the cab allows 
the operator to 
switch into 2-
wheel drive steering 
• Attachments include truss booms, buck-
ets, forks, grapples and a variety of car-
riages in different widths 
Grcle 233 on reader service card 

Caterpillar Compact 
Wheel Loaders 
• The 902 and 906 compact wheel loaders 
are available with .8- and 1- cubic-yard 
bucket capacities 
• Both models equipped with general pur-

I t ' s a cold, 

dark day when 

a Shindaiwa 

f inal ly quits . 



pose buckets in widths of 70 to 74 inches 
• Additional items include stone sieve 
buckets and a right side dump bucket for 
the 906 
• Can be outfitted with 51-inch wide Class 
II rated pallet forks with 44-inch long tines 
• The fork capacity of the 902 is 3,600 

pounds and the fork capacity of the 906 is 
4,150 pounds 
Circle 234 on reader service card 

Daewoo 1/60XL 
Skid Steer Loader 
• Powered by a Perkins 704.30 direct injec-

tion diesel engine 
• Features a 1,700 pound operating ca-
pacity, a wide stance and low center of 
gravity 
• Has a hydrostatic transmission and uni-
versal attachment system 
Circle 235 on reader service card 

Kanga Loaders 
• Available in 20-hp diesel or petrol en-
gine models 
• Wider frame allows easier access to the 
engine for maintenance 
• Drive chains are fully enclosed with au-

tomatic tensioners, while all linkage pins 
are fitted with greasable, hardened bushes 
• Increased lift capacity to 550 pounds 
with safety overload protection 
• Equipped with self-leveling bucket link-
ages 
• Available with a wide variety of attach-
ments, including an angle backfill blade 
and a purpose-built stump grinder 
• Increased fuel capacity by 25 percent to 
12 gallons 
Grcle 236 on reader service card 

^Jk* 4 o 

The sun grows dim. Grown men openly 
weep. And a beloved Shindaiwa is laid to rest 
after a long, fruitful life. So are we implying 
that guys like you develop abnormal feelings 
for your landscape equipment? Nope. Unless, 
of course, it's equipment stamped with the 
shimmering Shindaiwa nameplate. 

From engine components machined for 
incredible tolerances to the industry's most 
thorough warranty, we spare no detai l in 
perfecting more dependable equipment. 
Which means you encounter far fewer repairs. 
Whi le completing far more work instead. 

So see your nearest Shindaiwa dealer 
today. And develop a perfectly healthy 
respect for power land-
scaping equipment . shindaiwa 
F I R S T T O S T A R T . L A S T T O Q U I T . 

For information: 800-521-7733 or www.shindaiwa.com 

k 

http://www.shindaiwa.com


Holt Trailhoist 
• GNT-144 Gooseneck model 
• A roll-off system where the container or 
deck rolls/slides off the trailer and can be 
left at any location 
• Units do not require a CDL driver's li-
cense to operate 

• Standard equipped with a 15-cubic-yard 
open top container 
Circle 237 on reader service card 

Kasco Hitching System 
• "Uni-Hitch" Hitching System 
• Original attaching plates stay in place 

while system used so that the original at-
tachments can still be used 

• Universal hitch attachments can be used 
on older Case, Gehl, John Deere, Mustang 
and New Holland skid steers 
Circle 238 on reader service card 

E-Z Ground Hotter 
• Attachment is designed to dig a slot 
trench from 1.5- to 6-inches wide and up to 
18 inches deep 
• Minimizes spoils, turf disturbance, resto-
ration work and expense on work in estab-
lished lawns 
• Hydraulically driven 
• Can be adapted for mounting and oper-
ated on any tractor or skid steer loader that 
will provide a hydraulic power supply of at 
least 7 gpm at 2,500 psi 
Circle 239 on reader service card 

Ramrod Taskmaster 
• Choices of diesel, gas or propane engines 
• 4-wheel hydrostatic drive 
• Dump and rollback features 
• Sound levels meet EC and NA standards 
• Safe-load self-leveling arms 
• Tropical air flow and rubberized shields 
• Safety louvered front panel 
• Auxiliary hydraulic outlets 
• Single-handed steering control system 
Circle 240 on reader service card 

Freedom Hitch 
• Attach points built to keep the implement 
secured during use and while transporting 
between jobs 
• Features a positive latch and lock system 
• Comes in a black metallic powder coat 
paint. 
Circle 241 on reader service card 

Avalanche Loader 
• 50-inch high moldboard made of 10 
gauge high-tensile corrosion resistant steel 

(continued on page 123) 

0 n e - 0 n - 0 n e 
Make a fast break on 
leaves this season with 
the all-new Hi-Way 
G-750 Gold Leaf Vacuum. 

• The G-750 may be axle mounted (shown above) 
or mounted on an existing trailer. 

• All-new design includes a v-belt driven impeller 
for easy installation of virtually any engine. 

• V-belt design extends the engine life by 
eliminating direct impact of in-coming materials 
to the engine. 

» Enclosed engine keeps out moisture and debris. 

O t h e r products by Hi -Way: 

engine 
v-belt 
impeller 

Model P 
Deicing Spreader 

AG-18 Leaf Vacuum 
with Dump T 

A M - 2 3 Leaf Vacuum 

Highway Equipment Company, Inc. 
800-565-1771 or www.highwayequipment.com 

http://www.highwayequipment.com
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February 14-16, 1999 

Marriott Gwinnett Place Hotel 

Taking Business Management To 

The Next Level 

Call 800/456-0707 Today To Register 
Or Register Online At 
www.lawnandlandscape.com 

Business Development 

http://www.lawnandlandscape.com


school of m a n a g e m e n t 

February 1 4 - 16, 1999 
Atlanta, Georgia 
Atlanta Marriott Gwinnett Place 

1 0 G o o d 
Reasons 

W h y Y o u 
S h o u l d 

A t t e n d T h e 
School o f 

M a n a g e m e n t 
• 

Call 800/456-0707 
To Register 

School of M a n a g e m e n t 
You Can't Beat The Price! The School of 
Management is one of the most affordable multi-day 
business management conference in the lawn and 
landscape contractor industry. Registration is only 
$ 195 per person or $ 160 per person for three or more 
people from the same company. Your registration 
fee includes all educational sessions, conference 
materials, continental breakfasts, refreshment breaks, 
lunch on M o n d a y and Tuesday , M o n d a y ' s 
Networking Cocktail Party and Sunday's Welcome Reception. A great deal for a great 
conference! 

tó Great Session Choices. Your full registration to the School of Management 
provides you with a choice of 20 + educational breakout sessions. These information-
packed sessions cover a wide range of business management topics from how to attract and 
keep good employees to financial management to winning customer service strategies. 
Good choices, good speakers, good deal! 

Affordable Hotel Rates. The Marriott Gwinnett Place Hotel is offering a special 
conference room rate of $99 (plus tax) per night. Tha t makes attending the School of 
Management very affordable. 

Dynamic General Sessions. The School of Management will feature two 
dynamic general session presentations that are guaranteed to "charge" up attendees. In 
Monday's general session hear the leaders of the largest landscape contracting and lawn care 
companies in the country share their views on the current state of the industry and what they 
think the future holds. And on Tuesday learn how to analyze your company's business 
financial systems and see where you can improve your bottom line. 

Top -Notch Speaker Faculty. The School of Management faculty of speakers 
provides attendees with years of experience in managing and consulting with landscape and 
lawn care companies. These are people who have been there and who are there now when 
it comes to cutting edge business management. Names such as David Minor, Roger 
Braswell, Bill Hoopes, Gary Clayton, Dick Bare, Jim Paluch, Ed Wandtke and Frank Ross. 
That 's experience and that's a benefit to you. 

Networking Opportunities. The School ofManagement offers green industry 
professionals numerous opportunities to network with speakers, sponsors and fellow green 
industry professionals. Build long-term, beneficial relationships that will expand your 
network of business and personal contacts. 

Sponsor Product Showcase. Hear from the sponsors of the School of 
Management as they introduce to you their latest product, equipment and service offerings. 

School of Management Golf Outing. Bring your clubs and test your golf 
skills at the first-ever Lawn & Landscape Tournament of Champions Golf Outing. Make 
plans to join us for this exciting event on Sunday, February 14, which welcomes golfers of 
all skill levels in a team scramble format. 

A Great Destination: Atlanta. T h e city of Atlanta is known around the world 
for the fun and excitement it offers visitors. Explore the "Capitol of the South" and its 
numerous shopping, dining and entertainment venues. Atlanta is also easy to get to from 
anywhere in the country and Lawn &Landscape\vs& arranged for special discount rates on 
air travel to make your trip to Atlanta more affordable. 

Good Time Of Year. The School of Management was scheduled in February 
before the busy season so you or your managers can attend without missing valuable time 
out of the office. T w o and a half days is all you need to attend this outstanding educational 
conference. 



Opening Session 
Sunday, February 14 
5:00 - 6:30 p.m. 

School of Management Schedule 
Sunday, February 14 

9:00 a.m. 
5:00 - 6:30 p.m. 

6:30 - 8:00 p.m. 

Tournament of Champions Golf Outing 
Opening Session 
"Leaving A Legacy: Developing Your Company's 
Entrepreneurial Spirit" 

Jim Paluch, JP Horizons, Painesville, Ohio 
Welcome Reception 

Monday , February 15, 1999 ^ 

8:00 - 9:00 a.m. 

9 : 0 0 - 1 0 : 3 0 a.m. 

1 0 : 3 0 - 10:45 a.m. 
10:45 a . m . - 1 2 : 0 0 p.m. 

1 2 : 0 0 - 1:30 p.m. 
1 : 4 5 - 2 : 4 5 p.m. 

2:45 - 3:00 p.m. 
3:00 - 4:00 p.m. 

4:00 - 5:00 p.m. 

5 : 1 5 - 6 : 3 0 p.m. 

Breakfast Workshop 
"Structuring Your Company For Success" 
Jack Mattingly 
General Session 
"The Green Industry and The New Millenium" 
Moderator: Cindy Code 
Speakers: Bruce Wilson, Environmental Care, Inc. 

Chris Davitt TruGreen-ChemLawn 
Bill Murdy, LandCare USA 
Scott Brickman, The Brickman Group 

Refreshment Break 
M l Hiring, Firing and Everything In Between: A Legal 

Perspective 
M2 10 Ways To Be Successful In The Landscape Industry 
M 3 Tax & Succession Planning 
Sponsor Product Showcase Lunch 
M4 Attracting and Keeping Good Employees 
M5 Identifying New Profit Opportunities 
M6 Financial Management For Your Company 
M7 Talking To Your Customer About Chemicals 
Refreshment Break 
M8 Marketing Strategies That Make The Phone Ring 
M9 Training Is The Name Of The Game 
M10 10 Ways To Be Successful In The Landscape Industry (R) 
M11 How Regulations Impact Your Business 
M12 Managing Growth Effectively 
M13 Successful Sales Strategies: Turning "No" Into "Yes" 
Networking Cocktail Reception 

Tuesday, February 16, 1999 

8:00 - 9:00 a.m. 

9 : 1 5 - 1 0 : 3 0 a.m. 

10:30 - 10:45 a.m. 
10:45 - 12:00 p.m. 

1 2 : 0 0 - 1 : 3 0 p.m. 

1 : 4 5 - 2 : 4 5 p.m. 

2:45 - 3:00 p.m. 
3:00 - 5:00 p.m. 

(R) = Repeat Session 

Breakfast Workshop 
"State of the Industry Report" Moderators: Cindy Code and 

Bob West, Lawn & Landscape magazine 
T1 Expanding Your Service Offerings To Customers 
T2 Winning Customer Service Strategies 
T 3 Identifying New Profit Opportunities (R) 
Refreshment Break 
T4 Defeating The Obstacles Between You and $1 Million 
T5 Protecting Your Investment: Risk Management Strategies 
T 6 Building A Budget 
School of Management Lunch Series 
"Solving The Labor Crisis: A Panel Discussion" 
Moderator: Bob West, Lawn & Landscape magazine 
T 7 Emerging Technologies 
T 8 Creating A Corporate Image 
T 9 Maximizing Your Margins in Design/Build 
Refreshment Break 
General Session 
"Financially Speaking: Strategies for Staying Ahead of the 
Competition" ^ ^ 
Frank Ross, Ross-Payne Associates, Barrington, Illinois 

Leaving A Legacy: 
Developing Your Company ' s 
Entrepreneurial Spirit 

you shy a w a y 
opportunities that you would have 
been leading the pack to a couple of 
years ago? ff you want to rediscover 
the entrepreneurial spirit that you and 
your company fed off when you first 
started, then you o w e it to yourself to 

be at the School of 
M a n a g e m e n t 
Opening Session. 

Bring along the "idea-
kindling" and we'l l 

rovide the matches 
ligf 

session that 

Jim Paluch 

p r 
for you in this high-
energy session that 
coula be the most 
important hour and 
half you spend for 

your company. You II be part of a 
firecracker popping presentation by 
managementexpertand noted author 
Jim Paluch that is guaranteed to spark 
the entrepreneurial fire within your 
company and generate employee 
interest in your goals. Discover how to 
a n a l y z e your current business 
operations and turn them from the 
ordinary into the extraordinary with a 
system that stresses e m p l o y e e 
empowerment, creative thinking and 
above all, action! 

You'll learn how to raise the bar for 
yourself and for your employees when 
it comes to goal setting and how to 
d e s i g n systems that m e a s u r e 
achievement. W h e n you leave this 
session you'll be able to: 

• Inject positive energy into your 
decision making process. 

• Draw a blueprint of how to turn 
ideas and concepts into reality. 

• Motivate your employees to 
achieve more. 

• Accurately measure your 
personal and company goals. 

• Create a "can do' team attitude 
within your company. 

• Regain the fire tnat made you a 
winner. 

Speaker: Jim Paluch, JP Horizons, 
Painesville, Ohio 

Sponsored by K a w a s a k i 



M o n d a y , February 15 , 1 9 9 9 
Schedule Highlights 

8 : 0 0 - 9 : 0 0 a . m . 
B r e a k f a s t W o r k s h o p 
" S e r v i c e S y s t e m s T h a t M a k e Y o u r C o m p a n y M o r e P r o f i t a b l e ' 

Learn strategies to make sure your company 's operational systems are up-to-speed 
and ready to meet the challenges of a growing business. Take h o m e valuable 
information on: 

• H o w to identify and correct weak areas in your operations chain. 
• H o w to properly train employees to follow existing systems. 
• H o w to implement new systems. 
• H o w to improve your balance sheet through better organization. 

Speaker: Jack Mattingly, Woodstock Georgia 

1 2 : 0 0 - 1 : 3 0 p . m . 
S p o n s o r P r o d u c t S h o w c a s e 
L u n c h 

Attendees can take a walk through a "live" 
exhibit hall without leaving your chair as 
you take in a preview of the Litest product, 
equipment and service offering available 
to the lawn and landscape contracting 
industry from the official sponsor partners 
of the 1999 Lawn & Landscape School of 
Management. 

f 
Scott Brickman Bill Murdy 

9 : 0 0 - 1 0 : 3 0 a . m . 
G e n e r a l S e s s i o n 
" T h e G r e e n I n d u s t r y a n d T h e N e w M i l l e n i u m " 

Take a look at the future of your business in this dynamic 
School of Management General Session while you listen to the 
leaders of the Uni ted States' four largest lawn and landscape 
contracting firms discuss where the industry is headed as we 
approach the millenium. Find out what drives these multi-
million dollar operations, how they went about getting to the 
top and, more importantly, how they plan on staying there. 

S p o n s o r e d b y T o r o S i t e w o r k S y s t e m s 

Chris Davitt Bruce Wilson 

Moderator: Cindy Code 
Panelists: 

Bill Murdy, LandCare USA 

Chris Davitt, 
Tru Green-ChemLawn 

Bruce Wilson, 
Environmental Care, Inc. 

Scott Brickman, 
The Brickman Group 

1 0 : 4 5 a . m . - 1 2 : 0 0 p . m . 
E d u c a t i o n a l S e s s i o n s 

H i r i n g , F i r i ng a n d E v e r y t h i n g I n B e t w e e n : A L e g a l 
P e r s p e c t i v e 

T h e legal challenges that come with the hiring and dismissal processes, and the 
mult i tude of related issues such as sexual harassment, drug testing and discrimination, 
have small business owners looking for answers. 
Speaker: Jean Seawright, Seawright & Associates, Winter Park, Florida 

l uËJ 1 0 W a y s T o B e S u c c e s s f u l I n T h e L a n d s c a p e I n d u s t r y 
Take h o m e a laundry list of tips and strategies designed to help you deliver higher 
quality work, great customer service, set and measure goals, learn to be versatile and 
how to enhance your communica t ion skills. 
Speaker: David Minor, Minors Landscape Services, A TruGreen-ChemLawn Co., Ft. 
Worth, Texas 

T a x & S u c c e s s i o n P l a n n i n g 
Discover year-end tax planning strategies that will help you keep more of the money 
you earn for investment in your company's future and learn tips for making sure your 
family and your employees are on solid financial ground after you retire. 
Speaker: Robert West, Sr., West & Co., Cleveland, Ohio 

1 : 4 5 - 2 : 4 5 p . m . 
E d u c a t i o n a l S e s s i o n s 

C 3 A t t r a c t i n g a n d 
K e e p i n g G o o d 
E m p l o y e e s 

Discover where to look for 
quality people and how to 
"sell" your company to 
potential employees and learn 
how to develop 
compensat ion packages, job 
descriptions and career 
opportunit ies that make 
potential hires want to join 
your team and existing 
employees tear up their 
resumes. 
Speaker: Jean Seawright, 
Seawright & Associates, 
Winter Park, Florida 

I d e n t i f y i n g N e w P ro f i t 
O p p o r t u n i t i e s 

This valuable session will show you 
creative, innovative methods to unearth 
new business opportunit ies and turn 
previously unknown accounts in profitable, 
long-term customers for your company. 
Speaker: Roger Braswell, Southern Tree & 
Landscape Companies, A LandCare USA 
Co., Charlotte, N.C. 

l u U F i n a n c i a l M a n a g e m e n t 
Fo r Y o u r C o m p a n y 

Learn the keys to successful financial 
statement and cash flow analysis, financial 
projections, forecasting and budgeting, 
investment portfolio performance analysis 
and obtaining financial backing for growth. 
Speaker: Robert West, West & Co., 
Cleveland, Ohio 



T a l k i n g To Y o u r 
C u s t o m e r s A b o u t 
C h e m i c a l s 

In this must-attend session hear tips on 
how to discuss chemical usage with 
customers and how to present scientific 
information in a fashion that is 
understandable and reduces their 
apprehension. 
Speaker: Dr. Mark Coffelt, AgrEvo, Kansas 
City, Missouri 

3 : 0 0 - 4 : 0 0 p . m . 
E d u c a t i o n a l S e s s i o n s 

lul l1 M a r k e t i n g S t r a t e g i e s 
T h a t M a k e The P h o n e 
R i n g 

This information-packed session will review 
proven marketing strategies on how to 
"target" market your service offerings to 
meet specific customer groups and receive a 
bigger bang for your marketing dollar. 
Speaker: Bud Brewer, Massey's Green Up, 
Maitland, Florida 

USB 1 0 W a y s To B e 
Succes s fu l In The 
L a n d s c a p e I n d u s t r y 

For session description, see Session M 2 
Speaker: David Minor, Minor's Landscape 
Services, A TruGreen-ChemLawn Co., Ft. 
Worth, Texas 

4 : 0 0 - 5 : 0 0 p . m . 
E d u c a t i o n a l S e s s i o n s 

USB H o w R e g u l a t i o n s I m p a c t 
Y o u r B u s i n e s s 

Get caught up on the latest regulatory issues 
impacting the green industry and find out 
how you should prepare your company, 
your employees and your customers to 
respond. 
Speaker: Gary Clayton, All Green 
Corporation, Marietta, Georgia 

K e e p i n g Y o u r E y e O n 
The Ba l l : M a n a g i n g 
B u s i n e s s G r o w t h 

Effective L e a d e r s h i p : 
W h a t ' s Y o u r S t y l e ? 

Every company needs an effective leader to 
guide it on the road to success. In this 
informative session you'll learn the different 
styles of leadership and discover what style 
is best suited for you and your company. 
Speaker: Bill Hoopes, Scotts LawnService, 
Marysville, Ohio 

Q Q Succes s fu l S a l e s 
S t r a t e g i e s : T u r n i n g A 
" N o " In to A " Y e s " 

Learn the steps to creating an effective sales 
plan and how to refine existing plans to 
meet the demands of today's consumers. 
Discover how to focus on the key issues 
that generate positive sales leads and how to 
get your sales staff to be creative and 
successful in getting the customer to sign 
on the dotted line. 
Speaker: Ed Wandtke, Wandtke & Associates, 
Columbus, Ohio 

Reception 
5:15 - 6:30 p.m. 
N e t w o r k i n g Cockta i l 
Reception 

Every landscape contractor or lawn care 
professional has been faced with the 
question of whether or not to expand their 
operation in hopes of capturing additional 
market share. Discover how to judge if your 
market and your company are ready to 
support such a move, and what systems are 
needed to make it happen. 
Speaker: Jack Mattingly, Woodstock, Georgia 

Join with your fellow School of 
Management attendees for some 
power networking as you enjoy 
your favorite beverages and 
snacks. Renew old acquaintances 
and make valuable new contacts 
as you share experiences with 
lawn and landscape contractors 
from across the country. 

S p o n s o r e d b y R e d M a x 

Tuesday, February 1 à , 1 9 9 9 

Schedule Highlights 

8 : 0 0 - 9 : 0 0 a . m . 

B r e a k f a s t W o r k s h o p 
" S t a t e o f the I n d u s t r y R e p o r t " 

Looking for the latest information on the 
where the lawn and landscape industry is 
headed? If so, then spend an hour getting 
the latest data on what's happening in the 
areas of labor, wages, prices, competition, 
profitability and consolidation. You'll also, 
review the annual Lawn & Landscape T o p 
100 List of the highest revenue producing 
lawn and landscape companies in North 
America, the green industry's most 
comprehensive rankings. 
Speakers: Cindy Code and Bob West, Lawn 
& Landscape magazine 

9 : 1 5 - 1 0 : 3 0 a . m . 
C o n c u r r e n t E d u c a t i o n a l S e s s i o n s 

^ f l k E x p a n d i n g Y o u r Se rv i ce O f f e r i n g s To C u s t o m e r s 
Looking for ways to expand the market for your services is a goal every lawn 
and landscape contractor shares. In this informative session, discover proven 
strategies on how to effectively market your add-on services to customers, how 
to strengthen the customer/company bond and how to increase your market 
share in the process. 
Speaker: Phil Fogarty, Scotts LawnService, Euclid, Ohio 

i f k v k W i n n i n g C u s t o m e r Serv i ce S t r a t e g i e s 
Review practical customer service strategies that you can take back and 
immediately implement in your company. Discover systems that will allow 
you to measure your customer service efforts and make you a star with 
customers, energize your employees and increase revenue. 
Speaker: June Van Klaveren, Compelling Communications, Manchester, Missouri 

^ r k I d e n t i f y i n g N e w Prof i t O p p o r t u n i t i e s 
For session descr ip t ion , see Session M 5 

Tuesday Educational Sessions Continued On Page 6 
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10:45 - 12:00 p.m. 
Concurrent Educational 
Sessions 

j£kl)efeating The Obstacles 
Between You and $1 
Million 

It's the magical number every business 
owner shoots for when first starting out -
reaching $ 1 million in revenue. Take 
home useful tips on how to plan 
effectively, how to budget your time and 
resources so that you can place your 
company in position to crack the seven 
figure mark and then some. 
Speaker: Richard Bare, Arbor-Nomics, 
Atlanta, Georgia 

A. ^Protecting Your 
Investment: Risk 
Management Strategies 

O n e slip is all it takes to put your 
company in the hot seat with an 
unwanted lawsuit or workman's 
compensation claim. Learn tips on how 
to avoid common service mistakes that 
trigger lawsuits and how you can protect 
your company, employees and customers. 
Speaker: Ed Van ¡Stendal B. &D.A. 
Weisburger Insurance, White Plains, N. Y. 

Á k B i 

12:00 - 1:30 p.m. 

School of Management 
Lunch Session 

"Surviving The Labor Crisis" 

Join us for this special Laum & Landscape 
School ofManagement session where you \11 
hear from a panel ofowners and managers 
who have dealt with the ups and downs of 
the labor crisis in their businesses. Hear 
what strategies they 've taken to make the 
recruitment process more effective, how 
they ve handled the strong influx of 
Hispanic workers into the industry and 
how they've gone about improving 
employee retention numbers and expanding 
career opportunities. Come ready to hear 
what is being done to solve the current 
labor crisis and to ask your important 
questions on a topic that has a far-reaching 
impact on the industry. 

A< LC rearing A Corporate 
Image 

Image is everything. Discover useful tips 
on how to "brand" your services and 
shape your company's image with 
customers and employees alike, and 
present an image that says, "Yes, I am a 
professional. H o w can I help you?" 
Speaker: Bud Brewer, Massey's Green Up, 
Maitland Florida 

^Maximizing Margins 
In Design/Build 

Without a good fix on what it will cost 
in labor, materials and time, a 
contractor will struggle to make a profit 
on their work. Learn proven formulas 
for maximizing your margins in design/ 
build and how to properly analyze a 
job's costs before placing a bid. 
Speaker: Joe Skelton, Lifescapes, A 
TruGreen-ChemLawn Co., Atlanta, Ga. 

Moderator: Bob West, Lawn & Landscape 
igazine 

Closing Session 
iuilding A Budget 

That Works 
O n e of the most important aspects of 
operating a successful landscape 
contracting or lawn care business is 
setting and following accurate budgets. In 
this session, you'll walk through the 
budgeting process from start to finish and 
learn how to develop a budget that allows 
your company to be responsive to 
opportunities and responsible to the 
bottom line. 
Speaker: Ed Wandtke, Wandtke & 
Associates, Columbus, Ohio 

1:45 - 2:45 p.m. 
Concurrent Educational 
Sessions 

"Financial 
Strategies 
of the Competition 

Iv Speaking: 
tor Staying Ahead 

3 : 0 0 - 5 : 0 0 p . m . 

In this powerful session, discover how 
to analyze your current business 
financial systems and identify problem 
areas that restrict your ability to make 
decisions and seize opportunities. 
Learn how to implement financial 
systems that turn the average into the 

above average and how to 
unearth strategies for 
improving your return-on-
investment. Discover how 
to analyze your competition financially and 
see how you stack up against them and, 
more importandy, how to stay ahead of 
them. 
Speaker: Frank Ross, Ross-Payne Associates, 
Barrington, Illinois 

i ^ E r Emerging Technologies 
In this information-packed session, hear 
how these new technologies will impact 
the way you conduct your operations, as 
well as how they will impact your 
employees and customers. Learn how to 
maximize new technologies to improve 
the efficiency and effectiveness of your 
service and how to make that reflect 
positively on your profit statement. 
Speaker: Barry Troutman, Environmental 
Care, Inc., Orlando, Florida 

Come Early To Save and Have Fun! 
M a k e plans to c o m e to At lan ta o n Saturday, 

February 13, a n d save o n your travel expenses 

while you en joy the m a n y exciting attractions 

this world-class city has to offer . By c o m i n g 

a day early you' l l save m o n e y o n y o u r airfare 

a n d you'l l be able to par t ic ipate in the School 

o f M a n a g e m e n t T o u r n a m e n t o f C h a m p i o n s G o l f O u t i n g or spend the day 

explor ing Atlanta . T o take advantage of the special airfares to At lan ta o n 

C o n t i n e n t a l a n d Del ta Airlines, con tac t t he School o f M a n a g e m e n t ' s 

Travel C o o r d i n a t o r R o b i n Stancik at 4 4 0 / 8 4 5 - 4 9 2 2 . 



Registration Info 
Full Conference Registration $ 1 9 5 
Includes choice of breakout sessions, general sessions, M o n d a y and Tuesday lunches, 
M o n d a y and Tuesday continental breakfasts, refreshment breaks, Sunday Welcome 
Reception and all conference materials. 

Group Discount Registration $ 1 6 0 
For companies registering three or more attendees; includes full conference registration 
package. 

One-Day Registration $ 1 1 0 
Includes choice of breakout sessions, general session, continental breakfast, lunch, 
refreshment breaks and conference materials. 

Lawn & Landscape Tournament of 
Champions Golf Outing 
Sunday, February 14, 1999 
Includes greens fees, cart, lunch, prizes and transportation 

$75 

Cancellation/Substitution/Refund Policy 

All cancellations must be made in writing. A full refund will be accepted if postmarked 
by February 1, 1999. Those received after February 1, 1999 are subject to a $50 
cancellation fee. N o refund less than seven days before conference. For the golf 
tournament advance payment is required and no cancellations after February 10 ,1999. 
No on-site refunds. Attendees can notify Lawn & Landscape at any t ime that another 
individual will at tend the conference or social events in their place. 

Confirmations 

All registrations postmarked by February 1, 1999 will be acknowledged by mail. 
Registrations received after that date should be picked up at the Lawn & Landscape 
School of Management Registration Desk at the Marriot t Gwinne t t Place Hotel 
starting Sunday, February 14, 1999 at 1 p .m. 

SCHOOL OF MANAGEMENT SPONSOR PARTNERS 
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block of rooms has been reserved 
for Lawn & Landscape School of 
Management attendees at the 

—• Marriott Gwinnett Place Hotel. 
Conveniently located in Atlanta's rapidly 
growing perimeter area, the Marriott 
Gwinnett Place is an ideal host for the Lawn 
& Landscape School of Management. The 
hotel is easily accessible from all major 
interstates serving the Atlanta area and a 
short shuttle ride from Atlanta's Hartsfield 
International Airport. 

Attendees should make their reservations 
directly with the hotel on or before January 
2 4 , 1 9 9 9 , to receive the special conference 
room rate of $ 9 9 per night (single/double, 
plus tax). Please identify yourself as an 
attendee of the Lawn & Landscape School of 
Management to receive the special rate. For 
reservations, call the Marriott Gwinnett Place 
at 8 0 0 / 2 2 8 - 9 2 9 0 or 7 7 0 / 9 2 3 - 1 7 7 5 

Discount Travel Information 

Lawn & Landscape has arranged for special 
discount airfare on Continental Airlines, the 
official airlines of the 1999 Lawn & Landscape 
School of Management. To take advantage 
of the discount rates, please contact Lawn & 
Landscape's Travel Coordinator Robin 
Stancik at 440/845-4922 and mention the 
Lawn & Landscape School of Management 
conference. To qualify for the discount airfare 
rates, reservations must be made through 
Robin Stancik. 

Airport Transportation 

The Marriott Gwinnett Place is located 
approximately 25 miles from Atlanta's 
Hartsfield International Airport. It is advised 
that attendees take the airport shuttle to the 
hotel to avoid costly taxi fare. For shuttle 
reservations, contact AAA Express at 404/ 
767-2000. Round trip fare is $32. The 
shuttle service leaves from outside the 
baggage claim area of the terminal. 

Registration Information 

By Mail or FAX: 
Complete this form and mail or fax it to 
Lawn & Landscape School of Manage-
ment, 4012 Bridge Ave., Cleveland, OH 
44113,216/961 -0364(fax). A check pay-
able to Lawn & Landscape School of 
Management or credit card authorization 
(VISA, MasterCard and American Ex-
press) must accompany the registration 
form. Check must be drawn in U.S. dollars 
anad drawn on a U.S. Bank. There will be 
a $25 fee for returned checks or rejected 
credit cards. 

By Phone: 
Call Lawn & Landscape School of Man-
agement at 800/456-0707 between 9:00 
a.m. and 5:00 p.m. EST through February 
12, 1999. You can charge your registra-
tion to VISA, MasterCard or American 
Express Continental^ 

More airlinejot your money" 

N O V A R T I S 



Registration Form 
First Name_ 

Title 

(Please print or type. Form may be photocopied for additional registrants) 

Last Name 

Company_ 

Address 

City _State_ . Zip Code_ 

Phone_ _Fax_ E-mail. 

L U L U I U l i 
(Payment must accompany this form or registration will not be processed) 

Check Enclosed (payable to Lawn & Landscape School of Management) .Please Bill My: .VISA .MasterCard .American Express 

Card Number. . Expiration Date. 

Cardholder Name. 

Signature 

Number Total 

Full Conference Registration $195 

Group Discount Registration $ 160 (3 or more) 

One Day Registration $110 

Golf Outing $75 

Extra Ticket To Sunday Welcome Reception $20 

Extra Ticket To Monday or Tuesday Lunch $20 

Total 

School of M a n a g e m e n t Educational Session Selection 1 (Please circle session selections) 

M l M2 M3 M4 M5 M6 M7 M8 

M9 M10 M i l M12 M13 

T1 T2 T 3 T4 T5 

T6 T7 T8 T9 

School of M a n a g e m e n t 
Attendee Check List 

• Completed Registration Form 

• Included Method O f Payment 

• Circled Breakout Sessions You Plan O n 

Attending 

• Made Hotel Reservations At Marriott 

Gwinnet t Place 

• Registered For Golf Out ing 

• Called For Discount Travel 

Information 

FAX Completed 

Registration Form 

To 

216/961-0364 

To Register For 
The School Of Management 
Call 800/456-0707 

Call Today! 
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new products 
(continued from page 114) 

• 50-inch by 52-inch sideplates that are 
3/8-inch thick 
• 8 5 durometer high resilience rubber cut-
ting edge lVi-inch by 10-inch four edge 
reversible and adjustable 
• Seam-welded construction 
• Ledex® Fast-Connect Receiver System 
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• Features overhead valve engine design 
• Tested under arctic conditions and 
proven to -20 degrees Fahrenheit 
• Received EPA and CARB certification 
for reduced emissions of hydrocarbons 
and nitrous oxides 
Grde 245 on reader service card I D 

attaches to all rubber tire loaders 
Grde 242 on reader service card 

ENGINES 

RedNlax 2-Cycle Engines 
• Strato Charged™ Air Head™ engines are 
certified to meet both EPA and CARB tier 
2 standards 
• First 34 cc and 25.4 cc 2-cycle engines 
to meet the CARB Tier II standards with-
out a catalytic converter 
• Weigh 5 percent less and are 30 percent 

more fuel efficient 
• Also meets EPA and CARB Tier II stan-
dards for C O and NOx emissions 
• For hand-held power equipment 
Grde 243 on reader service card 

KohlerOHC18Engine 
• Kohler's four-cycle, air-cooled, 90-
degree V-twin engine 
• A belt drive with a 3,000-hour life re-
places all internal gears, lowering engine 
noise and cold oil drag 
• Horizontal-shaft engine delivering 574 
cc of power 
Grde 244 on reader service card 

Tecumseh Winter Engines 
• Includes three models: OHSK8O, 
OHSK90 and O H S K l l O 
• Easy stan primer with a 120-volt electric 
staner 

The Ultimate 
Wheelbarrow 

• Blows mulch and compost with a range of 30 to 100 cubic yards /hour . 

• 300 feet of on-board hose length; 800 feet maximum capability. 

• Remote control operating system for "on demand" adjustments in flow rate. 

• Features an all new Supplement Injection System for applying seed or other 
additives while blowing. 

800-285-7227 
www.expressblower.com 

Visit us at the GIE Show, Booth #1043 
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Preparing 
for the 

Making the decision to sell your 
business can be a painful process, but 
the reality is that deciding to sell is 
just the start. 

By Dennis Spitler 

FOR 
SALE 

1 A 11 things have a life cycle. Not only animate 
things, but inanimate things such as busi-
nesses. When we start a business we expect it 
to go on forever. Focusing on how we will 
end business ownership should not occupy our 

daily concerns, but anyone planning a successful 
^ ^ ^ transition to another endeavor or retirement 

should have some clear goals set. 
You created a business or purchased one that some-

one else started in order to provide a service that was in 
demand. Somewhere along the way you built an organi-
zation with dedicated employees and loyal customers. As 
you reflect on your long-term accomplishments, what is 
the value of these accomplishments. The short answer is 
what someone else thinks they are worth. The purpose of 
this article is to help you maximize that net worth by looking 

at the significant steps leading up to that important decision to sell the business. 
Whether or not you plan ahead for the time to sell your business, it will still be 

sold. If you simply quit performing the service, competitors will fill the demand 
void left by you. You will not enjoy any going out of business rewards in this case. 
In the event a family member would like to take over the business, there should 
be a clear plan of how that will work out. In all cases, a written plan is best. 

Should the decision to sell the business to a stranger be your choice, it is best 
to engage a professional to assist in the process. A business broker, who has 
developed the skill to advise you how to go about the sale and then accomplish the 
objective for you, is a valued resource. 

The most important factor is knowing the answer to the question, what am I 
going to do after I sell my business? 

f OBJECTIVES OF THE SALE. Once you 
know what you are going to 

do after the sale, you will 
(continued on page 126) 



This is Not a Photograph! 
This is Your Competitive Edge 

p > COMPUTER IMAGING SOFTWARE 
^ r ¿ W Me AcutcUoafie Ittdcc&tny 

P e n t i u m S y s t e m R e q u i r e d 

INCREASE 
SALES! 

INCREASE 
PROFITS! 

.ANDScìtÌf INDUSTRY COMPUTER SOI 

DIG Demo Version 

DesignWare®, 
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COMPUTER IAAAGING SOFTWARE 
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World Corporate 
Headquarters 

^edicjsi !)mo(fmcf Qnxwi^ 
COMPUTER SOFTWARE FOR THE LANDSCAPE INDUSTRY 

Fax: 516-654-8046 
Web: www.digsoftl.com 

E-mail: digsoft@unix.asb.com 

Give Your Company 
The Winning Edge! 

W o r l d C o r p o r a t e H e a d q u a r t e r s 

516-654-1600 
Fax: 516-654-8046 

Web: www.digsoftl .com 
E-mail: digsoft@unix.asb.com 

USE R E A D E R S E R V I C E # 7 7 

http://www.digsoftl.com
mailto:digsoft@unix.asb.com
http://www.digsoftl
mailto:digsoft@unix.asb.com
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(continued from page 124) 

have a guide toward how much time a 
transition out of the business will take and 
how much cash is required to obtain your 
short- and long-term objectives. 

Typically, financials drive this aspect of 
the sale decision. Whether you want to pass 
the business on to family members, some-
one in management or to an outside buyer, 

it is best to have the business valued. This 
will enable you to plan marketing and tax 
strategies to maximize what you will keep 
after the sale. 

VALUES OF THE BUSINESS. Most business 
owners do not know what their businesses 
are worth unless they have been actively 

acquiring add-on operations. It is recom-
mended that you talk with your accountant 
or business broker for valuation purposes. 
Beyond the theoretical value, the person 
should have vast marketing resources at his 
or her disposal to accurately advise proper 
valuation for your business. They should 
also have the capacity to prepare a valuation 
report examining the various elements of 
your business. 

LEVERAGE OF ASSETS. The valuation elimi-
nates uncertainties about what you should 
ask for the business. This eliminates some 
arbitrary, 'Let's set a figure and see if any-
body will pay it,' approach that could alter 
your selling timetable. 

Typically, a valuation expert uses three 
to five years of financial history to derive a 
value. Evaluating a business also involves 
looking at and analyzing a balance sheet of 
assets and liabilities. The quality of the 
assets determines, in part, the real market 
value of the hard assets. The collectability of 
accounts receivable will impact cash flow to 
the seller in an asset sale. The physical count 
of all inventories should be accurately re-
ported and real estate carried on the books 
needs to be evaluated against current mar-
ket comparables. An opinion about the fair 
market value for all the machinery and 
equipment is helpful, and liabilities will 
have to be settled and paid off prior to or at 
closing, unless otherwise negotiated in the 
sale contract. Occasionally, some buyers 
assume existing debts and leases. 

Several analytical methods applied to 
the income statement figures will derive 
multiple valuation amounts. Taken together 
with the balance sheet analysis, the valua-
tion expert will offer an opinion about the 
worth of your business. Upon deciding what 
the business is worth, the decision to pro-
ceed with exposing the business for sale or 
working it for a couple more years needs to 
be made. 

Often after the valuation is complete, 
owners decide they cannot maintain their 
lifestyle with the proceeds after capital gains 
and personal taxes and choose to work the 
business a few more years. 

FORMAL HELP. Should the valuation process 
confirm that now is the time to sell, hire a 

(continued on page 128) 

S u p e r S n o w I c e C o n t r o l 

Hiniker Quick Hitch 
Snow Plow Mounting System 

Be ready to move snow in 
seconds with the Hiniker 
Quick-Hitch plow mount 
system. Self-aligning 
drive-in receivers and lever 
lock retaining pins make 
mounting easier than ever. 
When you're done plowing, 
lights and power pack 
come off with the plow. 

f. Drive truck forks into plow receiver. 
Pull locking lever & raise stand. 
Plug-In 2 connections, & you're ready to roll! 

IHINIKERI 

Provide complete snow and ice control with a Hiniker Salt & Sand 
Spreader. It's completely self-contained for quick & 
easy installation. Engine & hydraulic 
powered units available. 
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(continued from page 126) 

professional specializing in selling businesses. 
(If you cannot find any business brokers in 
your immediate area, contact the Interna-
tional Business Brokers Association at 703/ 
437-7476.) This broker will assemble a mar-
keting package displaying your business in 
the best light and will screen curious from 

Most business owners do not 
know what their businesses are 
worth unless they have actively 
been acquiring add-on opera-
tions to their existing business. 

serious buyers for introduction and a tour of 
the business operation. 

Business owners that try to sell their own 

companies do not understand the overall 
objective of the buyer and how to structure 
a balanced transaction that is a win-win 
situation, whereas the business broker un-
derstands both parties' goals. 

PREPARE A MARKETING PACKAGE. Everyone 
knows that the presentation of what 

I you are interested in purchasing is 
important in order to get serious 
attention. Selling all of the assets and 
goodwill of business is no different 
in that regard. 

Most buyers' first impression oc-
curs when reviewing a business op-
portunity presentation package, in-
cluding background information 
about the company, future growth 
plans, marketing data and financial 
history. The operations and key man-

agement will be profiled, demonstrating the 
stability of the business. Major equipment 
lists and real estate descriptions identify 

what hard assets are being purchased. In 
addition, it is customary to present a one-
page financial summary highlighting sales, 
profits and seller's discretionary cash flow 
from the last three to five years. 

The information package should profile 
the anticipated buyer's downpayment re-
quirements, as well as whether the seller will 
carry back any financing. Pictures of the 
facilities and equipment are helpful. If you 
have snapshots of complete landscape 
projects, include those to demonstrate the 
talents of your staff, adding to the perceived 
goodwill value. 

INTRODUCE THE BUYER. Buyers fall into a 
certain pattern by how they make the ap-
proach and how they respond to when asked 
certain qualification questions. A broker 
knows how to handle the confidentiality of 
exposing your business in a manner that will 
not jeopardize customers, employees and 

(continued on page 130) 

The Service Solution 
For Windows* 95 

Windows* 98 
Windows® N T 

Service 
Solution 

Proven Software for Chemical Lawn and Tree Care Companies 

That Service Between 500 and 35,000 Customers. 

Some features The Service Solution will bring to your business: 

• An application with full Year 2000 Compliance 
• An integrated customer and prospect database 
• Management of leads, outstanding work, and A/R 
• Analysis of marketing, productivity, and customer retention 
• Service timing for each service or group of services 
• Next-door neighbor and street-level targeted marketing 
• One year of technical support and 2 days of on-site training 
• Notepad feature for conversations and customer follow-ups 
• Import tools for mailing lists and new homeowners 
• Barcode scanning of work orders and payments 
• Mapping of work orders, service calls, and estimates 
• Interface to Microsoft* Office and Direct Mail Manager 
• Customized forms and data conversion available 

Practical Solutions, Inc. 
750 Ashler Court Columbus, OH 43235 

(614) 436-9066 
e-mail: solns@netwalk.com 

www.TheServiceSolution.com 

Software Solutions for the Service Industry Since 1983 

Epoxy Primer, Enamel Paint 
200 Gallon Poly Tank, Jet Agitation 
Honda 5.5 HP Engine 
Udor Kappa 40 Pump (10.9 gpm @ 560 psi) 
Hannay E-1526 Reel, 12-volt rewind 
300' 1/2 ID 600 psi PVC Hose 
Chemlawn Gun or JD9C 

ALL SIZES and STYLES AVAILABLE 
r r C Q i ° n SPRAYING 
^ i ^ l o r k EQUIPMENT 

P O Box 8 Le Roy, N Y 14482 
800-706-9530 716-768-7035 F A X 716-768-4771 

Financing Available 

mailto:solns@netwalk.com
http://www.TheServiceSolution.com




(continued from page 128) 

competitors becoming aware that the busi-
ness is for sale. Some of the sensitive ques-
tions that need to be asked about the finan-
cial qualifications often screen those who 
can actually accomplish the acquisition. 

A buyer knows what their acquisition 
limitations are and has good business advi-
sors. The first thing a seller should want to 
know is what basic business knowledge along 
with lawn and landscape experience the 
buyer has. Some people come from a differ-
ent industry and succeed without any initial 
technical knowledge, but they have a good 
business background. You need to know if 
they have sufficient cash funds to handle the 
transaction, with or without a bank. 

NEGOTIATIONS. Once it is obvious that a 
buyer and seller have hit it off during a tour 
of the business and the buyer wants to 
prepare an offer, the negotiations begin. 
This is the most critical phase, putting a 

transaction proposal together and seeing 
that it stays together all the way to closing. 

As you know, there is no perfect busi-
ness. Your company may have some warts. 
A buyer may hurt the seller's feelings by 
pointing out those warts in his or her ap-
proach to position for negotiations. A busi-
ness broker can deflect these comments, 
shining a bright light on the positive at-
tributes of the business and maintaining an 
objective view, putting all positives and 
negatives in their proper context. 

This is where brokers earn their fee -
with the knowledge of valuing businesses, 
any comments or issues that the buyer uses 
to devalue the business can be buffered with 
countering factors justifying the original 
asking price. A business owner trying to 

negotiate his or her own deal cannot remain 
objective about critical analysis of the op-
eration they have lived with for many years. 

CLOSING THE DEAL. This is the easiest phase, 
assuming everyone has concluded his or her 
work. We prefer that all due diligence work 
be fully reviewed and approved by those 
responsible one week prior to the scheduled 
closing. The closing event should be a joy-
ous activity where the buyer brings the 
funds for the purchase and the seller brings 
the keys for the operation. ID 

The author is director of mergers and acquisi-
tions with Anthony Wayne Business Exchange, 
Fort Wayne, Ind. He can be reached at 219/ 
485-1990. 

NEED MORE INFORMA TÊON? 
Are you interested in more information about this subject or anything else discussed in this issue of Lawn & 
Landscape? Check out our website today... w w w . l a w n a n d l a n d s < a p e . < o m 

Don't Mow Trash! 
® 

Get the 
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 
bottles, cans, rocks, 

trash and debris. 

(800)748-5529 
Call now for a dealer near you. 

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

^^UÊÊÊÊÊÊÊÊÊÊÊM 

MANUFACTURED BY G R O U N D T E C K 
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www.groundtek.com 
Winter Garden, FL 34787 • Phone (407)656-1088 • Fax (407)656-5148 

• Spreads and sprays over 
6600 sq. ft. per minute 

• One hand steering -
ZTR. highly maneuverable 

• Stainless breakaway 
spray boom 

• 65-gal. tank and 100-lb. 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 

• SEVERAL MODELS AND 
OPTIONS AVAILABLE 

• PLEASE CALL FOR MORE 
INFORMATION, VIDEO 
AND PRICING 

• ELIMINATES OPERATOR FATIGUE 
• TRIPLE YOUR PRODUCTIVITY 

http://www.groundtek.com


Hear 

Introducing, 
Kawasaki, the international name 

that stands for engineering and manufacturing 
innovation, from supertankers to superbike racers, 

is proud to present a new generation 
of Engines and Professional 

Power Products. 
-String Trimmers, Hedge Trimmers, Blowers, 
Generators, Water Pumps, and Two-
and Four-cycle Engines. 

Touch 
-Small Engines including the 
new, air cooled V-twin 
FH series. 

See 
-Us at ; 
Booth #557 I 
and at the 
outdoor demo m 
site for more I 

» 



- b m ' k 

• 

f . v ' I • n . 

ou've just survived another hectic week. It 
seems that every time you turned around, 

there was another question to answer, crisis to 
attend to, emergency task to be dealt with or 

another competitor driving his or her mower into your 
market area. Welcome to planet Business; not just the 
world of small business but of all business. 

As you reflect on your past week and years in busi-
ness, you should begin to see some similarities and 
patterns, and recognize that many weeks were just as 
demanding. You ask yourself if there is any way to break 
out of the cycle? How can I gain control of my business, 
rather than the business controlling me? 

With strategic planning you can take back control of 
your life and your business. Become proactive in all of 
your business practices, instead of being reactive to 
business situations and problems. 

GET A TEAM. Start by taking your strategic planning team 
away from the office. By the way, your team should 
consist of the "thinkers and doers" in each division of 
your company, not just upper management. Strategic 
planning is best done in a place that promotes thinking 
and is away from all of the day-to-day distractions of 
phone calls and office visitors. To start the strategic 
planning process you need to become: 

• Focused 
• Organized 
• Innovative 
• A good planner 
• A good listener 
• Visionary in your thinking 
• Resourceful 
• A calculated risk taker 

(continued on page 134) 



Our new BP 6 2 0 0 lets you move 
along at an amazing clip. 
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Feel the difference. 

You re cutting through thick, 

dense wood like it's butter and 

this pruner is a weightless 

extension of your hand. You Ye 

aware of its keen edge and 

smooth cutting performance. 

Its extra strength and stability 

on larger cuts. Superb fit and 

balance. And comfort like 

you Ye never 

felt before. 

^SSBSSBBSSSB 
W i ' V i I W 

TTT 

% 
V 

The BP 6200 Scries Bypass Pruners are covered 
under the Corona mo-week, money-hack Test 
Drive guarantee. 

And, as with all our 

top-of-the-line pro-

fessional pruners, 

the BP 6200 Series features a 

forged hook for extra strength and 

Coronium™ steel forged alloy 

blades that are fully heat treated 

to hold a precision edge after 

resharpening. 

The BP 6200 Series profes-

sional bypass hand pruner by 

Corona. Take it for a test drive and 

feel the difference for yourself. 

Available in 1/2", 3/4" and 1" cut-

ting diameters. 

C o r o N X 
mmm.mmmmmm.mtm x® 

1998 Corona Clipper / A Harrow Company / 1540 E. Sixth St. / Corona, CA 91719 
800/847.7863 or 909/737.6515 / Fax 909/737.8657 / www.coronaclipper.com 

Every Corona BP 6200 Series 

pruner is more comfortable 

because of its ergonomic design 

with 45° angle cutting head. 

Cushioning shock absorbing 

bumper. And strong, broad-shoul-

dered, co-molded Corobond han-

dles that provide a secure grip 

with less pressure, greatly reliev-

ing hand and wrist fatigue. 

A larger bearing surface and 

self-aligning pivot bolt with 

patented, hi-torque all-steel lock-

ing nut provide superior stability 

and greatly reduced force- to-cut. 

http://www.coronaclipper.com


Regardless of size, longevity, or success 
level, a company should periodically take 
time to rethink its operations. Only by 
objectively reviewing your operations can 
you either reaffirm that your current courses 
of action are correct to get the company to 
its goal or identify areas or issues that require 
fine tuning or corrective action. 

WHAT IS STRATEGIC PLANNING? A strategic 
plan is a written document describing the 
direction you want your company to take -
your vision of its future position and value. 
It is a means for planning future growth and 
profitability. It is key to the overall manage-
ment process. Some people believe that 
strategic planning is a tool for big business 

on ly . O n the 
contrary, strate-
gic planning is 
especial ly im-
portant for the 
little companies 
t h a t as small 
businesses are 
extremely vul-
nerable to the 
smallest changes 
in the market-
place. Changes 
in c u s t o m e r s , 
new moves by 
competitors or changes in 
the overall business environment can di-
rectly impact your company and cash flow 
instantaneously. Negative impacts on your 
company, if not anticipated and adjusted 
for, can force you to close your doors. That 's 
exactly why you need to plan for you future. 
You need to anticipate what the future 
holds and adjust your thinking and actions 
to compensate for any potential negative 
impacts. 

The goal of strategic planning is to help 
you get more and better customers. Through 
an increased customer base, composed of 
more profitable customers, you will be able 
to grow your business. 

A strategic plan is: 
• A specific and written document of your 
vision for the company. The plan should 
address: 

—customers 
—competitors 
—suppliers 
—investors 
—employees 
—succession issues 
—operations 
—mergers & acquisitions 
—ancillary services 
—strategic alliances/partnerships 

• A means for developing commitment 
among leadership and coworkers, and other 
individuals and firms associated with your 
business. 
• A success mechanism via a framework of 
strategic thinking and vision that guides all 
other decisions in the firm. 

(continued on page 136) 

Transportable 
FoldOut 

Sno Pusher! 

Pro-Tech Sno Pushers have revolutionized 
the snow removal industry. In comparison 
to conventional snow blades, Pro-Tech 

Sno Pushers will increase your machine's pushing 
capacity up to 500%. The pushers Quick Change 
attachment system allows for virtually instant 
connection to any machine, from the most compact 
Skid-steer to the largest Loader. 

Pro-Tech Sno Pushers have become the 
industry standard for quick, efficient, competitive 
snow removal. Call P r o - T e c h today for the 
Dealer nearest you and a Free V ideo & 
Brochure. 

I m m e d i a t e S h i p p i n g in N o r t h A m e r i c a 

SNO PUSHER 
PROTECH 

How can I 
gain control 
of my business, 
rather than 
the business 
controlling 
me? 
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Online Trade Show 

www.lawnandlandscape.com 

http://www.kanga-loader.com 

Reiivco 
HYDMOGKASSING AND FOHEK MI'LCHING MACHINEMY 

http://www.reinco.com 

Products 
and services from 
these industry 
suppliers are 
only a 
mouse click 
away. 

http://www.softwarerepublic.com 

CENTRAL PARTS WAREHOUSE 
"SNOWPLOW PARTS SPECIALISTS " - SINCE 1980! 

http://www.centralparts.com 
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WEISmüRGERGreen 

http://www.weisburger.com 
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the 90s. 

It's innovative. 
It's informative. 
It's immediate. 

http://www.expressblower.com 

^BRI-MAR 
• • H H B M H B H i MANUFACTURING, INC 

http://www.goossen.com 

http://www.bri-mar.com 

WSÊP 
L()[ts Seed 
Where Great 
Grass Begins 

http://www.turf.com 

http://www.clip.com 

Contact your account manager today for more information, 800-456-0707. 

http://www.lawnandlandscape.com
http://www.kanga-loader.com
http://www.reinco.com
http://www.softwarerepublic.com
http://www.centralparts.com
http://www.intermec.com
http://www.newholland.com
http://www.tuflexmfg.com
http://www.frontrunnertech.com
http://www.loegering.com
http://www.wellscargo.com
http://www.finncorp.com
http://www.toro.com
http://www.planthealthcare.com
http://www.weisburger.com
http://www.expressblower.com
http://www.goossen.com
http://www.bri-mar.com
http://www.turf.com
http://www.clip.com


The Strategic Management Model 

Here's a strategic planning model that will 
help guide your company toward its vision: 

1. Do an environmental analysis 
A. Internal (strengths and weaknesses) 
B. External (opportunities and threats) 

2. Determine the mission, values and vision 
3. Identify the organization's problems 
4. Clarify fhe responsibilities for each individual & 
develop an appropriate organizational structure. 
5. Prioritize 

A. Problems for the organization 
B. Projects for each unit 
C. Responsibilities for each individual 

6. Determine the long-run goals for the 
organization, each unit and each individual. 

7. Develop plans to achieve the long-run goals. 
8. Determine the short-run objectives for the 
organization, each unit and each individual. 
9. Determine the policies for the organization and each 
unit to achieve the short-run objectives. 

A. One policy for the organization is to develop 
an appropriate menu of services. 

B. Policies should also be developed for mar-
keting, finance, production, purchasing, informa-
tion management & human resources. 
10. Grant each individual specific, clear-cut 
authority to achieve their goals and objectives. 
11. Determine the controls for: 

A. A management information system 
B. A performance appraisal system. 

(continued on page 138) 

12. Develop each individual to gradually handle 
increasingly complex responsibilities 
13. Develop Teamwork 

A.Require managers to hold regular meetings 
with their people: 

1. To develop goals, plans and policies; 
2. To monitor progress toward goals and 

objectives: 
3. To identify and solve problems 
4. Transfer ideas and technology 

14. Participate with both individuals and teams 
before making decisions ("actively listen") 
15. Provide training on a regular basis 
(technical, managerial and supervisory). 
16. Support your people with the proper tools, 
equipment & staff. 
17. Select capable individuals and teams to 
handle the various responsibilities. 
18. Reward and discipline based on performance 

A. Monetary rewards; 
B. Non-monetary rewards. 

9 S o f t w a r e t h a t 
h a s A n s w e r s ! 

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

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

"CompuScapes has made 
my company more efficient, 
competitive, organized and 
most of all profitable." 

James J. Sharp 
Sharps Landscaping, Inc. 

CompuScapes 
(800) 350-3534 

www.compuscapes .com 
^Starting at $2,995 Rental & Finance availablê  

USE READER SERVICE # 8 8 

COMMERCIAL 
M O W E R 

REPLACEMENT 
PARTS 

ft m á 

* 
m 

à 9 4 
U m m i 

velai lawn Commercial lawn care 
equipment 

Chai risa ws 

Filtere 
Pulleys 

Monofilament line 

Tail lights 
Sparkplugs 

Oil 

Engine parts 
Chain 
Tires 

Free Catalog * Fast Delivery by UPS 
Call: 1-800-521-6848 * Fax: 248-477-1340 

O 
RECREATIONAL LEISURE CORP. 
J 30711 W.TEN MILE RD. 

DEPARTMENT L&L 
FARMINGTON, Ml 48336 

Quality parts since 1971 

PRINCIPLES OF 
TURFGRASS MANAGEMENT 
Professional development 
wi thout leaving home: 
• Earn customer confidence 
• Cost effective professional 

development 
• Become certified 

4 0 0 + page manual covers all 
regions and all seasons in U.S.: 
• Selecting and establishing 

turfgrass, soils, fertil izing, 
mowing, and irr igation 

• Insect, weed, and disease 
control 

• And more in 14 topics 

Call 1 -800 -325 -2090 
http://www.gactr.uga.edu/IS/Turf/ 

Developed by The University of 
Georgia and Professional Lawn 
Care Association of America. 
Used international ly and 
approved for pesticide applicator 
recertif ication in many states. 

http://www.compuscapes.com
http://www.gactr.uga.edu/IS/Turf/


FABRIC FOR 
YOUR EVERY NEED! 

^ ^ ^ ^ L A N D S C A P E F A B R I C S A E R O S I O N C O N T R O L P R O D U C T S 
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CONSIDER THE CONTRACT SWEEPING BUSINESS 

A A - T / V C H 
g g INC. 

S P E C I A L I Z E D E Q U I P M E N T 

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 

Visit us at the GIE Show, Booth #1210 & 1111 
USE READER SERVICE # 9 3 

EXPAND YOUR BUSINESS 
b y o f f e r i n g t h e C O M P L E T E l ine of 

F a b r i c s & E r o s i o n C o n t r o l P r o d u c t s 
P E R F E C T F O R 

USE READER SERVICE # 9 2 

Professional Landscape 
Service Needs! 

The Retail 
Garden Center! 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

Filter Fabric • Paver/Patio Underiiner • Soil Separators 

Erosion Control 
Burlap • Jute • Polyjute* for slope control • Silt Fence 

Construction 
Road / Driveway / Recreation Park Underliners & Fences 

Accessories 
Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 

h 
Bulk Rolls 3-15' Wide Available 

3'x25'-3'xso-3'x ioo-
4' X SO' - 4' X 100' - 6' X SO' 

S A F E A N D E N V I R O N M E N T A L L Y F R I E N D L Y 

SYSTEM COMPONENTS... 
• 14-2-2 Systemic Fertilizer Tablets 
• Liquid Concentrate (Non-Systemic) 
• RTU - Ready To Use Spray (Retail) 

Protection & Fertilization in One Systemic Tablet 

NEW... SYSTEMIC 
Deer & Rabbit Control 
1-2 Year Control System By... Repellex 

E Ü 
T e c h n i c a l C o n c e n t r a t e 

Don't Dig or Transplant Without It! 
Reduces Transplant STRESS by 90% 

• Decreases Plant Mortality & Decline 
• Decreases Defoliation & Wilt 
• Increases Moisture Retention 
• Speeds Plant Establishment & Rooting 
• Enhances Plant Health & Vigor 
• Increases Plant Anti-oxidants 
• Increases Photosynthetic Capacity 

Distributed By... 
I Bio-Plex Organics 

More Information & Ordering 
1 -800 -441 -3573 o r Fax (717) 653 -0816 

Bio-Plex... Today's Solutions with Tomorrow's Technology! 



strateqtic plannin 
(continued from page 136) 

A strategic plan should not be: 
• Wishful thinking 
• Done only by the owner and top manager 
• Secretive 

A strategic plan requires: 
• Commitment by the business owner/man-
agement team 

• Communication to all 
• Buy-in from all coworkers 
• Honest evaluation of the current position 
& history of the business 

Strategic planning will take commit-
ment. The motivation to dedicate the time 
and effort must come from the very top of 

LANDSCAPERS! 
SAVE TIME AND 
LABOR COSTS 

THE 

TIMBERLOK 

FREE SAMPLES: 
Call for a free sample pack and to 

find the nearest retail location. 

800-633-3800 

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. 

the company. If 
you want your 
company to be 
all it can be, 
strategic plan-
ning will help 
you accomplish 
that. 

It is not a 

A strategic 
plan is a writ-
ten document 
of your direc-
tion for your 
company- your 
vision of its 
future position 
and value. 

one-time event. 
It is an ongoing 
process. There-
fore, you will 
make choices at 
a point in time based on the best information 
available. That doesn't mean that alternate 
options are rejected ad infinitum. If you find 
that conditions change or new information 
becomes available, you reevaluate and move 
forward again. 

The strategic planning process is about 
progress and changes. Progress sometimes 
involves two steps forward and one step 
back. There is nothing wrong with that. 
Remember, strategic planning builds a vi-
sion of the future - a vision of what you want 
your company to be. If you believe you are 
too small for strategic planning and ap-
proach business in that manner, in all likeli-
hood, you will remain small. 

All business activities involve risk. Strate-
gic planning is no exception. The risk, though, 
is a calculated one, and, as such, is mini-
mized. Your decisions are based on knowl-
edge, not assumptions or intuition. If you 
can afford to stay where you are, do so. If not, 
start the strategic planning today... hopefull 
it's not too late. ¡Ü 
The author is director ofmarketing and salesfor 
LandCare USA, Houston, Texas. 

If you've got a question 

about strategic planning, 

post it on the bulletin boards 

of our website and Judy 

Guido, author of this article, 

will respond to it. 

w w w . l a w n a n d l a n d s c a p e . c o m 

http://www.lawnandlandscape.com


B y Fiaak R o m 

here are several ways people have tried to budget with differing 
measures of success. One popular way is what I call the "Ego 
Method." This is where ownership reviews the income statement 
for the year just completed. They look at the earned revenue figure 
for that year, see it was $450,000, and, for no reason other than to 
placate their own ego, set a goal of $600,000 for the next year. 
Why $600,000? It just seems like the thing to do. 

Another way to budget, which has a strong following, is the 
"Growth Method." In this case, ownership looks at the company's 
trend over the past few years, sees it has grown an average of 25 
percent per yetr, declares, "If it ain't broke, don' t fix it," and sets 
a 25 percent growth target for next year. How much sense does 
that make? 

Yet another method is the "Inflation Method." Here, owner-
ship looks at local statistics measuring inflation and the record says 
inflation was 5 percent last year. Because they can think of no 
reason why, they increase all of their figures by the inflationary 5 
percent. "Hey, inflation was 5 percent last year, so let's increase all 
of last year's numbers by 5 percent and that will be our budget for 
next year." Now, is that good thinking? 

Last is the "Percentage Method." Here, ownership picks a sales 
figure with which they feel comfortable (typically driven by the 
ego emotions) and then figures all of next year's expenses based on 
the same percentages to sales as they were last year. We won't kill 
any brain cells with this one, either. 

All of these methods are what I call "Budgeting Faux Pas." 
They all focus on the top line, and if they seem a bit baseless to you, 
it's probably because they are. Budgeting is not hard, but it's not 
this easy either. A legitimate working budget is a series of decisions, 
overt decisions by top management, which describe in numeric 
terms how the coming year will progress. It is a logical process, 
which begins with the basics. 

And, the most basic of all questions is 'Why are you in business? 
Is it because of sales?' Of course not. I submit that you are in 
business for two reasons: profit and fun. 

If you are making a profit, you are probably having some fun. 
However, if the profit is not there, business can be a real bummer. 
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Let's think about this - if profit is one of 
the two primary reasons you are in business, 
doesn't it make sense that profit is the first 
item you forecast? Of course it does. 

If I wanted to prepare a budget based 
upon why I am in business, I would start 
with profit - at the bottom o the income 
statement - and work up. Or, if I wanted to, 
I could spin the income statement upside 
down, start with profit and work down. 

STEP BY STEP. The budgeting process is 
actually a five-step procedure that begins 

1. Determine the minimum amount of return on investment 

a. Profit necessary to retire debt 

b. Profit necessary to replace equipment 

c. Profit necessary for growth 

d. Profit necessary to warrant the risk of business 

e. Profit necessary to pay a fair share of taxes 

2. Budget Overhead using the zero-based concept 

a. Document planned expenditures 

b. Involve employees 

c. Establish a 'watchdog* over each account 

3. Determine your backlog by type of business 

a. Establish the backlog by revenue and cost 

categories 

b. Determine the gross margin in your backlog 

4. Determine new sales goals and convert those to earned 

revenue goals 

with how much profit we need to make. 
Step two forecasts the spending habits of 

the company's overhead structure. The com-
bination of the first two steps tells us how 
much gross margin we need to generate. 

Step three establishes how much of the 
gross margin is already sold. 

Step four describes the revenue goals we 
will need to achieve to generate the remain-
ing gross margin requirement. 

Finally, Step five takes our annual bud-
get and spreads it over each of the twelve 
months of the year so that we can periodi-

cally compare how we are 
actually performing against 
our goals. 

It's important to note the 
choice of words used back at 
the beginning of the process 
- 'How much profit we need 
to make.' This is not about 
how much profit we need to 
make, but how much we 
need in order to operate our 
business. 

To establish profit needs, 
you must remind yourself 
what profit is used for. Pri-
marily, it is used to provide 
the cash for the company's 
needs in five areas: the re-
tirement of debt, the pur-
chase of capital assets, the 
support of growth, the pay-
ment of bonuses or dividends 
and the payment of taxes. If 
the business doesn't gener-
ate the cash through the prof-
its of the business, it risks 
not being able to pay for 
these items - and that is not 
good. 

a. Establish the amount of required work to be sold and 

installed to cover planned overhead and profit 

requirements 

b. Test these goals against your capacity to perform 

5. Prepare a monthly income statement 

a. Seasonalize your budget by month such that you can 

track your activity month to month 

FIGURE IT OUT. Taken in or-
der, you will first want to 
make a list of the debt you 
must retire in the coming 
year. Add up the principal 
portion only, as interest will 
be budgeted as an expense 
item when we develop the 
overhead budget. 

Second, make a list of the fixed assets you 
wish to purchase. Then itemize how much 
you will pay in principal against each item 
over the next 12 months. 
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Third, anticipate how much growth you 
expect for your company in the coming 
year. This may be an educated guess, since 
we have not determined earned revenue as 
yet. Nevertheless, make an estimate of dol-



lar volume growth for the coming year. 
Divide that volume increase by 10. 

The number 10 is a banking rule of 
thumb for the green industry that deter-
mines the amount of cash needed to support 
earned revenue in a healthy company. Typi-
cally, I am not much on rules of thumb, but 
in this instance, 10 cents of cash to support 
$ 1 of revenue is fairly realistic for most of us. 

Here's an example: If I perform 
$450,000 in revenue this year and 
expect that next year's performance 
will probably be around $500,000, 
I take the difference between the 
two revenue figures. Fifty thou-
sand dollars is how much I expect 
to grow. Divide the $50,000 by a 
factor of 10 to determine how much 
cash I will need to support that 
growth. In this example, my cash 
need is $5,000. 

Four th , es t imate what you 
would like to pay in employee bo-
nuses or shareholder dividends 
given that you achieve your defini-
tion of success. This would be 
money paid after year-end profit is 
achieved and would not be antici-
pated in the overhead budget. 

Lastly, add up the profit re-
quirements established in the first 

four steps and estimate the state and federal 
income taxes that would normally be pay-
able for this level of profit performance. 

Add the five values together. 
Now, subtract next year's anticipated 

depreciation, as this is a non-cash expense 
item. You have just calculated the profit, or 
capital requirement, you must make next 
year to support your organization - not 

"want to make'' or "should make," but must 
make if you are to meet all of your obliga-
tions for the next 12 months. 

T o illustrate, I am going to fill in the 
profit needs for our example company's 
budget. In your company, you will want to 
tabulate each of these profit requirements as 
they relate to you. 

Therefore, $50,680 is the minimum 
profit requirement for next year. Certainly 
I can, and want to, make more, but $50,680 
is what I must make if I expect to meet m 
obligations. a 

The author is a green industry consultant with 
Ross-Payne Associates, Barrington, III. He can 
be reached at 847/381-8939. 

Profit T>eteêmttatùm<i 

1. Principal payments on outstanding debt (banks and other creditors) $12,600 

2. Principal payments on fixed asset acquisitions $22,500 

3. Cash required to support anticipated growth $5,000 

4. Estimated excess compensation for employees and owners $7,000 

5. Income tax liability - city, county, state and federal $10,234 

Total Capital Requirement $57,334 

less: Estimated Depreciation ($6,654) 

equals: Profit requirement for next year $50,680 

Spending the necessary time preparing the company's 

financial information for fhe coming season can be as 

simple as following five sfeps and adhering fo fhe 

budget over the ensuing 12 months. 



Steering one 
of the 
industry's 
largest 
pesticide 
producers is 
a complex 
task that 
continues to 
grow more 

challenging 

By Cindy 
Code 

A Conversation wi th 

As part 0/Lawn & Landscape magazine's exclusive 
conversation series, Cindy Code, group publisher of the 
Lawn & Landscape Media Group, spent some time 
with Bruce Miehle, a Dow AgroSciencesgeneral man-
ager, at its corporate headquarters in Indianapolis. 
These interviews are not designed to provide the history 
or background of a company, rather to examine how the 
people at the helm of uniquely successful companies 
have steered their firms into leadership roles in the aro fissionai lawn and landscape industry. 

ruce Miehle, general manager of the turf 
and ornamental and technical products 
division of Dow AgroSciences is a career 
company man. 

In a career spanning 25 years, Miehle started in a field sales assignment in 
1973 in Dow's Charlotte sales office selling everything from animal health to 

.arm chemicals to right-of-way products to pest control to mosquito control. 
Miehle, who has his bachelor's and master's degrees from The Penn State University 

in agronomy and soils, and plant pathology and physiology, respectively, has experienced 
all aspects of Dow's corporate and field offices as he moved through a variety of positions 
in field sales, research and development, product development, product marketing and 
district sales management. 

He was named business manager for spe-
cialty products when DowElanco formed in 
1988 and oversaw financial planning, business 
strategies and molecule planning. 

Over the years, Miehle provided integral 
insight to both the crops and non-crops busi-
nesses before tackling a more global role as part 
of the company's recent Business Effectiveness 
Initiative. This BEI turned Dow AgroSciences 
into a global business management organiza-

(continued on page 144) 

Brute Miehle, 

pictured above in 

front of Dow 

AgroSdences' 

headquarters in 

Indianapolis, is 

confident the 

company wil l be 

able to continue 

selling Dursban. 

Photo: L&L Staff 



AERA-VATOR 

The Aera-vator is the best soil preparation tool on the 
market. It makes the perfect seed or sod bed, even in the 
hardest soil. This one machine replaces every other imple-
ment I have and the trailer space they took up. We have an 
AE-40 for smaller lawns and an AE-60 for commercial 
seeding, sodding. One pass with the Aera-vator before 
seeding or sodding and you will never have a call back from 
grass not rooting into compacted soils. 

Brian J. Kerber DBA, The Lawn Firm 
121 W. 62nd Street, Excelsior, MN 55331 

FIRST PRODUCTS INC. • T i f t o n , GA 31793 
1-800-363-8780 • GA Res idents 1-912-382-4768 

USE M A P I » « « V I « # » 9 r Make short work of large rolls 

L _ 
Model 2400 (for the 2430) 

SPI 2430 Rear-Drive Sod Installer 
Eliminate back-breaking hand 
installation with Brouwer's finest 
self-propelled sod installer. Not 
only does it install large rolls 
from 24" to 30" wide and up to 
100 ft. long, the SPI 2430 transports 
rolls to the installation area at up 
to 7 mph.The three-wheel tire 
design provides tight, responsive 
maneuvering while preventing the 
kind of damage a four-wheeler 

can cause on soft turf. 

Rollmate Walk-Behind Sod 
Installer 
The Rollmate is the durable, 
low-priced choice in a walk-

behind sod installer. It's light and 
easy on turf, highly maneuverable, 
and surefooted on slopes. It has a 
roll capacity of 24" and 30" wide. 

Rollmate 

And, like the SPI 2430, it can 
function with or without core 
tubes and can efficiently handle 
net-wrapped sod. For short work 
of large roll installation, go with 
a Brouwer sod installer. 

:!:!.! I [l'i 
Nobody cuts it like Brouwer 

289 N. Kurzen • PO. Box 504 • Dalton.OH 44618-0504 • 330-82B0200 • Fax 330828-1008 • www.brouwerturf.com j 

Kwikcut * * Kwikseal * * Kwikadapt 
K w i k f u * * Kwikpunch ** A lprene Sadd les 

AVAILABLE TO WHOLESALERS AND DtSTRBLTTORS ONLY 

DAWNNDUSTRES.NC 
4410 NORTH WASHNGTON STREET 

DENVER. COLORADO 80216 
h t tp : / /www.dawn indus t r ies .com 

( 8 0 0 ) 3 2 1 - 7 2 4 6 OR FAX ( 3 0 3 ) 2 9 5 - 6 6 0 4 

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

mmwâ^MMî 

Visit us at the GIE Show, Booth #1211 
USE R E A P E R SERVICE # 1 0 Q 

http://www.brouwerturf.com
http://www.dawnindustries.com


(continued from page 142) 

tional hierarchy for the purpose of molecule 
and asset management. 

Today, Dow AgroSciences sells several 
hundred millions of dollars of urban pest 
control products globally, and Miehle serves 
as its general manager of turf ornamental 
and tech products business. 

• • • • • • • • • • • 

'We see the people that have a posi-
tion in fertilizer as gaining in mar-
ket strength.y 

Gi. Your specialty business has gone 
through a number of changes in the 1990s. 
First, the strategic alliance between Dow 
and Elanco and now the buyout of Eli Lily's 
share of DowElanco. How will the new 
structure work into the next millennium? 

f A . The move resulted in more finan-

cial and general control on Dow's part and 
created internal streamlining and opera-
tional efficiency. We can do things a little 
more quickly. I don't think it necessarily 
preordains a better agriculture business, with 
one small caveat. I do think there's a more 
highly integrated venture into biotech as a 

result. 
Dow had its own interests 

in terms of technology and 
financial commitment in the 
output side of biotech, and 
DowElanco was focused on 
the input side of biotech. 
Now, there is a much more 
coordinated and consolidated 

thrust in biotech. 
What does that mean for the turf and 

ornamental business? In the short term, 
very little. Long term, perhaps quite a bit. 
Obviously, we're faced with a lot of prob-
lems based on the perennial nature of turf 
and many ornamental, nursery-type crops. 

I don't think this business is on the front 
page of any biotechnology company's stra-
tegic plan. They're more interested in 
Roundup tolerance in major row crops and 
corn root worm resistance. But down the 
road, when a lot of these cutting edge tech-
nologies become more commonplace, it's 
logical to think biotechnology is going to be 
a factor in the professional turf industry. 

a . How is DowAgroSciences dealing 
with the regulatory environment specific to 
the Food Quality Protection Act and the 
threat to organophosphates? 

/ A . I would be naive if I said everything 
was just fine. It's a big challenge. You don't 
have to read very much to accept that. I 
know we have made and continue to make 
a huge commitment of resources in terms of 
people and expertise in dealing not only 
with the science and technology of the issue, 
but also its politics. This is at least as politi-
cal as it is technical and regulatory. 

(continued on page 146) 

Finn introduced the HydroSeeder. 
Meet the next generation 

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

If it's not a Finn, it's not a 
HydroSeeder.* 

F I N N 
C O R P O R A T I O N 

9281 LeSaint Drive, 
Fairf ield, Ohio 45014 

Toll Free (800) 543-7166 
Fax (513) 874-2914 

é T-90 Series II 
HydroSeeder 

F i N N 
Hipdn*- SeadeA 

• Increased spray 
distance 

• Exclusive one 
piece clutched 
pump assembly 

• Full rear platform 
with convenient 
reel location 

h i x x x x j 

H y d r o S e e d e r * is a r e g i s t e r e d t r a d e m a r k of F i n n C o r p o r a t i o n 

Visit us at the G I E Show, Booth # 9 2 3 

Call 1-800-543-7166 for a 
FREE informat ion kit. 



• Low maintenance 
• Create various shapes, sizes and colors 
• Self-propelled, electric or gas powered 
• Residential, commercial and golf course uses 
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We've had good experience this past year 
with a few technical victories as well as some 
response from grassroots efforts through a 
network of affiliated trade organizations. 

We think we have a reasonably good 
track record dealing with other issues that 
perhaps haven't looked very positive at one 
point in time. The best reference I can cite 
is the experience we had with 2,4-D in turf. 
If we were to wind a clock back six to eight 
years, take a look at the battle we were 
confronting with 2,4-D use in turf and ask 
people to project our probability of success 
in sustaining the use of 2-4-D, a lot of 
people might have said 2,4-D is history. 
Yet, we've been able to sustain 2,4-D. 

What I suspect, and I'm a little bit hope-
ful on this, is that there will be some some 
minor changes in organophosphate regis-
trations and some of that will include 
Dursban. Thankfully, we have very exhaus-
tive science behind us; the technology is 
sound. We believe, ultimately, that good 

science will at least partially prevail. Will it 
be a slam dunk? No. But we're going to be 
selling Dursban for a long time, I'm sure of 
that. Will we come out of it with modifica-
tions on protective clothing or repeat appli-
cations? Or will there be some other kinds of 
mitigating stipulations? Probably. 

d . Is there a number one leader in turf 
and ornamental control products? 

f k , . I don't think there is a clear leader. 
There are several market leaders that are all 
pretty close, and we're in the mix. Depend-
ing on how you characterize the participa-
tion in the global market, you could argue 
that certain suppliers are the biggest because 
they sell their brand direct to consumers. 

If you go to Europe or parts of Latin 
America, a couple of our basic manufacturer 
competitors sell their own brands to end 
users. We have chosen not to. We've chosen 
to market our own brands to the profes-
sional trade. In the consumer trade, we use 
the brand marketers and formulators that 

supply those channels. It works well for us. 
It's a balancing act. We think we've 

struck a good balance of engaging formula-
tors where they can add value and do things 
more effectively than we can do with some 
of our active ingredients. 

This is particularly important in most 
segments of the turf and ornamental busi-
ness because granular products are pretty 
popular. The lawn care trade has gone to a 
lot of dry applications as compared to when 
the ChemLawn tank trucks were popular. 

We see the people that have a position in 
fertilizer as gaining in market strength. They 
add value both for us as a supplier in creat-
ing a delivery system for some of our active 
ingredients and in providing value for the 
end user because the convenience of apply-
ing both fertilizer and pesticide at the same 
time is undeniable. 
a . Do you sell direct to the largest end-
user companies in the industry? 

(continued on page 148) 
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ft.. Not really. Basically, we sell through 
distribution and the formulation trade to 
this segment of the business. We used to sell 
direct to a number of companies, but for a 
number of reasons we got away from that. 
Not the least of which is this trend toward 
dry formulations. 

A few years ago we went through one of 
these painful channel rationalizations and 
decided to consolidate. We established a 
new benchmark for a direct buying rela-
tionship and designated some master dis-
tributors and master formulators to supply 
some of the small regional independents. 

a . Distribution can be fragmented in 
the turf and ornamental industry. Does 
LESCO have the right idea of selling through 
it's more than 200 service centers? 

ft. If you believe the response from the 
trade and their sales growth, you have to say 
it looks like they're headed in the right 
direction. The key question, I think, is how 
much is the trade willing to pay for that 

convenience? Everybody wants to minimize 
inventory. They want to be able to get and 
use products and equipment as close to its 
actual time of use as possible to manage 
their working capital. 

a . You were responsible for establish-
ing Dow AgroSciences' global urban pest 
structure and authoring the first global ur-
ban pest strategy, completed in the spring of 
1998. What were the two main goals and 
priorities that came out of the strategic plan? 

ft. We had two main themes. The 
major theme and strategy I was responsible 
for was adaptation and change management 
and preparing people for that. That was 
significant. The other theme that we still 
wrestle with is how to optimize our business 
(for our shareholders) given the number of 
products that we have while doing the best 
job of servicing customers. 

The natural tendency is to try to be all 
things to all people, therefore we have had a 
broad portfolio of products. Some of them 

are strong brands. Some of the others we 
decided to divest because they have more 
value to somebody else than to us. 

Gaining acceptance for the need to opti-
mize our portfolio was a major challenge. 
That work is not done, and it involves not 
only in-depth analysis of numbers and tech-
nology, but also what I call weighing in 
organizational dynamics. It's hard to go to 
somebody who's been product manager of 
product X and say we're not going to sell this 
product anymore, but give it to somebody 
else who's going to do a better job with it. 
Those are hard internal things to do. 

My guess is when I leave this job, we'll 
still be debating whether we've got it right 
or not. What is the right number of prod-
ucts for a basic supplier to have in a portfo-
lio? How big do they need to be to be value 
adding? How big or how good do they need 
to be to be attractive to customers? What 
can we manage effectively? How many prod-
ucts can a field salesperson or marketing 
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person really effectively manage? H o w many 
can we afford to promote? 

a D o w AgroSciences has agreed to 
give Riverdale Chemical exclusive rights to 
some of its active materials to formulate 
products for broadleaf herbicide control. Is 
your relationship with Riverdale an example 
of the outsourcing of your products? 

ft. Yes, and it's a unique partnership. 
W e think it is a t remendous development 
for ourselves and for Riverdale. It 's a good 
example because a couple of the actives they 
are incorporating into their portfolio would 
be difficult for us to handle effectively. 
However, they have the expertise and for-
mulat ing capability and, for that matter , 
access to other molecules that they can mix 
with our molecules. Plus, they can adapt the 
amounts of various components of the mix-
tures they make to regional preferences and 
regional needs. That ' s working very well. 

Gi. HOW do you see the role of a basic 
manufacturer in the next five to 10 years? 

ft.. O n e of the major roles that a re-
search-based, multinational company will 
play in this business is being the condui t or 
window to some of the advanced technolo-
gies being developed for ag-
riculture, including biotech 
and instrumentat ion. 

There 's a lot of instru-
mentat ion being developed 
right now, first and fore-
most for row crop produc-
tion to instantaneously de-
tect soil fertility, pest infes-
tation, soil moisture, tem-
pera ture , humid i ty , c rop 
maturat ion, etc. This is fed into a computer 
database that allows users to adapt their 
cultural scheme to produce more corn. 

T h a t will be one role a basic supplier will 
play. T h a t is a little bit more than the role 
one might expect of a formulator and fertil-
izer supplier, bu t I really believe that the 
research-based, mult inat ional companies 

will be the interpreter and brainstormer of 
applications of new technology in the turf 
and ornamental trade. O f course, some of 
this will happen long after I 'm gone. 

'To the end-users out there, we want 
to be the credibley reliable source of 
goody current productsy new tecbnol-
ogyy information and resources 

a As a basic manufacturer , you not 
only spend hundreds of millions of dollars 
bringing product to market but in defend-
ing the cont inued right to use pesticides. 
Are the prices you're charging for today's 
pesticides significantly more expensive than 
10 years ago? 

ft. In terms of equalized dollars, prod-
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ucts today are cheaper than they were 10 
years ago. End users have access to some 
innovative technologies that might cost 
more, but along with that comes value en-
hancements or some other aspect that makes 
it worth more such as convenience, environ-
mental profile, dose rate, etc. 

Gi. With the cost/price issues faced in 
the lawn and landscape industry, how far off 
is this global instrumentation? 

ft. A lot of people work day-to-day in 
the professional lawn care business that 
struggle with those competitive dynamics. I 
don't disagree with the perception that the 
lawn care trade is a highly cost competitive 
and price competitive marketplace. I don't 
know what we'll do to break out of that 
syndrome. 

Occasionally, we see signs that truly 
unique features get embraced by the leading 
edge companies. There are some very pro-
found forces at work on what those service 
providers do. Not just cost or convenience; 

it's the environmental 
and social acceptability 
of what we do. The weight we place on 
product safety, both in terms of toxicology 
and environmental impact, weight heavily 
in investment and staging through the prod-
uct development process. 

Reality is that it's now possible from a 
technical standpoint to get good perfor-
mance without having to tolerate unaccept-
able toxicology or environmental character-
istics. This gets more and more possible 
every year. As capabilities improve, public 
expectations come with it. 
a Will we see more consolidation 
among basic pesticide manufacturers? 

ft. What's happening as consolidation 
takes place is that companies are inheriting 
an interest in the non-crop market. Before, 
when there were 15 research-based, multi-
national companies, a small percentage of 
them either by luck or by commitment had 
a major play in either pest control, lawn 

care, golf courses or turf 
and ornamental. 

The remainder either had no interest at 
all and took whatever windfall came their 
way or, in some cases, outsourced that tech-
nology and had someone else do it. Or they 
took whatever came their way and probably 
suboptimized their participation. 

Now, as companies consolidate, com-
pany A, who had mostly no interest in this 
business, buys company B mostly for crops 
business, some overseas operation or manu-
facturing capabilities, and finds that com-
pany B has a position in pest control or lawn 
care. The new mega-company is probably 
going to maintain a position in that arena. 

If you believe the conventional wisdom 
that after the next five to 10 years there's 
only going to be a handful of major multi-
national companies, they'll all be $4-bil-
lion- plus type companies. I think every one 
of those companies will ultimately have a 
play in the specialty/turf and ornamental/ 
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pest control business. 
a . Aside from biotechnology and con-
solidation, arewhat other significant trends 
you see affecting the contractor's business? 

ft. A big trend is social accountability. 
The trade is dealing with a lot more of the 
right to know aspect of doing business with 
the public. Consumers want more informa-
tion. They're pursuing the legal and regula-
tory routes to make sure they get it. 

Twenty years ago, the trade didn't want 
to share information with customers, and 
customers didn't want to know. 
a Is it the job of a supplier to train and 
educate the end user? 

ft. I think it can be. If you bring new 
technology to market requiring training, 
along with it comes an implied responsibil-
ity to do that training. For instance, some of 
the breakthrough technology hitting the 
market now is not just a better active ingre-
dient plugged into a 4-pound emulsifiable 
concentrate, but something really novel and 

frequently, a new delivery system. 
If we introduce a highly integrated sys-

tem that is not part of the end- user's exist-
ing technical base, then we need to train 
them or provide a mechanism for somebody 
else to do so. And this really requires a fairly 
high level of business intimacy and under-
standing of where your customers are headed. 

Gi. What is your management style? 
ft. I delegate a lot. I like to give people 

a lot of room to make decisions. I don't 
think I abrogate, I think I delegate. When 
you're in a role where you have to set vision 
and overall strategic direction, it helps. 
People know when I give praise it must be 
something special, because it's not my style 
to lavish so much praise that it cheapens it. 

For the most part, I think it has made me 
successful. But I won't argue with anyone 
who says there was also a lot of luck. 

6 L Who are your mentors? 
ft. Unquestionably, Dick Holzschu is 

my mentor . Dick retired f rom Dow 

AgroSciences in March. I learned a tremen-
dous amount from Dick. 

We have been very fortunate in our 
business here. We've garnered more than 
our share of good people. I think there was 
a gravitational pull that quite honestly was 
caused by Dursban. As a product, Dursban 
made us a market leader. I'm not sure what 
came first, whether we did a good job with 
Dursban or whether Dursban was a good 
enough product it made us do a good job 
and other things came along afterward. 

We developed the resources almost as a 
reaction to the success we were having with 
the product, not vice versa. Once that level 
of expertise and commitment to the busi-
ness gets established, along comes the ex-
pectation and the dedication to maintain 
that level of performance and expertise and 
commitment. D 

The author is Group Publisher of Lawn & 
Landscape magazine. 
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63,733/65,291; paid circulation sales through dealers and 
carriers, street vendors and counter sales 0; mail subscriptions 
45,700/47,650; total paid and/or requested circulation 45,700/ 
47,650; free distribution by mail, carrier or other means 
(samples, complimentary or other free copies) 18,033/17,641; 
total distribution 63,733/65,291; copies not distributed (office 
use, left over, unaccounted, spoiled after printing) 0; and 
returned from news agent 0. 

I certify that the statements made by me above are correct and 
complete 

Christopher W. Foster, Vice President 

The Original Spade 
"Patent Pending" 

• Designed to aid in transplantation of large trees and shrubs. 
• Attaches to any brand skid loader. 
• End back breaking labor - let spade dig hole and wrap it up! 
• Almost no maintenance - replace digging teeth and go. 
• Great for construction of retaining walls and digging in horizontal banks. 
• Need additional soil or compost for your tree? The spade is a 1/2-yard 

bucket already attached to loader - just haul it in. 
• As compared to the auger, which leaves the walls of the hole flat, the 

spade scores the hole so that the tree enjoys maximum root growth. 

Due to enormous response our production costs enable us to pass our savings 
on to you! We are now offering the spade for $1050.00 plus shipping. 

For more information or to order call: 
TRIPLE D ENTERPRISES 

1-800-478-7077 



JRCO FRONT-MOUNT ATTACHMENTS 
For commercial walk-behind & riding mowers 

Save time & labor. Use same mounting bar; quick attach with clevis pins 

T i n e R a k e D e t h a t c h e r E lec t r ic B r o a d c a s t S p r e a d e r 
Call for nearest dealer T t T ^ O N e w England Grows Booth #916 
1 -800-966-8442 J P. O. Box 41304, Minneapolis. MN 55441 

Innovative Concrete Design 

3934 North Ridgefield Circle 
Milwaukee, Wl 53211 

Toll Free 800/394-4066 
Phone 414/962-4065 

Fax 414/332-9678 

Visit us at the GIE Show, Booth #1110 
USE R E A D E R SERVICE # 1 1 4 

Whatever the scale of your retaining wal l projects, no other 
segmental retaining wall system compares to the natural stone 

beauty created by the perfectly proport ioned, offset split texture, and 
unsurpassed strength of StoneWall SELECT 

CAD details available on our web site at 
www.selecticd.com 

(continued from page 40) 

while supporting a family, that's a lot of 
money to him. So, if he can come here and 
make average American wages, that's like a 
pot of gold. " 

Amigos charges $625 per legal, green 
card-holding immigrant plus a $150 bus 
fare advance and a $50 food advance, 
Wingfield said. 

According to the H2-B program, em-
ployers must pay Hispanic workers compa-
rable wages to what they pay non-Hispanic 
employees, overtime and make sure taxes 
are taken out of their employees' paychecks. 
This puts Hispanic workers on an even 
playing field with the American workers. 
Wingfield added that most workers he has 
placed with green industry contractors have 
been paid about $7 per hour to start. 

Most contractors are also playing fair 
when it comes to the starting job level and 
growth potential within the company for 
their Hispanic workforce whether they are 
temporary workers or full-time, legal immi-
grant workers. 

At Mariani Landscape, Lake Bluff, 111., 
90 percent of the maintenance foreman are 
Hispanic and the company as a whole has a 
70 percent Hispanic workforce, explained 
Joe Aurilio, human resources manager for 
the company. 

"If anything, we tip the playing field in 
their favor because we are at a communica-
tion disadvantage," Aurilio said. "Just be-
cause they don't speak the language doesn't 
mean they don't have the I Q for the job." 

Every new employee at Mariani Land-
scape who meets the basic skills criteria 
starts off at $6.25 an hour, regardless of 
where they came from, Aurilio said. "They 
all work their way up from there the same 
way," he added. "We have a Hispanic super-
visor now who we want to move up to 
manager. Our only problem is that these 
guys don't like the paperwork and we can't 
seem to convince them otherwise. We need 
Hispanic leadership. We want them to be in 
our manager's meetings and be a part of the 
big picture here. 

"It's a politics of inclusion," Aurilio 
pointed out. "It can't be separate but un-
equal, and it can't be separate but equal. It 
has to be one total group." 

The author is Assistant Editor of Lawn & 
Landscape magazine. 

http://www.selecticd.com


P r o b l e m : 
L a b o r P a i n s 

S o l u t i o n : 

. a ® 

w w w . m c s t a c k . c o m 

1 ( 8 0 0 ) 6 4 6 - 2 7 8 2 
USE READER SERVICE # 1 1 7 

Mobile-Trak™ 
"The Invisible Passenger" 
• Trips (Start, Stop, Distance) 
• Accurate Mileage Logs 
• Off Hour Usage 
• Speeds 
• Idle Time 
• Driving Habits 

Coming Soon... 
Mobile-Trak™ II 

Options Include: 
• Tracking of 8 Accessories 
• G P S for Vehicle Location 
• Driver Terminals 
• Radio Data Transfer 
• Real-time Tracking 
• J1708 Bus Interface 
• Accident Recording 

NeoTech Products, Ine® 
Toll Free 888-978-8313 www.neotech.com 

New! 
Lawn 

Assistant 
III 

The # 1 software for 
the Green Indnstrv 

jnst got better!* 

SYSTEMS 
Call today: 

( 8 0 0 ) 4 2 2 - 7 4 7 8 
for a free 
demo video 

USE REAE 

GET AHEAD 
BY LEARNING 
WHAT MOST 

LANDSCAPERS 
WILL NEVER 

K N O W ! ! ! 

• Earn HUGE Profits! 
• Drastically Increase your 

number of h igh pay ing 
clients! 

• Bury your competit ion! 

What good are your landscape & lawn 
cares skills if you don't have the right 
kind of clients, or you aren't making the 

B IG M O N E Y ? 

To get the FREE REPORT that will 
change your business and show you how 
to produce results like never before, 
CALL TOLL FREE 24 hours a day! 

1-800-938-1481 
USE REAE 

Visit us a t the G I E Show, Booth # 3 5 7 
USE READER SERVICE # 1 1 5 

UWN & LANDSCAPE • NOVEMBER 1998 

Ö S t a r t U l e J i L e 

• G e t m o r e : 

¡n y o u r o p e r a t i o n 

• E S S n i B l i n y o u r b u s i n e s s 

d m j i n y o u r l i f e -

Start magnifying your opportunities... 
with computer technology combining the power of Microsoft 
Windows with the green industry's foremost business suite. 

The business of doing business just got easier with SLICEplus 
business solutions. Gain the competitive advantage today! 

Thornton Computer Management Systems 
424 East U.S. 22 • Maineville, OH 45039 • 800/543-7249 • FAX: 513/683-6538 

http://www.mcstack.com
http://www.neotech.com


(continued from page 74) 

advantage. It's all about size coupled with 
maneuverability. Before, walk-behinds were 
used where bigger riders couldn't fit. The 
compact rider trend has changed that. Ac-
cording to OPEI figures, the sale of walk 
behind mowers has grown stagnant. They 
haven't grown like the riders." 

Walk-behind mowers will never vanish 
entirely from the market, however, accord-
ing to Scag. 

"Sure, with a compact mower you can fit 
more in a trailer, maneuver in tighter places, 
and they're less costly," Scag explained. 
"But there are contractors out there that 
don't want their workers riding all day. 
They think walkers are less costly and more 
productive and that's all they buy. Others 
think riders are more productive because of 
the fatigue factor walk-behind units cause 
on their workers. Either way, you have to 
make them both to survive in this business." 

Today, rider comfort continues to be an 
issue with landscape contractors. This year, 

Ferris Industries introduced a rider with 
independent suspension to smooth out some 
of the rough terrain for the operator and in 
1997, Hustler introduced a motorcycle-
style steering system. 

LOOKING AHEAD. While some manufactur-
ers think the future will inspire anything 
from remote control mowing to computer-
ized mowing to solar-powered units to la-
ser-type cutting, others feel that there will 
be a need to return to the simple basics, 
mainly for cost reasons. 

Sometimes technology gets ahead of prac-
ticality, Walker pointed out. 

"Landscape terrain is too complicated 
for computerized control," Scag explained. 
"The problem with building bigger, more 
complicated machines is that they become 
more and more expensive - almost too 
expensive for a landscape contractor to af-
ford. And laser technology is so expensive 
that it just won't succeed in this industry." 

Scag did, however, give some clout to the 
production of a chemical growth retardant 
that is intended to cut down the number of 
times turf needs to be mowed. 

"The ones that chemical companies are 
playing around with now are working in un-
even patches, so contractors still have to mow 
the grass anyway," he said. "If they can come 
up with one that will produce a uniform 
appearing lawn then that may work and 
lawns won't have to be mowed as often." 

Some manufacturers said that the Envi-
ronmental Protection Agency will have an 
increased role in the way they make 
lawnmowers in the future. 

"We pretty much make it how they say it 
now," Tegtmeier said. "I think there will be 
tighter rules and regulations. We haven't 
heard the end of the emissions and noise 
level problems." ID 

The author is Assistant Editor of Lawn & 
Landscape magazine. 

T U R F G R A S S F O U N D A T I O N C O N F E R E N C E A N D S H O W • D E C E M B E R 7 - 1 0 , 1 9 9 8 

It's Happenirí. 
A t t e n d a n d p a r t i c i p a t e in A m e r i c a ' s 
m o s t i n f o r m a t i v e t u r f g r a s s c o n f e r e n c e 
a n d s h o w . 

>» F e a t u r i n g na t iona l l y r e c o g n i z e d 
s p e a k e r s in al l a r e a s r e l a t e d to 
t u r f m a n a g e m e n t . 
Dua l t r a c k , p r e - c o n f e r e n c e s e m i n a r s 
for golf c o u r s e s u p e r i n t e n d e n t s 
a n d l a w n / l a n d s c a p e o w n e r s a n d 
o p e r a t o r s . 

> • Mu l t ip le - t rack educat iona l c o n f e r e n c e 
m e e t i n g t h e n e e d s of e v e r y o n e in 
t h e G r e e n Indust ry . 
P e s t i c i d e r e c e r t i f i c a t i o n c r e d i t s : 
c o r e , t u r f a n d o r n a m e n t a l , 
a l t e r n a t i v e p e s t s . 

> • H u g e t r a d e s h o w , soc ia l e v e n t s , 
a n d m o r e ! 

D e c e m b e r 7 - 1 0 , 1 9 9 8 
Ohio Turfgrass Foundation 

Conference and Show 
Greater Columbus Convention Center 

Columbus, Ohio 

go 
America's Premier 

Turfgrass Event 
F o r m o r e i n f o r m a t i o n , c o n t a c t . . . 

8 8 8 - O T F - 3 4 4 5 o r F a x : 6 1 4 - 7 6 0 - 5 4 3 1 

O H I O T U R F G R A S S F O U N D A T I O N C O N F E R E N C E A N D S H O W • D E C E M B E R 7 - 1 0 , 1 9 9 8 



CLASSIFIEDS 
HOLIDAY AND EVENT DECORATING 

All classified advertising is 95<t per word. For box 
numbers, add $ 1.50 plus six words. Classified Display 
ads $ 110.00 per column inch. Standard 2-Color avail-
able on classified display ads at $ 175.00 additional. All 
classified ads must be received by the publisher before 
the first of the m o n t h preceding publication and be 
accompanied by check or money order covering full 
payment. Submit ads to: L&L, 4012 Bridge Ave., 
Cleveland O H 44113. Fax: 216/961-0364 . 

BUSINESS OPPORTUNITIES 

PUTTING GREENS 
Professional Synthetic Golf Greens 

O Keep your crews busy all year. 
O Buy manufacturer direct 
O 300 sq. mile protected territory. 
O Carry no inventory. 
O Excellent add on service. 
O Many extras. 

1 - 8 0 0 - 3 3 4 - 9 0 0 5 

BIDDING FOR PROFIT 
G r o w Your C o m p a n y and Accounts 

w i t h T i p s and Techniques f r o m 

PROFITS UNLIMITED 
a Division of Waynes Lawn Service 

BIDDING & CONTRACTS ($42.95) 
Examples on b idding and contracts (residential and 
commercial markets). H o w - t o s o n : Determining your 
cost of operat ion; Applying these costs to your bid-
d ing process; Calculat ing your cost. Bidding Strate-
gies on : M o w i n g , Landscaping, Mulch ing , Power 
Seeding, Snow Removal and m a n y more. 

CONTRACTS & GOALS ($29.95) 
Lawn and Snow Removal Sample Contracts ; Advan-
tages and disadvantages of using contracts; Responses 
to c o m m o n customer objections to signing contracts. 

MARKETING & SALES ($34.95) 
Aspects of market ing and selling your service. C o n -
tains many forms of market ing f o u n d to be success-
ful and those f o u n d to be ineffective. 

LETTERS FOR SUCCESS 
(set of 13-$19.95) 

"Cold Call" in t roduct ion , bid proposals and cover 
letters, contracts , collections and several others for 
use as they are or as a f ramework to write your own . 

Mail check wi th your order, 
Print name and address to: 

# 1 Prof i t s Un l imi t ed 
3 9 3 0 - B Bards town Road 

Louisville, KY 4 0 2 1 8 
8 0 0 / 8 4 5 - 0 4 9 9 

Visa, MasterCard, 
Discover, American Express 800 /845-0499 

Holiday and Event Decorating 
• Keep More Good People Year 'Round • 

• Utilize Trucks and Trailers • 
• Offset Fixed Costs • 

• Sell To Existing Customers • 
• Excellent Margins • 

• 125 Locations in 40 States • 

ChristmAs 
Decor 

Purchasing Power • Name Recognition 
Shorter Learning Curve 

1-800-687-9551 
www.christmas-decor.com 

WANT TO BUY GR SELL A BUSINESS? 
If you have thought about the possibility of selling your 
business, Professional Business Consul tan ts can ob-
tain purchase offers f rom numerous qualified potential 
buyers wi thout disclosing your identity. There is no 
cost for this as Consul tant ' 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 Cont ro l , Landscape In-
stallation and Inter ior Plant Care, all over the Uni ted 
States and Canada. 

CALL: 708 /744-6715 or FAX: 630 /910-8100 or 
REPLY T O : P.B.C. , 682 Phelps Ave., Lockport , IL 
60446 . 

WHOLESALE DISTRIBUTOR 
Needed to market environmentally friendly, liquid, 
slow-release fertilizer products direct f rom manufac-
turer. Ken Franke, P .O. Box 123, Plato, M N 55370; 
800/832-9635 . 

EXPAND INTO PEST CONTROL 
Add pest control service to your business. Make over 
$75,000 annually. Free report: P C Opportuni t ies , 6 
Anna Drive, Ste. A21, Budd Lake, NJ 07828. 

I l l H l i l f f l f f l ' l M I 

LANDSCAPE MAINTENANCE 
Indianapolis area: Large commercial accounts. T w o 
acre facility. Vehicles and equipment . $250 ,000 takes 
everything. Principals only. 317 /971-6960 . P .O. Box 
47071, Indianapolis, IN 46247. 

RESIDENTIAL LAWN AERATION 
Residential lawn aeration business, established in 1985 
in the Denver Metro area with 7000+ residential cus-
tomers. An easy business to convert to fertilizer cus-
tomers. Logo, company name and customer base. 
Please reply to: L&L, Box 398, 4012 Bridge Avenue, 
Cleveland, O H 44113. 

COMMERCIAL LANDSCAPE MAINTENANCE 
8 0 % Maintenance 2 0 % Construct ion 

19 years established company in Southern AZ 
Sales exceeding $1.1 million and growing 
Business, Equipment , Vehicles, Accounts 

$450K 
Property - 1 acre industrial, 2 buildings 

$200K 
For more information reply to: 

L&L, Box 400, 4012 Bridge Avenue 
Cleveland, O H 44113 

NURSERY 
Family owned and operated. 28.5 acres. Office, refrig-
eration building, and storage. Owner wants to retire. 
Minutes f rom 1-90. For more details call Debbie at 
800-301-9444. Hyland-Rheingans Realtors. 

COMPUTER SOFTWARE 

TRIMMER SOFTWARE 

TRIMMER 
Software for the Landscape Contractor 

An Estimating, 
Billing, 

Routing, 
Site Scheduling, 

and 
Customer Tracking 

Tool to Make 
Your Life Easier! 

Priced at just $495.00 

For a FREE Demo Disk contact U9 at 
TRIMS Software International, Inc. 
3110 North 19th Avenue, Suite 190 

Phoenix, AZ 85015 
(800) 608-7467 • Fax: (602) 277-8029 

www.trims.com 

It pays to advertise in Lawn & Landscape classifieds. 
Call 800-456-0707 today. 

http://www.christmas-decor.com
http://www.trims.com


EDUCATION/INSTRUCTION 

LANDSCAPE DESIGN 

LANDSCAPE DESIGN KIT CATCHER LIFT SYSTEMS 

[ B E A LANDSCAPE DESIGNER 
I H o m e study. Design lawns, courtyards, walk-

ways, gardens, shrubbery Free literature. 

I SEND OR CALL 800-223-4542 

City/Stat. Zip 
School of Landscape Design, Dept. GTM668 
430 Technology Pky., PCD), Norcross, GA 30092 

FOR SALE 

FINANCING 
LET T H E G O V E R N M E N T F I N A N C E your small 
business. Grants/ loans to $800,000. Free recorded 
message: 707 /448-0270 . (NK8) 

FREE 1998 MKILANDSCAPERS 
SUPERSTORE™ CATALOG 
Buy direct and save! Engines, equipment , pans and 
accessories. Call M O H A W K I N D U S T R I E S 800/724-
2229 for your FREE C A T A L O G . U p to 90-day terms. 
T r immer line, filters, blades, belts, safety supplies, 
hand tools and much more! 

RADIOS HALF PRICE! 
M O T O R O L A - J O H N S O N 

K E N W O O D - U N I D E N - R A D I U S 
escape N E X T E L go 900 w us 

Call: 800 /779-1905 

WINTER-SNOW PLOW SUPPLIES 
G E T READY F O R LA N I N A ! 

If you live in the Midwest call us for great truckload 
pricing on Calcium Chloride. 
T G S 0 5 Tailgate Salt Spreader-Part N o . E Q T G S 0 5 
$879.95 
Swing Awfry M o u n t For TG$05-Pa r t N o . 025000 
$179.95 
Cu t t ing Edges as low as $41.00! T r ip Springs for 
Meyer or Western Item No . H 0 7 0 1 7 Buy 12+ Only 
$7.99 Each. 
Meyer E-47 M o t o r Item No . 15054 Buy 3+ $69.95 
Each 
Meyer E-60 M o t o r for Quick Lift Item N o . 15689 
$149.95 
Western M o t o r Part No . H 5 6 1 3 3 $79.99 

We've got great pricing on Winter Supplies 
and Plow Parts. 

Call Today and ask for our New Winte r Catalog. 
Call: 1 -800-GET-SALT 

HYDRO-MULCHING 

TurfMaker® 
It Sünplf Ä W j SrfZrr 

Better Hydro-Mulching 
Better Grass Growing Results 
Better Machine 

800-551-2304 

1 XTHk LANDSCAPE DESIGN KIT 3 
4 8 r u b b e r s t a m p s y m b o l s of t r a s s , 
s h r u b s , p l a n t s A m o r a 1 / 8 " s c a l e 

S t a m p s i z a s f r o m 1 / 4 " to 1 3 / 4 " . 
$ 7 8 5 0 • $ 6 s / h V I S A , M a s t e r C a r d , o r 
M O ' s s h i p p e d n e x t d a y C h e c k s d e l a y 
s h i p m e n t 3 w e e k s C A a d d 7 7 5 % T a x 
A M E R I C A N S T A M P C O . 

12290 Rising Rd. LL98. Wilton. CA 95693 
Phone or FAX orders to: 916 - 6 8 7 - 7 1 0 2 

SP 
M& 
P M J S U 

I n P 
LANDSCAPE DESIGN KIT 3 

4 8 r u b b e r s t a m p s y m b o l s of t r a s s , 
s h r u b s , p l a n t s A m o r a 1 / 8 " s c a l e 

S t a m p s i z a s f r o m 1 / 4 " to 1 3 / 4 " . 
$ 7 8 5 0 • $ 6 s / h V I S A , M a s t e r C a r d , o r 
M O ' s s h i p p e d n e x t d a y C h e c k s d e l a y 
s h i p m e n t 3 w e e k s C A a d d 7 7 5 % T a x 
A M E R I C A N S T A M P C O . 

12290 Rising Rd. LL98. Wilton. CA 95693 
Phone or FAX orders to: 916 - 6 8 7 - 7 1 0 2 

^ V V ^ ' F R X On Demand 
INSTANT 5 PAGES of 
STAMP INFO. Call Frc 

LANDSCAPE DESIGN KIT 3 
4 8 r u b b e r s t a m p s y m b o l s of t r a s s , 
s h r u b s , p l a n t s A m o r a 1 / 8 " s c a l e 

S t a m p s i z a s f r o m 1 / 4 " to 1 3 / 4 " . 
$ 7 8 5 0 • $ 6 s / h V I S A , M a s t e r C a r d , o r 
M O ' s s h i p p e d n e x t d a y C h e c k s d e l a y 
s h i p m e n t 3 w e e k s C A a d d 7 7 5 % T a x 
A M E R I C A N S T A M P C O . 

12290 Rising Rd. LL98. Wilton. CA 95693 
Phone or FAX orders to: 916 - 6 8 7 - 7 1 0 2 

^ V V ^ ' F R X On Demand 
INSTANT 5 PAGES of 
STAMP INFO. Call Frc xn YOUR FAX 707-429-0999 Doc #319 

INSURANCE 

C O M M E R C I A L I N S U R A N C E FOR 
L A W N C A R E F IRMS 

" G R E E N INDUSTRY SPECIAL ISTS" 

M.F .P . Insurance Agency is dedicated to 
providing comprehensive insurance pro-
grams to the Green Industry at competitive 
prices. W e back up this dedication with a 
staff of professionals who understand ev-
ery facet of your business, from marketing 
to customer service. W e know how to prop-
erly insure your company whether you're a 
sole proprietor or a multi-state operation. 

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

Richard P. Bersnak, President 
Jill A. Leonard, V .P. 

800 /886 -2398 
F A X : 6 1 4 / 2 2 1 - 2 2 0 3 

M.F.P. I n s u r a n c e A g e n c y , Inc. 
5 0 W e s t B r o a d Street , Su i te 3 2 0 0 

C o l u m b u s , O H 4 3 2 1 5 - 5 9 1 7 

GROUNDS EQUIPMENT 

TRUCKS 
(5) 1995 cab over Mitsubishi trucks for sale with four 
cylinder diesel engines all ranging f rom 35 to 42 
thousand miles each. All trucks are equipped with 
F M C fiberglass spray tanks that all have mechanical 
agitation and a 600 gallon holding capacity. Going to 
each tank is a 10 gallon per minute P .T .O . Bean pump. 
These trucks are capable of hauling Lawn Caddys, 
aerators, and slice seeders. O n e of the trucks have no 
drop deck but are set up to spray trees. These trucks are 
built with almost all stainless steel and a luminum. 
Please call 8 0 0 / 8 7 4 - 0 2 5 3 . 

ALL SEASONS 
CATCHER LIFT 

SYSTEMS 
as shown in 
W A L N I R 

T A L K 
Vol 10 

enabling Walker Mower 
owners to reach 
new heights of... 

Productivity. Profit, and Safety. 
Lift, dump and go in 20 seconds. 7.0 box. 
Improves worker safety. 
Better employee performance. 
Higher profits through more accounts serviced. 
Improved for '99 
Lifting the 9.5 Box. 28 second cycle. 

Now Available For Scag Turf Runner 

8 0 0 / 7 8 6 - 2 3 0 1 
5100 Valley East Blvd., Areata, CA 

SNOW RADIOS 
Add on for less 

Motorola - mtx-maxtrac-gtx 
Johnson - Uniden - f rom $250 

Call 800 /779-1905 

PHOTOGRAPHY 
Landscapes! Have a table top photo album in your 
office or van. Send a self-addressed stamped envelope 
to: Michael Uyeno, P.O. Box 1289, Cypress, CA 90630. 

MOWERS 
(2) H O W A R D PRICE M O W E R S 

• Model 1260 - 10' batwing 
• 2nd Season - Approximately 1,000 hours 

and 700 hours 
• 4 - W D spare tire / blades 

• Diesel engine - roll over protection 
Excellent Condi t ion - Call 847 /695-0080 

HYDRO-MULCHERS 
HYDRO-MULCHERS® 
Hydro-Seeding Machines 

Most Brands & Sizes - New & Used 

James Lincoln Corp . 

( 8 0 0 ) 5 5 1 - 2 3 0 4 

RADIO EQUIPMENT AND SERVICE 
M O T O R O L A - V E R T E X - R A D I U S - U N I D E N 

Great prices on two-way radio equipment , scanners, 
and accessories! Repair, replacement parts and pro-
gramming for most major brands of commercial ra-
dios. Call S u m m i t Radio & Telephone toll free at 800/ 
351-6123 . 

HELP WANTED 

EMPLOYMENT OPPORTUNITIES 
GreenSearch—Attent ion employers. . . can't find good 
managers and supervisors? O r maybe you're a job 
seeker looking for a new opportunity? W e can help 
you! Serving all Green Industry company categories 
throughout 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 , A t l a n t a , G e o r g i a 3 0 3 2 8 - 3 1 6 1 . W e b s i t e : 
www.greensearch.com 

http://www.greensearch.com


CLASSIFIEDS 
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, N C 28266 or call 704/392-
9301. 

EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained 
basis only. Candidate contact welcome, confidential 
and always free. Florapersonnel Inc., 1740 Lake 
Markham Road, Sanford, FL 32771. Phone 407/320-
8177, Fax 407/320-8083. Email: Hortsearch@aol.com 
Website: http//www.florapersonnel.com 

GROWTH OPPORTUNITIES 

IPM SPECIALISTS 

Are 
you 
ready 
to make 
a change? 
We've been looking for you. Someone who 
possesses the skills, knowledge & motivation 
to join our winning team of professionals. We 
have lawn care specialist and lawn care sales/ 
consultant opportunities available. Currently 
operating 9 branches in NY, MA, NJ & CT 
with plans to expand throughout the north-
east & beyond! Come Grow With Us! 

Please send/fax resume to: [ 
SavaLawn 
Attn: Recruiting 
205 Adams St. 
Bedford Hills, N Y 10507 l l i l i 
fax: 914-666-5843 

m j 
N A T I KAL C H O I C E 

A N.ture'i Tree,, lac. company 

Connecticut's best tree care company, located in 
Fairfield County, needs qualified, motivated, lawn care 
IPM specialists and tree and shrub IPM specialists to 
grow with our successful company. Must obtain C T 
supervisory license and have two years experience and/ 
or a degree in Horticulture/Agronomy. We provide 
year-round employment to a qualified individual, plus 
medical and dental insurance, 40IK, and paid vaca-
tion. Starting salary $30,000 plus, depending on expe-
rience and qualifications. Send resume to Bob Horan at 
Bruce S. Pauley Tree Care, Inc., P.O. Box 878, New 
Canaan, C T 06840-0878, or call 203/966-0869 for an 
appointment. 

EXCITING CAREER OPPORTUNITIES 
FOR VEGETATION MANAGERS 
Rapidly growing Vegetation Management Company is 
looking for experienced Division Managers to work out 
of our regional and branch locations throughout the 
U.S. Must have a minimum of two (2) years experience 
in Vegetation Management and/or a degree in horticul-
ture/arboriculture/urban forestry or related field. Must 
be self-motivated, decisive, creative and have strong 
organizational skills. 
WE OFFER: - Excellent starting salary 

- Company paid health insurance 
- Excellent working environment 
- Bonuses 
- Vacations 
- 401k Program 

For career opportunity and confidential consideration, 
send or fax resume, including geographic preferences 
and willingness to relocate to: 

DeANGELO BROTHERS, INC. 
Attention: Paul D. DeAngelo 

100 North Conahan Drive 
Hazleton, PA 18201 

Phone: 800/360-9333 
Fax: 717/459-5500 

EOE/AAP/M-F 

DIVISION MANAGER 
Award winning, full-service landscape management 
firm is seeking a motivated individual to build its senior 
management team. Located in the fast-paced San Fran-
cisco Bay Area, our growth has created the need for a 
division manager in maintenance. The top candidate 
will be a good communicator, organized, customer-
focused, and able to understand financial statements. 
An AA or BA degree is preferred with five years' 
experience in the commercial landscaping field. We 
offer generous salaries, profit distribution, company 
vehicle, health/dental/life insurance, and 401k with 
company match. For immediate, confidential consid-
eration mail, fax or E-mail resume to Gachina Land-
scape Management, Inc., 1130 O'Brien Dr., Menlo 
Park, CA 94025, Fax: 650/853-0430 , E-mail: 
jobs@gachina.com 

See udtai'i neiuJ 
• 

IM owi laehide today! 

LOCATE IH ONE OF FIVE GREAT CITIES! 
Tell us what city you prefer! We are a leading lawn care 
company that has been in business for 30 years with 
locations in Cleveland, Fort Wayne, Indianapolis, Pitts-
burgh, and St. Louis. We are accepting resumes for 
branch managers and branch manager trainees. Our 
trainee packages average $35,000 to $40,000 per year 
and our branch manager packages average $75,000 to 
$80,000 per year. Both trainee and branch manager 
benefits include generous salaries, health benefits, new 
personal vehicles and a large year end bonus. Join a fast 
growing company that "really cares" about its employ-
ees! Branch manager applicants should have managerial 
experience, and trainee applicants should have assistant 
manager experience. Send or fax resume to: Kapp's 
Lawn Specialists, Michael Markovich, 4124 Clubview 
Dr., Fort Wayne, IN 46804. Fax: 219/432-7892. 

MANAGEMENT/SALES 

g RIPPERT 
START YOUR CAREER, NOT A JOB 

Ruppert Landscape C o m p a n y a full-service com-
mercia l landscape contractor located throughout 
the East Coast, is seeking strong management 
and sales candidates for instal lat ion, mainte-
nance and i r r igat ion to jo in our employee focused, 
entrepreneur ia l spir i ted o rgan iza t ion that is dedi-
cated in p rov id ing top qual i ty service for our 
customers. A t Ruppert you w i l l De recogn ized for 
your constant efforts and p rov ided w i th endless 
opportuni t ies. 

To be cons idered cal l 8 8 8 - 6 9 8 - 0 2 0 0 
or app ly direct ly at 

vsrww.ruppertlandscape.com 

EOE' 

POSITIONS AVAILABLE 
The following positions are available: 

• MAINTENANCE/CONSTRUCTION 
FOREMEN &LEADMEN 

• IRRIGATION TECHNICIANS & 
SPRAYTECHNICIANS 

•MAINTENANCE FIELD 
OPERATIONS MANAGER 

Are you aggressive with strong organizational and com-
munication skills and like challenges? Do you have 5 
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 offering a 
generous salary, company vehicle, health and dental 
insurance, 401k, with generous company match, and 
profit sharing. Our starting package is $30,000 to 
$45,000 depending on past success and experience. 5 
years minimum experience in the landscape industry. 
Please send your resume to 3747 E. Southern, Phoenix, 
AZ 85040. 

mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:jobs@gachina.com


CLASSIFIEDS 
BRANCH MANAGER COMEGROWWITHUS! 

BRANCH 
MANAGER 

TANDEM 
LANDSCAPE 

COMPANY 

Industry leader, award winning, 
full service firm in Chicago west-
ern suburbs seeks aggressive sales 
and client-oriented individual to 
be accountable for a multi-million 
dollar growing branch operation 

and be part of the senior management team. Responsibilities 
include sales growth, budgets, estimating, bidding contracts, 
quality control, training a n d staff development, motivating sales 
staff, client interaction, operations management and branch prof-
itability. Horticultural/Business degree or similar a must, along 
with working knowledge of all grounds maintenance operations 
and proven leadership and sales record. This is an excellent career 
opportunity for an energetic, goals oriented, proven leader with 
excellent interpersonal and communication skills with possibilities 
for advancement to manage multiple branches within the Chicago 
Market. We offer excellent salary and benefits package (including 
a very impressive pay for performance incentive program, car 
allowances, health insurance, 4 0 1 k and more). To join an aggres-
sively growing firm and for immediate confidential consideration, 
c o l l / f a x / o r mail resume to: 

TANDEM LANDSCAPE COMPANY 
Attn: Mark Sorrentino 
33W480 Fabyan Parkway, Suite 101 
West Chicago, Illinois 60185 
( 6 3 0 ) 2 3 2 - 1 7 0 0 
Fax to ( 6 3 0 ) 2 3 2 - 6 3 7 0 

CAREER OPPORTUNITIES 
Ohio's largest landscape architect and contracting firm 
seeks candidates in the following areas: design/sales, 
installation, and maintenance. Excellent compensa-
tion, benefit, and relocation packages offered. We 
expanded to 5 locations in 1998, and want to continue. 
Send resume to Yardmaster, Inc., Attn: Elizabeth Den-
nis, 1447 N. Ridge Rd., Painesville, O H 44077. Fax 
440/357-1624. 

NORTHERN CALIFORNIA 
CAREER OPPORTUNITIES 
Cagwin & Dorward, a leader in the landscape industry, 
is seeking experienced, motivated individuals with strong 
organizational skills. Applicant must be a team player, 
possess strong customer relations and have good com-
munication and interpersonal skills. If you desire to 
work for a company offering excellent opportunities, 
wages, benefits, and live and work in the nation's best 
year round climate, the following job positions are 
available: 

• Maintenance Account Manager 
• Maintenance Account Manager Trainee 
• Landscape Estimator 
• Hydroseed Machine Operator 

For immediate considerations, mail, fax, or e-mail your 
resume to HR Dept., Cagwin & Dorward, P.O. Box 
1600, Novato, CA 94948-1600, Phone: 415/892-7710, 
Fax: 415/897-7864, URL: http://www.cagwin.com 

Northwest Landscape Industries, now a division of 
TruGreen-ChemLawn, is recruiting Construction and 
Maintenance Branch Managers in their Portland, and 
Seattle operations. Come join a fast growing industry 
leader, and live in the beautiful Pacific Northwest! 
Excellent compensation packages. Appropriate experi-
ence/education required. Send resume to: 16075 SW 
Upper Boones Ferry Road, Tigard, OR 97225, or fax: 
503/620-7592. EOE. 

OPERATIONS MANAGER 
Tovar's Landscape Contractor's Inc., located 25 miles 
west of Chicago seeking a self-motivated operations 
manager with 5-10 years industry experience. Candi-
date must have strong management skills. Responsible 
for complete operations including scheduling, pur-
chasing, and supervision of field personnel. Salary 
based on experience. Please forward resume to: TLC, 
977 Elizabeth St., Elgin, IL 60120 or Fax: 847/695-
0417. 

LANDSCAPE SALES 
South Florida full-service landscape company has im-
mediate opening for a highly motivated sales profes-
sional. Applicant must have minimum 3 years experi-
ence in the landscape industry, strong interpersonal, 
communications and organizational skills. Salary plus 
commission, medical and dental. Growth opportu-
nity. Fax resume to Carolyn 561 /997-0971 or call 800-
718-9619. Drug Free Workplace. EOE 

NEED WORKERS NEXT YEAR? 
Seasonal H2-B workers from Mexico 

Ifyou have a seasonal need (up to 9 months) for workers 
for landscape maintenance, installation or general la-
bor, we can help you get "H2-B" workers from Mexico 
who can only work for you. This process takes a 
minimum of 120 days, plus 30 days to complete your 
paperwork for filing, so you must start now for next 
season. These reliable workers can solve your labor 
problems from now on. 

Call Bob Wingfield, 214/634-0500 

NEED GOOD EMPLOYEES? JOB HUNTING? 
Need Good Employees? - advertise your openings, 
using Ferrell's Jobs in Horticulture, to cost-effectively 
connect with more than 2,000 readers and find quali-
fied employees. Job Hunting? - find employment in 
the Green Industries with the twice-a-month newspa-
per that lists more than 200 positions and internships 
available nationally - NOW! 6 issues (3 months): 
$24.95. Free "position wanted" ad for 6 & 12 month 
subscribers. Student rates available. MC/VISA accepted. 
Call: 800/428-2474 today! Visit our web site: 
www.hortjobs.com 

SALES - LANDSCAPE COMPANIES 
Leading Dallas full-service landscape company seeks 
salesperson with at least 5 years industry experience. 
Duties include: expand commercial customer base in 
a protected territory. Sales and customer service to 
existing customers in same territory. Fax or mail your 
resume with salary requirements to: Lawns of Dallas, 
P.O. Box 35448, Dallas, TX 75235-0448. Fax: 214/ 
352-8243. 

DIVISION MANAGER/EROSION CONTROL 
Award winning, full-service landscape and erosion con-
trol firm seeks a motivated individual to build its senior 
management team. Located in fast-growing Chester 
County, PA, our expansion has created the need for a 
division manager in erosion control. Our top candidate 
will be a good communicator, organized, customer-
focused with a good knowledge of E&S products and 
installation methods. An AA or BA degree is preferred 
with 5 years experience in the commercial landscaping 
field. We offer generous salaries, profit distribution, 
health/dental/life insurance, and IRA with company 
match. Also seeking to fill openings for forepersons and 
laborers. For immediate confidential consideration mail, 
fax or E-mail resume to Ram-T Corporation, P.O. Box 
265, Thorndale, PA 19372, Fax: 610/873-9173, E-
mail: dwk4ramt@aol.com 

DEPARTMENT MANAGER -
CONSTRUCTION AND MAINTENANCE 
Full-service design-build firm located in Northeast 
New Jersey seeks dynamic self-starter to oversee land-
scape department and sell and manage construction 
projects. Require a growth-oriented, team player with 
three to five years landscape sales/management/pro-
duction experience. Excellent leadership, organiza-
tional and communications skills a must. A degree in 
Horticulture or Landscape/Grounds Management de-
sired. Responsibilities include estimating; sales; sched-
uling and supervising crews; purchasing and inventory; 
and budget and profit control. Excellent career oppor-
tunity with growing, progressive company with out-
standing 20-year service record. Competitive salary 
and benefits. Send or fax resume to: Jacobsen Land-
scape Design and Cons t ruc t iona l Birch Street, Mid-
land Park, NJ 07432. 201/444-4334. Attention: Per-
sonnel Department. 

IRRIGATION PROFESSIONALS 
Oasis Irrigation Systems, Inc. of Atlanta, GA, is accept-
ing resumes and inquiries for positions within our 
organization. We are looking for career minded people 
to fill immediate positions in the following areas: 

• Operations Manager 
• Sales/Manager 
• Service Technician 
• Installation Foreperson 
• Equipment Operator 

We offer excellent pay and benefits. Relocation ex-
penses considered. Come be a part of our family. Phone 
770/913-9033, Fax 770/913-0180. 

LANDSCAPE SUPERVISOR 
Dover Downs Inc., an 800 acre auto racing facility and 
entertainment complex is seeking a Landscape Supervi-
sor to manage and coordinate the maintenance of all 
landscape areas at the complex. This position requires 
knowledge and experience in irrigation systems, orna-
mentals and turf management. Individuals should also 
possess strong communication skills, organizational 
and problem solving skills. Applicants should have 3-
5 years experience or a college degree in ornamental 
horticulture or related field. Please send resume and 
salary requirements to Dover Downs Inc., P.O. Box 
843, Dover, DE 19903, Attn: Bill Hare, H.R. 

It Pays to Advertise in the L&L Classifieds! Call 8 0 0 - 4 5 6 - 0 7 0 7 to advertise today. 

http://www.cagwin.com
http://www.hortjobs.com
mailto:dwk4ramt@aol.com


1 AD INDEX 
JOIN THE PREMIER! 
Pennink Arrimour, Inc. is an award-winning, premier 
landscape contractor servicing Philadelphia and its 
surrounding area, Northern and Central New Jersey, 
West Palm Beach, Florida. Join our winning team. 
We have immediate openings for: 

Branch Managers 
Irrigation Technicians 

Maintenance Forepersons 
Pesticide Applicators 

Golf Course Superintendents and Assistants 
We offer an excellent salary and benefits package in an 
innovative, team environment which promotes tre-
mendous growth potential! 

For immediate consideration, call 800/886-1653; 
Fax 215/659-9317; 

e-mail dcarpino@pennink-arrimour.com 
Check us out on the Web at 
www.pennink-arrimour.com 

EOE 

IRRIGATION OPPORTUNITIES AVAILABLE 
The Green Plan, Inc., a full service landscape mainte-
nance and irrigation service company located at the 
base of the Colorado Rocky Mountains, is expanding 
its irrigation division. Positions include excellent com-
pensation and full benefits. Immediate openings avail-
able. Please fax resume or forward to address below. 

IRRIGATION DIVISION MANAGER 
Position includes scheduling, hiring and training of 
service technicians. Must be experienced in all phases 
of service of commercial irrigation systems and have 
excellent troubleshooting skills. 2-4 years of manage-
ment experience is preferred. 

IRRIGATION SERVICE T E C H N I C I A N 
Position includes troubleshooting, repair and service 
of commercial irrigation systems. Must be experienced 
in repair of commercial and large open space irrigation 
systems. 2 years of service experience is preferred. 

THE G R E E N P L A N , I N C . 
P.O. Box 17338 

Boulder, Colorado 80308 
303/938-8230 Phone 

303/938-8137 Fax 

WANTED TO BUY 

HYPROSEEDERS & 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: Neil@ErosionControlTech.com 
HTTP://www.ErosionControlTech.com 

jLÌUitoWi 

w e í i d e today! 
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FROM THE FRONT UNES 

CREATING A 
JAM SESSION 
The Master Mind principle: 
Two or more people actively en-

gaged in pursuit of a definite pur-
pose with a positive mental atti-
tude, constitute an unbeatable 
force. -Napolean Hill 

When was the last time you 
were a part of an unbeatable 
force? The opportunity is only 
a decision away. Picture your-
self engaged with a group of 
your peers in the landscape in-
dustry, sharing ideas, investigat-
ing innovative approaches and 
setting into action goals that 
you know will improve every 
important aspect of your com-
pany. . . and you're doing it 
with a positive mental attitude. 

If this sounds too good to be 
true, read on about one such 
event that took place in Cleve-
land, Ohio, in August, then 
challenge yourself to apply the 
principles to create your own 
Jam Session. 

As a consultant and speaker 
to the green industry, I've 
wanted to bring together some 
of my key clients in a way that 
they could share ideas on com-
mon processes and systems I've 
helped them implement and 
brainstorm ways to enhance 
them. Present at the event 
which took place at a golf 
course resort near Cleveland 
were owners from, Ground-
masters, Cincinnati; Yardmas-
ter, Cleveland; Allin Compa-
nies, Erie Pa.; N D Landscap-
ing, Boston; Greenscapes, Co-
lumbus, Ohio; Lifestyles Land-

scaping, Cleve-
land; Hatcher 
and Associates, 
Nashville, Tenn. 
Scott's Lawn 
Care, Cleveland; 
Kinnucan Com-
panies, Chicago; 
and JFD Land-
scapes, Cleveland. 
They maee up a forum was 
called "Leadership Jam '98." 

JAMMING ON YOUR OWN. 
• Pre-meeting planning 
Faxes and updates were con-
tinually sent to the participants 
soliciting ideas for the agenda, 
and developing the program. 
Homework assignments were 
given that would be part of the 
presentation and discussions at 
the meetings. With these assign-
ments, specific attendees were 
given one topic to focus on that 
they would make an introduc-
tory 10- to 15-minute presenta-

rom the Front Lines is designed to share 

specific programs or ideas that have been 

successfully implemented by lawn care or 

landscape contractors. If your company has a 

program that you think would be of interest to 

your colleagues, send a 650-word explanation 

of the program to: Bob West, Lawn & 

Landscape, 4012 Bridge Ave., Cleveland, OH 

44113, or fax it to 216/961-0364. 

tion on that would lead into 
group discussion. This way, 
everyone came with a clear 
concept of what would be dis-
cussed and the role they 
would play in the discussion. 

• Set the appropriate atmosphere 
The golf resort was chosen to 
allow for an afternoon of golf 
and to provide the trails for 
early morning runs. The 
meeting room was set in a U-
shape to allow for better com-
munication within the group. 
A cook out 

Following is one day of the itinerary from 

the Jam Session presented by Jim Paluch 

in Cleveland. 

9 : 0 0 The Vision 1 : 1 5 

1 0 : 0 0 The Market 3 : 1 5 

1 1 : 0 0 Teamwork 4 : 1 5 

1 2 : 0 0 Certification 

Training 

Systems 

Cost Control 

5 : 0 0 Positive Peer Pressure 

on the first evening 
gave a relaxed atmo-
sphere for conversa-
tion and the exchange 
of ideas. 

• Develop a common 
agenda. 
Each of the partici-
pants were familiar 
with JP Horizons' 
business development 
process called 'organi-
zational excitement,' 
the agenda evolved 
around the key ele-
ments of: creating a 
vision, dominating 

market niches, creating team-
work, developing training, 
implementing systems, con-
trolling costs, rewarding em-
ployees, and certification 
within the landscape industry. 

• Use defined focus questions. 
The topic of creating a vision 
was discussed in the context 
of the question, "What are 
you doing on a day-to- day 
basis to instill the mission 
statement into your organiza-
tion?" A clear and defined fo-
cus question will help keep 

the discussion 
on track and 
produce 
practical 
ideas that 
can be imple-
mented for 
results. QJ 

The author is 
president ofJP 
Horizons, a 
green industry 
consulting 
firm based in 
Painesville, 
Ohio. He can 
be reached at 
440/254-

8211. 



YOU CAN ALWAYS SEND A RÉSUMÉ 
AND A COVER LETTER. 

(BUT KILLING A TREE ISN'T T H E BEST WAY T O START A CAREER W I T H US.) 

The environment has enough to deal with these 

days. So there's no point adding résumé paper 

ECI C O N F I D E N T I A L J O B H O T L I N E 

1 - 8 8 8 - O U R - T E A M 
APPLY BY P H O N E I N J U S T M I N U T E S . 

to the list. Which is why we've proudly unveiled 

the confidential ECI job hotline. As a leader in 

the landscape management field, we figured it 

most prestigious outfits in the green industry. 

With nationwide service lines including 

Landscape and Irrigation Management, 

Interiorscaping, Tree Care and 

Golf Course/Sports Turf Maintenance, 

we have the diversity to advance just about any 

pursuit. Wherever you may be looking to pursue 

it. Our history of nat ionwide leadership 

goes back f if ty years , giving you the was about time for an environmental-friendly 

job application process. conf idence of s tabi l i ty in your career 

But there's something else choice. And thanks to our new hotline, 

you're going to like about you can d iscover th is wor ld of 

it. It's fast, too. Simply dial opportunity without putting a single tree 

our toll-free number, answer in harm's way. Which is good, 

a few questions and relax. You've because trees tend to 

just completed your first job interview. repay in kind. You 

Believe us, it's worth the call. think paper cuts just 

Environmental Care is one of the happen by accident? 

E N V I R O N M E N T A L C A R E , I N C . ^ 

p a s s i o n , f o r p e r f e c t i o n . * 

an equal opportunity employer by choice 

www.envcare.com 

http://www.envcare.com


IF YOU'RE 

HESITANT 
TO TRY NEW THINGS, 

WE SUGGEST YOU 
READ THIS ^ 

WHILE YOU'RE 
WAITING. 

"Our crews fight over the Dingo... 
they appreciate the fact that we have 

invested in a machine that provides 
them with a safey professional 
way of being more productive. " 

Dale Elkins, ISS 

"We dug the holes, planted 16 trees, and 
covered them in one hour with the Dingo... 

that's probably six or seven hours 
of work without the Dingo." 

Jon Matthews, The Lawn Stylist 

"The Dingo will revolutionize the landscaping business. Jobs that took hours now take minutes... the Dingo 
does a lot ofthings you couldn't do with a skid steery like walking across a lawn or going through a gated 

backyard without taking down part of the fence... it saved me thousands ofdollars in just one day." 
Robert Maffei, Maffei Landscape Contractors 

"Our jobs took twice as long before we had the Dingo. • 
Now I have to sell work like you wouldn't believe to keep my 

crew busy because they knock the jobs out like never before." 
Tom Waltz, Harvest Landscape Services 

"Its constructed like a tank." 
Phil Pickett, Pickett Landscaping 

"If I met a skepticy Td tell them to 
try the Dingo. Theyd be amazed. 
In our line of work, productivity 
is the name of the game and 
the Dingo fives us the ability > A 
to do a job with less people 
in the same amount of time." 

Charlie Bowers, 
Garden Gate Landscaping 
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"It can pay for itself in one years time." 
Stephen Hillenmeyer, Hillenmeyer Nursery 

This is no time to procrastinate. Call 800-476-9673 or contact your Toro distributor. (And step on it.) 
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P l e a s e visit us at the G I E S h o w USE R E A D E R S E R V I C E # 1 2 1 


