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HOW TO SOILVE
e D PROBLEM

OF OVERS AND UNDERS

Over throw and under throw.

Over flow and under flow.

Getting precise, even coverage is especially
o < ‘

tough on complicated landscapes. But now
you can get true matched precipitation
rates across all nozzle sets with 570 MPR
Plus Nozzles on 570Z Fixed-Spray
Sprinklers. They're designed to deliver
precise volumes at the exact radius
and pattern you select, so you get
accurate, -economical coverage in
every zone, Save water and trouble.
Call 1-800-664-4740 for a free

informational video,

With the
5707 sprinkler,
your designs produce
beautiful landscapes
with no hassles.
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Special Report: State of the Industry Report

One of the industry's most exciting years is ending
and contractors continue to report good news.

State of the lrrigation Industry Report

As the basics of irrigation product distribution continue to change, it could be the
contractor’s business that is ultimately threatened the most. a

Outlook Strong for Irigation -

Lawn & Landscape’s survey of contractors providing irrigarion &
found that landscaping isn's the only growing business.

Fertigation: Ifs for Contractors Too &

Fertigation systems have long been valued for agriculture and sports turf arenas, and
are now options for contractors as well.

Healthy Soils Make for Healthy Plants -

Fertilizers and pesticides are certainly important products for producing a healthy A

turfitand, but contractors shouldn't overlook other keys like oxygen.

Cashing in on Cutfing Crews
Contractors increase their profits when they take
the right steps managing their mowing jobs.

Par for the Course
Drought conditions certainly cause problems, but the rains of this spring meant
intense weed, disease and insect problems for many

parts of the country.

84 nefensie Designing

Creating a feeling of safety in a customer’s landscape

can be done without compromising its appearance.

9% Motivating Your Service Staff

Facing an increasingly competitive environment and
challenging labor markes, attendees at the second
Lawn & Landscape School of Management were
interested in motivating the people doing the work for them.

By the Numbers:
Understanding
Income Statements

At first glance, it'’s nothing
but jumbled numbers, but to
the discerning eye the
income statement can be the

road map to profitability.

Trucks for Contractors
While truck fleets differ greatly between big and small companies, the key concepts
for acquiring vehicles and maintaing an efficient fleet are still the same no masser

how big or small the company s.
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EDITOR'S

Bob West
Editor

ell, you can call the green industry a lot of things in 1998, but not
boring.

The year started off simply enough with contractors riding the
wave of success that has propelled the industry to new heights in the
last few years.

Then came February and two announcements in one weekend
— the formation of LandCare USA and TruGreen-ChemLawn’s
new foray into landscape maintenance. Soon after, the industry
learned that The Brickman Group also had aggressive expansion
plans, and contractors suddenly found themselves at the industry’s
first mergers and acquisitions institute.

In the spring and early summer, many of the contractors we
talked to professed a concern for their futures in this new world with
national companies and wondered how they would compete. Many
companies still have this concern now as the year winds down, but
many others have come to realize they know exactly how they will
compete — and they plan on continuing to succeed as well.

The answer for these companies is knowing who they are as

Lawméstandscane
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“Two roads a company and doing what they do best. The fact that some INTERNET
di Ji other organization acquires two dozen companies to offer more Bill Cox ; Webmaster
iverged in a wood, - <ryices o different markets doesn’t mean other companies eanilihydgioncs
and | — | took the have to. In fact, the best strategy may be to go the opposite route Carolyn Antl TntestotBditar
— pare down the services you offer and focus on the work that c-mail: cand@gie.net
one less traveled you do best, the work that is most profitable for your company. CORPORATE STAFF
b As of press time, the three aforementioned companies had gtd;;'é]d?” Foster Efcsidﬂ[')f ;fl{dhCEO
and inar nas : . T indy Co roup Publisher
Y acquired approximately $345 million in lands?ape revenues. Christapher W. Foster Diirector, MIS Department
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made all the - { o A 4 Jami Childs Director, Business Resources
the very important distinction between sales and profits. bt an‘(;ef);:r ad“;nj‘;ymms
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as profitable as other jobs. Some companies can let enough of these Subscriptions and Classifieds: 216/961-4130
jobs go that the labor shortage is no longer a problem either, and L8L is a member of
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financing new equipment purchases isn’t as difficult. Sounds pretty The American Nursery & Landscape Asociation
3, . The Composting Council
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4  LAWN & LANDSCAPE * OCTOBER 1998



mailto:ccode@gie.net
mailto:bwest@gie.net
mailto:wisniewski@gie.net
mailto:mmertz@flash.net
mailto:kgilbride@gie.net
mailto:vricci@gie.net
mailto:chammer@gie.net
mailto:bcox@gie.net
mailto:cantl@gie.net
http://www.lawnandlandscape.com

CAN YOU FIND ANYONE NOT SMILING?

What's not to smile about? CLIP users report saving $20,000 a year, just in payroll.

Here’s some typical CL/P Users’ comments:

“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 Stallard,

Four Feet to the Yard

“We love CLIP; it has improved efficiency and PROFIT!" 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, Neill Enterprises

“Have anyone call me for a testimoniall” Mark Erbesfield, GreenMark

Scheduling. Routing. Billing. Job Costing.
Automatically.

v e fy e ) = =N

I S e - S
" ’ ‘ . . . giving you time for the rest of your life!

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

Ask About Our Fully Functional Free Demo
What are you waiting for? |

*The 9th Annual CLIP Conference, Your Business: A Money-Making Machine, is scheduled for November 4-6, 1999. |
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MARKET TRENDS

C(OMMON SENSORS

They're affordable, easy to use and can result in tremendous
water use savings —so who wouldn't install a weather sensor as

part of an irrigation system?

According to a recent survey of 500 irrigation contractors and
500 landscape contractors, more than 35 percent of them install
these accessories at least half of the time when they put in a new

irrigation system,

The landscape contractors providing irrigation services appear
to be much more interested in weather sensors than irrigation
contractors, with 52,4 percent of irrigation contractors never
using weather sensors, compared to 25.3 percent of landscape

contractors.

BRIGHT IDEA

ASHTON, Md. - As the an-
nouncements continued to flow
from LandCare USA, The
Brickman Group and
TruGreen-ChemLawn, specula-
tion grew as to what path
Ruppert Landscape Co. would
take in the industry to maintain
its leadership position.

Rumors had the company

Craig Ruppert

RUPPERT OFFERS
INSIGHT INTO FUTURE

close to deals with a couple of

different contractors or perhaps

a financial institution.

In the end, Craig Ruppert
and his managers decided to
sell the $45-million company,
and TruGreen-ChemLawn
landed one of the industry’s
largest operations.

“We began examining the
situation back in January,
and we felt we had three
options,” recalled
Ruppert. “We could stay
the course, continuing to
be a privately held com-
pany and maybe be a little
more aggressive pursuing
acquisitions; we could also
take on a financial partner
by selling a portion of the
ownership in the business
to acquire additional capi-
tal; or we could enter into
a strategic merger.”

While Ruppert ac-
knowledged that the com-

pany had conversations with a
number of different groups,
two factors ultimately led it to
TruGreen-

12.8% § 22.7%

(Source: Lawn & Landscape Reader Survey)

type of pressure to do what
we're doing,” he predicted.

Ruppert will serve as a se-
nior vice presi-

ChemLawn. eovesee dent for
“Financially, ; ] TruGreen-
TruGreen- We think we ChemLawn and

ChemLawn has
a very strong
base,” Ruppert
noted. “In ad-
dition, this rep-
resents an op-
portunity for us
to join an orga-
nization where
there is room
for us to play a
significant role
in the manage-
ment of this ex-
citing, new
venture.”
Ruppert
said another
part of the de-
cision-making process was his
belief that such a move would
have to be made at some point.
“We think we could’ve
competed for at least another
five years, but eventually we
would have faced the same

could’ve com-
peted for at

least another

five years, but

eventually we
would have
faced the same
type of pres-
sure.” — Ruppert

920009

will be respon-
sible for its new
landscape man-
agement division.

Other oppor-
tunities should be
present for many
other Ruppert
employees. “Our
employees are
genuinely excited
about the oppor-
tunities our com-
bined resources
will bring to
them as well as to
our customers.

“Time will tell
whether or not
this is good for the industry,”
he noted. “The reality is that
it will be the customers and
employees who decide based
on whether or not it is good
for them.”

(continued on page 8)
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You can't hide during the cool season anymore.

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

And your other broadleaf

pals won’'t be seeing

warmer days. either. Durmg colder tempex.fa‘tures, weeds are {ess ac.tlvel.y. 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.

Combining the awesome performance of Triclopyr
chemistry with the fast action and effectiveness of MCPA
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.

R werdale gbe”
N\ ™
The Formulation Innovators COOL l OWER

(800) 345 3330
USE READER SERVICE #15
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| (continued from page 6)

DAVEY TREE
MAKES ACQUISTIONS

KENT, OHIO — The Davey

Tree Expert Company an-

two

Geo
sales
for t

only

Inc.,

other market area,”

nounced the acquisition of

Tampa, Fla.-based land-

scape maintenance operations:
Raintree Landscape Services

and Prolawn.

“We are actively growing
our grounds maintenance
business, and these acquisi-
tions mark our entrée into an-

noted

rge Gaumer, national

and operations manager
he commercial service line

at Davey Tree.
Gaumer also noted that

Prolawn’s commercial
(continued on page 8)

John Rector Rich Burns

B ayer Corporation's Agriculture Division announced the following employee
transitions and promotions: Trevor Thorley to senior vice president, sales
and marketing, in the company's crop protection business group; Rich Burns to director, Garden and Profes-
sional Care sales and marketing; Michael Ruizzo to central area sales manager, GPC professional sales and
marketing; Jorge Moreno to marketing product specialist, GPC professional sales and marketing and Byron Reid
to research product manager for the Bayer GPC pest control market,

John Rector joined Turf-Seed as national sales manager/agronomist,

Weather-matic and Telsco Industries named Michael Mason president and chief executive officer, succeeding
L.0. Snoddy, who became chairman of the board. In addition, Weathermatic announced the following moves:
Brodie Bruner to sales and marketing manager; Lloyd Darling to plant operations manager; Matthew Piper fo
product and service manager.

Swingle Tree Co, appointed Tom Tolkacz president and Dave Dickson as chairman/chief executive officer.

Ball Seed added Matthew Freeman and Coy Butner to its sales force, Freeman is the sales representative for
the central and northern Illinois territory and Butner is the sales representative for the Midwest territory,
including northern and western lowa, eastern Nebraska and northwestern Missouri.

—
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'Kasco DisplayAeration

MARINE, INC.

LAWN & LANDSCAPE » OCTOBER 1998

Attractive Water Quality.Management
At Affordable Cost (from under $1,000%)!

Large Display Patterns: F2400/VF - 12°W x 3'2'H
F3400/VF - 15'/2"W x 4'/2"H

e g W AGRLAL

Manufactured by:
KASCO MARINE, INC., 800 Deere Road, Prescott, Wl 54021-1241
(715) 262-4488 « FAX (715) 262-4487

*Suggested list price, freight and taxes not included.
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5 A SICK DAY,

Let’s be frank. A job interview requires taking
some time off work. And no matter how much

you rehearse, you’re not going to fool anyone

ECI CONFIDENTIAL JOB HOTLINE

1-888-OUR-TEAM

APPLY BY PHONE IN JUST MINUTES.

v

b..’.}\ )
» & %
299 it

with that nasal voice and intermittent cough.

They know what you’re up to. But if you’re

looking for work at one of the
horticulture service industry’s
premier companies, your

twenty-four hour flu

days are numbered.
Because at ECI, you can
complete your first interview
over the phone, at your convenience.
Simply dial our job hotline, answer a few

questions and hang up. Forget cover letters.

And better yet, forget digging through the
closet for that suit you bought ten years ago.
So give us a ring. You’ll be interviewing with
one of the most prestigious firms
A in the green industry. ECI offers
nationally recognized leadership to
foster any career and the fifty-year heritage to
ensure stability. Plus, we’re constantly growing,
so opportunity abounds in Landscape and
Irrigation Management, Interiorscaping, Tree Care
and Golf Course/Sports Turf Maintenance.
Think about it. One phone call could
lead to work locally or across the

nation. Allowing you to save a sick
day for what it was originally A
intended. You know, ¥

like a baseball game

or something.

€ ENVIRONMENTAL

C AR B,  IONSES

_/4 paddion %r Perﬁcﬁon.””

an equal opportunity employer by choice
Or apply online at our website: www.envcare.com

USE READER SERVICE #16



http://www.envcare.com

(continued from page 8)

grounds maintenance business
has been acquired, and it was
combined with Raintree’s op-
erations to represent the
Tampa commercial branch of
Davey’s U.S. commercial ser-
vices division. “With our ex-
pertise in tree care, we can
now offer total one-stop shop-
ping to our clients in this
area,” he explained. Fill this
out thanks

A 4
LAs ENJOY
SALARY BOOSTS

WASHINGTON, D.C. - It
pays to design landscapes and,
apparently it pays better than
it does to design buildings, ac-
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cording to a survey published
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To ensure that your meeting date is published, send an announcement at least 10 to 12 weeks in

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

8 -0/PNE 8 8 E 8L/ E & & 6 80 0.8
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0CT. 20-22 Landscape Design Short
Course for Residential Properties, Course
IV — Design Detailing, Hudson, Ohio.
Contact: 440/717-0002,

OCT. 25-28 National Institute on Park
and Grounds Management Educational
GConference, Las Vegas. Contact: 920/
733-2301.

OCT. 29-30 WALP CGonference and WALP
Environmental Awards Banquet, Bellevue,
Wash. Contact: 800/833-2186.

NOV. 1-3 International Irrigation Expo,
San Diego. Contact: 703/573-3551.

NOV. 1-5 North Carolina State Univer-
sity Supervisor's Management School,
Wheeling, W.Va. Contact: 919/515-2261.

NOV. 3-5 New England Regional
Turfgrass Conference, Providence, R.l.
Contact: 401/848-0004.

NOV. 4-6 Eastern Regional Nurserymen's
Association trade show, Atlantic City,
Gontact: 800/376-2463,

NOV. 5-7 Tree Care Industry Expo.,
Baltimore, Contact; 800/733-2622,

NOV. 6-7 Florida Certified Landscape
Contractor and Technician Exam,
Orlando, Fla. Contact: 800/375-3642.

NOV. 13-17 Professional Lawn Care
Association of America, Associated
Landscape Contractors Association and
Professional Grounds Management
Society's Gree Industry Expo, Nashville,
Tenn, Contact; 800/458-3466.

DEC. 7-10 Ohio Turfgrass Foundation
Gonference and Trade Show, Golumbus,
Contact: 614/760-5442.

DEC. 8-10 Georgia Turfgrass Conference,
Atlanta, Contact; 770/975-4123

KICHLER®

LANDSCAPE

LIGHTING

ADVANTAGE
CONTRACTOR

What's your advantage? Kichler's Premiere Contractor Program, which gives you
the opportunity to win valuable prizes, gives you free seminars & training, free
literature & newsletters, a Kichler Landscape Lighting shirt ... and much,
much more. And, of course, Kichler's line of top quality, award-winning designs
means business for you! So call 1-800-659-9000 Ext. 6445 right now,
or fill in and mail this coupon today.

ASK ABOUT OUR NEW COMPOSITE, 50W-MR16 FIXTURES.

OTHER KICHLER
ADVANTAGES:

Top Distributors
Exciting New Products
High Quality & Value
Competitive Pricing

7 Distribution Centers
Committed Employees
Dedicated Management

® Tell me more ... sbout tha Pramiere Lighting
|< Program and inckide your Landscape Lighting Cataiog.

I~

5]

G

Name:

Comparny

Address
Chty: State Zip

Current Dealer:

Send this coupon to: Kichler Landscape Lighting, LLC-8, 7711 E. Pleasant Valley Rd., Cleveland, OH 44131-5552
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LDHAM

CHEMICALS COMPANY, INC.
OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.
* 5.5 HP HONDA ENGINE.

* HANNAY ELECTRIC REEL WITH 300’ 1/2” HOSE.

INSECTICIDES * FUNGICIDES » HERBICIDES

SAFETY EQUIPMENT « SPRAY RIGS AND ACCESSORIES

=-
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T

3701 NEW GETWELL ROAD
"MEMPHIS, TN 38118

1-800 888-5502

PO BOX 18358

USE READER SERVICE #85
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: The leading
| management

| magazine serving
| the professional

| landscape

| contracting

| marketplace.

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

Laintandseape
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Q North America* 1 Year $35.00

Q South America, Europe* 1 Year $98.00
QOther International* 1 Year $218.00
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KEEP UP TO DATE! SUBSCRIBE T0
LAWN & LANDSCAPE TODAY!

This section must be completed to process your subscription
1. What is your primary business  111.DISTRIBUTOR/

at this location? (choose one) MANUFACTURER

Q1. Dealer

|.CONTRACTOR or SERVICES Q2. Distributor
Q1. Landscape Contractor Q3. Formulator
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(excluding mowing maintenance gmm% m FSE&F
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title?
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Officer
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Q Entomologist, Plant Pathologist
Q Serviceman, Technician, Crew
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S
pany, Library copy oni
QOther (please specify).
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1. What is your primary business
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|.CONTRACTOR or SERVICES

Q1. Landscape Contractor
(maintenance & installation)

Q2. Chemical Lawn Care Company
(excluding mowing maintenance
service)

Q3. Lawn Maintenance Contractor

Q4. Omamental Shrub & Tree Service

Q5. Irrigation Contractor

6. Landscape Architect

Q7. Other Contract Services (please
describe)

IL.IN-HOUSE LAWN/CARE
MAINTENANCE

Q1. In-House Maintenance including:
Educational Facilities, Health Care
Facilities, Government Grounds, Parks
& Military Installations, Condominium
Complexes, Housing Developments,

Private Estates, Commercial &

Industrial Parks

111.DISTRIBUTOR/
MANUFACTURER

Q1. Dealer

Q2. Distributor

Q3. Formulator

Q4. Manufacturer

IV.OTHERS ALLIED TO THE FIELD:
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ul Agency
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D3TradeAssoc|at|on Library
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2. What best describes your
title?

QOwner, Pres., Vice Pres., Corp.
Officer

Q Manager, Director, Supt.,
Foreman

e

Q Serviceman, Technician, Crew
member

Qi Scientist, Researcher

Q Company, Library copy only
QOther (please specify).
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[ ARKET TRENDS

by the American Society of Landscape Ar-
chitects.

The ASLA survey data, when com-
pared to information gathered in a survey
by the American Institute of Architects
and adjusted to compensate for the 10-
month difference in time between the is-
suing of the two surveys, found thar land-
scape architects reported a higher annual
income than their counterparts by about
$6,000.

Specifically, respondents to the ASLA
survey reported an average annual salary
of $52,886 with an average of 15.9 years
of experience. This salary level represents
a 6 percent improvement when compared
to the ASLA’s salary survey of 1981 when
the 1981 figures are adjusted to current
day dollars, which is in contrast with the
1994 survey that showed salaries at that

ASSOCIATION NEWS

he American Nursery and Landscape Association announced a new executive
forum-style convention format beginning in the year 2000 in Vancouver, British
Columbia. The new program will offer an owner-focused program, a variety of
formal and informal networking opportunities, programming for the whole family and
speakers that will discuss strategic, big-picture information in a creative learning format.

The lrrigation Association voted during its summer hoard meeting fo take a proactive stance
against water shortages caused by population growth and catastrophic weather by
organizing a Water Summit to be held in 1999, The meeting is designed to gain the attention
of federal and state regulators ahout the importance of advanced irrigation technology as
part of urban and agricultural water management.

The American Society of Landscape Architects announced plans for its 1999 centennial
celebration. They will include a volunteer project renovating 100 green spaces for
community life, a program recognizing well-known landscape designs, a commemorative
postal stamp honoring Frederick Law Olmsted and an issue summit at ASLA’s 1999 annual
meeting in Boston that will examine the direction landscape architecture should take for the

next century.

The American Landscape Contractor Association announced that Michael Gerber, author of
“The E-Myth,” will be the speaker at the 1999 Executive Forum, Feb, 20-24, in Rancho
Mirage, Calif. The forum is aimed at enhancing the leadership, management and financial

skills of company leaders.

point below the adjusted 1981 level.

The news is also good for new land-
scape architects, as nearly 20 percent of re-
spondents indicated they are looking to
hire additional landscape architects. New
hires will receive average offers from the
private sector of $22,775 and $25,730
from the public sector. The compensation
advantage for private sector employees
kicks in after 10 years employment in the
industry. 7

The Pacific region continues to lead for
highest salaries, followed by the Southeast.
The survey also found that freelance in-
come for landscape architects has fallen
from an average of $7,000 in 1988 to
$5,000 in 1997, which may be attributable
to employers” concerns about liability ex-
posure for employees’ freelancing work.

(continued on pagel6)
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Windows Software

for the Green Industry

Nursery
Greenhouse
Landscape
Garden Center

Order Entry‘/
Invoicing
Inventory
Shipping
Estimating
Sales Analysis
Imaging
Inventory Pilanning
Accounts Receivable |
Portable Applications |
Computer Aided Desi
Purchase Orders
Chemical Tracking
Accounts Payable
General Ledger

% MultiUser
% FAST
% EASY
% 32 Bit
B 95,98, NT

Job Costing

Payroll INTERGATED
Point of Sale d

ity % DRAG & DROP

And More
| % USER FRIENDLY

I

UDS Green Industry Software, Inc
6095 28th St SE Grand Rapids, MI 49456
Toll Free 800 626 7247
Phone 616 942 8142
www.udsgis.com
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GROWTH REQUIRES REGULAR CARE AND ATTENTION.
WHETHER YOU’RE TALKING ABOUT TREES, OR YOUR BUSINESS.

Before your business can branch out in new directions,
you need a partner who's willing to look out for you.
And no one fits that description better than Case. We

work together with you to find exactly what you need

to finish the job. From skid steers to loader/landscapers
to excavators. But more than just a full line of equipment,
you can also depend on us for the full support you need.

Anytime, anywhere. Including flexible financing through
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Case Credit, extended warranties, fast response on parts

and service, and good advice from trained experts. So

stop by your Case dealer today. And see how we can

help your profits grow even healthier. CASE

1998 Case Corporation All rights reserved  www.casecorp.com
Case and Case Credit are registered trademarks of Case Corporation.
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DURSELL NDUSTRS
ACCURES IC VIGORO

SYLACAUGA, ALA. — Pursell
Industries acquired IMC
Vigoro from IMC Global,
Chicago, Ill. IMC Vigoro had
1997 sales of $100.6 million
from the sale of various fertil-
izer and soil additive products
as well as some ice melter
products to the professional
and consumer markets.
Pursell will continue to
manufacture and markert
Vigoro products under the

Vigoro name and also ac-
quired four IMC Vigoro pro-
duction facilities in the deal,
according to Taylor Pursell,

LETTERSTOTHE EDITOR

Gongratulations for being awarded the 1998
Editorial Excellence Award from Folio. L&L always
stood out from the crowd of green industry
magazines, which are often simply vehicles for
supplier ads, It is quite refreshing to see your work
get the recognition it deserves. L&L is the hest
national publication for the lawn care and landscape
segments of the green industry.
Ron Gagne
Regal Chemical Co.

Congratulations to Lawn & Landscape on winning a
Folio Editorial Excellence Award. It certainly speaks
highly of your publication and organization.
Elizabeth Shake
SRDS

Being recognized by your peers is a great compliment
and well deserved. Nice job!
Tom Tolkacz
Swingle Tree & Landscape Care

Gongratulations on receiving the Folio Editorial
Excellence Award! That puts you in some very select
company, and is certainly well deserved. No matter
how busy | get, | always find the time to read L&L.
Jud Griggs
Lied's Landscape Design & Development

Way to go with the Folio award!
Matt Shooner
Focal Point Communications

congratulatiohs on the Folio Award — very impressive!
Judy Guido
LandGare USA

CEO of Pursell Industries. —

ONE WORD

FABRISCAPE

Fabrics & Erosion Control Products
PERFECT FOR

Professional Landscape
Service Needs!

The Retail
Garden Center!

FABRICS CUT
EASY FOR QUICK
INSTALLATION

FABRIC FOR
YOUR EVERY NEED!

Available
3'x25'-3"x50"- 3' x 100
4'x 50" - 4"x 100" - 6" x 50

Landscape Fabrics
Weed Control « Woven Ground Covers
Filter Fabric * Paver/Patio Underliner ® Soil Separators

E i ntrol
Burlap * Jute ® Poly]ute‘ for slope control ¢ Silt Fence

Bulk Rolls 3-15' Wide

%AB RISCAPE .-

LANDSCAPF FABRICS & EROSION CONTROL PRODUCTS
4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 » 1-800-992-0550 « FAX: (708) 728-0482
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. 1503 CR 2700 N Rantoul IL 61866
217-892-2954 + Fax: 217-893-3739
@ a bordermagic.com

Toll Free 877-892-2954
Installing Custom Seamless Edging with
the Look and Feel of Real Brick and Stone.

* Self propelled

* Single person operation

* Residential edging

« Parking lot curbs up to 9 inches
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Fertilizers For All Of
Your Seasons.
For All Of
Your Reasons.
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The ez
Andersons

3438
Fertilizer

32310
Fertilizer

21028¢7
Fertilizer

Professional
Turf”Products

Professional
Turf™Products

Professional
Turf*Products

Gonsistent. Reliable. Responsive. Flexible.

These are a few of the characteristics you look for
in a fertilizer supplier. According to our customers,
they describe The Andersons quite accurately.

The Andersons prides itself on having a full
range of high-performance Professional Turf™
fertilizer formulations ready to help you respond
to your most stringent soil conditions and turf
requirements.

With over a dozen standard blends, you can
depend on The Andersons fertilizer products to
help you deliver the superior results you need to
meet your customers’ expectations and keep
them happy throughout the year.

For a full-line look at all we have to offer, call
us today.

The Andersons Professional Turf Products.
Uniformly The Best In The Business.

1-800-225-ANDY
the professional’'s
partnere

The <2<z

Andersons

' IRRIGATION NOTEBOOK

v
IRRIGATION DISTRIBUTORS
PREPARE TO BATTLE NEW FOES

IT’S A TREND that different
companies say they've seen
coming for roughly a decade,
and it’s clearly here.

The nature of irrigation
distribution is experiencing
what many believe is just the
beginning in a structural over-
haul that will yield fewer
companies serving larger por-
tions of the market. That
alone doesn’t sound any dif-
ferent than the end resule of
consolidation in any industry.
But what makes the irrigation
distribution industry unique
among consolidating groups
is the evolving presence of the
mass merchandisers, chains
such as Home Depot and
Lowe’s Home Improvement
Warehouse, and the unknown
impact they will have on the
distribution chain.

“I think the mass mer-
chandisers’ presence in irriga-
tion distribution is pretty sig-
nificant right now, and it’s a
trend we saw coming about
10 years ago,” noted Mark
Agnew, president, United
Green Mark, Novato, Calif.

In particular, Agnew be-

T RIRY.
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W contractors may be able to purchase the same irrigation

ro&:ds from mass merchandisers, irrigation
ar superior fraining and advice. Photo: Century Rain Aid

lieves the smaller irrigation
contractors are the mass mer-
chandisers’ primary irrigation
customers right now. “I'm in
a mass merchandiser’s store at
least once a week, and they
definitely have breadth of
product going for them,” he
recognized. “The other thing
working in their favor is their
number of locations and the
convenience that can offer a
contractor. But while a lot of
contractors may be buying
product from the mass mer-
chandiser, I don’t think
they’re buying a lot of prod-
uct from them — their market
presence hasn’t translated into
market penetration thus far.”
Wayne Miller, president of
Century Rain Aid, Madison
Heights, Mich., agreed with
Agnew, and said mass mer-
chandisers can, in fact, have a
positive effect on distributors’
businesses. “I think there are a
lot of other businesses such as
plumbing and electrical that
represent bigger opportunities
for the mass merchandisers,”
he said. “What irrigation cus-

(continued on page 20)

ion distributors offer




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 2000 leads the way

“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

Seott Nolen available now!™

President,
Truly Nolen Of America

\ PowerRoute
tcmooges ~ 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 READER SERVICE #23
Find out what technology can do for you by calling

TOLL-FREE 1-888-889-7574

Or visit their web site at; www.frontrunnertech.com
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(continued from page 18) merchandiser,” pointed out down for everyone for two

tomers they do get are prima- Miller, whose company now

has 88 locations.

reasons,” Miller explained.

rily homeowners, do-it- “Product prices are dropping

yourselfers and smaller con- “We've recently added as there’s more competition

tractors, which can let distribu-  product managers to our orga- among manufacturers and dis-

tors focus more on the larger nization and we may

» o 0 %2 809 0>

CONLractors. add customer segment
As a result, Agnew ex-

plained that United Green

Mark has shifted its customer

managers to specialize
in different groups of
customers,” added
focus to some degree. “We've Agnew, who noted that
United Green Mark
now has 27 stores.

But both Agnew

and Miller recognized

tried to slide up the food chain
to work with the larger con-
tractors on the larger jobs,” he
noted.

Where distributors’ real
challenge will lie in the future

that some distributors
may be unable to add

: them.” — Agnew
these services and be

is in being able to offer the
breadth of services that led to

able to compete against YR EEEE

their success in the first place. larger distributors such

“Our service, automated as their companies and mass tributors, so even if margin
merchandisers at the same

on are what will continue to time.

billing, technical advice and so percents were constant the

dollars would be down. But
the competition has driven

differentiate us from the mass “Margin dollars have gone

‘While a lot of contractors may be

buying product from the mass

merchandiser, I don’t think they

are buying a lot of product from

margin percents down as well.
“As a result, additional ser-
vices such as job lead tracking
for contractors tend to be
dropped,” he continued.
“There are
some markets
where there is a
premium charged
to the contractor
for products
where the smaller
distributor isn’t
necessarily add-
ing any signifi-
cant value to the
transaction,”
added Agnew.
“So whether I or
Home Deport or
whomever enters that markert,
that distributor will have to
make some changes in terms

of their prices.” — Bob West

SAMPLE PACK —

designed exclusively
for landscapers!

Providing you with the hardest-
working forms to help your
landscaping business run better,
NEBS Landscaper’s Sample Kit
contains all these great forms and ideas:
* Landscaping Work Orders and Invoices
make your billing easy and accurate.
» Landscaping Proposals and Doorknob
Hangers convey professionalism, command
attention and win you more jobs.

FREE $ANPLE Pack

1-800-367-6327,

* Landscaping Estimates spell out the

details now, avoiding discrepancies later. Ext. 40221
And with your kit, you’ll also receive a T

SEoClanms s SRR 1-800-234-4324, 24 hours a day
FREE NEBS Catalog packed with time- On the World Wide Web:

. : http:/www.nebs.com
checks, promotional ideas and much more. P
; axrl F NEBS, Inc.
Call loddy. Né‘a_s| 500 MAIN STREET
~ H GROTON, MA 01471
100% Satisfaction Guaranteed L
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FREE
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We’'re putting a new spin
on mowing




Introducing the John Deere

It’'s the new crown jewel of the John Deere many other machines gobble up. Space that
commercial mowing line. Designed to can be used for additional equipment, like
improve your productivity, reduce downtime walk-behinds and handhelds.

and make maintenance easier, this The John Deere Z-machine is a 12-hour-day
zero-turn-radius mower is powered by a dream-come-true. The high-back seat has 5

20-hp overhead-valve engine. inches of fore-and-aft adjustment

Because it takes up only 80 inches I and coil-spring suspension to
of length with its deck at 90 degrees,

this mower frees up trailer space that

" smooth out the ride. Optional

armrests provide an additional




™

New 6
This optic
made of 1
piece for:
(48- and

11-gauge
al-to5
adjusts w

the driver

Material colliection system
Large 9-bushel-capacity system has 16-

inch-diameter fan and 8-inch suction
hose that handle even damp grass. Door

latch operates from seat. To increase
stability, the optional dual-rear-wheel kit is

recommended.

RFS mower decks
Whether you choose the 48-, 54- or
60-inch deck, all have the same great

measure of comfort. Twin hydrostatic

feature — they rotate 90 degrees for

control levers are ergonomically designed
. 94 asy service. Flij decks also save
for rider comfort, and they feature a positive easy serv Sshaviioens

space on your trailer, leaving more
room for additional equipment like

hand-helds and walk-behinds.

neutral lock for greater operator safety.

Read more about this amazing new
machine on the following pages. Then see
your dealer for a demonstration. For more
information, call 1-800-537-8233. Or visit us
on-line at www.deere.com



http://www.deere.com

30-inch deck
onal Z-Trak deck is
rugged 7-gauge one-

med steel. Other decks

54-inch) are built of

e one-piece steel. All have
-inch cutting height that
with a pedal right from
r seat.

Easiest to service
The hood on our Z-Trak flips up

for quick engine compartment

access. Combine that with our
Engines
The F620 is powered by a

90-degree rotating decks and

John Deere has the easiest-to-
20-hp V-Twin air-cooled gas service Z-machine in the industry.
engine. Overhead-valve design Hoods and decks lock into

provides more horsepower, position for safety while servicing.

torque, and better fuel efficiency.
Full-pressure lubrication and
standard oil filter for longer life.

Wheel/tire options
The single rear-wheel configura-
tion Is standard on the Z-Trak.
For greater stability with the
material collection system, the
optional dual-rear-wheel kit is
recommended. Standard turf
tires (shown) are well suited for

most applications. Optional
knobby tires improve traction in
wet conditions.

Low center of gravity






THE JOHN DEERE ADVANTAGE

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

Every time you buy or lease a piece of John Deere equipment, you get the
best of one of the oldest companies in America. The best equipment. The
best financing. The best parts delivery. The best service after the sale.

LSRN  The John Deere Credit Instaliment Plan offers: flexibility in

down payment requirements, competitive low rates, up to 60 months to pay, and a variety
of payment options. Including a skip-payment plan that helps you match payback schedules
to your cash flow. The John Deere Credit Lease Plan offers another way to get new
equipment on the job site, while providing a way to manage equipment rotation and
replacement. The John Deere Credit Revolving Plan Commercial-Use Account is a quick

and easy way to buy parts, service, and hand-held products.

John Deere is the only company that provides after-hours and weekend parts
service and next-day delivery. We're ready to process your order 24 hours a day, 7 days
a week. And, you get a 90-day warranty on all genuine John Deere parts. Many of our
competitors offer nothing. We also have 13 parts warehouses throughout North America,

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

The biggest advantage of all is your servicing John Deere dealer. With factory-
trained technicians doing the maintenance and repair work, your dealer helps keep your
down time to a minimum. And the work can be financed on The John Deere Credit
Revolving Plan Commercial-Use Account. Unlike many of the competitors’ dealers,
ours provide warranty work for the entire machine, including the engine, transmission,
battery, and even the tires, on most models. For qualifying larger customers, dealers
can also provide parts on consignment at no additional cost. Take advantage of us

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

Nothing Runs Like A Deere.”




umn provided as a servicetoyhe landscape
industry by the Irrigation Association and
Lawn & Landscape magazine. Please fax
your questions to Droughtbusters at 800/
455-4320 or e-mail them to

irricom] @earthlink.net. Your answer will

' appear in the next issue (space providing).

m How can I quickly troubleshoot

for uniformity problems without
doing a full irrigation audit? What can I
achieve by changing nozzles?

If you are hired to repair an irriga-

tion system that you didn’t install
and haven’t maintained, an audit is a
good idea. Nothing is as accurate as catch-

easurements and running the data
mh an auditing or spacing program.
Of course, what can you realistically
change based on the information from an
audit? There are certain items you can
correct any problems or inefficiencies
quickly.

For the answer, we asked Dr. Ed
Norum with the Center for Irrigation
Technology at California State Univer-
sity, Fresno, Calif. CIT does much of the
uniformity testing for manufacturers and
has also developed Hyperspace, a com-
puter program that diagnoses uniformity
problems.

GOT A MATCH? Manufacturers offer nozzle
sets for their sprinklers so contractors can:
provide “matched precipitation,” accord-
iig to Norum. The purpose of these
changeable nozzles is to provide the same
application rate whether a head is full or
part circle. “For example, if your full-
circle heads have an 8-gpm nozzle, then
the half-circle heads should have a 4-gpm
nozzle and quarter-heads should have a 2-
gpm nozzle,” advised Norum. “This logic
is sound, except when it comes to distance
of throw. The smaller nozzles will not
.provide the same throw and, therefore,

F;‘your spacing of part-circle heads will be

off.”

IRRIGATION Q&A

Since contractors are probably not go-

| ing to change the spacing of part-circle
" heads right away, Nordm suggested using

anozzle one size larger than matched pre-

«cipitationywould specify for part-circle

heads. He also recommended using one
nozzle size higher for heads on the up-
wind side of an irrigated site. “Upwind
sides can dry out faster and often need 10
percent to 20 percent more water,” he
added.

The remainder of the full-circle heads
should all have exactly the same nozzle.
Because manufacturers can have different
nozzle sets, it is always wise to use the
same brand and model of sprinkler heads
on turf areas. That way you know you
have the correct nozzle.

The whole logic behind matched pre-
cipitation is to eliminate the need to mask
bad uniformity with longer runtimes.
“Our research has shown that poor uni-
formity is usually discovered around part-
circle heads and on upwind sides of turf
areas,” Norum remarked. “Many of these
problems can be resolved by changing
nozzles.”

Another key to efficiency can be select-
ing the appropriate heads on large turf ar-
eas, which usually employ multiple zones.
For greatest uniformity, Norum recom-
mended that zones should have close to
the same number of matching sprinkler
heads so that pressure and flow character-
istics will match up.

Adjustable heads offer ways to change
the breakup of the stream and the range
of rotation. If range of rotation is reduced
significantly, contractors may need to
change the nozzle for matched precipita-
tion. The purpose of changing the
breakup is to divert water closer or farther
from the head. This helps part-circle
heads apply more water closer to the head
where it is frequently needed.

Droughtbusters is written by Irricom, the
communications arm of the Irrigation Asso-

tion Association, call
703/573-3551 or visit
its website at
www.irrigation.org.

ciation. For more in-

formation on the Irriga-
The Irrigation Assodation

Reputation + Budget + Deadline =

SRS

Quality + Price + Service =

Relief

/245 for stress relief
Presco Products

Wrong

Right

We know the right way to make a
marking flag:

*At Presco we glue the flag to the
staff so it stays in place

*We fold backwards over the staff to
enhance image area

*We cut the flag so that edges are
neat and straight

*We use longer life, more colorfast
pigments in our flag materials and
our inks, for bright, vivid, long
lasting colors

Our products are engineered with intri-
cate attention to detail, which is evident
throughout our product line:

eroll flagging

emarking flags

ebarricade tape

einverted marking paint

edetectable and non-detectable tape
eproducts to meet your needs

We'll answer your questions and provide you
with product and distributor information. New
distributorship inquiries are welcome.

Visit our booth #237 at the 1998
International Irrigation Show

For stress relief call

Presco at 1-800-527-3295
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At Echo, we've been giving landscaping professionals exactly what they need for over twenty-five years: superior outdoor power
equipment that more than performs...day after day after bumping, jostling, banging, hard-working day.

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




 THE Power To BREAK
THE SOUND BARRIER.

Power blowers that deliver maximum performance with minimum sound.

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

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

65 dB(A), it's the quietest backpack blower in the industry. And of course,
it's powered by our legendary, world-class, two-stroke engine. Just what you

would expect from the company that invented the power blower.

. \\\\\\\\\\\\\'\\

* Per ANSI B175.2-1990 at wide open throttle

The Pro Performance Team

USE READER SERVICE #14 RIS ChG G,




As the basics of irrigation

. product distribution continue - |

¢ |

to change, it could be the contractor’s ;
business that is ultimately ' P
{

|

threatened the most. <

hile landscape contractors have enjoyed a vigor-
ous surge in construction during 1998, irrigation
supply has been adaprting to changing dynamicsin
manufacturing and distribution. Contracrors, fo-
cused on abundant work and hiring qualified em-
ployees, might have overlooked the rumbling within
the distribution network.
We don’t know how the competitive battle between
bona fide irrigation distributors and mass merchandisers will

end, but these changes are expected to impact contractors in future years.

However, a study by the Farnsworth Group for the Weather-matic Division of

B B F S/ Ie Telsco Industries provides insight. Contractors are benefiting from prices
}l ruce L. dhan suppressed by competition between retail mass merchandisers and irrigation
distributors fighting over market share. The downside is that short-term price

advantages could be offset by the cost of technical services which were once free

to customers from irrigation distributors and will only become more important
as water restrictions continue to develop.

LAWN & LANDSCAPE » OCTOBER 1998




BLUE LIGHT SPECIALS. Mass merchandisers have cap-
tured the attention of irrigation manufacturers be-
cause they buy in huge volume. Selling to indepen-
dent hardware and home stores requires two-step
distribution, with brokers selling to the store owners.
Manufacturers can eliminate one step by selling
direct to mass merchandisers, who are expected to
control nearly half of all retail hardware sales shortly
after the turn of the century.

Aggravating the competitive struggle between
distributors and mass merchandisers is the decreas-
ingdistinction between wholesale “contractor qual-
ity” products and retail irrigation components found
on the shelves at mass merchandisers. Manufactur-
ersare concentrating more on efficiencies and lower
inventories, and, consequently, separate wholesale
and retail product lines are discouraged.

state ot the irrigation industr

Mid-sized irrigation distributorsare being squeezed
the most, according to the Farnsworth Report, as
they are most vulnerable to competition from mass
merchandisers.

In addition, mass merchandisers have at least
two advantages: economies of scale and tighter
margins. The Farnsworth Report indicated that
mass merchandisers seek additional product lines
to sell as they expand and mature. Irrigation is one
of the lines they have adopted to fuel continuing
growth, and because their overhead is spread across
many different types of products, profits are often
higher than for distriburors.

Fearful of being mid-sized, distributors are ag-
gressively trying to gain economies of scale to stay
in the game and are behaving more like mass
merchandisers with serve-yourself bins, longer

While contractors
may be able to
purchase the
same irrigation
products from
mass merchandis-
ers, irrigation
distributors offer
far superior
training and
advice. Photo:
Hunter Industries
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hours, more locations and lower prices. But
lower margins threaten services, such as
training, advice, delivery and credit terms.

At the same time, manufacturer consoli-
dation has reduced the number of product
lines available for distributors to carry. The
result? More distributors taking on debt to
expand in the face of lower profit margins.

Price pressure on both the contractor
and the irrigation distributor ultimately re-
duces the technical safety net for contrac-
tors. Distributors are being squeezed from
both ends, by the manufacturer and the
buyer, and as a result, they have to reduce
services to cut costs so they can survive.

The Farnsworth Group predicted that,

' i
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LOYALTY: THE TWO ~ WAY STREET. There are
some signs that jockeying by manufacturers
for better profit margins has reduced brand
loyalty. Sixty percent of irrigation contrac-
tors always or frequently substitute prod-
ucts different than those specified in de-
signs, according to an Irrigation Association
survey. A third of contractors mixed brands
of sprinklers, valves and controllers on
jobsites.

The results might reflect contractors’
and distributors’ disappointment from
manufacturers selling products similar to
those offered by mass merchandisers. It
could also indicate loyalty toward short-line
manufacturers who have preserved the ex-
clusivity of their “contractor-quality” prod-
ucts. The Farnsworth study revealed that
“niche players” in wholesale distribution
will be able to protect their operating profit
because they offer exclusive products and
services while the operating profits of mid-
sized distributors are shrinking.

Niche distributors are, in fact, becoming
the defenders of smaller manufacturers. By
focusing on specific groups of customers,
they aren’t trying to compete with mass
merchandisers. Their specialization results
in the greatest degree of expertise about
their customers’ needs. Those needs often
fall in product categories that don’t meet
the volume standards of larger manufactur-
ers. These manufacturers then are being
stretched in two directions, by retail and by
specialty products distributed by the irriga-

(continued on page 34)
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(continued from page 32)

tion distributor. It is possible that they
might have to concede low-volume spe-
cialty items to meet their volume and profit
standards.

DIRECTIRRIGATION. Hanging over irrigation

distributors, and therefore contractors, is
the manufacturers have to consider selling

direct to any large buyer to boost profitability.
Cutting our steps in distribution signifi-
cantly increases profit but reduces the ability
to communicate special attributes of prod-
ucts. Complicated products need to be ex-
plained to customers. This complexity keeps
products above the generic commodity level.

Some manufacturers have beaten the

Stake Bodies by Reading.
Built to Deliver-.

When your job requires you to

Only the best carry the name
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deliver, Reading’s the only choice.
Every Reading stake body delivers
durable construetion including a
reinforced understructure, rugged
stake racks, and full rust protection.
Only Reading can deliver years of

Rearling

800-458-2226

www.readingbody.com
trouble-free hauling.

©1998 Reading Body Works, Inc. Reading is a registered trademark of Reading Body Works, Inc.
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conventional system by hiring their own
technical representatives for key markets
such as golf and municipal. Management
groups such as American Golf, Club Corpo-
ration of America and Environmental Golf
will soon control 5 percent of the golf courses
in the U.S. They succeed with a combina-
tion of economy of scale, technical support
and management expertise, and they seek
direct purchases from manufacturers.

Consolidation within the landscape in-
dustry provides equally fertile ground for
direct sales to companies such as TruGreen-
Chemlawn, The Brickman Group,
LandCare USA and Environmental Care.
Will manufacturers exclude such large buy-
ers from distributor territorial contracts even
though distributors invest years and money
in landing and cultivating large accounts? If
so, how does the manufacturer repay the
distributor for this investment when these
accounts are converted to direct?

(This consolidation among landscape
contractors creates companies with consid-
erable opportunities to enjoy price breaks
when purchasing products that the small or
mid-sized contractor can’t take advantage
of. These price breaks may afford larger
companies the opportunity to charge less
for the same service smaller companies of-
fer. Looking at it this way, it’s clear that the
average landscape contractor’ssituation isn’t
too unlike that of the irrigation distributor.)

Consolidation generates economies of
scale that boost productivity and increase
volume. The only things that level out the
playing field are the cost of capital to expand
(interest) and greater separation between
the company and the customer. The smaller
distributor and contractor retain a closeness
to their customer that size can diminish.
This closeness enables smaller organizations
to help their customers face challenges, such
as training employees, satisfying local build-
ing codes and adapting to water use ordi-
nances in their area.

Manufacturers, meanwhile, are exposed
to the liability of their products being im-
properly installed by inadequately trained
people. When water use regulations become
more serious, liability for misuse may filter
back to the manufacturer. Therefore, there is
adownside to selling products through a tech-
nical vacuum at the retail or wholesale level.

(continued on page 36)



http://www.readingbody.com
http://www.readingbody.com

TIRED OF MANUFACTURERS WHO SELL TO YOU
ONE DAY AND AROUND YOU THE NEXT?

Come to the Source. |If you're fired of losing
margins supporting manufacturers who carry a

“Do-t-Yourself” message to the retail channel, contact

Weathermatic. As The Purely Professional Source”

we believe our partners - Professional Distributors,
Contractors and Designers - are the future of not only
our company, but our entire indusiry. That's why,
unlike other major manufacturers, we've made the
strategic decision to not sell our products to the retail
stores or DIY cenfers, but exclusively to you, the

Irrigation Professional.

What it means to today’s Irrigation Professional is a
degree of loyalty, support and service unmatched in
our industry. Through quality products, professional
training support, market research, and unyielding
advocacy for industry excellence, Weathermatic

offers its partners a successful alternative - a way to
capitalize on today’s industry frends and build a
stronger, more profitable future.

Call 888-4 THE PRO. Need a professional
partner you can count on? One who's committed
to selling to you - and not around you?2 Come fo
the source, Weathermatic. For more details, call our
tollfree number or visit our website at

www.weathermatic.com

Weather

The Purely Professional Source™
888-4 THE PRO.

&
mafice

USE READER SERVICE #30



http://www.weathermatic.com

state of the irriqation industr

(continued from page 34)

LIQUID GOLD. The tug of war over water is
just beginning. Some eastern cities don’t
have the infrastructure (large enough pipes)
to carry the water for landscape irrigation
during the summer. Farmers fight with
municipalities and environmental groups
overwater in the Westas falling aquifersand
low rainfall threaten potable water supplies
from Texas through Nebraska. Phoenix and
Las Vegas, the two fastest growing cities in
the country, are spreading like wildfire across
deserts without any new sources of water.
Canals delivering water from the Colorado
River to California aren’t even lined yet and
the state is already debating a $300-million
package to improve them.

The writing is on the wall. Priorities for
potable water will be set over the next 20
years. Waste won’t be tolerated. Water will
be recycled. Present landscape standards
will change. A recent ordinance in Las Vegas
restricting how much new turf that can be
installed in a landscape is just the beginning.

Under present circum-
stances, it is highly doubtful
whether the technical void of
mass merchandisers can meet
the informational demands of
precise water application for
landscape purposes. The irri-
gation contractor is a major
part of the only logical solu-
tion to water conservation.
Large projects will require an
irrigation designer/consultant.
Certification will separate the
knowledgeable from the less

professional contractors.

LOOKING BACK. As water be-
comes more valued, we will
look back and criticize the way we wasted it
in the past. Contractors will personally judge
the efficiency of the systems they installed
and realize, to an extent, that this ineffi-
ciency was dependent upon the product

82 percent of
contractors
expect irriga-
tion revenues
to increase an
average of
22.3 percent
over the next

two )/6’117‘5.

they purchased. Distribu-
tors will judge the same in-
efficiency based upon the
products they sold.

The scaffolding that
holds the irrigation indus-
try up today has conceiv-
ably been weakened by the
increased role of mass mer-
chandisers in the distribu-
tion chain and the pressure
that this has put on manu-
facturers to provide them
with products to sell be-
cause of the volume of prod-
uct they purchase. Tech-
nology for retail distribu-
tion is often considered sec-
ondary to professional-quality products and
it may not deliver the same efficiency pos-
sible from well-designed irrigation systems.
If this technology is forced on professional
(continued from page 38)
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(continued from page 36)

contractors to meet productivity and profit
goals it could backfire.

Wasteful irrigation could be viewed some
day with the same disdain as tobacco. We
didn’t do what we should have done know-
ing what we knew at the time. Smoking is,
or was, a reward to many people for hard
work and success. Landscaping is also a
reward for hard work and it is, to millions,
very habit forming, Unlike smoking, land-
scapes produce oxygen, cool our homes and
cities and provide habitat for wildlife. It’s a
good habit, one that deserves the water
required to protect it.

Bug, if we condone waste, many people
could be deprived of landscaping in the
future. That will result in lower sales by
mass merchandisers, who will jump to an-
other source of cash flow to fuel their giant
stores. We could all benefit from some
longer term thinking about water use and
irrigation efficiency.

We may not want to think about these
things now, but we should. Next time you
drive pastyour local irrigation distributor to
save 10 percent on parts at Lowe’s, think of
the possible consequences down the road.
Think about who is going to train your new
employees as you grow. Think about the
cost of redoing a job because you didn’t
know the building code and neither did the
sales personnel at the store from which you
bought your supplies.

This trend is not happening only in the
irrigation industry. Our manufacturers, dis-
tributors and large contractors don’t really
have much choice in the matter. It’s capital-
ism, pure and simple. We all must adapt.

The thing that makes us different is
water. As a vital, yet limited resource, water
will certainly be regulated in the
future. Technical compliance will be en-
forced. Knowledge and service will be very
important.

In the final analysis, the overriding fac-
tor is how much we value our landscapes.
The more dependent we are on landscapes,
the more we will do what it takes to keep
them. That includes meeting new restric-
tions and investing in technology that lets
our customers keep their landscapes.

The author is president of IrriCom, Banning,

Calif., the communications arm of the Irriga-
tion Association.
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t's no secret that irrigation services have been hooming in recent years. The good
news is that contractors expect the good times to continue.

According to a recent Lawn & Landscape survey of 500 irrigation contractors and
500 landscape contractors, 82 percent of the industry expects irrigation revenues to
increase an average of 22.3 percent over the next two years.

Meanwhile, just 2.6 percent of respondents predicted a downturn in the market,
with 15.4 percent anticipating little or no change at all,

With 83 percent of the respondents offering some type of irrigation-related service
— including nearly 60 percent of landscape contractors — the fact that 90.1 percent of
them said their irrigation revenues increased from 1996 to 1997 (by an average of 14.7
percent) shows how rapidly the industry is indeed growing.

Focusing specifically on landscape contractors, more than 95 percent of respon-
dents reported an increase in irrigation revenues last year, and they expect average
increases of 22.3 percent in irrigation installation revenues and 11.3 percent for irri-
gation maintenance revenues over the next two years,

Irrigation is clearly uncharted water for many landscape contractors, as almost
one-third of them entered the market within the last three years, where more than 88
percent of irrigation contractor respondents did so at least six years ago.

As expected, irrigation-oriented revenues represent a much greater portion of the
irrigation contractor's business than the landscape contractors'. The survey results
indicate, however, that both contractor groups continue to diversify their business
mix. More than 22 percent of landscape contractors earn at least 25 percent of their
total revenues via irrigation services while 21.4 percent of irrigation contractors gen-
erate at least 25 percent of their revenue from non-irrigation services.

Companies offering itrigation services continue to focus primarily on the residential
market, with homeowners representing hetter than 63 percent of contractors’ collec-
five business and more than 42 percent of contractors saying residential contracts
account for at least 70 percent of their overall irrigation volume,

Regarding product purchasing, there is no calendar-driven time for purchasing sup-

plies, as 65.4 percent of
respondents indicated
they purchase supplies
on a job-hy-job hasis or
as inventory needs re-
plenishing. Meanwhile,
the company owner is
the final decision-maker
on product purchasing
almost 70 percent of the
time followed by the de-
signer/specifier 25 per-
cent of the time. — Bob
West
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fertigation

elevision has helped spawn the
desire for the perfect grass by
showing the lush green land-
scapes thatareavailable to sport-

40

Fertigation systems
have long been valued
for agriculture and
sports turf arenas, and
are now options for
contractors as well.

By Max Brown, PhD.
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ing championsaround the world.

As a result, landscape contractors

are challenged to provide comparable turf con-

ditions for their commercial and residential

customers while making their services afford-

able, meeting labor challenges and securing
profits and growth.

Fertigation, or the process of applying lig-
uid nutrients through an irrigation system, is
beginning to catch on as a tool for landscape
contractors to provide the finest turf.

First developed in the 1940s for the agricul-
tural market, fertigation is now the primary
source of nutrient application for crops. The
turf industry turned to fertigation more than
25 years ago as a cost effective, environmentally
sound process to provide nutrients to the grass
in extremely large turfareas. Today, turfappli-
cations have expanded beyond these large turf

The delivery of carefully measured
doses of liquid fertilizer product via

an irrigation system can help
contractors minimize labor needs.

Photo: Novartis

areas to corporate campuses and mid-sized
commercial properties.

FERTIGATION AS A CONTRACTOR SERVICE. Until
recently, fertigation for the turf market has
been primarily limited to treating large areas
like golf courses, athletic venues and park or
municipal settings. Experimentation in this
market has paved the way for success in other
turf environments, including those served by
landscape contractors.

The key to integrating fertigation into con-
tractor businesses resides with the ability to
educate contractors about the superior benefits
of fertigation. Obviously, it is the contractor
who recommends a fertigation system and that
person must then serve as the brain power to
conduct turfsampling and dial in the appropri-
ate prescriptions of liquid nutrients in order to
guarantee the system’s effectiveness.

In order to accurately establish the fertigation
program, contractors can prescribe the nutri-

(continued on page 42)
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ent application based on the turf and soil
conditions. One way to do this is with Near
Infrared Reflectance Spectroscopy (NIRS)
testing of a grass sample. A contractor col-
lects grass clippings to submit to a regional
laboratory licensed to conduct these diag-
nostic services which are part of a program
used to identify various nutrient levels in
the grass. From these results, a liquid nutri-
ent fertility program is prescribed and ap-
plied to the site.

A key to bringing fertigation to the con-
tractor market is that equipment and liquid
nutrient products are both now available for
moderate-sized turfareas. The smallest pump
available from The Toro Company,
Bloomington, Minn., applies 2.5 gallons of
nutrients per hour and can be used on
commercial properties and corporate land-
scapes. At the same time, liquid nutrients
are available in compact 275-gallon con-
tainers and in 30-gallon drums. These low
volumes reduce the upfront cost and elimi-
nate the concern of having unwanted nutri-
ents in storage tanks.

ADVANTAGES OF FERTIGATION. The advan-
tages of fertigation over traditional methods
of providing nutrients to turf make it an
appealing program for landscape profes-
sionals. Fertigation is a process of “spoon
feeding” nutrients in doses that are more
accurate, lighter and more frequently deliv-
ered than those of granular fertilizers. This
results in smaller amounts of nutrients be-
ing leached into ground water and eroding
into environmentally sensitive areas. There
is also no danger of burn to the landscape

because the fertilizer is diluted
as it is applied through the
water and immediately soaks
into the soil.

The labor factor makes
fertigation appealing to con-
tractors. One person is able to
control the entire system and
decide how much fertilizer is
applied and when the applica-
tion is made. System opera-
tors are able to make adjust-
ments in the amount of nutri-
ents with the turn of a single
dial. For contractors, there are
no bags of fertilizer to handle.
Additional staff is no longer
required to spread granular fer-
tilizer, since one operator can
control the entire system from
a central pump unit.

The cost of liquid fertilizer is compa-
rable to that of dry materials and some of the
large turfvenues using fertigation have found
that liquid fertilizer products used in
fertigation actually cost less.

In essence, the application of liquid nu-
trients through an irrigation system is con-
trolled, and low levels of nutrients provide
the necessary plant nutrition.

Fertigation eliminates the feast or fam-
ine feeding that occasionally challenges
granular fertilizer applications. The release
of liquid fertilizer is more constant than that
of granular, since dry nutrients are depen-
dent upon outside factors such as tempera-
tureand rainfall, which cannotbe adequately
predicted.
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BARRIERS TO FERTIGATION BY
CONTRACTORS. Many turf pro-
fessionalsare comfortable with
granular applications because
of the long history of positive
experiences they’ve had with
these products. As a result,
they don’t to understand the
benefits of fertigation. Other
contractors know the advan-
tages of liquid nutrients, but
rely on spraying techniques
rather than the labor saving
fertigation methods.

Thelack ofavailability and
access to fertigation equip-
ment and liquid nutrient
products designed for
fertigation of smaller turf ar-
eas hashampered theadvance-
ment of the technique.

The quality of the irrigation system that
applies the liquid nutrients is obviously
important to a fertigation program. The
installed irrigation system must be ad-
equately designed with proper water flow in
order for nutrient application to be effec-
tive. In addition, it is difficult to apply
fertilizer through an irrigation system dur-
ing rainy weather. Contractors interested in
fertigation may need to haveabackup granu-
lar system when in regions with long rainy
seasons that prevent the application of lig-
uid nutrients.

For smaller sites, cost of the hardware is
also a barrier. For example, fertigation is not
currently aviable option for residential prop-
erties since the base price for a small
fertigation system starts at about $3,500.

DECIDING TO USE FERTIGATION. The decision
to use fertigation as a tool should be based
on the customers’ expected or desired re-
sults and cost benefits for the customer.
Customers will need to invest in a pump
station. Contractors need to counsel their
customers about fertigation systems that
resultin superior nutrient applications with
cost and labor savings. Customers can have
the green, lush landscapes they desire. Con-
tractors need to teach them how.

The author is Director of Agronomics Research
and Development, The Toro Company,
Bloomington, Minn.
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y Dirk had a growing problem. His old GM C-7000 trucks required expensive
-— drivers with special licenses. And his smaller C-3500s just couldn’t haul enough mulch and
clippings to get the job done. Dirk solved his problem by buying Isuzu NPR trucks with 15-ft.
- dump bodies. The Isuzu trucks required no special license to drive, yet they hauled virtually

= the same payload as his more expensive C-7000s. Explained Dirk, “For what we were paying
for small dumps, we're getting bigger trucks that need no special license, and they're easier
— 3 and more maneuverable to drive.”

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

COUNT ON IT.
USE READER SERVICE #34
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Fertilizers and

pesticides are
certainly
important
products for
producing a
healthy
turfstand, but
contractors
shouldn’t
overlook other
keys like
oxygen.

By Chuck
Darrah
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ood contractors know that good plant health care begins with healthy

soils. Plants growing in poor soils usually exhibit poor color with litde or

no growth. In addition, they are more susceptible to insects and diseases

as well as various environmental stresses. To add insult to injury, plants

in poor soils takes longer or are less successful at completely recovering from

these stresses. This further weakens the plants over time and increases the

likelihood of failure. Meanwhile, healthy soils have good balance of their physical,
chemical and biological components.

PHYSICAL COMPONENTS. Healthy soils do not have too much air or too litdle air.

Nor are healthy soils too wet or too dry. The balance of soil moisture and soil air

are. two physical compo-
nents of the soil that land-
scape managers must con-
trol in order to be success-
ful. Soil air and soil water
must be in balance with the
solid component of the soil.
When soils are in balance,
the air and water occupy
about 25 percent each of
the soil volume with the
soil solids occupying the
remaining 50 percent (Fig-
ure 1).

All too often in the land-
scape, soil water is allowed
to occupy too much of the
soil volume too often (Fig-

(continued on page 48)

The physical, chemical and organic components of alawn or landscape must be in the
proper combination or ratio o one another for the plant materials to have the best
opportunity to grow and thrive.
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Quality - Service - Commitment
Price - Performance - Reliability
Join The Dixie Chopper Team
What Are You Waiting For? Gall Today

DIKIE GHOPPER

THE WORLD'S FASTEST LAWN MOWER

800-233-7596

www.dixiechopper.com
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-877-ON-THE-JOB

1 Get out your scissors make a deal based on individual needs.

i and go to work. It's Plus, you can choose from $300 cash, a
I that easy with our On 100,000-mile/5-year Powertrain Care |
The Job program. It Plus™ service contract with Road |
gives qualified Hazard Tire Coverage,’ or select upfit |
commercial - packages.* |

It’s not just any
truck you're financing, |
it’s a Dodge. Our line |
of commercial trucks

customers
special APR reductions when
financing through Chrysler
Financial. We also offer TRAC,

Capital, and Municipal Lease includes Dakota, Ram
options that allow customers to tailor- Pickup, Ram Chassis Cab, Ram Cargo

out & save.
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financing,
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Van, and Ram with your local Dodge dealer, factory-
Passenger approved upfitters will work with you to
Wagon. design a truck that'’s a cut above, 100.**
And Much like the way we help design the
they all  right finance plan. And this can make all
feature  the difference when you're on the job.

our Magnum?® engines—giving you plenty To learn more about the program
of power to get the job done. that’s built around you, call toll-free,

While power is important, having I-877-ON-THE-JOB or visit our Web site
the right equipment is crucial. Together 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. **Not available on Ram Passenger Wagons, Ram Conversion Vans, or 4-cyl.
Dakotas. ***Upfitters are solely responsible for after-market modifications and equipment.

The New Dodge
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soil health

(continued from page 44)

ure 1). This is frequently the cause for
failure in irrigated shrub beds, lawns and
sports turf. However, excess water can also
result from poorly constructed, poorly drain-
ing soils. Other times, it is simply the result

o000 00000

The end products from the

decomposition of organic

matter . . . help soils form
aggregates that improve

water infiltration and air

holding capacity.

of an excessively wet season or two. The net
result is too little air in the soil for the
growth of healthy root systems. This leads
to weak plants, which may eventually die.
Or in the case of lawns and sports turf, the
more desirable grasses are replaced
with less desirable species or weeds
that can tolerate the low soil air
caused by excessively wer soils.
As is often the case with lawns
and trees in the landscape, soil air
may be limited by compaction.
Compaction results as the weight
of the soil solids increases per unit
volume (Figure 1). This increase
in soil bulk density is usually a
result of foot traffic over time.
However, it is very common on
newly constructed commercial as
well as residential landscapes from
construction equipment. Itisalso
the most common cause for thin,
weak turf on recreational athletic

fields. When too much of the soil volume is
occupied by the solid components, the net
result is again too little air in the soil for the
growth of healthy root systems.

CHEMICAL COMPONENTS. Healthy plants re-
quire the correct balance of chemicals in the
soil and especially the elements essential for
plant growth (Figure 2). Fortunately, soil
chemical tests are available to determine
these components.

Plants have certain requirements for soil
reaction or soil pH. Most plants do well in
the pH range of 6.0 to 7.0, although certain
acid-loving plants do best at a pH between
5.5 and 6.0. While most turf and ornamen-
tals in the landscape cannot tolerate exces-
sively low soil pH values, many are adapted
to moderately alkaline pH values in the
range of pH 7.8 to 8.3.

To maximize plant health, plant nutri-
ents must be present in sufficient quantity
in the soil and preferably in the correct

S Y S T E
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Inoculant Delivers Healthier, Longer-Lasting
Blooms Without the Need for Fungicides.

P R O A C H

A P

|
;

hether you plant annuals, perennials or groundcovers,
Mycor™ Flower Saver™ gives you abundant, enduring
blooms and root systems that resist stress and disease.
Mycor™ Flower Saver™ combines
a proprietary “cocktail” blend
of endomycorrhizal fungi with
growth promoting bacteria and
organic biostimulants — all

in a single dry application.
Call 1-800-421-9051 Now for our
Free Catalog of Biological Preducts
for Flower and Lawn Care.

Treated with Flower Saver”,
Healthy Start”, and Yuccah”,
with no fungicides (2 months)

Treated with compost fertilizer,
and fungicides (2 months)
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SOIL PHYSICAL MAKE-UP ey s

contain about one-half
their volume as solids and

)70 one-half their volune as
. 25% Water Sl SR gl iy e
50% Solid. bl e N prs o i nd woer
PAHRRAY > < 25% Air (left). Compacted soils
have increased solids and
too little air (center).
Poorly drained soils hold
too much water and oo
little air (right). Credit:
Darrah

ing up the soil solids may be deficient in ~ nutrients in the soil may cause deficiencies  nutrients.
certain essential elements or the elements  of other nutrients in the plant. The overuse Soil testing can be used to determine

F

’

|

V

|
balance. In many cases, the minerals mak-  larly troubling because excesses of some  ganic form, may lead to an imbalance in
may be out of balance. This can be particu-  of fertilizers, in either their mineral or or-  bothaspects of nutrientavailability. Having
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Put "Ehe FOI‘BSI !. —

MycorTree* Mycorrhizal Inoculants Put Nature’s
Protective Power to Work . .. Where It Counts Most.

than environments can be a “jungle” for new and established trees
and shrubs. Stress, depleted soils and poor availability of water can
challenge even the hardiest trees and shrubs, and hasten the decline
of aging or damaged trees.

All PHC Products are available directly from Plant Health Care, Inc.

1-800-421-9051

_:(r"Hw \‘K'IIJUJI are.com

PHC”, Mml'oe M\w Flower Saver”, Yoosah”, and Healtny Start” are trademarks of PHC Royalty, inc. £1998

CARE‘ INC 51098L2
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soil health

optimum levels of the macro-nutrients, the
secondary nutrients and the micro-nutri-
ents isimportant, not only to the plants, but
also to the micro-organisms in the soil. In
most cases, deficiencies or imbalances can
be corrected with the proper use of liming
and fertilizer products.

mates, help soils form ag-
gregates that improve
water infiltration, air
holding capacity and
root penetration into the
soil. We are just be-
ginning to under-
stand how this com-
plex organic pool
creates suppression
of soil-born dis-
eases, insects and
nematodes. In ad-
dition, this pool of living
and decomposing organic

ORGANIC COMPONENTS. The organic matter
in soils is made up of the living and dead
organic components such as plant roots,
fungi, bacteria, nematodes, protozoa, myc-
orrhizal fungi and micro and macro
arthropods. Healthy soils have a complex
order of living organisms and they benefit
from the living and decomposing organic
constituents in a number of ways.

The organic components are involved in
nutrient absorption, nutrient cycling and
nutrient uptake by plants. Soils with low
organic matter content have a higher or
more frequent fertilizer requirement to keep

plant healthy and actively growing.
The end products from the decom-
position of organic matter, called hu-

NEED MORE INFORMATION?

Are you inferested in muomformutmnbomthssubpdmum%&wssedmﬂﬁhmd‘
Landscape? Check out our website today...

material helps tobind and
degrade toxiccompounds
and pollutants that injure
plant roots.
Creating healthy plants in
lawns and landscapes depends
on creating and managing
healthy soils. Soils are com-
plex and dynamic in their
physical, chemical and or-
ganic components. When
these three components are properly man-
aged and in balance with each other, lonﬁi

term plant health is nearly assured.

The author is general manager and consulting
landscape agronomist with CLC LABS in
Westerville, Ohio.

www.luwnundlundsmpe.to

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

D/_r_‘.\ﬂm IINIDIUIS HVRINES

Kwn(cur +» KWIKSEAL ++ Kwnw)m

KwIKFIT +» KWIKPUNCH ++ ALPRENE SADDLES
AVAILABLE TO WHOLESALERS AND DISTRIBUTORS ONLY

DAWN INDUSTRIES, INC.
4410 NORTH WASHINGTON STREET
DENVER, COLORADO 80216
http://www.dawnindustries.com

(800) 321-7246 OR FAX (303) 295-6604

Introducing the EBS 100/200
Detachable Spreaders

Fits Most Commercial Mowers,
Utility Vehicles or Tractors

e Strongest Warranty In The Industry

* Just Seconds to Mount or Dismount

« Stainless Steel Frame

» Heavy Duty Polyethylene Hopper

¢ Rubber Sealed Electrical on/off Switch

« Large Capacity (100 or 200 Ibs. Fertilizer)

CALL TODAY!
Lawn Power & Equipment

[407) 655-1088

USE READER SERVICE #36
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Contractors
increase their
profits when
they take the
right steps
managing
their mowing

jobs.

By Nicole

Wisneiwski

OO0 9 s 01

LAWN & LANDSCAPE « OCTOBER
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ark Landscape Main-

tenance used to send a
five- or six-man crew to
its commercial sites,
which range from four to
hundreds of acres. They
would mow half the day and
do the detailing afterward.

“Oneapartment complex
took all day to complete,” said John Cerul, president of the Las Vegas company.
“And the mowing equipment would just sit on the truck all afternoon while the
technicians were doing the detail work.”

Six months ago, Cerul decided to maximize the profitability of his mowing
crews. As a result, he separated his workers into five-person detail crews and
seven-person mowing crews. The mowing crews do nothing but mow and the
detail crews handle the rest of the landscape maintenance. The setup, Cerul
enthused, is expected to bring in gross profit margins of 30 to 40 percent.

“Now we can cut two apartment complexes in one day,” Cerul assured. “The
mowing crews don’t carry a whole bunch of equipment they don’t need, and the
same guys are using the same equipment continuously. They are responsible for
it along with two mechanics. Their livelihood rests on that equipment.”

The lesson to be learned? To maximize profitability in their mowing crews,
contractors can 't be afraid of a little change to establish the right-sized crew with
the right daily plan of attack, even if they learn that the previous way of doing
things was more efficient.

SIZE DOES MATTER. “Mowing is the biggest thing we do,” said Kory Ballard,
ownerof Perficut Lawn and Landscaping, Ankeny, lowa. “T'o make sure thatit’s
paying off for us we try to average $35 to $45 per man hour. We expect an

CaSll

(continued on page 54)

Some contractors
have separated
their mowing and
frimming crews in
order fo maximize
the productive
hours of the
equipment. Photo:
Scag
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For your Free video, call 1-800-828-8130),
Dept. 027-1. ($3.95 shipping charge
Visa/MC .'Ik’('l.'pll'd.) Or send check or
money order for $3.95 payable to: Video
Fulfillment Services, 027 ). Box .
385070, Minneapolis, MN 55438.

Allow 2-4 weeks delivery,

11/J {All

MEET KEN 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.

¢ His BUSINESS FOCUS: “specializing in high quality

residential lawn care.”

< 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.

“I will never be too big or busy to service
my customers.” —Ken Silvers

Free \/itién'
| Available ||

Discover
the

Walker
Mower

competitive
advantage,
whether your
business is
large or
small or just
a dream that
is starting to
become a

reality.

WALKER MANUFACTURING CO.
5925 E. HARMONY ROAD * DEPT. LL
FORT COLLINS, COLORADO 80528 * (800) 279-8537

www.walkermowers.com
USE READER SERVICE #95

Independent, Family Owned Company
Designing and Producing Commercial Riding Mowers since 1980
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Mmowing crews

(continued from page 52)

average 32 percent gross profit margin, al-
though some are as high as 40 percent.”

Ballard favors using a three-person mow-
ing crew. Out of his 60 employees, 26 are
strictly mowers. He has a total of eight mow-
ing crews with a foreman in charge of each.

“IfI usea five-person crew, the guys have
to be good,” Ballard explained. “They tend
to mess around a little more though. Big
crews work on 30- to 40-acre mowing jobs,
big condominiums and apartment com-
plexes if you have good leaders with good
routines. [ usea three-person crew for 1-acre
and up projects and they keep busy.”

Ray Pelletier, president of Ray’s Lawn
and Garden, Naples, Fla., also favors three-
person crews. But while Ballard’s crews do
nothing but mow, Pelletier’s six three-per-
son crews do mowing, edging, trimming,
biweekly spraying and quarterly fertilizing.

“One crew does it all,” Pelletier insisted.
“Idon’t think clients want to see two differ-
ent people out there at two different times.”

—

All Geared Up

ohn Cerul, president of Park Landscape Maintenance, Las Vegas, Nev., said a big bonus to
splitting his mowing and maintenance crews was the profitability he gained on his equipment.
“Now | can buy an $8,000 or $9,000 mower and | know it won't sit idle half of the day,” he
said. "l don't have to buy as much equipment to get the same amount of work done and I'm not
spending as much on replacement equipment either.”

Ultimately, a reliable machine has to make it to the end of the day everyday, said Mark Meagher,
advertising manager at Dixie Chopper, Coatesville, Ind. If it's a rough ride and requires more effort
from the operator, fatigue can set in quicker resulting in a less productive afternoon,

Contractors can make sure the equipment they're going to buy is operator-friendly by taking their
employees out fo test the equipment when they're buying it, Meagher said. Some equipment dealers

Three-person crews are fine for 10-acre
and larger jobs, according to Dennis Bruce,
president of Bruce-Lee Landscaping, Cran-
berry, Pa., but a two-person crew is ideal for
residential jobs.

“The third worker generally slips through
the cracks and is less productive in a three-

person crew on smaller jobs,” Bruce ex-
plained. “If you use a two-person crew, you
know they are both equally responsible to
get the work done, especially in smaller
yards where there is more downtime. And |
don’t have to pay for the travel of the third
person. This way I can get two commercial

It's a cold,

dark day when

a Shindaiwa

finally quits.




will even bring a selection of equipment out on location to the contractor.

“The machine has to perform and it has to perform in their environment,” Meagher asserted, “The
machine should mow the maximum amount of grass in the least amount of time and give a good quality
cut and comfort to the operator.”

“You also have to think of the ease of repair,” added Bill Shea, vice president of sales and new product
development at Ferris Industries Inc., Munnsville, N.Y. “Make sure the machine uses common parts.”

The size of the mower becomes another factor, Meagher pointed out.

“Production matters more than transport,” he said. “A 72-inch deck may save money on larger areas,
but a 60-inch deck may save more money because it can fit into some smaller areas, Contractors have to
focus on huying the right size equipment to do the job. It's nice to have a big motor home to go on
vacation, but how nice is it if you only go one week out of the year. Is it worth it?”

The decision isn't easy, Shea confessed, reminding contractors that they have to look at purchasing a
mower as a large capital investment,

“You could save $300 today and lose thousands in the investment in a couple years,” Shea added.
“Make sure you buy the right piece for what you do. Don't just buy the good deal.” — Nicole Wisniewski

properties mowed or 15 to 25 residential
properties mowed each day.”

With this setup, Bruce generates $25 to
$35 per man per hour on residential sites
and $35 to $45 per man per hour on commer-
cial sites. Generally, his expected gross profit

margins are approximately 65 percent.

Paul Skinner, owner of Total Grounds
Systems, Orlando, Fla., also relies on a two-
person mowing crew even though his busi-
ness only cuts commercial sites ranging in
size from 20 to 25 acres.

“Nine hours a day all they do is mow,”
Skinner said. “It takes just one of those

mowing crews to support four or five of my
four-person maintenance crews.”

Generally, mowing technicians don’t
haveany other responsibilities besides mow-
ing. Ballard’s mowing foremen work with
scheduling a little bit and keep an eye on
each project for irrigation and weed control
concerns. If such services are needed, they
can call back to the office and inform the
maintenance crews of the problem.

Bruce is currently debating whether his
mowing crews should also do some weed
pulling while they’re on the property.

“We think it may be more profitable if
the crews weed the beds while they're there
because they are there every week,” Bruce
said. “That way we'll get weeding done in
20 minutes every week instead of it taking
four hours every few weeks.”

FOLLOW THE YELLOW BRICK ROAD. The route

a mowing crew takes throughout the day is
also a factor on the crew’s profitability be-

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 detail in
perfecting more dependable equipment.
Which means you encounter far fewer repairs.
While completing far more work instead.

So see your nearest Shindaiwa dealer
today. And develop a perfectly healthy

respect for power land- ni d Ma®
scaping equipment. s n a
FIRSTTO START. LAST TO QUIT.
For information; 800-521-7733 or www.shindaiwa.com
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cause of travel time. More time spent on we'll turn down customers
the road is less time spent on the job.
“We stick to our sched-
ules,” Ballard insisted, add-
ing that he only accepts jobs
within 30 miles of the office.
“We used to go out of our route

who need their appointment
changed to another day.”

The supervisors in charge of the

mowing crews at Park Landscape dic-

tate what days mowing will getdoneand
what days detail work will get done on a

to stay busy, but we don’t anymore. And  certain property, Cerul said.

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

engine! But, RedMax® quietly developed the
Strato Charged™ Air Head™ engines, and now we're
ready to begin tooting our horn about it.

Ours is the first family of engines to be certified by CARB
to meet its Tier II standards without a catalytic converter.
We are now offering our lightweight, powerful four cycle engines, and our
Strato Charged Air Head two cycle engines will be offered on all of our hand
held equipment in the fall of 1999.
Strato Charged Air Head engines weigh 5% less, and are 30% more fuel efficient
than our current engines. THC emissions are reduced by 78%, and the engines meet
CARB II and EPA standards for CO and NOx emissions. Best of all, Strato Charged
Air Head engines have all the features that won industry acclaim for our equipment.

Strato Charged Air Head engines meet CARB Tier |1 and EPA standards by

introducing fresh air into the engine between the exhaust gases and the fresh
charge of fuel/air mixture. Fresh air greatly reduces the >
amount of unburned fuel/air mixture that
spills out with the exhaust gases.

Learn more about the engines that did
what others said couldn’t be done --
meet CARB II standards without a
catalytic converter - and about
RedMax, the only equipment with the
Strato Charged Air Head engines.

0 HedMax C
x -
B ol

Komatsu Zenoah America Inc. = 1505 Pavilion Place, Suite A
Norcross, GA 30093 = 800-291-8251, ext. 29 Fax: 770-381-5150
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“Mowingand detail work are never done
in the same day,” he noted. “Out here in the
Las Vegas heat, are a lot of plant materials
and turf dries up quickly. So it’s good to
have a different set of eyes look at the
property almost every day of the week. And
it’s good for customer relations.”

Bruce splits up his mowing crews’ routes
by the importance of his accounts. He sends
crews to his larger, more prestigious resi-
dential clients on Thursdays and Fridays
because they want their yards looking im-
maculate for the weekends. He sends mow-
ing crews to his commercial sites on Satur-
days when no one is there or on Mondays
and Tuesdays so they're looking good for
the beginning of
the week. Mon-
days, Tuesdays
and Wednesdays
are also good days

‘We make sure
to say in the

to send crews to contract that

the “non-picky”

the payments
stay the same
for either case.’

residential clients,
Bruce said.

ON THE DOTTED
LINE. Using con-

tracts for mowing jobs, especially with com-

mercial properties, can help contractors pre-
dict what kind of profit they’ll be turning
based on money spent for equipment. Con-
tracts ensure contractors an estimate of how
long they will have a certain client and how
many hours per week in mower time will be
spenton that property. Bruce tries to extend
his company’s year-long contracts to two or
three years for commercial sites.

“Thatway, ifI buy a $15,000 or $25,000
mower, I know it will get good use for the
next three years,” Bruce explained. “The
only problem is that we usually can’t raise
our prices until that contract is up.”

Annual contracts can be very general
one-page forms or they can be detailed,
numbering up to 150 pages.

Perficut’s contracts for commercial sites
explain its rates, services and damage policy,
Ballard noted, while Bruce-Lee
Landscaping’s contracts are more specific.

“In our contracts, we spell it all out,
down to the number of cuts for the year and
the day of the week we'll be there,” Bruce
explained. “We average 32 cuts for the year.

(continued on page 58)



Our Latest

Addition
Is Now

USC
Approved

Approved by the Foundation for Cross Connection Control
& Hydraulic Research at the University of Southern California

Sizes /" — 8"

Model 850
Just like their big brothers,

21/2" through 8" sizes, the new compact 1/2” through 2" backflow preventers
Models 850 Double Check and 860 Reduced Pressure Assembly feature quality
and reliability, a FEBCO hallmark for nearly 70 years. We are so proud of our

new addition, we've expanded the warranty to five years!

Other features of the 1/2” — 2" include:
o Replaceable seats to extend valve life

© 140° F standard Temperature Rating
 Single-access top entry simplifies check maintenance

 Top mounted test cocks for easy testing s
NEW MODULAR CHECK

o Modular relief valve makes maintenance child's play Bayonet-style check for quick & easy service

New 5-Year Warranty on

115"~ 2" Models 850 & 860.
We stand behind our quality.

Look for the Gold Seal!

FEBCO)

BACKFLOW PREVENTION

For More Information,
Contact Your Distributor or Call:

CMB Industries, Inc.
P.0. Box 8070

Fresno, California 93747
Tel (209) 252-0791

Fax (209) 453-9030
www.cmb-ind.com

— | AUsing Domimen Company

F Fluid Control Division
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mowing crews

(continued from page 56)

Ifit’s dry and we only do 28 or if it’s wet and
we do 34, we make sure to say in the
contract that the payments stay the same.”

Commercial property managers appre-
ciate the exactness of the specifications in-
cluded in landscape maintenance contracts,
insisted Cerul, who’s nine- to 14-page con-
tracts are also extremely detailed.

“Most of the commercial sites we mow
never had specified requirements before,”
he said. “When they look at our contract
they know how often their turf will get
fertilized, how often their trees will get
trimmed and exactly when we’ll be there.
They really like it.”

When it comes to residential customers,
though, contracts are not preferred, Ballard
reported.

“Because there are so many competing
companies for residential jobs, contracts
tend to scare people away,” he warned. “No
one requests it. Besides, they feel more
comfortable with a verbal agreement; and

we haven’t had any problems keeping resi-
dential customers for five to six years with-
out contracts.

“Typically, all contracts have a clause
explaining that they are void after 30 days
with a request letter by mail,” Ballard con-
tinued. “So, anybody can get out of one in
30 days anyway.”

That includes the contractor, Bruce noted.

“It’s good to know that in 30 days you
can get rid of the customers that are overly
picky or consistently late on their payments,”
he said.

Both Pelletier’s commercial and residen-
tial clients have his one-page contract with
exactly 12 itemson it, the last one being the
30-day clause.

“We treat ours as a non-binding agree-
ment, pointing out the 30-day clause,” he
stressed. “And it’s the best type of contract
to have with residential customers. This
makes the contract no more or no less than
a gentleman’s agreement.”

In addition, contracts
can serve as annual
reminders that
update custom-
ers on additional
lawn care services
and any price changes at the beginning of a
new season. Some contractors elect to send
out an informal letter with a contract to
their residential customers each January re-
minding them that they are starting a new
year of services. This also gives them a
chance to explain if and why they are raising
prices for the next year, Bruce said.

“I’s a real informal note telling them
that we will be back out to start a new year
of services,” Bruce explained. “Also, mow-
ing spawns other business,” he continued.
“I'll do anything to remind my mowin
customers of my other services.” ﬁ

The author is Assistant Editor of Lawn &
Landscape magazine.

EFFICIENCY

...Is what we sell
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the most innovative products to hit
the snow removal market in years!

®

The Daniels Pull Plow
teams up with your
front-mounted plow to
completely clean your
surface like none other.
The Daniels Wing Plow
has patented fold back
wings for ease of transport. Available
in 5 models: 14, 16’, 18’, 20’ and 24".

Maximize the efficiency of your
existing equipment today.

(Pull Plow //////////////&

Call us to find
out what the
rest of the
industry is
talking about.

R 4,800.386-2932

East Dundee, IL 60118

Sundance

KID Il Grinder

*Totally Enclosed Grinding Action-Safe and
efficient.

Fewer Moving Parts Equals Less
Maintenance-Direct drive to rofor.

ePortability-Transport with 3/4-ton pickup.
Excellent for curbside or job site grinding.

*Positive Feed-Hydraulic cylinder direct to feed
roll and hammers.

eConvenience-Low 4'6" looding height.

*Durability-Grinder weighs 8,600 pounds. Rotor
weighs 1,725 pounds.

*High (upocity-llp fo 15 tons per hour.

Sundance
P.O. Box 2437 » Greeley, CO 80632

970-339-9322
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SPECIAL REPORT:

IT’S BEEN A YEAR like no other for the professional lawn care and landscape
industry in some ways, but in others, it’s been business as usual.

The rapid fire consolidation announcements by LandCare USA, TruGreen-
ChemLawn and The Brickman Group have yielded a market climate that has
many veteran contractots predicting an entirely new shape o the landscape
industry five years from now.

But it’s clear what is driving these companies to acquire some of the
industry’s biggest names. Better than 72 percent of 1,000 tcspondents 0 a

 Lawn & Landscape survey predicted higher revenues for 1998 (growth of 241
percent on average) when compared to 1997. This comes on the heels ofa 1997
survey thatanticipated 22.7 percent growth and Lawn & Landscape’s1996 State,
of the Industry Report that had 74 percent of resondents expecting an average
growth of nearly 22 percent.Meanwhile, only 3 percent of respondents indi-
cated revenues would drop for their companies this year.

T/J nd '
el ust?jy EYE ON: ne Marleef

contznues to thru}e “‘GOOD CONSTRUCTION AND REAL ESTATE markets continue to give
us a good market,” enthused Allen Dinsmore, owner, Alpine Landscapes,
Gilroy, Calif.

and Conttaetoﬂ “This is the strongest our market has been in 12 years, and everyone is so
* busy that a company can really shine just by offering good service and being in

! ' . touch with the customer,” related Dan Foley, president, D. Foley Landscape,

are Conﬁ dent m Walpole, Mass. “We're already secing clients budgeting for more minor con-

struction, renovation work, color change-outs and so on for next year as well.”
t/)eir ﬁlture dewzte “Personal income is up for people as a function of automation,” observed
Tom Del Conte, president, Del Conte’s Landscaping, Freemont, Calif. “People l
. have more money relative to the cost of goods they’re purchasing, which yields

tbe 7 apld more expendable income.” |
“Our sales are up 17 percent for the year, but, more importantly, our sales |
per job are up about 30 percent,” commented John Collins, general manager ]
for horticultural services, English Gardens, West Bloomfield, Mich., who said
this growth has been the result of the company’s increased focus on the high-

end residential market and landscape renovation work.
“Our focus is the commercial work and high-profile office buildings, so as
the real estate market continues to thrive, so do we,” noted Bruce Birdsong,

By BOb W/est dnd Precision Landscape Management, Dallas, Texas.

“Our turfseryices are up 28 percent this yearand our shrub business has been

Nico le ‘VZ'S niews kl up about 15 percent, which.is normal because anywhere from 45 to 65 percent

SPONSORED BY [ESCO

consolidation.

v
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of the turf customers pick up the shrub
service as well,” shared Jim Fanning, presi-
dent, Evergreen Ornamental & Lawn Care,
Apopka, Fla.

“The current marker situation is very
healthy for the industry because the smaller
companies are doing so well,” commented
Tom Hofer, president, Spring Green Lawn
Care, Plainfield, IIl.

“Commercial clients are really looking
for grounds managers to be full service and
stop by more than just
once a week to cut the

grass,” accordingto Todd '"n w m ][0'.

Pendleton, president,

James River Grounds tlle ﬁdure 1S Obviously

Management, Glen
Allen, Va., who said some
clients have requested his
company provide services

such as trash pickup and 1ssues to a‘ldr ess are

power-washing window

awnings. “Partnerships contro”fng costs and

are the buzzword and cli-

ents want to be involved putffng some Ieind Of

in their landscape.”

“This year has been stop on a” o][ tlll.S

better than average, and
the early springhad alot to
do with that,” noted Ed
McGuire, president, The
Lawn Co., South Dennis, Mass. “Last year, we
had a good bit of snow and took it for
granted that we'd keep that pace going once
the season started, but this year we decided to
go full bore once the weather would let us.”
McGuire continues to resist the urge to
expand his service offerings. “Everything we
do stems from our lawn service, and that

emp’oyees, but the next

growth,” said Mariani.

won’t grow in leaps and bounds,” he said.
“But we believe that if you specialize in one
area and do it well, the business will be there
every year.”

“Ifanything, the growth has been a little
out of control,” admitted Shane Newman,
president, Yard Apes Landscaping & Lawn
Care, New Milford, Conn. “I'm more con-
cerned now with staying where we're at
client-wise and weeding out some of the
smaller customers for some nicer accounts.”

“Business has been more
than we can handle,” agreed
Mark Baldwin, president,
Mark J. Baldwin & Associ-
ates, Plymouth, Mich. “One
change we’ve made is to get
into the holiday decorating
service in order to cut back
on plant installations late in
the year because that’s where
we incur a lot of our re-
placement costs.”

“What's really beena hot
service for us over the last
year has been the patios and
hardscapes,” commented
Tim Carr, president, Car-
dinal Lawn and Landscape,
Spencerport, N.Y.

This continued growth
isn’t necessarily without its headaches or
concerns, however.

“Our business has been a bit flat, but the
problem lies in the inability of our manage-
ment to handle more work,” noted Malcolm
Hilcove, owner, Green N” Growing, Scotts-
dale, Ariz. “We're getting to the point where
we need our mid-managers to have suffi-

YIryIgLy

COMPANIES: 70,000

REVENUES: $61 billion in 1997

EMPLOYEES: 623,000

AVERAGE YEARS IN BUSINESS: 17.5 years
AVERAGE FULL-TIME EMPLOYEES: 8.7 employees
AVERAGE PART-TIME EMPLOYEES: 2.7
employees

AVERAGE 1997 GROSS SALES: $875,440
AVERAGE 1997 NET PROFIT: $77,490

AVERAGE SALES GROWTH OVER 1996: 17.6
percent

ANTICIPATED SALES GROWTH FOR 1998: 24.1
percent

LANDSCAPE CONTRACTORS: 37.7 percent

LAWN MAINTENANCE CONTRACTORS: 24.2
percent

GROUNDS MANAGEMENT COMPANIES: 6.7
percent

CHEMICAL LAWN CARE COMPANIES: 5.8 percent
ORNAMENTAL SHRUB & TREE CARE COMPANIES:
4.7 percent

REVENUES FROM SINGLE-FAMILY RESIDENTIAL
CONTRACTS: 52.9 percent

REVENUES FROM MULTI-FAMILY RESIDENTIAL
CONTRACTS: 7.7 percent

REVENUES FROM COMMERCIAL CONTRACTS:
26.6 percent

REVENUES FROM GOVERNMENT/INSTITUTIONAL
CONTRACTS: 9.9 percent

AVERAGE TRUCK EXPENDITURES PER COMPANY:
$32,558 per company

AVERAGE MOWER EXPENDITURES PER
COMPANY: $7,987 per company

AVERAGE PESTICIDE EXPENDITURES PER
COMPANY: $11,346 per company

AVERAGE NURSERY STOCK EXPENDITURES PER
COMPANY: $59,936 per company

! Research USA, November 1997
* Lawn & Landscape Reader Survey, August 1998
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SPECIAL REPORT:

cient training in business management is-
sues as well as landscaping.”

“The market has been scary, it’s been so
good, butitbothers me when I see more work
out there than people can‘possibly do and
prices are still soft and: people are’ beating
themselves up to getwork,” commented Frank

Honsoree
A_t contractors struggle to find

qualified labor, Hispanic employees
have emerged as a popular solution due
~ to commonly cited strong worth ethics.
Lawn & [ ==y . e
Landscape asked its
readers whether or not
they were pulling from
this increasingly popular
group of employees (see
chart),

We followed this up by asking those contractors that
use Hispanic employees what percent of their workforce

Who's on Your Team?

Source: Lawn & Landscape Reader Survey, August 1998

employees are Hispanic, and the responses show that
contractors are relying heavily on this group.

Mariani, president, Mariani
Landscape; Lake Bluff; II1.
“We refuse to get in that
arena. Instead, we base our
work and our marketing ap-
proach on relationships.”

“The quality of work you
see beingdone hasimproved
dramatically, and that
makes the industry look
better,” related Joe Alcini,
president, Foxfire Land-
scape Company, Macomb,
Mich. “The only problem
is that the quality of plant
material available has gone
down because the supply
has gone down and growers
are taking longer to pro-
duce the product.”

“Marketing has become
a real challenge for us as the
big, regional players enter
our market,” noted Jaxon
Ferm, president, Clean
Lawn Service, Wilmington,
Del. “We do about $3 mil-
lion ayear, but we still can’t
market to commercial ac-
counts like these big com-
panies can.”

“We had to start our main-
tenance services about six
weeks early this year because
of EINino,” noted Eric Cross,
president, Duke’s Landscape
Management, Hackerts-
town, N.J. “We were mow-
ing in early March and we
had a month of wages that
we had to pay thatwe couldn’t
go get from clients.”

e ov: Labor

“HOW DO WE DEAL
with the labor shortage?

Patiently,” answered Clyde Haase, presi-
dent, Haase Landscape, Spokane, Wash.
“We've been increasing our pay and fringe
benefits trying to attract people. The fact is
that ourindustry relies upon unskilled labor
but the prices we charge aren’t representa-
tive of that.”

“Labor is ourbiggestchallenge, and we've
raised our wages dramatically to attract
workers,” noted Jeff Zindel, national holi-
day manager for TruGreen-ChemLawn,
Memphis, Tenn., and branch manager for
Livingreen Interiors, Omaha, Neb. “But
I've noticed that workers aren’t as moti-
vated by money as we think. They are
motivated by doing something they like to
do — personal satisfaction.”

“The big problem is the middle manage-
ment or foreman level for us,” recognized
Baldwin, voicing a concern echoed by a
growing number of contractors. “With so
much demand from growing contractors,
there’s not much to go around and it’s
driven wages up to $12 to $14 an hour for
these positions.”

“We've added a full-time human re-
sources manager and have gotten real in-
volved with the H2A program the govern-
ment is putting together for legal immi-
grants,” Pendleton explained.

“We've had some good success employ-
ing the Hispanic workforce because we care
about our employees as people, not just as
workers,” commented Hilcove. “We have
company outings every couple of
months and all of our managers
have made a real effort to learn to
speak Spanish.”

Mariani Landscape has also
found an ability to work with the
government. “We have 225 legal
employees who have been verified
by the Department of Immigra-
tion and Naturalization Services,”
Mariani explained. “On the aver-
age, they’re 10 years older than
our employees of a few years ago
and we’re paying them $1 to $2
more an hour, but now we have a
steady workforce.”

Mariani’s company continues
to prepare for the future, though.
“We also have a college intern
program to identify ralented indi-
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viduals and continue bringing on quality
personnel,” he said.

One company went so faras to take itself
to-the employees.

“We bought an office location across the
street from some apartments that are 95
percent Hispanic in population,” related
Mike Wheat, president, Wheat's Lawn &
Custom Landscape, Vienna, Va. “It cost us
more money to be there, but it helps to
provide us workers.”

Other companies shift their business fo-
cus entirely. “We've switched our focus to
landscape installation work because we can
do four times the volume that we do in
maintenance with the same number of em-
ployees,” related Bob Miller, president,
Caladesi Landscaping & Maintenance, Palm
Harbor, Fla.

“We think it’s important that we start to
expand into other markets in order to be
able to tap into th