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SO QUICK, SO MANEUVERABLE,
YOULL BE ON TO YOUR NEXT JOB IN NO TIME.

Everything about the Toro Z Master* Outfront ZRT is designed to help you get more done in less time.
Cut fast and transport even faster at up to 9 mph. Tackle hillsides easily with 42-inch tread width and a low
center of gravity. Speed up your bagging with our 70-gallon DensePak™ hopper. And save service time and trailer ;
space with the no-tool, flip-up deck. Discover why the Outfront ZRT is considered the premier zero-radius

mower for contractors. Contact your Toro landscape contractor equipment dealer, or visit us at www.toro.com.
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EDITOR'S FOCUS

“Loyalty is the
natural response fo
loyalty.” — Bryce
Hylan & Merle Yost

:

ioh West
Editor

have to admit that I never expected to quote Rodney King in this
space, but after exploring the contractor/dealer relationship this
month, I have to wonder, “Why can’t we all just get along?”

Ask contractors about the dealers they purchase equipment from
and they’ll quickly recite a laundry list of the dealers’ shortcomings
— equipment repairs take too long, prices are too high, they don’t
always have the necessary parts in stock. And, most dealers will admit,
these claims are true from time to time.

But, dealers will quickly note, contractors are far from perfect —
they have unrealistic expectations for service, they are too price
conscious and they don’t always pay on time. Most contractors will
admit to being guilty to these charges az some time or another.

So the bartling and criticizing goes on and on.

In some areas, both contractors and dealers have noted improve-
ments made by the “other side” that have improved the relationship,
but no one is professing satisfaction with their business partners. And
that last word is what makes this situation so confounding — partners.

As professional lawn care and landscape services continue to
grow, dealers recognize that contractors are indeed their future if
they plan on continuing to sell power equipment. The home-
owner market isn’t what it was 10 years ago, and there’s no telling
what it will be 10 years from now. So dealers need contractors.

But, before contractors begin reveling too much in their own

self importance, they should consider their own futures in a

world without servicing dealers, their sales consultations, their

equipment inventories (incomplete though they may be) and all
of their other services aiding the contractors’ business efforts. Con-
sidering such a future shouldn’t take long because there wouldn’t be
much of a future to consider.

Dealers and contractors have to work to understand the realities
of each other’s business. Contractors continue to struggle to raise
prices to a level comparable to other service industries’ while their
own costs of doing business climb. As a result, contractors cannot
afford to overpay for equipment or have equipment not working.

Dealers, meanwhile, are being pushed by manufacturers in their
never-ending pursuit of increased sales to order greater quantities of
equipment and incur greater interest and inventory costs. Then they
keep an inventory of 10,000 parts for equipment repair, and contrac-
tors complain when the one part they need isn’t in that inventory.

Obviously, contractors and dealers have learned to live with each
other over the years, and everyone has benefited from this relation-
ship. But imagine the results to be enjoyed by both groups when
they’re able to come together and work for mutual success.
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Earn New Tools
Jo Boost Your
Business

Join the Hunter
Preferred Contractor
Program Today

How about a new set of tools, a
trencher or a truck? You can pick up
valuable equipment fo improve your

productivity and boost profits when you
join the Hunter Preferred Contractor
Program. You'll earn points with every
Hunter product purchase — and can
use these points for tools, training,
business equipment, even leisure
prizes, like a big screen TV, fishing
boat or holiday trip. Join the Program
today...you'll win with the industry's
most reliable products, plus earn points
with every purchase!

Sign Up Now fo Earn Points unter

e Open fto all professional contractors %
e Farn points with every Hunter purchase :
e See your Hunfer distributor for defails 4

e Or call Hunter at 800-733-2823

(onlractor Prog

-

l . ® [ Ever
l'l "r You muwst onroll in Wenter’s Preferred

Contractor Progrom before you can start
earning points. Coll Hunter today to sign up
and to receive the Member's Cotolog, o
32-poge full-color booklet showing progrem
prizes and business opportunities.

Contractor Program
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MARKET TRENDS

MAKING YOU PAY

As labor becomes harder and harder to find, the price contrac-
tors have to pay for it will only go up and up.

A survey conducted via Lawn & Landscape Online found that
better than 56 percent of the respondents are paying their
entry-level employees between $7 and $8.99 an hour, Slightly
more than 30 percent are paying from $5 to $6,99 an hour with
about 13 percent paying more than $9 an hour,

These results indicate an increase in wages for entry-level
personnel when compared to results from a 1995 Lawn & Land-
scape survey that found contractors paying these employees an

average of $6.59 an hour,

ORLANDO, FLA. - Imagine
if your customers could get a
lawn care estimate then sched-
ule and order their service
without ever having to call the
your office. One company is
making this a reality through
its website.

“If a customer gets online at

midnight and wants service
the next morning, we will be
there,” explained Joe Rand,
marketing director, Middle-
ton Pest Control.

According to Rand, the
site is advanrageous to a two-
income family because they
don’t always have time to do

Middleton Pest
Control’s online

service enables it
to reduce costs,
ct unproductive
time and schedule
technician visits
for the next day
all via its

60%
56.5%
30.7%
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AN ONLINE ADVANTAGE

their yard work and they

don’t need to take time out of

their schedule to be at home
for an estimate.

The site’s estimating
and scheduling service
has only a few steps to
follow as it prompts the
user through a series of
questions and finishes by
giving an estimate. The
user can then quickly
schedule their own ap-
pointment.

“The e-commerce
section of our website
was designed to be fast
and easy to use,” remarked
Greg Clendenin, president
and CEO of Middleton.
“With some basic information
about the consumer’s home,
we can provide an online pest
control or lawn care estimate
that matches what one of our
technicians would provide in
a face-to-face meeting. We de-
veloped a list of information
that was needed in order to
provide high quality service
without making the process
too long and cumbersome for
the consumer.”

1.61%

=y
49kt

To handle short-nortice ap-
pointments, Middleton estab-
lished a front-line team.

“We changed the structure

‘Within the next five
yeais, the consumner may

make all of his or her
purchases online.”

— Rand

and built flexibility into the
organization,” stated Rand.
“We have 11 branches and
each one has a response team
for Internet sales.”

According to Rand, the
same pricing structure for
face-to-face visits is in effect
for the Internet sales.

“There is no premium
charge,” Rand stressed.
“There is even a 5 percent dis-
count for ordering online.”

Middleton enjoys benefits
from this service as well. Rand

(continued on page 10)
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Just Because You Have a V-Twin Engine,
That Doesn’t Mean You Have Enough Power.

When it comes to engines, we all agree that more horsepower is better. Once again, we've engineered
our overhead valve engines to provide the highest torque and the most displacement in every class
(from 18hp to 25hp). While we were at it, we engineered them to require less service, which means
less down time, which means more money in your pocket. (lowest oil consumption in its
class and it runs cooler so it lasts longer)

Call us today and see for yourself why more people than ever
consider Robin Subaru engines.

The Life of the Job.

Robin
SUBARU
The Life of the Joh.

940 Lively Boulevard
Wood Dale, Illinois 60191

EH 63/64/65/72 Telephone: 630/350/8200
V-Twin Fax: 630/350/8212

18, 20.5, 22, & 25hp e-mail: sales@robinamerica.com
USE READER SERVICE #6¢ www.robinamerica.com
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HEAVY ON FEATURES!

DARE TO COMPARE! FEATURE-FOR-FEATURE,
YOU'LL FIND HUSQVARNA
CUTS THE COMPETITION DOWN TO SIZE!
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Chrome-plated cylinder for longer life. Forged con-rod and forged 3-piece crankshaft Lightweight, high strength, seamless mandrel
for long life drawn steel drive shaft.

Air purge carburetor provides faster, New design of trimmer guards gives greater The unique E-Tech engine means lower fuel
easier starting. versatility and visibility. consumption - less exhaust fumes.

CROWHN
COMMITMENT

15-DAY SATISFACTION GUARANTEE

-\'\_5

325LX

9.3 Ibs/ 1.5 cu.in.
(Cutting Attachments May Vary)



LIGHT ON WEIGHT!

THE FEATURE-HEAVY HUSQVARNA MODEL 325LX
WEIGHS IN AT ONLY 9.3 LBS. - FOR EASY
HANDLING AND POWERFUL PERFORMANCE!

322L

8.81bs/ 1.4 cu.in.

322C

8.81bs/ 1.4 cu.in.

Remarkably light on weight!
Impressively heavy on features!

It's a combination that's taking the industry by
storm. No wonder. The Husqvarna 325LX Trimmer

is backed by three centuries of dedicated craftsman-
ship, commitment to quality and superior value.

The Husqvarna 325LX Trimmer is ergonomically
designed to dampen vibration, reduce noise and
maximize balance and control to help your crew
make light work of heavy-duty projects.

Husqvarna is heavy on customer satisfaction, as
well. Every product in the Husqvarna line is backed
by Crown Commitment, our |5-day satisfaction
guarantee.

Husqvarna's 325LX. It's the lightweight, feature-
heavy trimmer with a 300-year head start on the
competition. Which means a caliber of service,
performance and reliability that adds up on your
bottom line.

DARE TO COMPARE!

Call 1-800-HUSKY 62

for the name of the Power Retailer nearest you.

H)Husqvarna

Tough Name.Tough Equipment.”

USE READER SERVICE #11
www.husqvarna.com
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(continued from page 6)

explained thar it makes the or-
ganization more productive
because they are not making
trips out to properties simply
to give estimates.

“We know that the
Internet is slmping purchase
decisions,” Rand pointed out.
“We don’t expect an immedi-
ate response, but within the
next five years the consumer
may make all of his or her
purchases online.”

STUDY SHOWS PST
CONTROL TRENDS

PARSIPPANY, N.J. - A sur-
vey conducted by The Olson
Research Group, on behalf of

continued on page 12

BREAKING NEWS

TRUGREEN-CHEMLAWN
ANNOUNCES NEW NAME
AND LEADERSHIP CHANGES

he landscape maintenance division of
TruGreen-ChemLawn and LandCare USA
decided after seven months of extensive

market research to name their merged
company TruGreen LandCare,

In addition, Paul Anderegg, executive vice presi-
dent/chief operating officer of TruGreen LandCare,
said that Bill Murdy will remain president of
TruGreen LandCare through the end of June and then
leave the company to pursue other interests,

According the Judy Guido, national director of
marketing and sales for TruGreen LandCare, Murdy's

position will not be refilled and Anderegg, along
with Dave Slott, TruGreen president and chief oper-
ating officer, will split his duties.

The next step for TruGreen LandCare is to estab-
lish a visual identity, A new logo will be approved in
in 30 to 60 days, Anderegg said, pointing out that in
certain markets it will take more time to integrate
a name change due to customer brand awareness.

“Certain individual company names have re-
mained because of the strong presence they have in
the industry,” Anderegg said. “But eventually we
will move forward with one name recognition,”

TruGreen-ChemLawn, the residential and com-
mercial lawn care service, and TruGreen LandCare
will operate out of separate offices and TruGreen
will continue in its current strategy described by
Anderegg as “acquisition mode."” TruGreen,
Anderegg said, plans to announce five more acquisi-
tions by the end of June and an additional 10 deals
by mid-July. — Nicole Wisniewski
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Tulips - Daffodils - Caladiums -
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VANBLOEM

GARDENS

...O0rany
color you
choose
from our
extensive
selection of
flowerbulbs
and
perennials

Pre-cooled
bulbs available
for the South
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Call today for your
free fullcolor catalog

1-800-683-2563

Daylilies - Hosta - and More!




UNLEADED
FUEL ONLY

MOST TILT CABS GIVE YOU NO CHOICE

ON HOW TO RUN

GMC understands that solid choices are
essential to making solid business decisions. That’s
why the GMC W-Series lets you choose between
gas and diesel fuel. You can get either the 4.8L
electronic turbo diesel or GM’s Vortec 5700 V8 gas
engine with 245 horsepower—the most powerful
engine available in a Class 3, 4, or 5 tilt cab.*
That’s a detail we know you'll appreciate.

The W-Ser

As your business grows, you may outgrow your
one-ton chassis cab or cutaway. The GMC W-Series
has a maximum payload capacity of 8,946 Ibs with
gas and 10,592 Ibs with diesel.” Either way, you
increase your payload, and every trip becomes

A=

YOUR BUSINESS.

more productive for your drivers, and more
efficient for your business.

Small Deta

In addition to a choice of gas or diesel engines,
the GMC W-Series offers panoramic visibility,
excellent maneuverability, and standard
tilt/telescopic steering — details that help put your
drivers comfortably in command™ of any situation,
and help increase their productivity as well.

For more information and a catalog, see your
GMC dealer, call 1-800-GMC-8782, or visit
www.gmcforwork.com/at_work on the Web.
GMC can help you run your business the way you
want it run.

*Excludes other GM vehicles. 'When properly equipped:
includes weight of cargo and passengers.

Do one thing. Do it well’”

USE READER SERVICE #17
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(continued from page 10)

RohMid, showed a shift by
turf professionals toward us-
ing grub and lepidopteran
control products that are ap-

plied prior to egg lay or
within the first few weeks af-
ter egg lay.

This survey of 312 lawn
care operators throughout the
country found that 10 percent
more of these turf profession-
als intend to use a preventive
grub and lepidopteran control
product in 1999 than in 1998.

According to Dave Shetlar,
Ph.D., extension landscape
entomologist at The Ohio
State University, the preven-
tive products’ effectiveness,
convenience and environmen-
tal profiles are key factors
driving this trend.
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recession that hit the West
Coast so hard in the early
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Forward X Mofion

Weed Control @ construction sifes

Miscefloneous

Soil Preparation: ® breaking hard lumps
* mulch of vegetation (fall weeds and grasses) and compost lumps
* utting & leveling trenches
© breaking up hord packed & setfled soits
* mixing materials (blending peat moss, black soil & fertlizer)

© cultivation of small acreages, vocant lots and shelfer belts

© high speed culfivation for fire guards

© snowmobile, cross country ski and other frails

* ro0d preparation (mixing lime powder for rood stabilizafion)
© leveling of potholes

© autfing of small woterways

-~

Bucktd Diamond Motion

Wolf 2000
4
Pup 2000

Box 252, Clandeboye, MB ROC OPD
Phone: (204) 785-1016 Toll Free: (800) 493-5939

Fax:(204) 785-1233
Email: wolfprod@mh.sympatico.ca
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CALL FOR A FREE DEMO!

PAYS FOR ITSELF

SOFTWARE

DOESN’T PAY FOR
ITSELF WITH YOUR FIRST
THREE CUSTOMERS, RETURN
THE SOFTWARE FOR A FULL REFUND!

Design Imaging Group
Phone: 516/654-1600
Fax: 516/654-8046
Web: www.digsoftl.com
e-mail: digsoff@unix.asb.com

MANUFACTURERS - CALL US ABOUT
COMPUTER AIDED SALES

USE READER SERVICE #14
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I
Days, Lansing, Mich. Contact: 800/405-8873.

JULY 23-24 ALCA Masters in Management

JULY 29-30 Eagle Point Educational
Summit, Dubuque, lowa. Contact; 800/
678-6565.

for the Landscape Industry, Chicago. Contact:

800/395-2522.

JULY 23-27 ANLA Gonvention, Philadelphia
Contact: 202/789-2900.

JULY 24-27 American Nursery & Landscape
Association Annual Convention, Philadelphia,
Pa. Contact; 202/789-2900.

JULY 27 Midwest Regional Turf Field Day,
West Lafayette, Ind. Contact: 765/494-8039.

JULY 27-29 Penn Allied Nursery Trade Show,
Ft. Washington, Pa. Contact: 610/544-5775.

JULY 28-31 96™ Annual International
Conference of the American Society for
Horticultural Science, Minneapolis, Minn,
Contact: 703/836-4606.

I

JULY 29-30 Landscape Irrigation
Auditor Course, Westerville, Ohio.
Contact: 703/573-3551.

JULY 30-AUG.1 Southern Nurseryman
Association Convention, Atlanta, Ga.
Contact: 770/973-9026.

JULY 31 Landscape Contractors Asso-
ciation Certified Landscape Technician
Test, Derwood, Md. Contact: 301/948-
0810.

AUG. 4 ILCA Summer Field Day, Mid-
west Groundcovers, St. Charles, IIl,
Contact; 630/472-2851.

AUG. 4-5 Indiana Nursery and
Landscape Association Summer Meeting

and Tour, Lafayette, Ind. Contact: 317/
573-2848.

AUG. 4-6 Landscape Design Short Course
For Residential Properties, Course | —
Beginning Design, Hudson, Ohio. Contact:
440/717-0004.

AUG. 4-7 Association of Professional
Landscape Designers 10" Annual Summer
Conference, Washington D.C. Contact:
312/201-0101.

AUG. 6-8 TAN/MISSLARK Conference &
Trade Show, Dallas. Contact: 512/280-5182.

AUG. 9-10 MLNA Summer Meeting &
Trade Show, Columbia, Mo. Contact: 816/
233-1481.

AUG. 10 Nursery Growers’ of Lake
County Summer Field Day, Madison, Ohio.
440/428-0022.

 JARKET TREN

AUG. 11 New England Nursery
Association Summer Meeting &
Trade Show, Portsmouth, R.l.
Contact: 508/653-3112.

AUG. 12 Michigan Nursery and
Landscape Association’s Summer
Field Day, East Lansing, Mich.
Contact: 800/879-6652.

AUG. 13-15 Northeast Organic
Farming Association’s Summer
Conference and Celebration of Rural
Life, Amherst, Mass. Contact: 978/
355-2853.

AUG. 14 ILCA Certified Landscape
Technician Examination, Joliet Junior
College, IIl. Contact: 630/472-2851.

AUG. 18 OTF/0SU Research Field
Day, Columbus, Ohio. Contact: 740/
452-4541,

*
-
...‘.

o e
«

"'4Iem,.,., o
Now...if your front mount can mow it, you can

o gaerate it. Only with the new TurfVent CoreCaster™
. Model CTV-52 Core Plug Aerator.

. For details, contact

mLamSezvice

Franchise Territories Now Available
For a FREE OPPORTUNITY KIT call...

937/644-7297

USE READER SERVICE #21

the Brisco

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

- Save thousands
in labor and
equipment

- Save money,
time and
increase
productivity

For more information and a free video
1-800-439 - 6834

. BRISCO

251 Buckeye Cove * Swannanoa, N.C. 28778

® Feldmann Engineering at TURF V ENT

o 1-800-344-0712 or CoreCASTER.
0. Fax 1-920-467-6160. ,e ®® ®* ® e
®
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(continued from page 14)

The survey also found that landscape
maintenance firms have higher average an-
nual gross sales than landscape construction
firms do ($791,865 to $678,762) and
maintenance firms employ more than twice
as many people (25.8 to 11.2).

The average construction laborer with

no experience is being paid $6.71 an hour,
compared to a new maintenance employee
at $6.44 an hour. Hourly wages climb from
this point, however, going as high as
$18.72 per hour for a Certified Landscape
Technician in construction and $15.61 for
a CLT in maintenance.

(continued on page 18)

ANYBODY

FIBERGLASS PRODUCTS

CAN
PUT
TANKS
ONA
TRUCK!

TUFLEX MANUFACTURING CO.
1406 S.W. 8th Street
Pompano Beach, Florida 33060

Toll-Free: 1-800-327-9005

954-785-6402
FAX: 954-785-6404

Experience
the tough-flex
diffrence.

We certify that this is an actual photograph and that the tanks
were not altered in any way to produce this picture.

G arl Burtner was
named chief

executive officer of
Textron Golf, Turf
Care And Specialty
Products Group and
Peter Wilson was

named president of
Textron Fastening
Systems Europe.

Pursell Industries
promoted Heidi Hayes
Carter to marketing
director.

Susan Flores was
named director of sales and marketing for
Valley Crest Tree Company.

Stens Power Equipment added two
territory managers, Mike Edwards and Jim
Miller.

Mike Eastwood was appointed president
of LasTec.

Tom Childers was promoted to eastern
regional sales manager for Irritrol Systems.
Moore Landscapes hired Amy Olson as

landscape architect.

Becker-Underwood announced several
changes including: Dan Foor to western
sales territory manager, Mike Sherman to
northeast sales territory manager, Kurt
Winkler to mid-south sales territory
manager and Todd Schnathorst to
midwestern sales territory manager.

Jess Ruyg was named marketing director
of Orbit Irrigation Products.

The Associated Landscape Contractors
of America elected Christopher Raimondi
chairman of its Interior Landscape Council.

—
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We’ve taken a
new direction in

The New Directional
Flood Series

imple yet e :

*Rugged die cast
onstruction for §
spffit mounting.

O[beltaGuard” finish in b
' hite or verde with exclusive
year warranty. R

Lo
1

)

eSealed housing, UL Listed for 3
vet locations.

|

el ow voltage models available in
MR16 & PAR36; 120V halogen
and HID models available in
PAR20, PAR30 and PAR38.

eShrouded or flat profiles.

e Unbeatable factory direct RU U D |
service and pricing.
LIGHTING

Quality for Less...Buy Pactony Direct
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(continued from page 16)

WIS BATTLE I ILLNOS

ter and reduce water
pollution and disposal

FAIRFAX, VA. —The Irrigation Association
reported passage of Senate Bill 457 by the

seeding may be misread-
ing customers’ wants.

PROGRAN TAKES BV
RONVENTAL APPROACH

lllinois House and Senate to amend the
controversial lllinois Plumbing License Act.
This amendment overturns previous legislation

of grass clippings.
According to
Dervin, the test will

According to figures
released by the U.S. De-
partment of Agriculture’s

EVERETT, WASH. - In an
effort to increase the number
of environmentally friendly
landscaping companies in the
Puget Sound region, The
Washington Association of
Landscape Professionals, King
County and the City of Seattle
are developing the first-ever
environmental landscape certi-
fication test.

According to Peter Dervin,
executive director of WALP,
the industry needs to be more
pro-active in addressing con-
sumer concerns.

Over time, the program is
expected to help conserve wa-

cover topics such as
how turf practices can
affect the environment
including site assess-
ment, mowing, irriga-
tion, fertilization,
weed and pest control
and renovating or re-
placing lawns.

“For example,”
Dervin pointed out,
“site assessment will
look at issues regarding drain-
age and slope.”

Dervin added that feedback
to the program has been posi-
tive because the industry wants
to be viewed as pro-active.

that prohibited irrigation contractors from
installing residential and commercial irrigation
systems in the state of lllinois.

The state law required that irrigation
systems be installed by licensed plumbers,
thereby restricting contractors from in-
stalling irrigation systems. Now, licensed
plumbers are only required to install backflow
prevention devices.

h 4
SOD ON THE RISE

ROLLING MEADOWS, ILL.

— Contractors focused on sell-
ing new turf installations with

Census of Agriculture,
turfgrass sod use in the
U.S. nearly doubled from
1987 to 1997 — from
184,000 acres to almost
303,000 acres.

Doug Fender, execu-
tive director of Turfgrass
Producers International,
attributed the increased
sod use to increases on
new home sites as a result

of more new home construc-
tion and higher demand for
sodded yards, as well as in-
creased use of sod on sports
fields, golf courses and
erodable sites.

#% Team Turfco %
RE BUSINESS BUlI.DE!

; Bottom line is this: We profit when you profit! | “:;‘;‘,-, Ho,,
ige Call now for your FREE Getting Started Booklets. 7" s

% g Step by step instructions on how to profit from
Aeration, Landscaping, Edging and Seeding.

How to Get Started

in Lawn Seeding

Includes “How much can | make”,
“Thatch”, “Aerate & Fertilize”,

“After Seeding Care Instructions” and a
review of the most popular grass types.

GettlanStarted in Aeration
Includes “The Profit Formula”, Selling,
New Customers, Follow-up, Billing and
a detailed review of the relationship
between aeration and annual weeds.

Profit from Beds & Edging
lustrated step-by-step instructions for

stalling & maintaining today's most

popular edging at reduced labor costs

Landscaping Pathways to Profit
Learn the secrets to quick profitable
installation of beds & shrubs. Learn
about edging options and cost-effective
and a more professional finish. ways to handle sod removal.

To help you start selling
j each booklet comes with a start-up supply of
brochures you can use to mail or give to your customers

This is your opportunity to build your business
risk free with FREE start-up materials from Turfco.

Call or Write Today! -
Turfco Mfg. Inc. 1655 101st Ave. N.E. » Minneapolis, MN 55449-4420 « (612) 785-1000 » (612) 785-0556
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IN BUSINESS...

Century Rain Aid opened 10
new locations in the South-
east, including five in
Florida...Metko opened a new
manufacturing plant...The Care
of Trees opened its first office
in Chicago...K-Rain opened a
new, 20,000-square-foot
manufacturing facility...NDS
acquired Bartron Corp. and
Agrifim...Swingle Tree Company
received the 1998/1999 Colo-
rado Ethics in Business
Award...Orbit Irrigation Prod-
ucts acquired The Misti Maid
Company...Barenbrug North
America acquired Pro Seed Turf
Supply...Encore Mfg. expanded
its production facility in
Beatrice, Neb.

—

LETTERTOTHE EDITOR

To the Editor,
Good article on risk communication in May 1999 issue of Lawn & Landscape. Material Safety
Data Sheets (MSDS) developed by OSHA, are one of the least understood governmental
publications. As you accurately pointed out, they are written for pesticides in ‘technical
grade, or direct from the manufacturer, usually in a water insoluble form. By the time an
applicator purchases the product in ‘concentrate’ form he is often dealing with a .025 percent
solution, which he further dilutes, often resulting in an .0025 percent mixture for application.

‘End use’ MSDS are in development and exist only for a few products. Our policy was to
provide MSDS on request only and include an explanation and product label, which generally is
much more consumer friendly. Over the last 30 years, | have trained and re-certified
thousands of technicians and operators who are rarely aware of this anomaly that has
consequences for the uninformed.

By the way, the signal words on pesticide labels (caution, warning, danger) are also
extrapolated from technical grade material, Keep up the good work.

Bob Kessler
President, Certified Pest Control Association of Florida (CPCO)

e Triple your productivity

Special lease
* $489 down
* 36 months

* $1.00 buy out

With approved credit

« Spreads and sprays over 6600 sq. ft. per minute

* One hand steering - zero turn radius maneuverability

« Stainless breakaway spray boom

* 100-Ib. HYDRAULIC variable speed spreader

« Interchangeable high pressure hand gun to low pressure wand

« Heavy duty variable speed hydrostatic drive

* 65-gal.tank 100 ft. hose reel and aluminum utility tray
e Eliminates operator fatigue

www.groundtek.com * Phone (407)656-1088 » Fax (407)656-5148

Fe ,y HYDRO SEEDING SYSTEMS

lown

Smaller For
Residential
Jobs

Model shown: HD3503

SAVE $500
ON SELECTED
UNITS

Model shown: HD9003T

Larger For
Commercial
Jobs SEE US AT THESE

TRADE SHO:lga —a
LARGE OR SMALL i s
Easy LAWN HAs A UNIT TAN-MISSLARK 1848

For You SNA 0569

CALL 800-638-1769

USE READER SERVICE #94
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DESIGN NOTEBOOK

The Brunners commissioned
McHale & McHale Landscape
Design to develop a landscape
plan for their summer home
located in the Shenandoah
Mountains of Virginia. The
house, built of logs and stone,
sits on a 40-acre site overlook-

ing the Shenandoah River.

DESIGN CHALLENGES. Our firm
faced many challenges on this
project. All of the construction
needed to match the existing
structures, which were built in
the 1790s. Not only did the
construction have to appear
old, but the new plantings had
to look as though they had
always been there.

The fact that the house was
located 140 miles away in the
Shenandoah Mountains made
the coordination of the project
an exercise in patience and
thoroughness. Additionally,
finding and obraining construc-
tion materials that matched
work completed more than 200
years ago required perseverance
and determination. We visited
six different quarries before

finding one in the hills of West

Virginia that had

the same stone as

the original walls.
Snow and
freezing tempera-
tures also tried
our patience and
caused delays
with concrete
pours and other
masonry work.

DESIGN NOTES

DESIGN SOLU-

TIONS. The scope of work
included designing and
constructing a swimming pool,
pool deck, stone steps, stone
retaining walls, screened porch
and a summer perennial
planting plan.

Since an automatic pool
cover was important to the
Brunners, the pool shape had
to be rectangular. To link the
pool patio with the house, we
constructed a 10 foor wide set
of steps that went through an
existing wall that connected the
two areas. In order to locate the

20-foot by 40-foot pool, we
terraced a hillside with stone
walls and planted beds of
summer blooming perennials.

PROJECT:

The Brunner Residence

LANDSCAPE CONTRACTOR: McHale & McHale Landscape Design,

Upper Mariboro, Md.
LANDSCAPE ARCHITECT: ~ McHale & McHale Landscape Design,
Upper Marlboro, Md.
SIZE OF PROPERTY: 40 acres
MAN HOURS: 2,000
PLANTS INSTALLED: 400 perennials, 20 trees and 40 shrubs
PROJECT COST: Approximately $150,000

The pool patio was constructed
of broken Tennessee flagstone
whose colors worked well with
the existing wall stone. The
flagstone was set on a concrete
base with cement joints not
exceeding %2 inch width. A 3-
foot stone retaining wall was
constructed to match an
existing wall near the house.
Special attention to derails
became a daily concern to
prevent the stonework from
appearing too modern.

The plant selection needed
to be very simple, yet colorful.
Mass plantings of perennials,
native shrubs and trees became
the focal point of the design.
Some of the perennials on the

plant palette included
Solidago, Perovskia, Lythrum
‘Robert,” Coreopsis ‘Moon-
beam,” Rudbeckia, Sedum
‘Brilliance’ and Christmas Fern
in a shaded area. The native
shrubs included Viburnum,
Itea, Rhododendron and Red
Twig Dogwoods and added to
the natural setting of the
garden. Red Buds, Serviceber-
ries and Dogwoods helped to
create a transition from the
garden to the existing woods.
A 16-foor by 20-foor screen-
ed porch was constructed on
the northwest side of the farm-
house. We duplicated the pitch
of the farmhouse roof and con-
tinued the same red tin roof
on the house to the screened
porch. A 1-foot by 6-foor
tongue and groove pine floor
carried through from the house
on the porch. The framing of
the porch is pine and was
painted to match the trim on
the house. On the ceiling, we
exposed the rafters, which were
true dimensional 2-inches by
8-inches to emphasize the
gabled pitch of the ceiling.
The project was completed
by spring to allow the
Brunners the summer to enjoy
their new ‘old garden.’
— Stephen McHale

The author is vice president at
McHale & McHale Landscape
Design, Upper Marlboro, Md.

2
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ASKTHE
DROUGHTBUSTERS

[ )/'(mg/rllim 1ers 1s a question a nd
answer column provided as a ser-
vice to the landscape industry by
the Irrigation Association and
Lawn & Landscape Magazine.
Please e-mail your questions to
irricom 1 @earthlink.net. Your are
also invited to visit the Irrigation
Association’s website,

WWW. Irrigation.org or use its

search engine, www.irri-gate.com.

As an irrigation contrac-

tor, | really don’t want
to carry a laptop computer
around to do irrigation audits.
Are audits really so compli-

CLl(Cd to I'L'qllil"c a c()mpu(cr?

B The best irrigation au-
dits urilize software

and hardware to perform calcu-
lations and print out reports to
present to clients. However, a
rudimentary audit is better
than no audivarall,

An irrigation audit will re-
veal problems with uniformity
and provide you with the ap-
plication rate of water so you
can figure runtimes more pre-
cisely. Poor uniformity results

in dry spots that property own-
ers try to cover up by increas-
ing runtimes. This is the sec-
ond worst cause of water waste
in landscape irrigation. (The
first is not adjusting runtimes
to seasonal changes in evapo-
transpiration.)

A simple, yer effective audit
starts with a pad of graph pa-
per, straight-sided containers to
collect water, and a calculator.

Draw a map of each zone
being tested on a separate piece
of graph paper. Use a scale that
makes sense, such as 4 feet per
square on the paper. Mark the
location of each sprinkler.
Place the collectors in a square
pattern in the zone that also
fits the layout on your paper.

Activate the zone for 15
minutes and be exact. When
finished, measure the depth of
water in each collection can
and write it next to the can’s
location on the graph paper.

Back at the office, do the
math one zone at a time. Com-
pare the amount of water mea-
sured in the containers to each
other. Are some numbers sig-
nificantly different? If they are
relatively close to each other,
uniformity is where it should
be. If they are very similar, you

can multiply the most com-
mon depth by four to find out
the application rate of the zone
per hour. A ballpark evapo-
transpiration rate for turf in
full sun is 1 inch per week dur-
ing the hottest part of summer.
If there are lower and
higher depth readings from the
containers, you need to do
more to calculate uniformity.
Count number of contain-
ers you used for the particular
zone. Next, add up the depth
of water you recorded for all
the containers. For example,
12 containers with roughly a 12
inch of water each would total
6 inches. Divide the total by
the number of containers to
get an average per container.
Next, divide the total num-
ber of containers you used in
the particular zone by four. If
you have 12 collectors, the an-
swer is three. Look at all the
data on the page of graph pa-
per and find three cans with
the lowest depth of water in
them. Total the depth of water
in these three and divide by
three to get the average of the
lowest quarter of containers.
Now you have an average
for all of the containers and an
average for the three lowest

[firm specializ-

RRIGATION Q&A

containers. Divide the average

of the lowest quarter of con-
tainers by the average of all of
the containers. The answer is
your distribution uniformity.

You can see that if a lawn
needs 1 inch of water per
week in the summer and your
distribution uniformity is 65
percent, you might have to
extend runtimes as much as a
35 percent. Most of the turf
doesn’t need the over-applica-
tion, so most of the extra wa-
ter applied is wasted. It is not
uncommon to find systems
that appear fine, yet are wast-
ing 30 to 50 percent of the
water applied.

Eyeballing a lawn to mea-
sure uniformity is not suffi-
cient. Some day you will want
to have a computer to run
tests on the spot. In the mean-
time, at least start carrying a
pad of graph paper and some
Cl“pt.\' cans. “‘

Bruce Shank is the owner of
IrriCOM, a communications

ing in irriga-
tion, turfand
landscape based
in Palmdale,
Calif.

Over 500 chemical accidents are reported

to the federal EPA every month. If the guys in the “moon suits”
show up at YOUR spill site, are you protected? Most policies cover
only a small part of mandated/actual pollution costs — costs that can
easily run into tens of thousands of dollars. Or more. Give us a call
today and compare your current coverage with reality.

B.& DfA. WEISBURGER, INC.
PenoABLE SERVICE Sir %

1-800-431-2794

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

THIS PAST WINTER brought

days of up to 18 inches of

snow to Ann Arbor, Mich.
For Mike Kowalski, chief

executive officer, Great Out-
doors, a division of Huron
Lawn Service, the extra precipi-
tation meant additional profit

[ ]
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By tradng equipment lfe, keeping ongoing maintenance logs on
equipment and reviewing efficiency studies, contractors can be more
prepared to budget for their equipment purchases.

for his company. It also meant
additional stress on his equip-
ment, especially his
snowplowing trucks.

In November, Kowalski had
just paid off a 1994 Ford truck.
Soon after, the transmission
went out — a $2,200 repair,
Kowalski said.

“Now the truck is in the
shop again because it needs
some front end work done,
which will cost another
$2,500,” he added. “If I would
have bought a new truck like I
usually do after about five years
of use, I would have saved on
the repairs and downtime.”

According to Kowalski, this
is a classic example of how a
contractor can lose money
when planning and budgeting
for equipment purchases. By
being prepared — whether it's

by having employees keep on-
going maintenance logs and
purchasing equipment on an
as-needed basis or tracking
long-term trends in equipment
life to predict failure before it
occurs — and by budgeting suf-
ficiently, landscape contractors
can get more profitability out
of their equipment.

STARTING OFF RIGHT. Preparing
his company for the busy
spring, Kowalski starts plan-
ning his equipment purchasing
in January so he can order new
equipment by February.

“We try to figure out our
sales goals for each separate di-
vision and what equipment we
need to reach those goals,”
Kowalski explained. “Some of
our jobs are pre-sold for the
next year so we know in ad-

L B
Corporation

VUL FAINT. P
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vance the type of equipment
we'll need based on what we
have that’s in good condition
and how many more crews we
may need to add because of
growth.”

How does Kowalski know
he can afford the equipment
he’s planning on purchasing?
He does a simple equation.

“I take the total cost of the
equipment plus the financing
and predicted maintenance
costs over the assumed four-
year lifespan and then look at
the total,” he explained. “I
know that to purchase that ma-
chine, I have to be able to re-
coup that cost over the next four
years to warrant buying it.”

Kowalski’s philosophy on
equipment life is simple: “1 pay
close attention,” he said.
“Mowers tend to last four

years. Trimmers tend to last
two years. The longer you
hold on to the equipment the
more major breakdowns you'll
have. After four or five years,
a piece of equipment will
need new joints and have
transmission problems. We
try to get new equip-
ment before that hap-
pens.

“:’\IS(). we ﬂl\vﬂ‘\"ﬁ l\ll)’
new — that way you
know whart you're get-
ting and you have a
warranty,” Kowalski
added. “Landscape con-
tractors tend to beat
their equipment up -
that’s why we don’t buy
used.”

Buying new, Kowalski ad-
vised, also helps the company
retain a professional image.

The decision to buy a new
piece of equipment usually
comes after Kowalski has
rented it at least two to three
times per month.

“Purchasing equipment will
save you money if you're rent-

ing it that often,” he stressed.

‘When you rent equipment,
you're paying extra to pick it up
and drop it off. You want to bill

for every hour that you can and
renting may be taking away

from that.” -

Kowalski

“You have to remember that
when you're renting, you're
not only paying rent, but

you're paying for the cost to
pick up and drop off the equip-
ment. You want to bill for every
hour that you can and renting
takes away from that.”

A regular buyer, Kowalski is
trying leasing for the first time
this year.

“It seems like we
might be better off
leasing because we can
get a better interest rate
— 11% percent instead
of between 9% and 16
percent to finance,”
Kowalski explained.
“We can also write off
the whole payment in-
stead of just a percent-
age of it.”

When purchasing
equipment, Kowalski also
makes sure to have a backup
fleet in case of breakdowns and

- e

EQUIPMENT

“The Turf Revolution
Has Begun!”

1 800-8 74-025 3 COMPATIBLE WITH ANY FULL SIZE PICK-UP

* Contains Spills

» No Rust

* Holds 30 Bags

CONTAIN-O-SHELL

CONTAINMENT POLYETHYLENE SPRAY UNIT

« Duel Tanks

* 330 Gallon Capacity
* Keeps Products Dry

LAWN CAD 2000
SPREAD & SPRAY

* Foot Control for ON & OFF
« Stainless Steel Adjustments

« Equipped with Pump
+ 300 Foot Hose
+ Electric Hose Reel

CONTROLLED
SPREADER

Mounts to almost anything.
Best motor in the industry.

+ Variable Speed Propeller

Spreads Span From 6 to 24 Feet
Stainless Steel Side Deflector
Easy Adjustable Spread Pattern

« Large Tank Sprays Over an Acre
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to make room for growth, in-
cluding an extra mower, trim-
mer and blower.

“This gives us the opportu-
nity to grow over the year
without having to make any
additional equipment pur-
chases,” he said.

USING RESEARCH. Michael
Hornung, president, Valley
Green Professional Lawn &
Tree Care, St. Cloud, Minn.,
starts his equipment budgeting
earlier than Kowalski — Octo-
ber and November of the pre-
vious year. Then he purchases
his equipment in November
and December.

To help in estimating what
he needs, Hornung uses the
Professional Lawn Care Asso-
ciation of America’s Operating
Efficiency Study.

According to PLCAA’s 1997
study, the median for return on
assets is 9.5 percent and equip-
ment and vehicles comprise 39
percent of total assets.

“We do more business per
production unit than the aver-
age listed in the study,”
Hornung said. “But we use it as
a guideline to try and achieve a
high rate of efficiency.”

When it comes to leasing vs.
buying, Hornung said the deci-
sion is based on what he’s using
the equipment for.

“If the equipment is going
to wear out faster due to addi-
tional use, we lease it because I
don’t want any downtime,”
Hornung explained. “A lease
for a pickup truck gives us
about 15,000 miles per year,
which is more than enough for
a seasonal business. For our

production units, we get 5,000
to 7,000 miles per year.”

DAY-BY-DAY. Unlike Kowalski
and Hornung, Chris Mason,
president, Mason & Co. Land-
scaping, Gilbert, Az., doesn’t
plan his equipment budget in
advance each year.

“We do it along the way,”
Mason pointed out. “I keep a
daily log with our construction
manager of what our needs are.
For example, right now we’re
digging the footing for a retain-
ing wall and it’s pretty tough.
We could save money by rent-
ing a jackhammer. If we rent a
piece of equipment and then
notice that we’re renting it of-
ten, then we’ll buy it. There’s
no magic number. I just look
at how many times we rent the
machine over one or two

month increments and do an
adhoc cost justification.”

Mason refers to his budget-
ing method as “needs-based.”

“My system is an ongoing
planning and budgeting pro-
cess,” he explained. “We try to
replace equipment before it
costs us money.”

Mason saves his daily logs
so that he can group them into
six-month increments. Then
he reviews 12 months' worth
of records so he can monitor
equipment trends.

“Tracking trends can help
me make some equipment pre-
dictions,” Mason explained.
“But we still need to make our
purchases on an ongoing needs
basis. Sometimes trends are
worthwhile to focus on, some-
times they’re not.” — Nicole
Wisniewski
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Keith Macdonald’s work crews at Bridgewater State College campus swear he’s a master spy, or psychic. “He
knows when we’ve sprayed off an area with Finale® Herbicide without us even telling him,” said a crew member
“sometimes only 24 hours after the job’s done.” Keith laughs. “When it gets busy and I can’t check with every-
one, I simply drive around and see the results. It only takes a day or two for Finale to work. A month later. the
area’s still clear.” But it wasn’t always so easy. As assistant facilities director on the Massachusetts campus,
Keith used to use the leading systemic herbicide. “It took 2 weeks before I knew I had a take.” he says. “drove
me crazy.” Keith also likes Finale’s ability to create perfectly clean edges around beds and
baseball fields. “It’s the no-creep feature,” he says. “the one my crews apply to me.”

o

Pogle,
@ &
Finale ¥
@D _;‘\g[[\/() 95 Chestnut Ridge Road / Montvale, NJ 07645 7 201-307-9700 / www.agrevo-green.com / Remember to read and follow label directions carefully. € 1999 AgrEvo USA Co

Finale is a registered trademark of Hoechst Sehering AgrEvo CmbH
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Introducing New Cat ® Skid Steer Loaders

Experience Unigue Control Depend on Top Performance Get the Industry’s Best Dealer Support
¢ Two hydraulic joystick controls  Cat 3034 Engine that’s proven e Fast parts availability

that require only minimal wrist/ and reliable e Excellent warranty programs

hand movement, to reduce fatigue  * Powerful hydraulics for great lift * Flexible finance terms
* Left-hand controls for direction and breakout forces

Rent. Lease. Own.

and speed; right-hand controls to * Exclusive anti-stall feature to roduct literatu 800-882-4228
raise, lower and tilt the tool deliver maximum torque to the : " :?rvipsit yourlCat De,:l'erw" ,

Expect Versatility wheels without stalling the engine £ e nearest Cat Rental Store,

* Universal quick coupler Count on Fast, Easy Servicing call 1-800-RENT-CAT

* More than 30 performance-matched e« Wide-opening engine compartment
Cat Work Tools will be available, * Cab that tilts rearward for excellent
including augers, rakes and tillers service access

Cat Skid Steer Loaders. They're All
You Expect From Cat...Only Smaller.

Rated . Width ~~  Operating
Size Them Up Operating Capacity Power Height Over Tires Weight

—_— R e R SR Ny T
216 Skid Steer Loader 1,350 Ib/612 kg 49 hp/37 kW 6'5"/1950 mm 5'0"/1525 mm 5,587 1b/2534 kg
e e e L T R T

226 Skid Steer Loader 1,500 1b/680 kg 54 hp/41 kW 6'5"/1950 mm 5'0"/1525 mm 5,697 1b/2584 kg
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TURE FOR
USDA TARGETS

ASIAN LONGHORNED BEETLE

The U. S. Department of Agri-
culture is taking measures to
keep the Asian longhorned
beetle from spreading to other
parts of the country. Efforts to
bring the ALB under control
include several long-term stud-
ies of potential treatment op-
tions and a U.S. government
ban on all untreated wood
packing materials from the
ALB’s native China.

The ALB has caused the re-
moval of more than 4,000 trees
in the state of New York and
700 in Chicago, Ill. At this
time, the only means to control

this pest is to destroy the in-
fested tree.

In 1997, Animal and Plant
Health Inspection Service did
preliminary research exploring
the use of systemic treatments
on ALB using a variety of in-
secticide products. This pre-
liminary research justified fur-
ther studies on systemic and
surface treatments.

More substantial long-term
studies began in 1998 and are
ongoing.

They hope studies will
identify products that effec-
tively control the spread of

ALB Facts

« The adult ALB can be more than 2 inches long, including its horned-shaped an-
tenna. Its bullet-shaped body is jet black with white spots on its wing covers.

« So far, ALB's have been detected in maples, horsechestnut, poplar,
willow, elm, mulberry, black locust and ash,

« By the time an infestation is detected, the damage is already done. The
only way to detect ALB infestation is by a visual inspection for old egg
niches, exit holes, piles of frass around infested trees or actually spotting
the ALB on its host,

« In the larval stage, the ALB bores through the trunk, cutting off the transfer of
nutrients throughout the tree, When it fully develops in the spring, the
adult ALB chews its way out of the tree, leaving a pencil-sized exit hole.

« The ALB is a quarantined pest in the United States and eradication of
infested trees is currently the only control option. Infested trees are cut
down at the base, chipped, then burned.

ALB. There are different tests
to identify the most successful

The author is Turf and Orna-
mental Market Manager for

application rates, timing and
methods necessary for control
of ALB on different tree spe-

Bayer Corp. Garden & Profes-
stonal Care, which has donated
some Merit® Insecticide for

cies. — Neil Cleveland

USDA research on ALB control.

!
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Through 54 years of
service, one dealer has
garnered a few thoughts
about the relationship

between contractors and
dealers,

By Bob West

Ron Weingartz, standing here in front of
the company's Farmington Hills location,
recommended contractors buy from
dealers committed to commercial
customers, Photo: John Meiu
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ealers and contractors — this industry can't really have one without the
other, can it?

Yet the two groups are continually at odds on such core issues in their
relationship as what constitutes quality service from dealers and how
demanding contractors can be without being too demanding.

One concern commonly vocalized by dealers about this relationship
is that contractors rarely understand the issues facing dealers and their
businesses and, instead, are so focused on their own needs that they expect
dealers to conform to their needs.

Contractors counter with claims that dealers don’t adequately service the equip-
ment they sell or that they're only interested in making money off of contractors.

Clearly, disagreements will always arise between contractors and dealers because
their businesses are so closely intertwined. But this relationship can be managed and
built into a mutually beneficial experience for both parties. And few organizations
have mastered the contractor-dealer relationship as well as Weingartz Supply, Utica,
Mich., North America’s largest outdoor power equipment dealer.

TAUGHT OVER TIME. Weingartz has been in business for 54 years after starting out as
a farm and feed supply store serving the agriculture industry around the Detroit area.
Eventually, however, the local geography and industry changed and homes and
subdivisions appeared where farms once were. Weingartz reacted accordingly and
shifted away from feed and fertilizer to a greater concentration on power equipment

Better Buying Behavior

lot of contractors are primarily concerned with cost when it comes to purchasing equipment, but we're
seeing more contractors focus first on how well the equipment will do the job," remarked Ron
Weingartz, Weingartz Supply, Utica, Mich, And that is welcome news to equipment dealers and
manufacturers everywhere.

“Gontractors are asking questions like, ‘How will this mower perform compared to my competitors’
mowers?' and ‘What mowers offer the highest quality of cut?™ Weingartz noted. “Then the purchasing
decision becomes a matter of whether or not the contractor has the volume of work necessary to justify
the particular machine,”

Weingartz said the shortage of qualified labor has been instrumental in getting contractors to look
more closely at higher priced equipment designed to deliver higher performance.

“Everyone is struggling to find good people, so if a machine is 10 percent more productive than what a
contractor is currently using, the operator of that machine can earn 10 percent more money for the
company each day,” Weingartz explained. “If contractors are doing 10 percent more with the same
workforce, that starts to make the equipment costs seem pretty insignificant, but contractors didn’t
understand this when labor was plentiful and new employees could be hired for $6 an hour.” — Bob West

..;oaa.,naooo-co'»»
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and commercial customers.

Today, the company operates three loca-
tions in the Detroit area, including its new-
est location in Cedar Springs that opened in
February 1998 and caters exclusively to the
commercial client.

“Consumers are still a big part of our
business, but we’ve seen a lot of them switch
over to hiring commercial lawn mainte-
nance companies as home-owners lose free
time,” noted Ron Weingartz, a 22-year vet-
eran of the company and one of seven family
members involved in running the opera-
tions. “The commercial market is really
where we see our future growth.

“The consumer business is still doing
well, but we don’t see big growth there

‘Now, we realize there’s no way we can’t keep

offering loaner machines because that keeps

customers coming back, but it costs us a lot of

because we're not geared for
that type of business and sales
of products like 21-inch push
mowers have been pretty flat
for the last eight to 10 years,”
Weingartz added, estimating that commer-
cial contractors represent 55 percent of the
company’s overall business.

Weingartz was quick to acknowledge
that he understands many of the complaints
contractors have regarding dealers. In fact,
he saw a number of parallels between con-
tractors’ businesses and dealers’ businesses.

“Contractors are finding out that they
have to get bigger to survive,” he noted. “I
guess the whole world is volume driven
now, and we're in the same situation the

Ramrod Mini-Skid with Tree Auge

Ramrod Bucket

A World of Opportunities

Inquire about the numerous
attachments available"”

Ramrod Equipment « Box 5002 » 135 York Road East « Yorkton « SK  S3N 374
Phone 1-800-667-1581 « (306) 786-2600 = Fax: (306) 782-1884 » www.ramrodequip.com
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money to have those machines.” — Weingartz

contractors are where margins are tighter so
we have to do more volume.

“Contractors decide they can’t live on
one truck and one trailer any more, so they
offer more services to customers,” Weingartz
continued. “They're trying to give everything
they can to the customer, and we're trying to
do the same thing so contractors don’t have to
go to three or four suppliers to get what they
need. That makes life easier for them, and it
helps us because taking care of one customer
is much easier than acquiring a new one.

“We carry more specialized equipment
now with compact tractors, bed edgers, sod
cutters, aerification equipment and so on,”
he added. “Offering more products and
betteradvice helps the contractorand boosts
our profitability at the same time.”

But he pointed out that contractors’
problems with dealers often stem from im-
properly selecting dealers to purchase from.

“We've always had a strong emphasis on
service and we've built our reputation on
service and parts support, which are impor-
tant to contractors,” Weingartz explained,
pointing to a committed focus on commer-
cial landscape equipment as a key. “We've
looked at broadening our focus and getting
into irrigation products and other related
supplies may make sense down the road, but
too many dealers expand their product line
to generate cash flow when the businessisn’t
going well. That expanded product line
takes the dealer’s focus off of power equip-
ment and hurts the level of service offered.”

BEHIND THE SCENES SERVICE. To the casual
observer, dealers sell equipment and dealers
fix equipment. That's why they exist, so
serving these two functions shouldn’t be
overly difficult, righe?

Weingartz is quick to point out, how-
ever, that tasks such as servicing equipment
challenge dealers in many ways.

“We're robbing parts off new machines
to repair equipment or sending out new
machines as loaners while a contractor’s
machineisbeing repaired,” Weingartz noted.
“But a lot of dealers offering commercial

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

equipment view their responsibility simply
as a marter of selling the equipment and
don’t commit to inventorying parts and
providing service and training.

“We could probably build most of the
equipment we carry out of our parts depart-
ment, and that’s a big expense for us to
have,” he continued. “But we know that
contractors cannot afford equipment that
isn't working.”

Weingartz also recommended contrac-
tors build relationships with dealers that
believe in long-term commitments to the
equipment they carry and the manufacrur-
ers they represent.

“Selling the hot new gizmo for a year or
two doesn’t work because there has to be a
commitment on our part to the customer
that if he or she buys that equipment and
operates it for 10 years that we'll be able to
service it for those 10 years,” Weingartz said.

But contractors don’t always appreciate

these aspects of a dealer’s commitment to

A Professional Approach

ne of the most significant changes to occur in the landscape industry in the last decade has
been the emphasis by contractors on professionalizing their businesses, according to Ron
Weingartz, Weingartz Supply, Utica, Mich.
“There are always the contractors who are just starting out and learning what it takes to be
successful in this business,” noted Weingartz, “but more contractors are seeing this as a business

that involves more than just cutting grass.”

Weingartz said this professional approach has aided the contractor-dealer relationship.

“There used to always he the threats from contractors that they would take their business
eisewhere when they got upset, but now it's more of a professional-to-professional relationship,” he
remarked, “More contractors seem to realize now that they aren't in the league of $10 mowing
services any more so they are critically looking at the accounts to see what they need to do to make
money and they are thinking of becoming more full service. As a result, they realize they can charge
more for their services when they offer more in terms of being insured, using good equipment,
having uniformed employees, and then packaging themselves better to customers.” — Bob West

servicing their businesses,

“I don’t think contractors always realize
the cost associated with some of the services
we offer,” Weingartz noted. “For example,
we used to look at our loaner equipment

every year and think there was no way we
could continue to offer that service because
it was so expensive. Now, we realize there’s
no way we can’t keep offering loaner ma-

(continued on page 36)
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industrial applications.

Convert your mower into a lean mean
suction machine! No need to rake and bag
those leaves; Palmor Products manufactures
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(continued from page 34)

chines because that keeps customers coming
back, but it costs us a lot of money to have
those machines.”

Specifically, Weingartz carries almost 100
pieces of new loaner equipment berween its
three locations, and thatis a fleet comprised
primarily of $8,000 mowers. In addition to
nearly $800,000 worth of equipment, the
company must pay for one equipment main-
tenance technician dedicated solely to loaner
equipment at each location.

“And we have to sell the loaner equipment
ar a loss at the end of each year, which is why
it’s so important that we profit on the sale of
new equipment at the ime of the original sale
because part of that sale is the lifetime cost
of the equipment,” Weingartz explained.

To make matters worse, dealers don’t
necessarily know what condition loaner
equipment will return to their shop in,

“We have some customers that we know
will return the loaner machine in better
shape than it went out in because they

understand our side of the business,”
Weingarrz remarked. “But other contrac-
tors think they have the right to beart the
machine up, return it with flat tires or bent
blades and they won’t let us charge them for
these costs.

“If contractors understand there’s a cost
involved for everything we do and they treat
us respectfully as business people, then we're
betterable to keep our costs to themin line,”
he added.

Bur, instead of working to build a business
partnership, contractors focus solely on taking
care of themselves, according to many dealers.

“Contractors are very demanding cus-
tomers, and for good reason because there is
a lot of pressure on them,” Weingartz ob-
served. “But a lot of times we can’t seem to
do enough for them. For example, we stock
more parts than most of our suppliers, but
contractors still complain when we don’t
have the one part that they need.

“And, on top of that, some contractors

seem to think we're making a ton of money
because we have a big building and we sell
machines for $8,000,” Weingartz added.
“They don’t realize that we work on slim
margins and making a profit is difficult in
this business because of the excessive over-
head we have to carry. A lot of times all the
contractors want is $500 off on a machine,
but discounting like that can be the differ-
ence between making money and losing
money at the end of the year for us.”

CAUGHT IN THE MIDDLE. The one dynamic
that hasn’t been addressed in this relation-
ship is the role manufacturers play.

“The manufacturers naturally want us to
sell all of their product, but the good aspect
in carrying multiple manufacturers’ lines is
keeping the manufacturers honestand striv-
ing to be one step ahead of the competi-
tion,” Weingartz stressed. “If the manufac-
turers don’tdo their job and produce a good

(continued on page 118)
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\. 4 Instead of tank mixing a systemic and contact
fungicide as many experts suggest, Banol® C is the

| competitive, one-step alternative for controlling diseases
caused by Pythium, Phytophthora, Rhizoctonia and other
environmental problems on both established and overseeded turf as well as ornamentals.
It is an excellent curative treatment and is also a top-notch preventative product with
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dealer /contracor

he economy is good. Unemployment is down.
The stock market is up. People are making
money. Everyone is happy. Right?
Hardly.

Many landscape contractors are concerned with
the state of service that equipment dealers supply
them. Likewise, many dealers say contractors don't
understand their responsibilities. And the lack of
understanding and communication between the
groups has the potential to cause a serious rift in the
industry. And that is one battle no one would win.

“Dealers used to be service oriented, but they
have changed over the past few years,” lamented
Harold Wiggins, presidentof Twin Rivers Lawncare
& Landscaping, Lexington, S.C. “I see dealers being
maxed out with all of their sales and success, and
they don't have time to service what they sell.”

“For instance, | called a dealer on a Wednesday
to repair one of my mowers. He said he might be
able to fix it by the following Monday,” Wiggins
recalled. “That is almost a full week without my
equipment, and I cannor afford that.”

Adding to Wiggins’ frustration was driving past
thatsame dealer and seeing a lot full of homeowners’
mowers lined up for repair. “Seeing all of those
mowers ahead of mine tells me that dealer does not
care about the contractor business,” Wiggins said. “I
need my equipment to make a living. Susie Home-
maker does not. And he is placing her equipment
ahead of mine.”

(continued on page 45)
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The sale of a new piece of equipment by a dealer to a
contractor should be just the start of a mutually
beneficial relationship. Photo: John Deere
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In the rotor game, it gets down to attitude. Who's got
the drive, the performance, the toughness? Rain Bird? It's
been nearly seven decades, and Rain Bird continues to
lead the industry with innovative products designed to
propel performance. Target toughness. Promote reliability.

L] the trenches,
it gets down to
Attitudé@.

Rule the

What motivates this drive to
be #121t’s the fact that each time
a Rain Bird rotor goes in a trench,
the Rain Bird name goes in there
with it. Every Rain Bird rotor is

built for durability, reliability,
and performance. Because that’s what it takes to get the
job done, and that’s what you demand. Combine that with
Rain Birds legendary quality and you've got a
combination designed to take you straight to the top.
No matter what the obstacle — low pressure, steep slopes,
high winds, reclaimed water.

It takes teamwork to rule the game. Take a serious look at
Rain Bird. Because every day, in the trenches, it’s your
reputation that’s on the line, and we're here to make sure
you rule that game.
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One of the toughest in the field.

residential and light commercial
applications. Radius: 21' to 40" (6.4 to 153 m)

i

Talon

Tackles even the largest turf areas.

Heavy-duty closed-case commercial Easily tackles large turf areas. Heavy-

rotor; superior water distribution for duty closed-case commercial rotor;

schools, cemeteries, athletic fields designed for irrigating commercial
and industrial turf areas.

Radius: 45' to 82' (13.7 to 25.0 m)

and other large turf areas.
Radius: 38' to 65' (11.6 to 19.8 m)

The
u

R-50

Bully proof performance.

Heavy-duty closed-case rotor; built
for durability and vandalism
protection; non-strippable drive;
rapid-reset Memory Arc”; designed for
residential and light commercial
applications. Radius: 21" to 50" (6.4 to 15.3 m)

41-51A
Straight-through efficiency
for maximum impact.

Excellent performer in the open field.
Heavy-duty impact rotor; noted for
its cast-iron case and performance

with effluent water; designed
for large turf applications.
Radius: 41' to 83'(12.5 to 25.3 m)
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Introducing
the new
%000 Saries
Top-Adjust
Rotor from
Rain Bird
This rugged gear-drive

rotor brings added
performance and
durability to residential

and light commercial

applications.

Arc adjustment is quick and easy using

just a flat-blade screwdriver







Visit a participating, authorized Rain Bird distributorship for
Rule the Game details, then brace yourself for one heckuva good time!

18 chances It's so easy to play. Every time you purchase a case of
to win one of these. Rain Bird rotors from May 1 through October 31, 1999,
Or thousands you'll get a game card. Scratch it. There’s a good

i ! i :
of Instant Prizes! chance it'll be an Instant Win,

because there are
literally thousands. ..
or it could be your
ticket to qualify for
one of six drawings to be

held throughout the Rule
the Game promotion. Wow. That’s 18 chances to get your
feet wet...drive yourself wild...or channel surf big-time.
It doesn't get any better’'n this, so get off the bench and
get in the game!

-
It's an A.tl:i‘g"tiada'
Thing.

thase actually aivarded) Visit our web site at www.rainbird.com/rbturf.

RaIN I BIRD

(Prizes shown may vary slightly from
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(continued from page 38)

Wiggins added one more thing: “He will
never get my business.”

“Sure we serve the general public, but
contractors have to take precedence,” said
Dennis Klei, president, Klei Mower, Cin-
cinnati, Ohio. “We have one guy in the
service department that is strictly a com-
mercial mechanic. When commercial equip-
ment comes in, he works on it.”

For Klei, that decision is simply a matter
of economic sense. “For every commercial
mower we sell, that is one less homeowner
cutting his own lawn. So we know what
direction the industry is heading and we are
doing our part to make sure the contractors
are successful as they pursue that business,”
he said.

In Wiggins™ case, the unwillingness of
the dealer hurt Twin Rivers’ business and it
hurt the future potential of the dealer’s busi-
ness. Many contractors echo Wiggins' claim
that service is the most important thing they
can get from their dealers. And many more
say they are reducing their dealer network —
those providing service will continue to get
business.

“Our company survives only because we
give good service, and | expect nothing less
from my dealers,” noted Ron Dodd, opera-
tions manager, Wallace Landscape Associ-
ates, Kennett Square, Pa. “We deal with about
a half dozen dealers, and only those who
provide us with good, consistent service.

“As to homeowners” mowers taking pre-
cedence over mine, well that doesn’t hap-
pen with my dealers,” Dodd said. “But that
was the case with some of the shops I dealt
with in the past, which is why I haven’t dealt
with them again.”

INSEARCH OF. Landscape contractor looking to

settle down with a few good dealers. Tired of
playing games with the dealers in the past. Only

sincere inquiries need apply.

Dodd has given many dealers the oppor-
tunity to win his business over the past few
years, tryingan estimated 30 to 35 dealersin
that time. “The ones I have settled on are the
best of that bunch. The rest either couldn’t
meet our service requirements or didn't
have the right product line.”

And, lest his current dealers get comfort-
able with their status, one warning: “If I
could deal with three, that is all I would

want to deal with,” added Dodd. “It would

be much easier for me.”

Working with three dealers and trying to
reduce that number further is Ken Roth,
president, Vivicon, Tampa, Fla. “We are
trying to use fewer dealers simply because it
is more convenient to use fewer dealers. The
less people you have to deal with, the less
hassles you will have,” he said.

Roth said his primary dealer provides

gealer / confractor

loaner equipment to cover the loss on war-
ranty work that takes longer than 24 hours.
“We have used the loaner on occasion, but
generally his turnaround has been very
good,” Roth said. “We have had occasions
with other dealers where work was not com-
pleted in the allotted time, and have been
given a variety of excuses why it wasn't done.

(continued on page 48)
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At Vista Professional Outdoor Lighting we take pride in

producing the industry’s finest fixtures for landscaped sites

Our products are manufactured 100 percent in house at our
southern California facility where

quality is assured and the

crafismanship is unmaiched
Landscape professionals rely on Vista for

an outstanding selection of fistures, the latest

technical improvements and ease of

installation

lighting can #

designs. Call today for a free | \ catalog:

800-766-8478.

Vista Professional
Outdoor Lighting

1625 North Surveyor Ave
Simi Valley, CA 93063
Fax: B8B-670-8478

\ See how Vista low voltage
enhance your landscape
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Youve got customers to please, a schedule

to keep and no time for weed control callbacks.

That's why Roundup PRO" is the perfect
herbicide for all your yards.

B PRO71a1ce
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With its PROformance Technology, to stay on schedule and keep your

Roundup Pro penetrates the leaves and roots customers happy, rely on Roundup PRO

of weeds faster. The result is more complete with PROformance technology.

weed control with no regrowth. And rainfastness For more details today, visit your

in 1-2 hours for wider windows of application. retailer or call 1-800-ROUNDUP.

Roundup PRO also carries a caution label

for your peace of mind. So when you've got

Always read and follow label instructions

Roundup PRO is a registered trademark of Monsanto Company
(4862 js 5/99; ©1999 Monsanto Company. PRO-LCO-4862-99
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dealer /contractor

(continued from page 45)

“We switched dealers, and went some-
where else for service shortly after that,” he
added.

But Roth is not sour on most dealers.
“The dealers who have been here awhile and
have been through the economic cyclesknow
the importance of service. The economy is
strong now, but if it starts to worsen, it will
be the dealers who have continuously pro-
vided quality service that will survive. Some
of the newer dealers haven’t learned that
yet,” he said.

“Sure they try and attract you on price,
but they cannot back that up with service, so
they will nort last long in a service-oriented
business,” he added. “They will not have
that relationship.”

DESPERATELY SEEKING. Landscape contractor
seeks relationship with dealer’s mechanics. Must
be loyal, understanding, and have the ability to
communicate. Must also understand I am still
getting over the broken relationship with my

last mechanic.

Contractors emphasize the need for rela-
tionships between themselves and their deal-
ers, not only among managers, but between
the contractor and the dealers” mechanics.
“Their mechanics learn your company's
equipment. They understand your unique
problems and needs and are more willing to
work with you if they know you,” said Blake
Smith, president, Quality LawnCare, Lub-
bock, Texas.

“Unfortunately, when they are gone,
you have to start a new relationship with the
mechanic who takes his place,” he added.
“And that is a big concern because there is
substantial turnoveramong mechanics. And
much of that is not the dealers’ faults, yet
they are often blamed for it.”

Smith pointed out that just like land-
scape contracting, repair work is a seasonal
business. And in the winters, when revenues
are scarce, mechanics often find other means
of earning a living. “You can’t blame the

mechanics because they need to put food on
the table, so they go where there is money to
be made,” Smith added.

And the difficulty lies during the follow-
ing season when the dealers must search for
new mechanics. And small engine mechan-
ics are not easy to find for several reasons.
First of all, in days where school systems are
struggling to pay their bills, cutting classes is
not just for studentsanymore. School boards
cut classes from the curriculum as they trim
teachers. Among the first classes curt are
small engine repair classes.

Second, many mechanics profess an in-
terest in working on automobiles rather
than lawn mowers. And third, since equip-
ment repair is a seasonal business, it is not
always lucrative to go into a career where
you will not make money for one-third of
the year.

“It is hard to find mechanics, so we try
and keep the ones we have,” said Richard

(continued on page 50)
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Topsoil Shredders

THE ScREEN MACHINE®

800-837-3344
LARGE & SMALL AVAILABLE

Made In America

7001 AMERICANA PARKWAY
REYNOLDSBURG, OH 43068

www.screenmachine.com
email@screenmachine.com
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'S ABOUT
TIME!

Whenyou use a YAZOO / KEES mower, you get the
dependability, performance and features to meet the
rugged day-in , day-out demands that Professional
Cutters and Landscapers face. That means less down
time. Your job is done on time. And that means more
time. More time for you. And couldn’t you use a little
more time?

To find out more about
our time saving
~ equipment, see your
b [ocal dealer,
visit our website at
www.yazookees.com

or call
1-800-723-9496
extension 337.

YAZOO KEES

YK "Your Kind Of Mower"
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(continued from page 48)

Leonardis, president of Jersey Power Equip-
ment, Clifton, N.]J. “We have a standard of
not laying people off during the winter
because it is so hard to find mechanics.

“The difficulty is that prices keep com-
ing down and margins are being reduced,
yet the service demands go up,” he added.
“We seem to be caught in the middle.”

Money is one area where both dealers
and contractors constantly battle — not usu-
ally over price, but on payments and what is
included in the price. Dealers constantly
lament that contractors do not understand
their margins and believe the dealers should
be indebted to the contractors for their
business.

“I think the contractor thinks that if he
is spending $3,000 with me, I am making
$1,500. In actuality, I am making about
$250. In my market, there is an
oversaturation of dealers, so pricing be-
comes a factor. And when the contractors

(continued on page 52)

A Gommon Goal

hile dealers and contractors have their differences, they really have very similar
goals. Neither one wants equipment sitting around the dealer’s shop waiting for repair
work, especially warranty work.

“We make very little on warranty work, simply because of the restrictions many manufacturers
have on it,” said Bill Fisher, president, Progressive Products, Pensacola, Fla. “Some manufacturers
are so stringent with the work and their payment program, it actually costs us money.

“It would be much better for us if the contractors maintained their equipment better,” he said.
“If they kept belts and other minor products on hand where they wouldn't have to make special
trips here to get the equipment running again, everyone would be happier.”

But whose responsibility is it to provide those tips? Ken Roth, president, Vivicon, Tampa, Fla,,
expressed interest in a dealer-manufacturer repair seminar. “I am not sure if it is taking money out
of the dealer’s pocket, but it would be nice to have our mechanics get some additional training
from those involved in the sale.”

Roth said such a program would henefit the dealer as well. “It would enable us to get the
maximum performance levels out of our equipment, which would keep us happier,” he said.

“Simple maintenance goes a long way,” said Fisher. “We constantly see equipment here that has
15 things about to go wrong, and one thing that already has. When a contractor does not follow
recommendations, we all suffer.” — Dave Clancy

G regson

Eco-500 Injection System

LAWN AND LANDSCAPE
CoOMPANIES HAVE
GENERATED OVER

$1000.000

IN SALES FROM
CLC LABS SOIL
TESTING!

Ler Us SHOw You How!

*Blanket apply fertilizer,
spot-spray pesticides.
*Mixes instantaneously
at the gun.

Call 614/888-1663 Today for your
Soil Testing & Marketing Information

CLC LABS

*Easily installed on your ‘ : |°rk
existing spray truck.
*Practice ITM Lawncare

SPRAYING
EQUIPMENT

PO Box 8, Le Roy, NY 14482
efficiently and profitably. | 800-706-9530 716-768-7035
FAX 716-768-4771

*Reduce pesticide costs re,‘on
by 50% or more

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the
Turf & Ornamental Professional.
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Introducing New HERITAGE® Fungicide
for a Winning Turf Season.

I eading off the line-up of disease control
products this year is new HERITAGE

fungicide. While HERITAGE is the newest

fungicide for landscape and sports turf, it

also has the broadest spectrum. [t scores blg

in your disease management program by

delivering these winning points:

* Provides preventative and curative activity

* Controls a broad spectrum of tough turfgrass
diseases including brown patch, Pythium,
take-all patch, summer patch, anthracnose
and leaf spot

* Only systemic strobilurin chemistry available

* Reduced risk to environmental resources

* Low-risk toxicological profile

* Extended spray intervals, low use rates

* Enhances turf quality

lENECA Professional Products

Always read and follow label directions carefully.

HERITAGE" is a registered trademark of a Zeneca Group Company
© 1999. Zeneca Inc. Zeneca Professional Products is a business of
Zeneca Ag Products, a business unit of Zeneca Inc

USE READER SERVICE #19

New HERITAGE fungicide for a
winning turf season in your disease

management program.

For more information, contact your
authorized Zeneca Agent, or call
Zeneca Professional Products

Toll Free at 1-888-617-7690.
Labels and MSDSs available

24 hours a day, seven days

a week via Fax on Demand.

Please call 1-800-640-2362.

www.zenecaprofprod.com

eritage
FUNGICIDE

CHANGING THE COURSE
OF DISEASE CONTROI

ZPP-HER-O11
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dealer /contractor

{continued from page 50

pit dealer against dealer in a battle of pric-
ing, it becomes hard for us to make any
profit,” Leonardis said.

IT MUST GO BOTH WAYS. 7ired of frugal
minded relationships. Tired of giving and giv-
ing with no return. Looking for mutual gains.

Bill Fisher, president of Progressive Prod-

ucts, Pensacola, Fla., said that contractors

don’t fully understand the overhead in-
volved in his business. “If I sell something
for $2 that I bought for $1, I didn't make $1
on the sale. You have to take into account
insurance, rent, utilities, taxes, wages and
interest. | might walk away with 15 cents on
that sale.

HAVE

Bl ATL!oF

Performance. Convenience. Value. You can

have it all with Irritrol Systems' new line of

sprayheads—the HS Series complete with a

variety of enhanced features.

¢ Performance

3-, 4-, 6- and 12-inch pop-up heights,
optional check valves, choice of nozzles,

and side and bottom inlets in the 6- and

12-inch models.

* Convenience—Choose between MPR

fixed arc nozzles or the new MPR
Variable Arc Nozzles.

* Value

by Irritrol Systems.

The new HS Series sprayheads featuring

Variable Are Nozzles—available now at a

distributor near vou.
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SYSTEMS

B E Y O4N D

Newly-redesigned bodies,

Competively priced and backed

Tt E

E. Xyl EL.C F E D

Irritrol Systems, 5825 Jasmine Street, Riverside, CA 92504-1183

(909) 785-3623 Fax: (909) 785-3795

www.irritrolsystems.com
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“And then we have customers who will
drive 20 miles to save $50 and force us to
compete with other dealers on price,” he
added. “They force our margins way down,
then expect us to be able to finance the
service they desire after the sale.

“Don’t get me wrong, I want to service
my customers, but when [ have to
loan out a piece of equipment be-
cause a repair took longer than an-
ticipated, itcosts me money,” Fisher
pointed out. “The manufactur-
ers make no allowances for loan-
ers.”

So dealers are in a quandry of
their own. How much can they
cut prices and still make a decent
living? “How far must I go to make a
lictle money? At what point will I begin
losing money? And then, how long will |

remain in business?” Fisher asked.

One solution, according to Don Hess,
president of Wilson't Outdoor Equipment,
Raleigh, N.C., is to not cur prices at all. “]
do not cut my prices one bit,” he said.
“Contractors might be able to geta machine
cheaper somewhere else, but if I cut prices,
I will not be able to afford to provide the
service they demand. And we have demon-
strated that this philosophy works. We have
abour 300 commercial accounts here.”

Hess said he has even refused to deal with
some larger contractors who had pricing
structure demands that would have hurt his
business. “They wanted us to string out the
terms of the sale where we were acting as
their finance company. I am not American
Express, so I would not do that. The money
we would have made on the sale we would
have lost in the long run,” he said.

And therein lies a big problem in the
industry — making money. Everyone be-
lieves everyone else is making all of the
money. And everyone wants their share.
“Everybody says they want me to make a
profit, but no one wants me to make it off of
them,” Hess said. “Contractors must trust me
to make a fair profit without gouging them.”

MONEY MATTERS, T00. Credit problems? We
can help.

Dealers claim that payment is a major
issue in their profitability. “Many times it is
not bad pay, but slow pay,” said Klei. “We

(continued on page 119)
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Knowing
when and
how to
control
thatch is key

to the health
of any lawn.

oderation in all things' is a familiar
expression; and when it comes to
thatch, the same principle applies.
A small thatch layer in a lawn can
be beneficial because it improves a
turf’s resiliency, but once thatch be-
gins to build up, the disadvantages quick-

ly ourweigh the advantages.

“Thatch is an organic material that does not
decompose,” explained Bob Brophy, president
of Turfco, Minneapolis, Minn. “Once a lawn
develops a thatch layer it becomes the perfect
living environment for bugs and diseases to kill
the grass.”

These are the exact reasons why it is so

JULY1999 » LAWN & LANDSCAPE

To check for thatch
problems, contractors
recommended taking soil
samples to measure the
thickness of thatch. Photo:

critical that contractors understand how to
pro-actively prevent thatch and know what
means are available in order to control this lawn
menace.

THATCH AWARENESS. The importance of con-
trolling thatch is clear — for the health of the
turf. Defined, thatch consists of a tightly inter-
mingled layer of dead or decaying turfgrass
tissues derived from stems, roots and leaves just
above the soil.

According to Roch Gaussoin, extension
turfgrass specialist at the University of Ne-
braska, Lincoln, Neb., as thatch accumulates,
there is a tendency for rootand rhizome growth
to occur primarily in the thatch layer rather
than in the soil. This results in a weakened,

(continued on page 56)




It works over time.

Dodge Rams are the longest-lasting full-size pickups on the road.” And over time, they're capable
of a tremendous amount of work. ()plmm like a fold-down business console with room for a
laptop computer and cell phone make Ram efficient. And the capability of its

Magnum® engine lineup is downright legendary. Our On The Job program is

another strong work benefit. With it, qualified commercial customers can get

special APR reductions when financing through Chrysler Financial. We also offer TRAC, Capital,
and Municipal Lease options that allow customers to tailor-make a deal based on individual needs.
Plus, depending on the model, you can choose from a 3300 cash allowance, a 100,000-mile/S-year
Powertrain Care Plus™ service contract with Road Hazard Tire Coverage, or select upfit package
allowances.” If vou work with Ram, we'll work with you.

Ram &% The New Dodge

Call toll-free I-877-ON-THE-JOB or visit www4adodge.com

*Based on percentage of 7/89-7/98 new pickup registrations still registered on 7/1/98, Data source: The Polk Company. **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, Upfitters are solely responsible for after-market modifications and equipment.  Properly secure all cargo
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(continued from page 54)

poorly rooted turf that is prone to
stress injury and requires increased
management.

“The real importance of con-
trolling thatch is ultimately a
healthier turf,” commented John
Chiera, sales director of profes-
sional lawn care products at
Textron Turf Care and Specialty
Products, Racine, Wis. “Controlling thatch
makes turf less susceptible to stress caused
by wear and tear. A means of control also
makes turf less susceptible to disease.”

“Controlling thatch offers the ability to
allow nutrients, such as air and water, into
the soil,” noted Jim Doring, product devel-
opment, JRCO, Minneapolis, Minn.

“Thatch limits the water penetration
into the soil and causes problems with the
effectiveness of some pesticides,” remarked
Bob Shearman, integrated turfgrass man-
agement specialist, University of Nebraska,
Department of Horticulture. Shearman

Aeration

Compaction
Moisture Retention
Nutrient Retention

Physical Properties Profil

THATCH _ SAND

Good Good
Resistant Moderately Resistant
Poor Poor

Poor Poor

Source: University of Nebraska Cooperative Extension

added that thatch can limit some insecti-
cides’ ability to control insects such as grubs.

Once the thatch accumulates to %5 to %
inches thick, contractors should dethatch,
according to Shearman.

“Turf should have a certain amount of
thatch (% inch) because it becomes a pro-
tective layer from too much traffic and
ultraviolet rays,” Brophy noted. “For ex-
ample, thatch protects the nodes on the
bluegrass. When thatch gets to be near %
inch, the lawn can develop problems. If
there is 1 inch of thatch, the turf has severe
problems.”

SOIL
ne A small thatch layer is
Fair also beneficial because it
Susceptible increases the turf’s resil-
Good iency, improves its wear
tolerance and insulates

Good

against soil temperature
changes, according to
Gaussoin.

One way to tell if
thatch is becoming a problem is by periodi-
cally taking a soil sample. “Contractors can
tell by the sight of the grass or they can probe
the turf,” Chiera mentioned. “Cuta plug of
turf out — a 2-inch square down to the root
base. Thatch problems can be created with
regular watering and fertilization.”

Agreeing  with  Chiera, Ray
Christopherson, president of TerraCare,
Pardeeville, Wis., also recommended tak-
ingasoil sample. “This way a contractor can
tell if the thatch is more than % inch thick,”
he added.

When taking these samples, it is impor-

SUPERIOR PERFORMANCE AND VALUE

BRICK PAVER EDGING

T www. borderscapes com
4 Phone: 612-226-6800
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sales@borderscapes co'
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Excessive thatch
restricts the movement
of air, water, pesticides,
and fertilizers into the
soil. It also fosters
shallow roots that favor

bugs and lawn diseases.

¢

Give your grass space to grow

Sweepster brooms
easily attach to all
brands of commercial
turf and lawn and garden
tractors for year-round
utility. Lower-the-broom
on thatch, today!

Power Thatching

* Eliminates surface
clippings and thatch

* Thins matted growth

* Improves appearance

* Allows penetration of
mositure and sunlight.

 Call 1-800-715-5313 for further inormation on our full lne of power sweepers. |
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tant to measure the accumulation from sev-

eral different areas in the turf, according to
Gaussoin, betause thatch is normally not
uniformly distributed.

IN CONTROL. The headaches of thatch can be
avoided with a few pro-active steps.

According to Bob Shearman, there are
four major principles to follow in order to
escape thatch problems:

* Fertilizing — Practice judicial fertilizer
applications and do not overstimulate.

* Aeration— This practice takes the root
system out of the thatch layer. For cool-season
grasses, aerate once each year. For warm-

Preventive Practices

season grasses, aerate once in late spring
when the grass is actively growing. For clay
or compacted soil, aerate twice per year.

* Mowing— Contractors do not need to
worry about leaving clippings on the grass
because they are not a factor in thatch
accumulation.

* Watering — Deep and infrequent
waterings stimulate root growth into
the soil.

“Aerate, don’t overfeed and don’t over-
water,” echoed Chiera. “A certain amount
of stress is actually healthy for generating a
stronger plant. If contractors don’t over-

(continued on page 60)

hatch accumulation can be minimized by using proper cultural practices and selecting appro-

priate turfgrass, according to Roch Gaussoin, extension turfgrass specialist at the University
of Nebraska-Lincoln. This is not necessarily easy hecause controlling thatch requires proper
management to encourage organic matter decomposition rather than accumulation. Thatch
prevention and control cannot just be an occasional practice.

« Mowing— Proper mowing frequency and height are the principle cultural practices that can be
used to reduce thatching tendency, according to Gaussoin. Mowing frequency should be dictated by
the turfgrass growth rate. No more than 1/3 of the leaf blade should be removed with any mowing. If
proper mowing frequency is maintained, clippings do not need to be removed because turfgrass leaf
clippings contribute very little to thatch buildup. They break down rapidly and recycle nutrients
slowly when returned to the turf,

As mowing height increases, thatching tendency increases as well. It is best to cycle mowing
height from low in the spring to high in the summer and back to low in the fall. This reduces
thatching tendency and minimizes environmental stress and weed encroachment, according
to Gaussoin,

« Fertilizer— Another key in controlling thatch is the application of fertilizers. They should be
applied at rates and in programs that meet, but do not exceed, the nutritional needs of the turf.
Excessive nitrogen applications may result in organic matter production rates that exceed
breakdown, encouraging thatch accumulation.

« Irrigation— Avoid light, frequent irrigations. Instead, irrigating turf deeply and infrequently is
best, and water when the turf shows moderate signs of moisture stress.

« Pesticide— Lastly, use pesticides only as needed. Thatch can be minimized by avoiding
unnecessary use of pesticides. Pesticides may affect desirahle microorganism and earthworm
populations. Earthworms digest thatch, improve soil aeration and drainage. They also introduce soil
and microorganisms into thatch. Pesticides play an important role in thatch control and, where
feasible, should be encouraged through proper management. — Angela Dyer

Unhappy witk
your calekern?

* Light weight - approx. 18 lbs

* | year warranty

* Tough perforated aluminum construction

* Hinged back door/easy dumping system

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

* Fit most major walk-behind mower brands

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

Also available for the 21” Honda &
John Deere models
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Mapping
Assistan

Real Green Systems has
developed the first mapping
system for the Green Industry.
With Mapping Assistant, a new
module that can be totally
integrated with Lawn Assistant ||
for Windows, you can select your
customers and have your truck
routes created auto-matically!

Industry studies have proven sﬂ] /
Mapping Assistant will increase IndU
your company's pro-ductivity by at
least 10 to 20%! <
Just got

Walled Lake MI, 48390

Call today for a free demo:

(800)422-7478
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It's called “Maximum Effort” — giving everything you've got...

and then some. We call it Echo Pro Performance!

POWE

Inside every Echo power tool beats our world-class, two-stroke

engine, delivering maximum performance and reliability when

you need it most — every hard-working day.

Built by the team that knows exactly what professionals
need: quality, durability and power.
For more information call 1-800-432-ECHO (3246).

The Pro Performance Team™

© 1999 Echo, Inc.







thatch

Thatehing Tendency of Turfgrass

(continued from page 57)
water, then the roots will go into HIGH MEDIUM Power raking where these
the ground looking for water. This Zoysiagrass Kentucky bluegrass Perenmal ryegrass is excessive soil moisture
will create a stronger root system. : tears and pulls the turf
I personally recommend aerating Bermudagrass Creeping bentgrass Tall fescue from the soil instead of
once a year and then spot aerate, Creeping red fescue Hard fescue Buffalograss slicing and lifting the
for example, when an area isn’t thatch debris as desired.
draining well.” Chewings fescue ; Shearman recom-
Brophy suggested that contrac- T s~ mended aeration, which is
tors have a good growth regulating ~ Source: University of Nebraska Cooperative Extension also known as core cultiva-

program. “A high nitrogen treat-

ment gives instant growth, but this rapid
growth creates cellulose in stems and causes
thatch,” he said.

Another preventive measure can be blend-
ing cultivars, according to Gaussoin. Mixing
cultivars with varying thatching tendencies
is recommended to reduce the thatch build-
up rate. The blends should be based on culti-
vars that have superior site adaptation and
reduced thatching tendency (see chart).

If these pro-active precautions have not
been taken, thatch may have accumulated
and contractors should know how to con-

trol thatch buildup onceitisalready present.
“If the thatch is 1 inch or less, contractors
need to do proper aeration, which is twice each
year,” Brophy stated. “This will reduce the
buildup eventually. If there is 1% inches of
thatch, the problem will require mechanical
removal with a vertical cutting machine.”
Vertical cutting machines and power
rakes use rigid wire tines or steel blades to lift
thatch debris and a small amount of soil to
the lawn surface, according to Gaussoin,
who recommended that the soil should have
some moderate moisture for best results.

tion. “This takes the cores

out of the lawn,” Shearman said. “Aeration
allows the cores to lay on the surface and as
the contractors mow, the cores break up.”
Core cultivation or aeration can be used

to minimize and reduce thatch accumula-
tion, to modify its physical characteristics
and remove certain amounts of thatch, ac-
cording to Gaussoin. However, core culti-
vation is not as effective as power raking in
removing thatch debris, but it is less injuri-
ous and disruptive. When the broken-up
soil cores are redistributed throughout the
thatch, the soil modifies the physical struc-

TIRED OF USING AFFORDABLE LIGHTWEIGHT EQUIPMENT
- THAT CAN’T DO THE JOB ?

AERA-vator ® works the first time!

WHEN YOU HAVE DEADLINES TO KEEP AND COMMITMENTS TO MAKE
YOU DON'T HAVE TIME TO DO THE SAME JOB OVER.
THE AERA-VATOR® WORKS THE FIRST TIME, IN THE HARDEST

CONDITIONS

THIS IS ONE PIECE OF EQUIPMENT YOU HAVE TO SEE DEMONSTRATED TO BELIEVE!
Call First Products Inc. 1-800-363-8780
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ture of the tharch, thereby making ita better
growing medium.

The best times to remove thatch are
during periods of active turfgrass growth.
Gaussoin recommended this because the
removal encourages recovery from injury
that may occur during dethatching. Cool-
season turfgrasses, such as Kentucky blue-
grass, grow best in the spring and fall. Thatch
removal in this type of turf is best when
done in spring prior to green-up or in the

fall after Labor Day.

POINT OF PURCHASE. Last, but not least, is
the equipment. Once contractors know the
how’s, when's and why’s of controlling
thatch, they just need the equipment to get
the job done.

“Contractors need dethatching equip-
ment that is going to offer them a return on

i‘ H V
St ek their investment and

increase their produc-

Core cultiva- tivity,” Doring saic!.
: “It’'simportant for
tion or aera- the equipment to
tion can be bring the soil up,” ex-

plained Larry Classen,
vice president of
mize and Classen Manufactur-

R e Norfolk Neb.
Equipment should

accumulation, |EESNSUNRISHINES

to I)IO({iﬁ' its get into the dirt and
i bring up a good por-
physical e

WIS TIA M  inc. A long enough
plug to pull a good

soil sample isalso nec-

used to mini-

tion of soil to exam-

and remove

certain essary. For example, a
amounts Of 2%-inch plug allows
contractors to see the
thatch. soil, thatch and grass.”
Shearman  ex-
plained that an aera-
tor should pull as many cores per square feet
as possible. “The more cores the better.”
“An aerator should offer a minimum of
nine holes per square foot,” Brophy added.
“You should go across the lawn at least twice

L L B L

to get that amount of holes. You can’t have
too many holes, but you can definitely have
too few.”

The author is Assistant Editor of Lawn &
Landscape magazine.

ncrlev

Power Box Rake

You can do this in 30 minutes!

Transform wet, weedy, hard, rocky and eroded soil...

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

New

AR

SOLID CARBIDE

1007

LASTS 5 TIMES LONGER

than vanadium tipped teeth!
'

'M.."‘

For more information, a demonstration or a free video,
contact Glenmac today or call your nearest Harley dealer.
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A Little

New engine developments are

€406
et

g a profitable landscape contractor means having equipment that is running and reliable at all times.
Whether it’s a trimmer, blower, walk-behind or zero-turn riding mower, without a durable
ine, the machine isn’t going anywhere.

based on current and upcoming
emissions regulations, requiring
less noise and pollution.

By Nicole Wisniewski

“An engine is expected to start every time and deliver the power a contractor expects from that
achine,” noted Paul Blum, product manager for single cylinder engines, Kohler Co., Kohler,
Wis. “It can’t break down all of the time. A landscape contractor doesn’t have time for that,
especially in the spring and summer.”
While contractors are looking for more horsepower, lighter weight products, greater durability
and extended service intervals, engine manufacturers have to be mindful not only of their interests,
but of the regulations required of the new technology and products they produce.

REGULATIONS. “The engine business is a
mature market,” pointed out Brad
Murphy, director of information sys-
tems, Robin America, Wood Dale, Ill.
“Technology thatisbeing used on smaller
engines is being used in larger engines,
and small refinements are being made in
current engines to meet CARB and EPA
emissions regulations.”

Currently, all emissions from hand-

held products are required to be around
2 percent. California Air Resources Board
Tier II and Environmental Protection
Agency Phase II requirements, sched-
uled to go into effect Jan. 1, 2000 and
Jan. 1, 2001, respectively, will reduce
these emissions another 70 percent, a 40
percent change from CARB Tier I and
EPA Phase I regulations. For non-road,
Contractors are looking for more horsepower, lighter weight products and, particularly, extended spark-ignition, non-hand-held engines
service infervals in their equipment engines. Photo: Kohler (continued on page 64)
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GATOR MULCHER"

THE PROFESSIONAL'S
CHOICE

Designed for the professional landscaper,
the GATOR MULCHER" offers outstanding
performance and valve.

* Handles every grass condition including “wet”

* Reduces grass discharge by up to 50%

* Unique design provides the high lift required for bagging

® 4-tooth design is a standout at mulching leaves

* No deck closure required

* 100 blades currently available for hundreds of applications

* Available from authorized Silver Streak distributors and dealers

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

Frederick Manufacturing (olrp. e Kansas City, Missouri
A Blount Company
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engines

(continued from page 62)

ator below 25 horsepower, typically used in
lawnmowers, the standards will result in an
estimated 59 percent reduction in emissions
of hydrocarbons plus oxides of nitrogen
from those achieved under the current EPA
Phase I standards, according to the EPA.
“These additional regulations are for
engines up to 25 horsepower,” Blum ex-

plained. “Engines from 25 horsepower to 1
liter must meet automobile engine stan-
dards, which are tougher because of the
need for a catalytic muffler to reduce noise.”

Blum said CARB Tier Il and EPA Phase
I1 should be the final set of emissions stan-
dards for awhile. “CARB has backed off of
a possible Tier II1,” he said.

Change implements without
leaving your tractor seat!

The amazing Freedom Hitch lets

you keep your seat while changing
implements on your Category | or Il
tractor, giving you the freedom to work:

A Safer

reduce smashed fingers and sore
backs as well as Workers’ Comp

and OSHA claims

A be rodi
more ctive and spend
less time‘;han‘glﬂng implements

:. Ata

Freedonr
Hifch

PATENT PENDING

USE READER SERVICE #55
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Manufactured by:

MIDWEST INDUSTRIES, INC.
Ida Grove, IA 51445

Call today:
(800)859-3028
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The first thing contractors look at when
purchasing engines is horsepower, followed by
the choices between twin-cycle or single-cyde,
liquid-cooled or air-cooled and overhead-valve
or side-valve engines. Photo: Kohler

“Other changes in the current wave of
regulations may include an in-use test on
engines,” Blum continued. “Right now, the
regulations are applied to engines as they
come off of the assembly line. Soon, we may
be able to apply these regulations to hours of
engine usage in the field and rate the engines
to different levels from 125 to 1,000 hours
of use, which would be more stringent and
cost more. The higher rating an engine
manufacturer chooses to apply their prod-
uct to, the higher the cost.”

Earlier this year, CARB also approved a
$25-million incentive program to pay busi-
nesses for reducing nitrogen oxide (NOx)
emissions below mandated levels in heavy-
duty trucks and agricultural machinery.

The CARB program, and emissions regu-
lations are causing changes in an industry
that hasn’t based its designs on emissions
regulations before, Murphy said.

“Regulations place engine manufactur-
ers up against a timetable trying to meet
these standards,” he said. “And these stan-
dards are forming landscape contractors’
current buying trends.”

Regulations are also forcing the industry
to improve technologically and environ-
mentally at the same time, added Steve
Ditter, product line manager, walk-behind
rotary mowers, Tecumseh; Grafton, Wis.

“There are better cooling methods and
lower oil consumption on engines today
because of the regulations,” Ditter said.

PREFERENCES. When it comes to engines,
contractors are buying twin-cycle vs. single-
cycle, liquid-cooled vs. air-cooled and over-
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Reach New Heights
of Productivity with the
All-Seasons

Catcher

AORE TIME m na me
- Rl
ne 11K } X r
} clippings manually. [he Alkdea r
m enables operak t 500g ond VVaiker

mc V "*“\."f\ '} produc fivily

vers 1o reach ne

profit and sately. The system clears 68 inches

n \ |
D/T models of Walker mowers and now helps

wners as well

Versatility — use the clean
tully outomatic dumping to dump info a fruck
railer or dumpster, over a fence or make o k

compost pile. The door is timed 1o open at the

litt 7 bushels, dump and go in less than 18

seconds. Now available — a 9.5-bushel caicher

for the Walker mower that dumps and goes in
28 seconds. Delrin bearings throughout
Circle 600 on reader service card
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A.M. Leonard
Offers a Variety of
Trade Too|s

that fee

hand and work O
Qas you Qo - superior
craftsmanship — unusual

problem solving products

~ fast delivery -
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Since 1885, AM
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Mini Ponds Kits
by Aquascape

@
Designs
Eliminate Guesswork
FOR PONDS 180 square feet or less, UPS pond
kits are ideal. Relailers will also find these
beneficial by eliminating the fime, difficulty and
guesswork of rying to educate a customer on
how to assemble a pond kit. The entire kit comes

packaged in wo easylocarry boxes

want fo inventory product, we will ship your order

directly fo your customer’s door! If's as simple as
ﬂ\l.}f Or you
can assemble
your own kits
by buying only
the items you

need. Either

way, you and
your customers get what is needed, fost and
hassle free

Circle 602 on reader service card

If you don't

Bededger from Browm
Manufacturing
Defines Landscape Beds

The
BEDEDGER
is designed
especially
for defining
landscape
beds or for

installing plastic or steel edging. Time savings of

up fo 90 percent over the standard shovel. The
Model F-780H BEDEDGER is equipped with
steerable rear wheels and an 8 HP Honda
Engine. The 8 HP engine provides the exira
power needed fo trench in the hardest clay soils
or at higher altitudes in the western states. The
posi-steerable wheels make fancy curves and free
rings much easier. Change rolor blades and
trench up fo 7 inches deep o install imigation
pipe, cable or electronic dog fence. For dealer
and pricing information, contact Brown
Manufacturing Corp. at
www.brownmgcorp.com

Circle 603 on reader service card
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Snow Products Catalog
From Central Parts
Warehouse is

Available

Since 1980
Ceniral Parts
Warehouse has
provided the snow
and ice control

nou

try with quality

accessories for most major brand:

: :
and salf spreaders. New for this year are Boss

s and replacements parts
C»:-'moi Par‘ws Worehf‘use jtures the largest and
most comprehensive catalog in the industry with
more than 60 pages of equipment and illustroted
parts don(oms all ot discounted pricing

Reserve your FREE copy of our 1999/2000

Snowr oW -, sacer
OWPIOV DIQCe!

the World Wide Web at www.centralparts.com
Circle 604 on reader service card

Creative Sales
Provides Full Tree Care

with ACECAPS & |
MEDICAPS |

KEEP YOUR CUSTOMERS' trees healthy and

|
Insect 'rf'{: ond odd more green 1o your boitom
! ANAF r (— A VJC

line using ACECAPS and ME Truly the

industry’s lowest cost per unit syslemic tree care
| | { + t‘ o
program available. Implants don't impact the

| o
environment, and there are no emply conlainers

conlain Y/ percent

A | S T e g
Acephale tor seagsoniong, broaad specirum insect

I‘rr ~ A

conirol \EDICAPS are backed by major
vel and more than 25 years of

commercial success for frealing micronuirient

deficiencies (Iron, Manganese, Zinc) or a

combination free -
food. Results are
fostacting and
last for three
seasons

Circle 605
on reader
service card


http://www.centralparts.com

Dawn Industries
Kwikadapt Insert Tees
Make Irrigation
Installation Faster

o

DAWN
INDUSTRIES
STRIVES 1o
produce
new and

innovative
products that make irrigation installation foster,
easier and cost efficient.

Dawn Industries kept this in mind while
developing the all new Kwikadapt Insert Tee.
The Kwikadapt Insert Tee is a one-piece design
which connects from Polyethylene pipe to
Swing/Funny pipe.

Kwikadapt is designed for one-piece
strength and reliability. This one-piece design
eliminates problems associated with threaded
connections of the conventional SwingEll. The
barb and spike combination keeps the
Kwikadapt in place even under pressure surges
Circle 606 on reader service card

Dawn Industries
Kwikslip Makes
-2

Irrigation
Installation Easier

AT DAWN Industries, we sfrive to manufacture
products that make irrigation installation easier
Dawn Industries kept this in mind while
developing the all new Kwikslip fitiing. The
Kwikslip is a one-piece design which goes from
PVC to swing/funny pipe. Kwikslip is designed
for one-piece strength and reliability. A onepiece
design eliminates problems associated with the

threaded connection of conventional SwingElls.

The barb and
spike
combination

-

keeps the

-

under pressure surges. The Tee also has a
gusseted branch for added strength.

A one piece design as well as the combination

kwikslip in

place even

Spigot/Hub also cuts down on inventory needs.
Circle 607 on reader service card
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Truly Even Broadcast Fabriscape
Spreading From s Establishes
Earthway % \egefation
Products with

+ 100 vounds ond thiee dif Nemng
|
terent Chassis siyies — epoxy AP
powder coated with @ nyior UIE er
bushing axie, epoxy powder > open weave geolextile '

coated with areaseable ba o hold seeds and soil in place until

bearing axle and stai s established. The natural looking .
greaseable ball bearing axle protects the |
Additic nal D quality teatures include a y | B ';r} e from waler ond wing efr N Wik |
r leei shutolt piale with rignt and le ng partial shode and heat storage fo acce |
je odjusiable throwing ports tor hine funing erale vegeiative gevelopment
spreading patiemns and a new super duly prole Polyjule benetits include its inexpensive cost .
ional gearbox with a slainiess sleel axie and a and environmentally sale properties. Also, fhis ;
woyear warranly. In addition, the 13-inch by 5 nohassle erosion nefting biodegrades affer veg |
inch turf tires make for easy handling and re elation has been established. Polyjute is perfect -

duced soil compaction for containing steep slopes and low flow chan
EvNSpred™ is the only brand that will iruly nels

spread all products evenly Circle 609 on reader service card

Circle 608 on reader service card




Uniforms From G&K
Services Cic

Professional and Consis-

tent Image

KEEP YOUR crews looking professional and con
sistent everyday with uniforms. Uniforms promole
image, safely, securify and feamwork. G8K Ser-
vices is North America’s faslest growing supplier
of rental, catalog and direct purchase uniforms,
also providing dust producs, restroom supplies

floor mats and other accessories. We have devel

oped siateohheart laundry technology and pro
cessing through a commitment fo quality design
and controls. The GK Teamware catalog offers
complete uniforms and accessories along with
personalization options. Uniforms from G&K are
a cost effective way 1o
express professionalism
o clients and insfill
pride in your crews for
the work they do
Circle 610 on
reader service
card

Galbreath U9
Hook Hoist
Offers Versatility

GAIBREATH'S U9 Hook Hoist features a 9,000
pound capacity and can be mounted on smaller
trucks that do not require a commercial
operator’s license. The U9 Hook Hoist offers
economy and versatility by allowing one fruck to

perform
multiple
functions
It is de-
signed fo
accommodate either an 84-inch or 120-nch CA
chassis and requires minimum truck specifica-
tions of @ 6,000-pound front axle with power
steering and 12,000:pound rear axle. A

complefe line of containers and equipment

platforms are available for o variety of work
requirements. The U9 uiilizes advanced hooklif
technology and carries a twoyear warranly on
all hydraulic components. Visit our websile ot
htip:/ /www.galbreathrinc.com.

Circle 611 on reader service card
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GMC Sierra Has
Unique Styling
MEET THE ALL NEW GMC Sierra. Honest truck

siyling and meaningful technical innovation are

how the 1999 GMC Sierra fullsize pickup will

set the segment standard into the next century

tMine
Sy ng

The new Sierra, with its unique GMC

has beer

ught and
redesigned
from ""\E‘ wheels

up with a focus

on meeling the
higher demands of the most discriminating
customer. Powered by all new, more powerful
vet fuelefficient engines, GMC has created a
truck with more lowing and hauling capability
more b()dy sneng?h more passenger (md cargo
space and more driver and passenger amenities

than ever betore. For information on the

WWW.gm PWOrK com

Clrcle 612 on reader service card
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Get Ready for
Winter With Hiniker

Plows and Spreaders

OMMERCIAL LANDSC

APERS looking for snow

and ice removal business will find the equipment
they need at their local Hiniker distributor. Hiniker
snowplows use a quick-hilch drive-in mount system
fo cut hookup times to a matter of seconds. A 30-
inch high curve moldboard, box:section plow
frame and reliable compression type springs conr
fribute to the performance and durability of the

Hiniker plow. Offer your clients complete snow

and ice control with a Hiniker 640 Salt and Sand

spreader. The big 8+oot hopper and a spread

{

pattern up to 30 feet wide make quick work of
o

JIger areas

Circle 613 on reader service card
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_ products and services featured. We'll rush your

............. requests to the appropriate companies.
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£ m.o.m.wm.uc a2 5 _ 0 Chemical Lawn Care Company (excluding mowing O School, College, University 600 614
] mwMT a g3 0 | maintenance service) O Trade Association, Library
: g m.m Brs 32 O3 Lawn Maintenance ontractor O Others (please describe) 601 615
.wuom.mo.mm, E82F | . OrmamentiStubd reSeniee 602 616
E o RS- RV R, casS3 03 Irrigation Contractor 05 o0
e 2.WHAT BEST DESCRIBES YOUR TITLE?
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R N 0 O T T _ O In-House Maintenance including: Educational Facilities, Health O Serviceman, Technician [0 Scientist, Researcher 607 621
A A N T O A Care Facilties, Government Grounds, Parks & Miltary 0 Company, Library copy only
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m"mmw.mmmwmmMmm_ Private Estates, Commercial & Industrial Parks 609 623
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- ‘g8 i
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Hudson Star
Series |
GreensMower

Offers Smooth Cut

THE HUDSON STAR Series 1 GreensMower is
designed to address the needs of home greens

owners, golf course maintenance crews or any

location making puffing greens available to their
customers. The Series 1 GreensMower provides
a smooth, consistent cut down to 1/8 inch. The
GreensMower comes in a 16 inch cutting width
Ifs 11 computer bolanced cutting blades provide
36 cuts/inch. Rear rollers assure a smooth finish
normally found only with high priced commercial
mowers. The Hudson-Star GreensMower ships
UPS and comes with a 30-day, unconditional
satisfaction guarantee. For additional informe-
fion, visit our websile at www.hudsonstar.com

Circle 614 on reader service card
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GREENSMOWER

Husqvarna 300
Series

Trimmers

Provide

Ergonomic

Design

A NEW FAMILY of commercial frim-
mers offers an unparalleled combination
of lightness in weight, ergonomic design,
engineering and efficiency advancements, The
Model 322C, 322 and 325LX, feature
Husqvarma's E-Tech engine, PowerCat™
catolytic muffler and Cleen Sweep™ crankshaft
design. All are designed with loop handles and
a lowVib™ antivibration system fo reduce
muscle strain and fatigue. Starting at just 8.4
pounds, the 300 series immers provide all the
features and benefits that commercial users rely
on o obiain the best in ergonomic design,
emissions and energy efficiency. Visit a
Husqvarna Power Retailer to take one for a fest

drl\'e
Circle 615 on reader service card
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ICD’s Stackable
Retaining VWalls

Give a Natural Look

ONEWALL
SELECT retaining
NOIS provige
the natural look

¥ hewn sione In

) stackable

moriar ETV‘P Sys

paralleled versatility. Stems, 90-degree
mers and landscape lighting can be easily
ncorporated into wall desigr vides supe!
echion IC fCing geogrias s
fo 40 feet high. Free downloads. including CAD

] cbrdlA | |
s, instaliation manval, grad chart and bror
I "
chures are available on our website af
www.selecticd com

Circle 616 on reader service card
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J.J. Mauget
Company
New Product &
Packaging

NOW ARBORISTS can customize their orders

) ik

5 unit quarter (pack) flat and

vith the new 2

to four different products (fertilizers

ungic des, insecticides and anfibiotic S| per 100
unit flat or 12 different products per 300 unit
case ”‘{5

way you can

treat AlL the :
problems of
|
ers 1
|
faee Ul
ne case of |
Mauget capsules. The New Tebuject Fungicide |
The JJ. Mauget Company has oblained rights to |
include Bayer’s latest friazole fungicide into its |
fime proven microrinjection system. Tebuject with ,
Tebuconazole is a systemic fungicide that is ef |
fective treatment of valuable trees in danger of |
dc:rnoge Visit our website www. mauget.com |
Circle 617 on reader service card |
|
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John Beam
Sprayers Provide

Extensive Selection

WE HAVE AN IMPRESSIVE lineup of sprayers
for lown and londscape professionals. In fact,
John Bean sprayers are more versafile today
than ever. We have skid models for ufility ve
hicles and pickups, and a variely of railer pack-
ages and spray booms as options. You can
choose from 50, 100 and 200 gallon fiber
glass fanks, or you can specify a 200 or 300

- gallon stainless tank. 800 gallon (500/300)
and 600 gallon [200,/400) compartment tanks
are available as .
options. We
also have an

extensive selec:
fion of
sprayguns for
shrubs, plants
and trees, as
well as manual
and elecric
hose reels. www.durand-wayland.com
Circle 618 on reader service card

Tool Cart from Kaseco
Accommodates i ' é
large Hand Tools

KASCO Tool Company
has a revolufionary de
velopment for the lawn
and londscape profes-
sionals. In fact, anyone
engaged in land man-

agement should own

one. To date, we have
not seen a ool organizer for this profession. The
KASCO TOOL CART (Part # KAZ77TC) had a
patented pending design. This cart will accom-
modate from the largest of hand tools such as
shovels and rakes to smaller equipment such as
gloves, hand trowels, extension cords, efc. With
this large storage capacily, the KASCO TOOL
CART is built with o heavyduty steel frame. The
tool pouch is made of waterproof canvas mate-
rial. The entire cart is easily moved on site with
104nch pneumatic fires. The KASCO TOOL
CART refails for $249 with an introductory spe-
cial of $199

Circle 619 on reader service card


http://www.duranckwayland.com

37, s %
7 77 // / / it /I///le;/' /A 1141//414/441/44/144‘ EV/ L4447

Kichler FastenMaster Timberlok
Landscape by Olympic |
Lighting Hos Manufacturing j
Unique lighting Group ches Labor |

Fixtures THE FASTENMASTER™ TIMBERLOK™ s de

signed to make fastening pressure treated lumber

: Sra kil ned ) ted

A asler and easier. Unlike spikes and rebar, there

need lo preanil g piiot hole. Using a sian-

H 1 molele

: £ dard Y2-inch drill, the Timberlok just zips s fignt in!
€ Jniquety - | L |
i That saves you labor, fime and money. Timberlok |
shvied lighting - . 3
3 ’ countersinks itself and is removable. Just put the |
nxiures - accent P
drill in reverse and back it out. It is perfect for .

path, deck, or pond ‘
AT building retaining walls, decks, fences, eic
- whatever your needs, Kichler® is your source N ”
= : Available in 4 inch,
Constructed of durable composites, cast
By L 6 inch, 8 inch and
aluminum and solid brass, our fixtures stand up - :
: < HIH , i 10 inch lengths, the
to the elements. Design flexibility, delivery and )
: mberlok can be

custor ice — trom the leaders in the ‘ : > |
- . Ised with aif sizes of

1~r'r,: NAUSir nee /38 '
pressure freated lum

Circle 620 on reader service card P 2 |

ber ’

Circle 621 on
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Make Paver Installation
Easier and More

Profitable with BRIC-
EDG from Oly=Ola

SALES, the original “L'shaped” paver restraint,
hos been used worldw;de by londscape

g professionals since
B 1989. BRICEDG s

in any brick paver
project, whether the
project requires a
restraint under the

two ways — by either placing the brick on top
of the edging or positioning BRICEDG along
the outside edge of the paver. Norbending
steel anchoring slokes secure edging and
prevent movement. Constructed of black vinyl,
BRICEDG has no sharp edges, will not rust o
kink, is available in both flexible and rigid
sections; 2 inch and 1% inch depths; 15 feet
and 7 ¥ feet lengths

Circle 622 on reader service card

designed fo be used

pavers or outside the pavers. Featuring mulfiple
installation methods, BRICEDG can be installed

Trac Vac by Palmeor
Products is
Fully Mounted

PAIMOR
PROD-
UucCTsS
INC. has
been
building

vacuums
for 24
years. Today we offer 20 models ranging from ‘
fully mounted to fraitbehind units. The model

462 Troc Vac is fully mounted, working as one

with the mower, offering excellent maneuverabil

ity around trees, flower beds and other ob-

slacles. A 5 HP Briggs & Strafion engine powers

the air turbine for maximum air flow and pickup
efficiency of grass clippings, leaves and light it

ter. The springloaded fop assembly lifts out of

the way with a minimum effort, allowing the 44
gollon Rubbermaid® Brute Container lo be re-
moved for quick dumping anywhere: frash pile,
pickup truck or neighbor’s yord!

Circle 623 on reader service card



7 /4 //
/ 751 ,, “Z IS /u.’//// [ " /n/’/.///.u'/’/‘ VA 4441//144/4/44”//44.:\54// 44447

Pave Tech’s
PAVERSWEEP Offers
Llabor Savings

PAVERSWEEP is the latest inr

PAVE TECH is
the North American distributor for these cost

pavement cleaning from Europe

effective labor saving sweepers. lightweight
sturdy, collapsible handle, 3.5 HP Honda
engine or electric and also inexpensive
replacement brushes, One man can sweep over
2000 square feet in
15 minutes. Unique
detlector flap
windrows material for
easy pick up. One
flip of o lever and

yOou can reverse

rolahon w’)‘ ﬁ’lf‘
brushes. Visit our

website

www. pavetech.com
Circle 624 on reader service card

Pave Tech’s
Pave Edge System:
Paver Jobs Eosy
Efficient

THE PAVE EDGE

paver restraint sys-
tem from Pave
Tech is the only
selfsupporting
edge restaint sys-

lem f‘r‘y‘W‘ ex:

Jusively for pavers. Made of a strong PVC com
pound, it's tolally invisible when in place and
will not rust, warp or frost heave. Lightweight
and simple fo install, the Pave Edge system
comes in 10 foot long sections that are both
rigid and flexible for straight or curved edges

Circle 625 on reader service card
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Black Diamond®
landscape Edging
Manufactured by
Valley View
Industries

BLACK DIAMOND from Volley View has been
the professional landscaper’s choice for over
three decades. The quality edging and complete
line of accessories provide 100 percent of what
you'll need for the most imaginative landscape

E plans.

All Valley View edging systems are UV prolected
and manufactured with the highest grade poly:
ethylene. They will not

crack, fade or
decompose
Valley View

also manw-

factures Dia-

F ‘ mond-ok®
‘“\x Paver Brick
Edgings. Visit

them on the Internet ot www.valleyviewind.com.
Circle 626 on reader service card

landscape Trailers from
Wells Cargo Offers

a Complete Line

WELLS CARGO manutaciures a complete line
of enclosed, steekstructured utility railers for the
green industry. Over 100 different models are
available in both Ball Hiich and 5* Wheel
configurations. Body lengths range from 6 feet
to 48 feet. Body widths range from 4 feet fo 8
feet. The new
LS Series
offers a
complete

package of

features
specifically designed to meet the needs of the
professional landscape and grounds mainte-
nance contractor.

A comprehensive 3-Year Warranty Program
backs every Wells Cargo trailers. Our
nationwide dealership network and five

regional manufacturing focilities stand ready fo
assist you should the need arise. Visit our web
site ot www.wellscargo.com

Circle 627 on reader service card
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%’d like to show you the
weeds PENDULUM controls.
But they never showed up.

he reason they never showed up?
Because PENDULUM?® herbicide is a

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

Herbicide Crabgrass Goosegrass Foxtail PoaAnnua Oxalis Spurge Henbit Chickweed
| PENDULUM o o a [+] a [+} a [#]
r Barricade® o] (] o o A o o o
| Dimension® Q o o o a (] o o
| Toam o ° ° o © o N
| Ronstar o o} NR o ° NR NR NR
i' Surflan® o a a o A o [+] [+]
Level of control © Medium A Medium-High B High NA Not registered
Novartis Rohm end Hass Co. “Dow AgroScwnces "~ Rhone Poulenc
GWM[D

(
® Rogisterad Trademark. American Cyanamid Company © 1998 Abways read and follow label dirsctions.  The Power of Cyanamid Peadimethalin

Circle 630 on reader service card




head-valve vs. side-valve, according to en-
gine manufacturers.

While all three of these technologies are
being perfected because they are the pre-
ferred method when compared to their coun-
terparts, due to reducing engine emissions
and noise levels, engine manufacturers are
also improving them technologically to in-
crease durability, decrease weight and im-
prove their overall performance.

Liquid-cooled engines are preferred be-
cause they run cooler in all weather condi-
tions, according to Andy Somich, territory
sales manager, Modern Power Equipment,
Wickliffe, Ohio.

“Liquid-cooled engines run cooler, are
quieter and last longer than air-cooled en-
gines,” Somich explained. “Liquid engines
will run cooler through the summer months,
while air-cooled engines run based on the
weather. If it’s a hot, summer day, an air-
cooled engine will tend to run hot.”

When it comes to twin-cycle vs. single-
cycle engines, 60 percent of contractors are
buying twin-cycle and the remaining 40
percent are buying single-cycle, and those
numbers are increasing in the favor of twin-
cycle engines, Somich stated.

“All of the new equipment we get is
coming in with twin-cycle engines only,”
Somich said. “They tend to have more
power, run quieter and start easier needing
only two fingers and one pull. Single-cycle
engines usually take more effort.”

And, because there is less carbon build-
up in the cylinder heads of overhead-valve
engines, they are preferred over side-valve
engines, Blum remarked.

“With overhead valves, there is less oil
consumption because of the extended length
needed between oil change intervals and
they run cooler,” Blum added.

“Overhead-valve engines also run inher-
ently cleaner than side-valve engines be-
cause the combustion chamber is smaller
and because the valve is located right over
the piston,” Murphy added. “The only prob-
lem being that overhead-valve engines have
more parts, which usually means more main-
tenance. Butengine manufacturers are look-
ing toward more technological designs to
reduce the number of parts so that less
maintenance will be required. Contractors
tend to associate side-valve engines with
lower quality machines.”

For hand-held equipment, a big debate
has always been the choice between two-
cycle vs. four-cycle engines, Murphy said.

“Two-cycle engines give a lot of power in
a small, lightweight package, but they are
inefficientin the way they use fuel,” Murphy
explained. “In a two-cycle engine, oil is
mixed in with the gas for fuel, which leads to

added pollution when the mixture escapes
through the combustion chamber without
being burned out the exhaust pipe.”

But two-cycles can also operate in any
position and run at high speeds — 7,000 to
8,000 rpm, Murphy pointed out. Yet, he said,
four-cycles, although they run a litde slower —
4,000 rpm — can't operate at any angle and are

How productive is a X, =
2-man crew per hour! W

TRADITIONAL
About 2 cu. yd. per hour

Mulch up to 700% faster!

The revolutionary FINN Bark Blower aim-and-shoot
mulching technique pays you back fast

With the FINN Bark Blower a two-man crew can easily apply 15 cu. yd. of
mulch per hour. The powerful FINN Rotary Airlock powers mulch through
300' of 4" flexible hose. Just aim and shoot. Available in trailer and truck
mounted models, the Bark Blower breaks up clumpy mulch, reduces material
cost 20% or more, and creates a finished look customers love. No more slow
downs because of wet weather or tricky terrain. There’s nothing else like it.
Call today for a free brochure and the name of your nearest FINN dealer.

-!
HAND LABOR WITH THE FINN BARK BLOWER
More than 15 cu. yd. per hour

9281 LeSaint Drive, Fairfield, OH 45014 « Fax (513) 874- 2914 « Web site: www.finncorp.com
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CORPORATION
Innovative equipment

enhancing the world’s landscape

1-800-543-7166
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a litde bigger and heavier, run much more
efficiently, releasing less emissions. Cur-
rently, engine manufacturers are focusing
on improving both designs to create that
perfect combination of low emissions and a

lightweight, high-speed product.

HORSEPOWER. The first thing contractors
look at when purchasing engines, according
to Somich, is horsepower.

“You can never have too much horse-
power,” he said. “When given the choice be-
tween a 12-horsepower or 18-horsepower en-
gine, 98 percent of the time contractors will
choose the 18-horsepower engine. And there’s
not too much of a difference in cost as you step
up from one horsepower to the next.”

Of course, when it comes to lawn mow-
ers, such as a typical walk-behind mower, an
engine that is too large won’t bolt on to the
machine, but otherwise it’s easy to apply
more horsepower to a machine by buying a
(continued on page 68)

Exploring Electric Energy

ecause 1,000 pounds of batteries can only last 80 miles before needing an eight-hour
recharge, the viability of electric power in green industry equipment has been nil, according
to Dana Lonn, director of advanced turf technology, The Toro Co., Minneapolis, Minn.

Looking for another electric power avenue to pursue, equipment manufacturers, such as The Toro
Co., Textron Turf Care and Specialty Products, Racine, Wis., and Asea Brown Boveri, Norwalk,
Conn., have partnered with Metallic Power, San Diego, Calif., which is introducing zinc/air fuel cells
as another means of electric power. According to Metallic Power, the system consists of zinc/air
fuel cells and a zinc regeneration/recycling machine. The fuel cell is similar to a battery but is
refueled with zinc pellets rather than being electrically recharged. The zinc pellets are combined
with oxygen from the air inside the cell, forming zinc oxide and releasing electricity.

A 4,000-watt zinc/air fuel cell produces power for three hours, Lonn said, and operates at about
5% horsepower, yet provides the equivalent energy of a 20-horsepower engine.

And, like batteries, Lonn pointed out, zinc/air fuel cells are quieter and produce less heat and zero
emissions, meeting current and upcoming California Air Resources Board and Environmental
Protection Agency standards.

“Will electric power become commonly used in the green industry?” Lonn asked. “It's not an
option with battery technology because there has been little progress. But with fuel cells there
is more hope — a better chance. Although there are many technological hurdles we have to get
past.” — Nicole Wisniewski

Dig This
Meqsurlng Wheel

The Professional
Choice for
Landscapers
Being a successful
landscaper takes more
than just heavy equipment
and healthy trees.
Accurate estimates and
installations require
accurate meaurements.
The Rolatape 300
responds with fast
accurate measuring
before and during the job.
Roll though your next
landscaping project with
Rolatape.

CONTACT THE ROLATAPE
CORPORATION AT:

2701 N. Van Marter Drive

Spokane, WA 99206 USA

Phone: 800/533-9422 or 509/922-4114
Fax: 800/900-3117 or 509/922-3117
www.rolatape.com

ROLATAPE

PROFESSIONAL SERIES

USE READER SERVICE #57
JULY 1999 » LAWN & LANDSCAPE

RN BIRD,
SALE

TRY THE NEW

T-BIRD
4" Pop-Up
Complete Turf Rotor
with NEW Nozzle Tree
WE'VE GOT “\9 00

THEM O “ea.

Buy The Box - Plenty in Stock
E%- BEST BUY on a Turf Rotor ’

W We Pay Order by 1 p.m. |
for U.P.S. SHIPS SAME DAY -

800-600-TURF

CALL US AND SAVE! 7:30 am - 5 pm (8873)

Pacific T/me
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Stop Callbacks

& Cancellations!

Stop Callbacks & Cancellations. Use

RegalKade™... for the newest pre-emer-
gence herbicide for the lawn care profes-
sional. RegalKade™ provides a complete
weed control and fertility program for both
cool season and warm season turfgrasses.
Season-long control of crabgrass, crowfoot,
chickweed, and many other annual grass
and broadleaf weeds in established turf and
landscape ornnamentals.

New Standards
For Turfgrass
Excellence

EGAL

CHEMICAL COMPANY

Single Application in the spring pro-
vides consistent summer-long control,
which saves time and application costs.

No Staining of equipment or cloth-
ing compared to other pre-emergent herbi-
cides, which eliminates your concern for
customers’ sidewalks, or your personnel.

RegalKade™ is only available from
Regal Chemical Company and Regal Turf
Distributors.

HERBICIDE
Barricade® herbicide is a registered
trademark of Novartis Crop Protection, Inc.

P.O. Box 900 ¢ Alpharetta, Georgia 30009 * 770-475-4837 « 1-800-621-5208
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(continued from page 66)

bigger engine, Somich said. However, most
engine manufacturers tend to disagree with
the need for more horsepower.

“It’s a toral waste of money to get higher
horsepower unless the original engine was
underpowered,” Murphy maintained.

Contractors should discard the urge to

buy more horsepower and focus on

sticking with the horsepower that the
equipment originally came with when

)'?P[llt'llig engines.
LR

“Contractors can overpower an engine to
the point where they’ll damage the machine.
For example, on a zero-turn riding mower,
you can overpower the hydraulic pump by
applying too much horsepower and cause
damage to the machine.”

Besides, the greater the horsepower, the
greater the cost of the engine, Ditter noted.

“Contractors want an engine with the
power they need to do the job,” he ex-
plained. “Contractors don’t want to pay for
what they don’t need.”

Contractors should discard the
urge to buy more horsepower and
focus on sticking with the horse-
power that the equipment origi-
nally came with when replacing
engines, Ditter said. This can pre-
vent them from hurting their per-
formance with too few horsepower
or spending too much money and
possibly damaging the machine
with too much horsepower.

Other factors contractors have to worry
about when replacing engines is whether
the engine needs to be replaced with a short
block, reworked or whether a whole new
engine or new piece of machinery is needed,
according to Cameron Litt, product man-

ager for twin-cylinder engines, Kohler Co.

This decision can be made based on the
overall condition of the engine and ma-
chine, Blum pointed out.

“If there’s less than half a season left in
the piece of equipment, contractorsare prob-
ably better off getting a whole new ma-
chine,” he said, “rather than worry about a
new engine.”

RELATIONSHIPS. Contractors rely on local
dealers to service their equipment.

“Contractors will do routine mainte-
nance,” Litt said, “but they usually hire a
good mechanic or establish a good relation-
ship with their dealer so they can count on
service when they need it.

“Overall, contractors want engine per-
formance without much downtime,” Ditter

added.

The author is Assistant Editor of Lawn &

Landscapc magazine.

New For “99- Alamo Controls Sycamore

Anthracnose, Cedar Apple Rusts and Apple Scab.

From Tree Tech Microinjection Systems comes a full line of
nationally labeled insecticides, fungicides, bactericides and fertilizers

in leakproof microinjection units

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

1879 SW 18th Ave

Tree Te_'g_ll
-

Williston, FL 32696
1-800-622-2831
e-mail: support@treetechusa.com
website: www.treetechusa.com

Alamo is a registered trademark of Novartis (rop Protection, Inc. Aliette is o registered trademark of Rhone-Poulenc Company.
Bayleton is o registered frademark of Bayer, AG. MetaSystox R is a registered trademark of Gowan company
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To many, a Shindaiwa is more than just a piece of landscaping equipment.

The Shindaiwa T230 grass trimmer boasts the

: While your Shindaiwa won't host you a bachelor party,
industry’s best power-to-weight ratio, meaning A

;;’,“19{1’:’;’} ;"p"’;l'l’_’:g"h’e”é”"’“‘ i it will provide a long relationship. Such loyalty results from
e vy

i i 1 o individually designed components that hold up to the toughest
. demands. So your Shindaiwa will always stand attentively sni d mi
“ by your side. Whatever the task may be. For additional information, n a

call us at: 800-521-7733 or visit our website: www.shindaiwa.com. FIRST TO START. LAST TO QUIT.



http://www.shindaiwa.com

70

Pricing
landscape
services
accurately
requires that
contractors
understand
the variables
driving
their
market.

By Jim
Huston

JULY 1999 = LAWN & LANDSCAPE

arketsare dynamic. Markets arealways chang-
ing due to the various forces, which influ-
ence them. Contractors tend not to realize
or be aware of the subtle and not so subtle
changing tides and currents beneath the seem-

M ingly tranquil surfaces of the markets in which

they operate. The ebb and flow of marker forces
escape them. Profits and margins erode while marker
opportunities slip by. Like a blind sailor on the ocean,
the chances of reaching port safely are slim at best.

Tracking jobs by gross profit

margins or by man-hour costs

can help contractors identify
profitable job opportunities.
Photo: Grasshopper

Sailors have tools to help them navigate the waters
upon which they sail. In like manner, there are
objective, quantifiable reference points available for
contractors to help them along their way if they know
what to look for. But one must be trained in the art
of observation.

Seasoned caprains of the sea do not get that way
by treading water. They get that way by spending a
lot of time monitoring and studying the oceans upon
which they sail. Before they become masters of the
sea, they are first students of the sea and the forces that
influence it. Contractors must do the same. They must
know how to study their markets and the hidden signs
contained therein. Fortunately, there are tools and
training available to teach them how to do so. But
these tools and methods must be studied and they must
be applied. As contractors study their markets and
the jobs being bid, they need to continually ask, “Can
I play this game and win? Does this job or market
adapration add to my company’s bottom line?”

CHARTING A COURSE. Adapting to the marketplace
assumes certain prerequisites. The first prerequisite is
that you have a clear vision of what to adapt to. You
have a definite “port” in mind, so to speak. This leads
to the second prerequisite. The destination must be
one worth going to for you and your company. There
must be a “payoff” for taking the trip. It might be
increased or maintained market share. Or, it might
be 1o realize increased margins due to expansion into a
new market. Thirdly, you must have measuring devices
and tools to help you stay on course and to navigate the
waters safely as you attempr to reach your chosen port of
destination.

(continued on page 74)
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TANMISSLARK 99}

REGIONAL NURSERY, GARDEN & LANDSCAPE SUPPLY SHOW
DALLAS CONVENTION CENTER - DALLAS, TEXAS, AUGUST 6-8, 1999

Texas Nursery mndscape Association

TAN and TALC
7730 SOUTH IH-35 - AUSTIN, TEXAS 78745-6698
(512) 280-5182 - FAX (512) 280-3012

CALL NOW! (800) 880-0343
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For the past 30 years, high dose
chemicals have ruled as America’s

all-purpose insecticides.

4 /
Iime's up.
The environment doesn’t want them. Your customers Gard

don’t want them. These days, high dose insecticides

are dinosaurs. Which is why we've introduced DeltaGard"™, the world’s most
potent (and successful) pyrethroid inseclicide.
DeltaGard'’s unique single active isomer
configuration works at rates between 0.06
to 0.13 Ibs./Al/acre to control virtually all
the surface feeding insects present in your
customers’ yards. So the next ime you use a

spray or granular insecticide as part of your IPM

program, make sure it has DeltaGard

‘ . ® Agrtvo

written on it. Truly, this IS theé WAy  pesetendme
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the world is moving. > N
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95 Chestnut Ridge Road
Montvale, NJ 07645
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ricing

(continued from page 70)

An irrigation contractor had a marker
opportunity to add a lawn maintenance
division to his company. We ran the num-
bers. When we finished, I was convinced
thar this contractor knew clearly where he
wanted to go, that there was a quantifiable

It is imperative that contractors be able
to identify direct and indirect costs as
well as understand their profit margins

in the bidding process.

benefit to his company for doing so and that
he would successfully reach his chosen des-
tination. This contractor did his home-
work. Unfortunately, most don’t because
they do not know how.

Markets become predisposed. Even

though markets are dynamic, trends can

usually be identified within them. One of

the objectives of an owner and/or estimator
and a good estimating system is to identify
these trends. Once identified, they can
sharpen your estimating skills. Marker pre-
disposition can be seen in cer-
tain indicators ifobserved closely.
Unit prices and gross profit mar-
ginsare two tools that can readily
indicate marker predisposition.

Forinstance, let’sassume that
the going price for installed brick
pavers in the residential market
in your part of the country is
between $8 to $10 per square
foot. If you tell your potential
customer that you are going to charge $15
per square foot, you had better have a good
reason why or be a terrific salesperson. Oth-
erwise, you might as well not waste your
time giving that customer a quote for the
job. On the other hand, if you can reduce

your costs and make an acceprable profit
charging $6 per square foot, why charge $6
when the market will allow you to get $8 or
$10. That's using market predisposition to
your advantage.

A commercial landscape installation con-
tractor in New England has tracked his
gross profit margins (GPMs — gross profit
margin equals net profit margin plus gen-
eral and administrative overhead costs in-
cluded in a bid. Put another way, GPM
equals sales price minus direct costs) reli-
giously for the last seven years. During the

recession of the early 1990s, he knew that if

his GPM was more than 18 percent on a job
being competitively bid by other contrac-
tors that he would have no chance of getting
the job. He might as well not waste his time
bidding it.

However, he knew that if he was negoti-
ating the job and that it was not being put
out to competitive bid, he could put 22 to

(continued on page 76)

[rail Blazers.
Turning u I Lhe heal

,”""

Trail Blazers™, Loegering's rugged, high-
performance steel track for skid-steers
Long-lasting, hammer-forged pads designed
for superior skid-steer control. Trail Blazers
keep you going when the going gets tough!

A
m m Restore traction and increase floatation
® Threaded pin and nut for easy service in the field
Bl fon Aanae i ® Self-cleaning, fully adjustable

JSA ® Easy on your machine’s drive system

LOEGERING MFG. INC. 800-373-5441 v 701-347-5441

Internet: www.loegering.com

OLSON
IRRIGATION
SYSTEMS

EH-12 EMITTER

A BETTER IDEA BY DESIGN

A logical idea — Drip irrigation in @
head — fwelve individual pressure
compensating outiets. The patent-
ed filter is built right into the unit
and good filtration is what makes
drip work.

Drip irrigation designed for
landscape — not adapted fo it
Call or write for more information. |

10910 Wheatiaonds Ave
Santee, CA 92071

619 562-3100, 800 770LSON
FAX: 619 562-2724
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Now you can confidently schedule summer-dig,
transplant and landscape installation work even
in adverse hot, dry conditions. BioPlex Organics
transplant products are proven to decrease plant
stress, minimize plant decline, increase moisture
retention and stimulate root generation. Results?
A guaranteed® increase in transplant success, more
satisfied customers and a greener bottom line.
Nursery and landscape professionals have raved BioPlex* Technical Concentrate
for years about BioPlex Organics transplant products. m&&mﬂmmﬁ?&m
For example, Leif M. Knecht writes,“I've extended A
my transplanting season from 4 '/2 months to 7 or
8 months.This allows easier scheduling and a
better bottom line. Thanks for these great profit-
making products!”
Call today for free information and the name of
your nearest dealer.

e Rhizo-Root One-Step Mycorrhizae
“GUARANTEE: If BioPlex Technical Concentrate does not work to your satisfaction, One-step endo- plus ecto-soil and root

you get a complete no-questions-asked refund on the purchass price. innoculant for increased transplant health,
J vigor and overail transplant success.

«B/oPlex

1-800-441-3573

Manufactured and distributed by TCP. Inc., Manheim, PA 17545
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Tree Rings* Portable Irrigation
Precise slow-drip irrigation delivers 25
gallons over 6-8 hours. Use on B+B or
on-site, on or in the ground.

BioPlex"® Fertilizer Tablets
Slow-release organic fertilizer tablets last
up to 2 years. More root mass, faster
establishment.




(continued from page 74)

25 percent GPM on the job and still get it.
Today, this contractor consistently puts 22
to 25 percent GPM on competitively bid
jobs and 25 percent to 30 percent on nego-
tiated ones because the market has recov-
ered from the recession of a few years back.
This contractor monitors his market by
tracking GPM as it reacts to market forces.
He then adapts his pricing accordingly.

MAINTENANCE TRENDS. The commercial lawn
maintenance market displays some very in-
teresting trends around the country. The
primary indicator of its predisposition takes
the format of a unit price. It is the man-hour
rate. You determine the man-hour rate by
dividing the billing price of a job by the total
man-hours (including drive, load, unload
time, etc.) required to perform it. This
number averages $22 to $27 around the
country. However, some markets realize
$30 to $35 per man-hour. These markets

are usually found in industrial parks near

major metropolitan areas. Certain cities in
New England, California and pockets in the
Midwest see these types of prices. However,
the Southern California market sees its man-
hour rate drop to the mid- to low teens ($13
to $16 per man-hour). In one area, rates of
$11 to $12 per man-hour are not uncom-
mon. This is understandable due to intense
competition, low labor rates and the ability
to spread overhead costs over a 12-month
season rather than a nine-month one. GPMs
in the lower man-hour markets usually ranges
from 20 to 35 percent and from 35 to 45
percent in the higher ones.

Municipal lawn maintenance markets in
Southern California have displayed some
interesting trends over the last 10 years. At
one time, the man-hour rates were consis-
tently hitting the high teens to low 20s.
Presently, they are in the low to mid teens.
Gross profit margins have fallen as well.
This once very lucrative market was realiz-
ing 30 to 40 percent GPMs. Now it is lucky

to see these margins hit the low to mid 20s.

Margins and rates have dropped partly
due to the economic doldrums of the South-
ern California economy. However, munici-
palities have become much wiser in oversee-
ing the contractors performing the work in
the field. Partly due to budget constraints,
quality control inspectors look for areas
where contract specifications and standards
are not being met. Deductions are then
subtracted from the contractor’s monthly
billings.

One contractor recently found himself
in a “catch-22.” He saved a city more than
$100,000 on a rather large contract. To
show its appreciation, the city took the
$100,000 savings and went out and hired
another inspector to help oversee the con-
tract, which upset the contractor. He worked
to improve production, reduce margins, be
more competitive, save the city money and
keep one inspector happy. Now he had to

(continued on page 78)

e Name Brand Irrigation Products

* Fertilizers * Pipe * Tools

¢ Qutdoor Lighting

* Wood Products

 Landscape Supplies

e Calsense Control
Systems Distributor

The Nation's Premier Landscape & Irrigation
Supplier — Serving the Professional
Landscape Contractor.

STOP

W U iR : .
\%ng Machine That Will Have You Hopping All The Way To The Bank

Curb Machine

Sod Cutterr

Var/e of Styles and Finishes
Manufacturers:

Corporate Office: Novato, CA

800-426-4680

Quality Curb Machinery and Sod Cutters

s CALL FOR FREE VIDEO
(888) 999-6641

Phone: (623) 939-8708
Fax: (623) 435-0626
www.borderlinestamp.com
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(continued from page 76)

keep two inspectors off his back who were
trying to save as much money as possible for
the city, at his expense.

These are the types of situations and
realities of business reflected in market forces
that influence margins and drive prices up
and down and to which the contractor must
adapt daily.

I consistently see residential landscape
installation work realizing 30 to 40 percent
GPMs throughout North America. An East
Coast contractor had an installation divi-
sion, which did both commercial and resi-
dential work. However, profits were very
slim at the end of the year. Upon reviewing
several completed jobs, we found that the

Middle Georgia Isuzu

IsSu2Uu Chris Fountain
800-899-8696
TRUCK At

:
TOURS -

lake Your Company to the Next Level -912-923-0027

"

B -l-l_-'-\—-.-‘-

ol

® Eliminate Daily Loading/Unloading

® Protect your equipment against theft,
accidental loss and bad weather

® Organize your tools

® Reduce fuel stops

® Supercharge your marketing efforts

® Increase your warehouse space

FREE BUSINESS PLAN WITH
EVERY QUOTE!

Eliminate Trailers with the
Hydra Ramp System

[

Super Lawn Truck Hand and Power
Tool Storage System

= TN

Bonaire, GA 31005
912-923-0027 e Fax 912-929-3583

FREE tours of the entire Super Lawn Truck System at: www.superlawntruck.com
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GPM bid on these jobs was rarely more than
27 percent. This was OK for commercial
work but it was too low for residential work.

The designer/estimator admitted that he
could have raised the GPM on the residen-
tial bids 5 percent to 10 percent and still
have won the jobs had he been aware of that
market’s predisposition and had he used an
estimating system which clearly identified
the GPM to him during the bidding pro-
cess. He underbid his residential jobs and
left money on the table because he did not
pay attention to market forces and trends.

It is imperative that contractors be able
to identify direct and indirect costs as well as
profit margins in the bidding process. Do-
ing so will help you identify the market
trends mentioned above. It will also help
you identify what I call a bidding envelope
or range (e.g., 25 to 35 percent GPM)
within which you can safely bid.

You need to know how high you can go

with your GPM and still get the job. You

Moving Prices Up

usiness owners facing fierce competition can
never predict whether a price increase will

send an established client searching for a cheaper
rate. Some owners have annual price increases
and others base their increases on their costs.

Bill Cox, president of Lawn Management
Company, Houston, Texas, said he has had a lot of
success with timing his price increases to coincide
with a federal minimum wage increase or price
increases in the oil market,

“It's just accepted then that everyone’s prices
are going up,” he remarked about the effects of
those economic influences, Cox emphasized that
he keeps a good relationship with his 125 clients
and lets them know of new prices well in advance
through contacting them by telephone and by letter.

If a particular customer has a problem with the
increase, Cox said, he tries to compromise.



http://www.superlawntruck.com

also need to know how low you can go with
the GPM and not hurt yourself. Looking at
how high you can go is the easy part. If you
are 100 high, the market will tell you to take
your price and get lost. How low to bid is
much more of a challenge. Asa general rule,
you want to bid above your break-even
point, which is the total of your direct costs
plus the general and administrative over-
head to be recovered on a job. Rarely do you
want to bid below the break-even profit on
a job.

CONCLUSION. Adapring to the marketplace
requires that you be able to measure it. It is
necessary to have the right tools and meth-
ods in order to do so. Once you have the
right tools and methodology, you can mea-
sure and adapt to just about any market-
place. However, the critical question to ask
is, “Can you play this game and win? Does
this job add to your bottom line and does it
fit into your bidding envelope?”

T TR N S R

“They'll say: ‘The timing is not right for us.' So
we'll wait six months or so before raising their
price,” he explained. "“We realize some
customers’ budgets can't go up when we want
the prices to go up.”

With more than 1,000 clients, Gary Moss,
president of Moss Landscaping, Houston, Texas,
said he notifies his customers about 30 to 60
days before a scheduled price increase is going
to take place. Moss echoed Cox in that he, too,
negotiates his prices if a customer objects too
strongly to the increase.

Each customer has an annual contract for
services with the company and yearly price
increases are based on that contract, Moss
explained. Prices are based on the bottom line,
and increases have generally ranged from about
5 1o 10 percent each year, They are typically
based on the higher workers' salaries and costs
for supplies and equipment his company has to
pay, he remarked, adding that he rarely offers
customers these explanations for his price
increases unless they want to know.

Seasoned captains of the sea are not
rudderless victims of the waves. They con-
sistently reach their chosen destinations
because they have mastered the tools of their
trade and have adapted them ro each course
they navigate. Contractors who employ simi-
lar tactics not only have the ability to adapt
more easily to their markets today, but they

ensure that they will be able to sail into the
markets of tomorrow as seasoned profitable
CONLractors.

The author is president of Smith Huston, Inc.
which specializes in construction and services
management consulting to the Green Industry.
He can be reached at 800/451-5588.

.

800-285-7221

lhg!3 ULTIMATE
WHEELBARROW

5 MEN AND A
WHEELBARROW

\ typical 5-person ¢

an spread 8 cubic yards

| MAN WITH THE
EXPRESS BLOWER

an blow

www.expressblower.com

m of Rexius Forest By-Products, Inc.. Eugene, Oregon

LAWN & LANDSCAPE « JULY1999 79



http://www.expressblower.com

-

Te same kind of

%

¢ T -‘_‘ ] ’,‘::‘:‘
§ R e SN A
SO R
: 159
AN Yi me 'y |
» S \
.




John Deere Commercial Walk-Behind Mowers

Presenting the perfect blend of
horsepower and willpower: John Deere
gear-drive and hydrostatic walk-behinds.
Equipped with high-torque, fuel-
efficient engines and transmissions
that, like you, just won't quit. We're
so sure of this, in fact, that we
guarantee these transmissions with a
three-year limited warranty. Most
other commercial walk-behinds don't
even come close. Not surprisingly,

these transmissions aren’t the 4

only way we're a bit s

b g

more ambitious than

other manufacturers.
e vy
John Deere "
- . i
pistol-grip R e -
L] 3 ! o
controls are 0 #

precisely positioned

, Ry o _ 3 & to comfortably squeeze out maximum
T R SR 1] 5 productivity. We went ahead with the

¥ 10 )

gl i Vet N . industry’s best paint job not for looks,
-
drive you have.

but to resist corrosion. Our hydrostatic

mowers are the only ones with on-the-
go tracking. (Our gear-drive models
distinguish themselves with protected
drive belts, excellent geometry, and
kevlar-reinforced belts that reduce
slippage over time.) Simply put, we
design our machines to stick-to-it.
So if you're looking for a walk-behind
as determined as you are, visit your
local John Deere dealer’s store. (Call
1-800-537-8233 for one near you.)
After all, we've pushed ourselves to

do better for the past 162 years.
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renovation

o make a home for Red River hogs, Congo
buffaloes and turtles, Moore Landscapes had its
hands full incorporating a jungle theme into the
new African habitat section soon to open up at the
Brookfield Zoo, Brookfield, Ill.

The zoo wanted to keep most of the existing 30-inch
diameter, sensitive oak trees and ash trees in the area,
while at the same time adding 20-inch diameter canopy
trees, understory plant material and shrubs, noted
Audrey Thompson, sales and marketing, Moore Land-
scapes, Glenview, IlL

“Afterall, it has to look like an African jungle,” Th-
ompson said, pointing out some of the design challenges.
“I’s a trick getting around the already large trees to install
additional trees with rootballs that are 100 inches wide.
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T aas i Also, we don't have full access to the zoo all of the time
Preparatlon = t/]e qu toa Suffeﬂﬁll because it's open to the public daily. This project re-
hndscape renovation quired a lot of preplanning.”

= Preparation is required before any

landscape installation. But for a land-
scape renovation, a project that takes a
B}, NICOIL’ little more thought and a lot more

customer communication and sensi-

Wl'sniew.fki ti.\'ir)'.m cxistin-g plant material, plan-
ning is everything.

TIMING. With a landscape renovation,
a landscape contractor doesn’t start
out with a blank canvas. Instead, there
is an existing array of plant materials
that need to be incorporated, pre-
served, supplemented or deleted from
the landscape, while at the same time
bringing other materials in to create a

customer’s desired landscape look.
“Renovation is all about redoing
A osbiatr st the c)fist.ing I.-.mdscape to ma.ke the
. new fit in with the old,” said Dee
incorporate an already Sanders, enhancement deparrment
""ﬁ"!lﬂfﬂﬂflﬂﬂ" manager, Gachina Landscape Man-

materials into a landscape agement, Menlo Park, Calif.

renovation project, while at A landscape renovation is called for
the same fime bringing other when plams. h'fwc bca?mc c'>ld. over-
b kit aiis et grown and llln'fcstcd with dls]egscs or
look. Photos: Godhing pests — usually every seven to 10 years,

according to Jody Gibson, operations
(continsed on page 84)
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EVERY TIME THE

WATTER MISSES

YOUR REPUTATION
TAKES A HIT

Misting due to high water pressure is a leading cause
of uneven coverage, water waste, and callbacks. That's
why Toro 570Z Series nozzles come with a Pressure
Compensating Device (PCD) built right in.
Theres no installation necessary and, even

bcttcr, thuc $ o extra chargc So now you

To celebrate the American Society of Landscape Architects’ », P
100th Anniversary, Toro will contribute $100 in your firm’s nam
to the ASLA 100 Parks Program for each qualified design that includes | ‘
Toros 5707 Series sprinklers and nozzles. Offer runs from 3-15-99 to 8-1-99.
For more information write: The Toro Company - Irrigation Division,
Attn: Marketing, 5825 Jasmine Street, Riverside, CA 92504, |

[IRRIGATTON
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* Order with the axle kit (shown) for
safe towing or without the axle kit
for mounting on an existing trailer

with mowers, blowers, etc.

* Heavy-duty impeller breaks up yard
waste to reduce trips to the dumpsite.

Other standard features:
* Heavy-duty hood protects engine
and easily opens for service.

« Extra large fuel tank lasts all
day without refueling.

» Garden hose hook-up washes
debris from the impeller and housing.

* Intake nozzle stows away
for safe transport.

Maodel P Deicing Spreader

Heavy-duty construction in carbon
or stainless steel provides years of
continuous service. Standard electric
throttle provides fingertip control from
the comfort of the cab.

For more information, contact:
Highway Equipment Company
616 D Ave NW
Cedar Rapids, |A 52405-3823
Ph: 800/363-1771 » Fax: 319/363-8284

www.highwayequipment.com

Building the best since 1939.
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continued from page 82)

Regardless of the

money saved on plant
materials for the
customer, a landscape
renovation usually costs
about 25 percent more
than a landscape
installation because of the
demolition involved.
Photos: Lease Landscaping

manager, N.L.C.I. Landscaping, Medina, Ohio.

“A landscape in need of renovation looks woody with material

that has grown over home windows and gutters,” Gibson described.

However, the true deciding factor, pointed out Kevin McHale,

president, McHale & McHale Landscape Design, Upper Marlboro,

Md., is how much maintenance the property has received since

installation or its last landscape renovation.

“Rapidly growing shrubs, perennials and trees could become

S99 090

To be worth-
while and
profitable for
landscape
contractors, a
landscape

renovation

project should

cost customers

approximately
10 to 20
percent of
their home
cost.

L B OB B B N

weed infested or overgrown based on
whether they were taken care of with
water and proper nutrients,” McHale
said. “If they weren’t properly main-
tained, a landscape renovation could
be needed after only two to three years.
With proper maintenance, a landscape
can last 10 to 12 years.”

“Even with upkeep and mainte-
nance, a 10- to 12-year-old landscape
can need some renovation, depending
on the original design,” Sanders added.

And sometimes, customers ask fora
landscape renovation just because their
current landscape isn’t pleasing any-
more, according to Thompson.

“Many renovation projects involve
addingalot of desired perennial color,”
Thompson said. “Even commercial
customers, who usually ask for annu-
als, are requesting perennial beds in-
stead because it gives them the same
amount of color for a lower cost.”

SELLING RENOVATION. A landscape

renovation can be very extensive or very simple, according to

Sanders. “It can range from a $100 to a $300,000 project,” he said.

u'flh'l”l"l('{{ on /7.1&’( 86)
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WE GUARANTEE TALSTAR

INSECTICIDES WORK.

{OF COURSE, THERE’S NO LIVING PROOF.}

THE TALSTAR* MONEY-BACK GUARANTEE.

When you use Talstar® insecticides, we’ll

guarantee long-lasting performance

against a broad spectrum of insects,
or your money back. That’s
because Talstar® insecticides
have the longest proven residual
in the industry, providing up to 6
months control of target pests.
The active ingredient, bifenthrin,
the only biphenyl pyrethroid available in
the industry. And since bifenthrin contains no
alpha-cyano group, Talstar® insecticides won't
cause the skin or throat irritation experienced
with other pyrethroids.

lalstar® insecticides can solve your tough-

est insect problems. In and around buildings,

on lawns and ornamentals, even on golf

courses, Talstar" insecticides control a broad
spectrum of insects and mites.
l'he water-based flowable and the granular

formulations can both be safely applied to

sensitive turf and ornamentals without damage or
burning. Plus, they’re easy to handle and are
odor-free at label rates.

Find out more about our
new money-back guarantee for
Talstar® GC Granular Insecticide,
Talstar®*GC Flowable

Insecticide/Miticide, Talstar® PI
Granular Insecticide and Talstar® Lawn
& Tree Flowable Insecticide/Miticide”
Contact your FMC authorized distributor or call

1-800-321-1FMC.
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(continued from page 84) Gleanng the I_and avoid residual effects from the herhicide.”

A non-selective herhicide treatment can solve

“Even ‘}Im‘gh sometimes you're saving S e e e e heproblem of removing everything from an area
money on plant materials, a landscape reno- without causing any major damage, ially in
vation costs about 25 percent more than a "
landscape installation because of the demo- hen trying to open up an area to heavy weed areas when it is important to get rid
lition involved,” Gibson explained. “But make room for new plantings, of all of the material that grew in that area,
you bring in 5 to 10 percent more profit steering clear of mature tree roots and added Audrey Thompson, sales & marketing,
because you put in more work.” valuable top soil nutrients can be tricky, Moore Landscapes, Glenview, Ill.

To be worthwhile and profitable to a especially when using machinery, suchas a sod  “You can’t just strip back the sod bed,”

landscape contractor, a landscape renova-
tion should cost customers 10 to 20 percent
of the cost of their home, Gibson said.

cutter, according to Kevin McHale, president, Thompson pointed out, “and risk extra
McHale & McHale Landscape Designs, Upper  maintenance later on when weeds begin to grow

“If they have a $200,000 home, then the Mariboro, Md. in the new bed.”
landscape renovation, ideally, should cost Instead, McHale suggested using a non- But instead of waiting two days after spraying
$40,000,” Gibson stated. “If it is only bud- selective herhicide to clear out an area during an herbicide, Thompson waits seven to 10 days,
geted for $10,000, we'll try and push it to a landscape renovation. the latter being the ideal,

$20,000 so it’s at least 10 percent. We can
do this by suggesting additional landscap-

ing, irrigation or paving work.”

“If the area isn’t too close to a tree’s roots, “We only use a non-selective herbicide if we're
we'll spray a non-selective herbicide and then  not already ripping up the whole area and we

But cost can fluctuate based on the site, till it in,” McHale explained. “We'll do that on  need to make sure all of the material in that one
McHale warned. the first day of the project and then wait two  section is cleared,” Thompson said. — Nicole
“The cost and expected profit of a land- days before we plant in that area again to Wisniewski
scape renovation are site specific,” McHale
(continued on page 88)
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Meet the large roll team of experts

Looking for an easier, more efficient installer of its type — up to 7 mph. For the
way to lay sod? Brouwer makes short best in a tractor-mounted installer, choose
work of sod installation, working with the SLH 2430, which provides the
wide rolls for greater efficiency, fewer capabilities of our SPI 2430 with a 3-point
seams and a more finished appearance. hitch design that fits standard tractors.

Our finest self-propelled model, the Our Rollmate walk-behind sod
SPI 2430, can install large rolls 24" to 30" installer can hydraulically lift a roll of sod

wide and up to 100 ft. long, and offers the  weighing up to 1500 Ibs., and can lay out
fastest transport speed of any sod either 24" or 30" wide large rolls of sod.
And, if you can push a wheelbarrow, you
can install large rolls of sod using the
Brouwer HPI. It’s ideal for large rolls up to
15 sq. yds. — 24" wide and 32" in diameter.

Choose any Brouwer, and you'll get
the kind of quality engineering that leads
to years of dependable performance.
For the best in sod installation, call
the large roll experts.

BROUWER
TEXTRON

Nobody cuts it like Brouwer

SPI 2430
Self-Propelled Sod Installer

sRouwen ¥ ) v E 289 N. Kurzen Rd. * P.O. Box 504

| A E: Dalton, OH 44618-0504
330-828-0200 * Fax 330-828-1008
Rollmate 2430 ] E-mail: sales@brouwerturf.com

fan o)

SLH 2430 3-Point Hifch Sod Installer Walk-Behind Sod Installer Website: www.brouwerturf.com

Brouwer Division of Textron Inc
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renovation

(continued from page 86)

said. “Last summer, we did a $600,000
renovation on a project that three years
prior was just a $20,000 installation.”

Because of the extra planning involved
and the extra cost associated with a land-
scape renovation, landscape contractors have
different views on whether renovation is
easier to sell to customers than landscape
installation.

“A landscape renovation is more of a
want vs. a need so I think landscape instal-
lations are much easier to sell,” Gibson
remarked.

“But the customer can see the improve-
ment with a landscape renovation,” Sanders
countered. “And add-on sales, such as irri-
gation and installation, make landscape reno-
vation a much easier sell.”

Landscape renovations can be suggested
by the customer or by the landscape con-
tractor, Sanders said.

“Sometimes they inquire about renova-
tion or sometimes we suggest it,” he ex-

plained. “How renovation is sold depends
on how much artention our customers are
paying to their landscapes.”

Before and after photographs are a key
landscape renovation selling tool that Gibson
doesn’t leave the office without.

“Sometimes customers have to see it to
believe it," he said.

COMMUNICATING CHANGES. A landscape
renovation project is only successful when
customers get exactly what they are expect-
ing, Gibson asserted.

“You can’t remove 20-foot trees and
replace them with 3- to 4-foor marerial
without letting the customer know what the
expected visual is,” Gibson said. “If we tear
outa huge tree in front of the house, we have
to think of everything, including the possi-
bility of a faded spot left on the house from
where the tree shaded it beforehand so the
customers know what to expect and are
prepared for it.”

Communication with the customer is
important during a renovation because each
change can effect the look of the entire
landscape, Thompson pointed out.

“You have to let the customer know
exactly what's going to happen at each stage
so they know that changing one thing may
mean we have to change all of the other
aspects of the landscape at the same time,”
Thompson said. “This is where planning is
key again. With a renovation, a contractor
can't discuss just one area. You have to look
at the whole site as an overall plan.”

There is also a difference between reno-
vating a commercial landscape vs. a residen-
tial landscape, Thompson said.

“Usually, a commercial renovation is
done on a larger scale and is easier to get
access to,” she said. “Renovation is also
done with a more long-term viability in
mind because of follow-up maintenance

and higher impact with additional trafficon
(continued on page 90)
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get attached to a Steiner.

What makes the Steiner the hardest working turf tractor you can
own? Start with unmatched versatility. With 20 available Quick-Hitch
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the work of up to 20 single-purpose machines. In minutes, it becomes a
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job, the Steiner gets it done.
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ments. One turn behind the wheel tells you that nothing
moves like a Steiner. Constant four wheel drive and a fully
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crease and curve.

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

(continued from page 88)

the property. On a residential
renovation, there is more emo-
tion attached to the plant ma-
terial on the site and how the
new plant material being in-
stalled will effect it.
“Renovation preparation
also takes more time with a
homeowner because there is
more discussion involved be-

forehand,” Sanders added.

INVOLVING THE TURF. Al-
though turf, as long as it is
planted in a well-maintained
and aerated soil base, typically
lasts up to 10 years, turf
renovation is almost always
necessary when a landscape

The customer

usually doesn'’t

overreact to
an additional
cost for turf
renovation

as long as

the cost is
included in
the landscape
renovation
budget
beforehand.
— Gibson

to be cut out, replaced or re-
sodded because they were dis-
turbed during renovation, al-
though we try to keep thar to
a minimum.”

The customer usually
doesn’t overreact to an addi-
tional cost for turf renovation
as long as the cost is included
in the budget beforehand,
Gibson said.

“We always put in ‘X
amount for turf repair costs,”
he noted, “justin case we need
to bring a larger machine into
the landscape that will disturb
some of the turf.”

Ways to avoid tearing up
the turf include using differ-

“If we need ro get a skid-steer loader in
the yard, we'll put plywood across the area
so that the machine’s weight is distribured
and doesn’t make track marks in the yard or
ruts from moving the machine back and
forth,” Gibson commented. “If we use ply-
wood, the grass is just smashed a little and
we can easily fluff that up with a leaf rake
after we're finished.”

Diane Lease, president, Lease Landscap-
ing, Grand Rapids, Minn., usesa soft-tracked
crawler instead of a skid-steer loader be-
cause it doesn’t cause as much turf damage.

Minor turf damage, whether it’s caused
by renovation, disease or insects, can be
repaired early on using a slitseeder, a ma-
chine that cuts grooves down into the soil
and then drops the seeds in, making peat
moss or straw unnecessary, according to

Gibson.

renovation takes place, regardless of time,
Thompson said.

“We always budget it in,” she explained,

ent machinery that is less harmful to the
wurf, doing most of the work by hand or
The author is Assistant Editor of Lawn &

Landscape magazine.

setting down plywood over certain areas of
“because there are always sections that need

the turf before bringing machinery in.
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A few

ad]usmzents m lack of water during the hot summer months can be stressful to

lawnsand landsc butonce this deficiency of moisture progresses

lawn care

Progrﬂm may Defined, a drought is the reduction of water or moisture avail-
keep m’fbealtby ability on a temporary basis that is significant in relation to the norm.
According to the University of California Extension, Riverside, Calif., a
a’uring a droug})t drought is considered agricultural in impact and is influenced by hum:
: activity, the presence of irrigation systems, moisture retention capacit)
PﬁlOd. the soil and the timing of the rainfall.

There are many aspects to lawn care during a drought, including

to a drought state, certain measures have to be taken to protect

homeowner's turf.

possible changes in mowing height and frequency, as well as irrigation,
fertilization and pesticide application practices. Contractors should be
aware of these and know what they should be doing or changing in terms
of their lawn care program.
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SMART SOLUTIONS. The obvious answer to combating drought stress is to

g ‘;apvply water to lawns.
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drought

(continued from page 92)

“Deep, infrequent watering to the depth
of the root system is the ideal situation,”
noted Bruce Spangenberg, extension edu-
cator, horticulture at the University of Illi-
nois Extension, Rockford, Ill. “This should
be done when lawns show the first signs of
drought stress, such as wilting, darkening
color and footprints that remain after walk-
ing across the lawn.”

Spangenberg added that once cool-
season turfgrasses have gone dormant -
stopped actively growing and turned off-
color — it’s best to leave them in that condi-
tion rather than watering heavily to cause
the grass to green-up again.

“Breaking dormancy actually drains re-
serves within the plant, and if conditions
remain dry and the weather is hot, the plant
is not likely to replace those reserves,” he
commented. “Ina typical summer, lawns go
dormant and resume active growth when
conditions improve. The downside of dor-
mancy is the appearance of the lawn and the

risk of problems arising on the inactive

lawn, such as weed invasions.”

Gil Landry, turfgrass management spe-
cialist at the University of Georgia, Athens,
Ga., explained that good irrigation prac-
tices should be followed during a drought.
“Irrigate long enough to saturate the soil,”
he stated. “Also, the customers should know
what they should be doing for the lawn.”

How much water is enough to keep the
wrf alive? Spangenberg recommended ap-
plying ¥% to %2 inch every two to four weeks.

“This should be enough to maintain
moisture in the stems and roots so the turf

A lawn should have deep and
infrequent waterings to the depth
of the root system as soon as the
grass shows the first signs of
drought stress, such as wilting.
Photo: University of Georgia

can survive and resume growing when con-
ditionsimprove,” Spangenberg commented.

Dan Evans, president and owner of
LaGrange Landscape, LaGrange, Ga., ex-
plained that most of the properties he ser-
vices have some type of irrigation system so
he doesn’t have to worry too much about
changing his mowing techniques during a
drought.

“We go by the situation,” Evans said. “If
we get to a non-irrigated site and it doesn’t
need to be mowed, then we won't do any-
thing to the property.”

Agreeing with Evans, Bill Gordon, presi-
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dent of Signature Landscape, Olathe, Kan.,
remarked that for non-irrigated turfs, he
might need to adjust his mowing schedule
and only spot mow on properties.

“This might mean that I only cut grass in
shaded areas, for example,” Gordon added.

Similarly Michael Walter, vice president
of construction at AAA Landscape, Tucson,
Ariz., said there are a good deal of irrigation
systems installed in the lawns in his area.
Then, he typically just needs to adjust the
irrigation schedule.

Gordon said that if fewer mowings are
needed because of a drought, the schedule
can always be shifted around. He may mow
a few more times in the fall and spring in
order to get all of the cuttings in.

“Contractors have to make sure they
raise the mowing height on the mower,”
Landry echoed. “This gives the grass more
leaf area and it helps produce a deeper
rooting system.”

Gordon added that he also cuts the grass

high during the summer. “We might set the
deck at 3% or 3% inches,” he said.

A FORMULA FOR PROTECTION. In addition to
changing water needs, drought-stressed turf
may also have different fertilizer needs.

“Avoid applying excess nitrogen fertil-
izer during hot, dry conditions,” Span-
genberg suggested. “Grasses will respond by
putting out excessive growth when they
should be going dormant. Wait until the
carly September period for fertilizing most
lawns, rather than summer. Then use fertil-
izers that provide adequate potassium in
addition to nitrogen.”

Landry explained a few pro-active steps
that can be taken in terms of the fertilization
program. This can only happen, however, if
the contractor is fortunate enough to sus-
pect drought conditions.

“When fertilizing prior to the stress pe-
riod, contractors should put down addi-
tional potassium and reduce the nitrogen

drought

rate by 25 to 50 percent,” Landry noted.
“This allows the plant to become hardened
to drought conditions. Too much nitrogen
will encourage leaf growth and result in a
rapid decline when the drought occurs.”

Making changes in weed control prac-
tices is a possibility for Evans during a
drought. “In a drought, we might have to
stop spraying because if anything is stressed,
aweed control product will only cause added
stress,” he remarked.

Besides fertilizer adaprations, another
tip can also help protect turf,

“Whenever possible, limit any type of
traffic on the lawn,” Spangenberg com-
mented. “Drought stress will occur faster on
turf stands with poor conditions under-
neath. Soil compaction, clay fill, high pH
and poor conditions for root growth be-
comes evident under stress conditions.”

WORKING ADJUSTMENTS. While therearen’t

many visible benefits of a drought, contrac-
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tors may be able to generate some added reve-nue with re-installations
or turf renovations.

Walter explained that his workload only becomes more mainte-
nance intensive during a drought.

“An important maintenance key at this time is to check the

irrigation system on a weekly basis,” Walter noted.

Gordon, however, stressed that the possible revenue benefits do
not make up for the tough conditions.

“Our main struggle during a drought is with the irrigation
service,” Gordon echoed. “When there is a drought, everyone is
using their systems more and this can cause more service problems.
We have to make sure all of the systems are working properly.
Contractors also have to keep the system in balance. For example,
don’t drown the shrubs while keeping the turf alive.”

The author is Assistant Editor of Lawn & Landscape magazine.
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school of management review

Being an
ﬁfﬁpe = | good leader is more than a boss who passes out a holiday bonus at the end of
’ the year. To be an effective leader, you must demonstrate and model what you
Ieﬂder 15 ‘ | expect to see in others.
' J- \ Bill Hoopes, director of training and development at Scott’s Lawn Service,
lmtrummtdl - Marysville, Ohio, explained the principles of effective leadership in a seminar

at the Lawn & Landscape School of Management. He illustrated these ideas by
m t/.'e green describing the requirements of effective leaders, who are involved in the recruiting

and hiring phase and continue to lead as long as they are interacting with employees.

industry

professional’s

BE A FEARLESS LEADER. In order to practice effective leadership, there are six
requirements that must be met, according to Hoopes:

* Have a leadership philosophy. This is an understanding of
what drives human motivation.

* Have an accurate assessment of the positive and negative

SO0 00 000 COIPITSTOIEOINBSLOLEOSEOSTOINOENOEDS

S
]~
3
=

elements of your working environment.
* Identify a “leadership style” that will work now and in the future.
* Have a commitment to balancing people and task relationships.
. Use major power sources intelligently.
* Have a detailed human resource strategy that impacts all daily operations.
“If youare going to be an effective leader, you must understand human motivation,”
Hoopes stressed, commenting on the first requirement of effective leadership.
Human motivation is driven by basic needs described by psychologist
Abraham Maslow as a “hierarchy of needs,” according to Hoopes. This idea
was later taken a step further and applied to the business world. This
principle explained that there are two different management styles.
“A theory X manager believes that people don’t want to work.
They expect very little and they care very little,” Hoopes said.
“Theory Y managers believe that people like to work.”
The theory X and Y idea later evolved into a theory called “situ-
ational leadership.” According to Hoopes, this type of leadership
states that sometimes a manager needs to bea theory X managerand
sometimes he or she needs to be a theory Y manager, depend-
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school of management review

ing on the situation.

Hoopes explained that to be an effective
manager in today's world, it is necessary to
understand that neither of these styles, alone,
will work in the present-day labor environ-
ment. Now, managers have to balance the
two management styles in order to be effec-
tive leaders.

“Learn to balance your concern for people
and rasks equally,” Hoopes recommended.
“The reason is that if you just worry about
the numbers these days, your employees
will quit.”

MANAGEMENT POWER. Being a leader also
means utilizing your management power ef-
fectively. According to Hoopes, there are three
major sources of management power, which
include personality, knowledge and role.
Personality is the sum and substance of
your interaction and your impact on other
people. This includes how managers com-
municate with others and also the degree to

which they respect people.

“Personality is the strongest and most
important source of power,” Hoopes
noted. “This is the least used form of
power, but it should be the most
used.”

Hoopes explained that knowl-
edge is the second strongest form
of management power. “Man-
agers should use personality the
most and back it up with knowledge,” he
said.

Role is the third most important because
this is a manager’s organizational power.
“Role is the least effective but most often
used form of power,” Hoopes said. “In the
world we live in, we can somertimes get tense
and forget about personality. That's when
we say, ‘I'm the boss and this is the way it's
going to be.” If you don’t learn to use more
than role power, sooner or later you'll be
workingalone. People don’t have to work in
a stressful environment these days.”

THE HIRING FACTOR. Being an ef-
fective leader starts before the first
employee is hired. Hoopes defined
four activities that should help a leader
locate, hire and keep that perfect em-
ployee:
* Discovering
* Arttracting and hiring
* Training and nurturing
* Building murual beneficial

relationships

“Discovering means thata manager never
stops looking for the one right person,”
Hoopes remarked. “One way to do this is
the have a recruiting message printed on
business cards. Then when you're out and
you see a hard worker who you think might
like to switch fields, you can hand them
your card and use it as a recruiting tool.”

Hoopes encouraged leaders to be better
people magnets. This is the basis for attract-
ing and hiring. It’s crucial to be clear about
(continued on page 100)
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school of management review

(continued from page 98)

the business philosophy, the principles the
company stands for, and then build the

. . .
company's image so that it is attractive to
someone looking for a job. 0 0" mmo
Training and nurturing, the third activ-
A 4 i : ©0 0000000000000 0000CO0O0OCRROOSTLES
ity, means simply that if a worker is not

competent and content he or she will quit.

“Tonurture means that you start with some- 0 be an effective leader is to understand human motivation, Motivation is based on

one at the bottom and take them slowly to specific needs, starting with the most basic needs for food, shelter and security, but it

a level of proficiency,” Hoopes added. also includes more individual needs for fairness and a positive work environment, By
Lastly, managers need to build mutually understanding and using these motivators, it can be easier to manage employees and offer them

beneficial relationships with their employ- benefits that may satisfy some of their needs, according to Bill Hoopes, director of training and

ees. According to Hoopes, people take jobs development at Scott's Lawn Service, Marysville, Ohio.

because it appears the job will give them A practical application of these principles in the workplace includes:

what they want, but they stay only if the 1. Providing a welcoming, comfortable start-up period

work environment ends up being what they 2. Giving the employee challenging, but not overwhelming tasks and goals

thought it would be. 3. Making them feel accountable
Hiring can be a difficult area of leader- 4. Alowing them to feel pride

ship but Hoopes offered this advice: “Never 5. Rewarding employees

stop searching for the right employee.” 6. Treating them fairly and honestly

: 7. Giving them room and opportunity to grow
The author is Assistant Editor of Lawn &

Landscape magazine.
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hen a landscape or lawn care contractor gets started in the landscape industry,

the idea of finding and defining the type of insurance coverage needed can be

daunting. And, as important as insurance is to the contractors, finding useful
“non-commercial” information on basic coverage may not be as easy as you

think.

Taking that into consideration, Lawn & Landscape presents this, part one in a

three-part series, to sort through the details of insurance. Keeping insurance

THE BASICS. Hindsight, as they say, is 20/20, but contractors that can pro-actively
prepare for risks their business may face can save themselves from damaging costsand s arifical fo make
the type of recovery at has verse effect on the bottom line.

type covery red tape that has an adverse effec sure that all

Once contractors have a good idea of the risks facing their company, they can decide
how much of that uncertainty they are willing to take on and how much they will hold equipment is
a prospective insurance ¢ le for. In essence, insurance allows compa-
prospective insurance company accm.mtab e fo ssence, ‘ p aversl venas &
nies to pass the risk of financial uncertainty to someone else for a defined premium. The

risk the contractor retains is the deductible, and the risk the insurance company assumes, ~ ¢ompany confinves

Part 1 0f3.- most often, |s the limir' ofrh'c liability above Fhe deductible. Choose a higher dcducsiblc to grow. Phota:
and you retain more risk with a lower premium. Conversely, the lower the deductible,
. the higher the premium. John Roberts
Unde"“andmg A good idea before getting started is to create

; a list of the following information to take to an
mnsurance can be agent for an insurance search: any current busi-
ness insurance policies (if applicable); updated
a C/)allenge. payroll and sales rr:'cords: current profit and loss
sales records; loss information from the current
year and three years prior; OSHA log (if appli-
cable); current listing of vehicles, safety pro-

B W.”N grams, procedures and safety meeting records;
Y Wi epper and general information on the company.

WHY INSURANCE? Why do companies need in-
surance? This might seem like an obvious query,
but it’s a good place to start.

Gregory Botson, president of Botson-Skuggen
Insurance, Avon, Ohio, laid the answer out in

black and white: “Prevent being sued and not

having financial responsibilities. If contractors

A ISC

J | -

OlIy
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don’thave insurance and they get sued, it’s
coming out of their business.”

Taking an “it won’t happen to me”
approach is a dangerous attitude when
dealing with insurance.

“There is more litigation going on than
ever before. Consumers of all businesses
have an entitlement mentality, which ba-
sically means — ‘If something goes wrong,
it's not my fault. Who's going to pay?””
explained Michael Weisburger, president
of B. & D.A. Weisburger Insurance, White
Plains, N.Y.

INDUSTRY SPECIFIC. There are distinctions

to be made between lawn care companies
and landscape contractors concerning the
questions to ask a potential insurance pro-
vider or broker. But, according to Mike

Lezynski, vice president of commer-
with Acordia East,
Morristown, N.J., there are some

cial lines
basic considerations that apply to
both businesses.

“Both types of businesses require
property and equipment coverage,
general liability, automobile, work-
ers’ compensation and excess liabil-
ity or umbrella liability,” Lezynski
explained.

Weisburger added that there are
potential employer practice exposures
applying to both types of business.
He said contractors should consider
things like sexual harassment and
wrongful termination when writing
their policy.

Where business specific exposures
and risks are concerned, Botson ex-
plained some considerations exclu-
sive to landscape contractors.

“The extent of a policy depends
on the size of the business,” he said.
“The three basic types of coverage are
commercial vehicle insurance, gen-
eral liability insurance and coverage
for tools and equipment.”

“Ifa contractor is putting in trees,
plants and shrubs, he or she needs
installation coverage,” said Lezynski.
“If it’s strictly a maintenance com-
pany, its general liability exposure is
minimal. But if it is doing a lot of
landscape construction work, it is
doing work that will impact the ter-
rain, and this could impact the stabil-
ity of a house that sits close by. So
contractors have a little bit more liability
there, and I would council that company
accordingly.”

Contractors that have architects or engi-
neers on staff doing design work for themselves
or other contractors should have professional
liability coverage, according to Mike Prokop,
vice president of marketing, CNA Commer-
cial Insurance, Chicago, Ill.

When constructing a policy for a lawn
care company, CONtractors are, in many cases,
bringing pesticide products into the equation,
and this will have a significant impact on the
type of coverage contractors seek.

o - Vet ST SR SR R Basic Insurance Terms

AGENT — The negotiating representative of the
insurer, servicing or effecting insurance
contracts,

BLANKET COVERAGE — A policy that covers a
stated location and any number of other
unstated or nonscheduled locations as well,

BROKER — A solicitor of insurance who does not
represent insurance companies as an agent, but
instead places orders for coverage with
companies designated by the insured or with
companies of his own choosing.

CARRIER — The company that provides the
insurance,

CLAIM — A demand for payment under an
insurance contract or bond. Also, the estimated
or actual amount of loss.

COVERAGE — A guarantee against specific losses
provided under the terms of an insurance
policy.

EXPOSURE — The state of being subject to the
possibility of loss or the extent of risk.

POLICYHOLDER — The entity in whose name the
insurance policy is written.

RATE - The cost of insurance per unit used as a
means or base for the determination of
premiums.

RISK— A person or thing insured,

— Gourtesy of CNA Commercial Insurance,
Chicago, Il

“The exposures lawn care contractors
would be most concerned about, other than
standard insurance, would be ones protect-
ing the contractor for issues involving pol-
lution, environmental clean up or relating
to the equipment,” Weisburger explained.

“Companies that are state certified for
fertilization or herbicide and pesticide use
should have a specific endorsement or cov-
erage for the use of pesticide,” Botson said.

Weisburger noted there is also a distinc-
tion between companies using restricted use
pesticides vs. non-restricted pesticides.

“It appears that many of the lawn care
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operators still are not using restricted use
pesticides,” Weisburger remarked. “There-
fore, it’s all over-the-counter products they
are using, and they feel that there is a signifi-
cantly lower hazard or risk. I'm not sure that
I agree with that in light of consumer aware-
ness today.”

Lezynski believes that companies also
need pollution coverage for their chemicals
while in transit and during application.

“If a truck was ever involved in an acci-
dent and some of the pesticides got on the
ground, the company needs to clean them
up,” Lezynski said. “If the pesticides getinto
the stream or water flow, then you have a
bigger problem. The policy definitely needs
to consider pollution liabilities.”

“There are three types of pollution cov-
erage overall,” added Prokop. “In addition
to pollution insurance for transporting pes-
ticides, contractors should have coverage
for any storage facilities they have on their
property that contain pesticides and for
coverage at the job site in case any of the
pesticides end up in the water system.”

CONSIDERING SEASONALITY. Of course, not
all green industry companies are doing busi-
ness in the southern portion of the country,
and therefore many do not serve customers
year round. This might seem to pose a
coverage dilemma, but the consensus seems
to be that insurance coverage should extend
through the year, no matter how many
months a business is out of season.

“Companies will not write a policy just
for the couple of months that the business is
in season,” Botson noted. “A company
should have coverage for all 12 months.”

“There is a basic level of coverage re-
quired all year long for a business because
you never know when you are going to be
sued,” Weisburger explained. “You don’t
know when the claim is going to arise.”

Lezynski added that even when a com-
pany is covered year round, the seasonal
specifications of the business could still have
an effect on insurance.

“The key coverage, such as general liabil-
ity and workers’ compensation, are rated
according to the company’s payroll,”
Lezynski said. “The premium is determined
by what the payroll is. So, in a sense, those
policies quickly respond to the seasonality
of the business.”
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How Much is Enough?

nce contractors understand exposures and can intelligently deduce what needs to
be covered and when to should buy coverage the next logical question is how much

insurance should they buy?

“Get advice from the broker to determine the amount of coverage,” Lezynski advised.
“A contractor just starting in the business is not going to know much about insurance. They
are going to need to rely on someone who can properly advise them on how much coverage

they need and what coverage they need.”

Prokop agreed on the importance of the independent agent who sells the insurance.

“The agents get their commissions from the insurance companies, and it is the agent's
job to evaluate the needs of their clients and give them good advice regarding what
coverage they need based on their specific operations,” Prokop explained. “Companies
should probably be in contact with their agent on a guarterly basis to update their coverage
for equipment purchases or losses and any changes in operations. Making sure this
communication happens is the agent’s job, but it's the contractor's responsibility because
they are the ones ultimately responsible if a problem arises.”

“In our experience, 95 percent or more of our insured clients are buying at least
$500,000 in liability coverage, and the majority are buying $1 million or more,” observed

Weishurger.

Botson pointed out that the size of the company should, at least partially, dictate the

amount of coverage that would work best for it.

“If the company is brought into a lawsuit, how much does it have at stake financially?
Look at whether or not you are dealing with large jobs from corporations vs. working for
individuals. If someone gets hurt or a building burns down, there will be a larger claim with a
corporation as a client than with an individual,” Botson said.

“The amount of coverage companies need depends on exactly what the company is doing
and its revenues,” Lezynski explains. “But no company should go without a minimum of a $1
million umbrella limit, in addition to the other liability limits.”

Prokop said a rough rule of thumb is that a company’s insurance generally costs hetween
3 and 5 percent of its annual gross sales, although he quickly pointed out that a number of

variables can influence that.

“Companies with higher or lower loss histories than normal would obviously see costs go
up or down accordingly,” he noted. — Will Nepper

However, if a company is seasonal in
nature, there are things to consider that may
lighten the load when money is tight.

“With respect to automobile coverage,”
Lezynski commented, “one way that com-
panies can reduce their insurance costs is to
specifically take those vehicles off of the
road and turn in their license plates for a
couple of months. That's probably notsome-
thing that a lot of companies will do, but
they can delete auto coverage for vehicles if
the license plates are turned in during off

season. But you can’t just request insurance
companies to eliminate those vehicles for a
three- or four-month period.”

Lezynski said he doesn’t believe the in-
dustry is as seasonal as it once was, pointing
to increases in the popularity of services like
snow removal and Christmas decoration in-
stallation. But he suggested businesses that
remain seasonal should consider the times
of year they are making payments on their
coverage.

“An insurance program starts out the first




daya company gets into business. That’s the
effective date of coverage. If a company
chose a bad day to getinto business, it might
have a renewal that is at a time of year when
itdoesn’thave revenue comingin,” Lezynski
explained. “It is important to recognize you
can move the insurance renewal dates to a
time when there is more money coming in
so you're in a better position to pay the
premium.

“Companies can also structure payment
terms to mirror the seasonality,” Lezynski
continued. “You don’t want to pay for in-
surance when you don’t have money com-
ing in, so why not pay it all in the months
that you do have money coming in?”

CHOOSING A PROVIDER. Understandably,
insurance companies want your business.
But if you know how to shop you can save
yourself headaches by selecting a provider
best equipped to adhere to your needs.

A good place to begin, according to

Weisburger, is trade magazines.

“See who advertises in trade magazines
and speak to those companies,” he advised.
“If those companies can’t help you because
you're too small or you're part time, then
they should be in a position to refer you to
people who can.”

Weisburger also suggested looking for
insurance providers who are committed to
the industry. He cited trade shows as a good
place to find visible industry providers.

“A provider needs to know the exposures
and be able to talk the language of a lawn
care operator or a landscape contractor,” he
explained.

Once you have found someone who
works within the industry, Botson advised
that you check their credentials.

“Look at how many landscape contrac-
tors they insure and how long they have
been working with contractors in general,”
he said. “A lot of the same contractors have
the same exposures. The more professional

insurance

designations an insurance company has, the
better educated it will be.”

According to Lezynski, checking out an
insurance broker’s claim service capacity is
also a good idea.

“Claim service is critical,” he said. “Find
out if that company has a claim department
in-house. If it is only relying on the insur-
ance company to administer claims, that is
not good. Itshould have a claim department
that will advocate a client’s position.”

“Work with an insurance broker or com-
pany that understands your business and
your risks,” Weisburger adds. “Choose an
insurance company thatis financially strong.
Don’t choose your insurance company on
price alone. There needs to be a combina-
tion of quality coverage, competitive price
and working with folks that know your
business.”

The author is Contributing Editor toLawn &
Landscape magazine.
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carbide-coated blades

il

INTRODUCIN il‘HE ALL New PV-II
THE SWEEPERS ALTERNATIVE

AA-TACH

SPECIALIZED EQUIPMENT

The PV-II is the #1 selling slide-in sweeper in America. * Kohler engines
More sweeping professionals prefer the PV-II than any * 9-gallon fuel capacity
other slide-in model on the market. But don’t take * 9 mph top speed
our word for it. Ask our competitors. * Lift-up engine hood

* Comes with hydraulic deck

¢ Slide In Design $ 1 3’ 900.@ height control

¢ Polyethylene Construction

H I d
* Rust Free Hopper + TAX /DELIVERY as a two-year parts an

labor warranty

1-888-922-8224 Cirde 202 on reader servce card

Gehl
AVANTAGE
Mini Skid-Steer
Loader

¢ Choose from different
skid-steer or articulated-
steering styles

¢ Machine comes as
narrow as 32 inches

¢ 4-wheel drive

* Available with 14-hp
diesel, 20-hp gas or 20-
hp diesel engines

* Flat-faced dripless
auxiliary hydraulic
couplers and a quick-
attach system

¢ Attachments include
buckets, pallet forks,
earth augers, trenchers,
hydraulic hammers,
mower decks and

Circle 203 on reader service
card

Textron
Bob-Cat
Midsize
Mowers

* Includes gear drive,
hydrostatic drive and
variable speed
mowers with
different engine choices

* Zero-turning radius

* Array of cutting decks
include 32-inch side dis-
charge, 36-inch side dis-
charge, 48-inch rear discharge,
54-inch rear discharge and 61-

inch rear discharge

Cirde 204 on reader service card

USE READER SERVICE #106
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Caterpillor
Work Tools

* Range of 24 different
work tools for use on
compact wheel loaders
and mini hydraulic
excavators for a variety of
applications

* Range of tools include
right side dump buckets,
angle brooms, a pick-up
sweeper unit and 51-inch-
wide Class II rated pallet
forks with 44-inch long
tines for compact wheel
loaders

* All buckets accept
Ground Engaging Tool
(GET) options, including

seven bolt-on teeth or a

one-piece bolt-on cutting edge

* Designed to fit Caterpillar’s QuickLock

NEW PRODUCTS

LESCO Viper

* Mid-mount,
zero-turning radius
mower

* A compact 78-
inch package

* Powered by the
23-hp Kawasaki twin-cylinder engine

* Includes a front axle

* Comes in a choice of 54-inch or 60-inch anti-
scalping floating formed deck

* Single lever cutting height adjustment from 1.5
inches to 5.5 inches

* Twin 5-gallon gas tanks

* Large rear drive tires

* Provides a top forward speed of 8.6 mph and reverse
of 4.3 mph

Girdle 205 on reader service card

hydraulic coupler for tool changes
* A full line of buckets for narrow
trenching in tight quarters, truck
loading, general excavating,
trenching, slope-cutting, grading
and finishing work are available
for the mini hydraulic

excavators

* All tools can be operated with
biodegradable oils and are
equipped with Caterpillar XT

hoses

Cirde 206 on reader service card

Bobeat Sod Layer

Attachment

* Hydraulically driven

* Designed to unroll 24- to 48-inch wide

sod rolls

* Equipped with a patented cutting blade

* Self-contained cutter simplifies the placement and cutting of starts and stops with
the ability to cut the sod to any desired length

* Relief valves prevent over-squeezing of sod rolls and a brake mechanism automati-
cally stops the roll in place once it is off the ground to safeguard against unwanted

rolling of sod

Gircle 207 on reader service card

i
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LawnG: ndscape

Industry’s

interactive

Rob McCoy, Lawn Tech

Custom Care, Chadds Ford,

FREE VIDEO 800.346.2001

Mfg. by Perma-Green Supreme

PA

USE READER SERVICE #89

LAWN & LANDSCAPE « JULY1999 107



W PRODUCTS

que Pm.m VM landscape contractors

* Allows the user to place

.
lundscuplng trees, shrubs and hedgerows

* Use existing plants or new

* Quote menu calculates Remy GeMimtor

volumes of planting areas in
cubic yards based on the * Landscape fabric that retains
supplied depth warmth and moisture and acts

Cirde 208 on reader service card as an insect barrier

* Keeps soil and air tempera-
tures underneath 3 to 7

degrees Fahrenheit higher

* Designed to help with early
germination, rapid growth
and frost protection at the
beginning of the growing

\ season

* Lengthens the growing
season into the colder months
* 0.6 ounces per square yard
* 100 percent polyester,
spunbonded fabric

* Porous enough to allow

* 2-D/3-D application for plants and assign prices
Corona Hedge Shears e
* AH 6900 Professional Series bumper cups
* Available in three models: 10%-inch with Alcryn
tapered shear, 8%2-inch serrated shear and ShockStop
an 8%-inch serrated shear with extra-long bumpers that
handles reduce shock
* Co-molded grips with 30-degree angled * Ergonomi-
grip ends cally correct
* Resharpenable, fully heat-treated, forged blade-to-
coronium steel blades handle angle
* Elliptical aluminum handles for durabil- Girde 209 on
ity and operator comfort reader service card

sunlight, air and water to pass

through
Girde 210 on reader service card

THE
DIFFERENGCES
ARE FAR FROM

INVISIBLE.

Inc)

on of Innotek Pet Products
(a dws o

In fact, everything that makes Smart Dog Professional™
in-ground fencing so technologically advanced- and so easy
to sell - is clearly visible on this videotape. And it5 free. Call
Gary at 1-800-826-5527, ext. 248 today.

INN\\QTEK'

USE READER SERVICE #90
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BORDERPATH
LANDSCAPE EDGING SYSTEM

,,z@

« Attractive brick edge defines lawn perimeter

« Freeze / Thaw stable, flexes with ground movement
« Easy to install

» Provides a cleaner edge than competitive products

S\ BORDERSCAPES

WHOLESALE LANDSCAPE AND EDGING SUPPLY

Toll Free: 1-800-282-4226

USE READER SERVICE #91


mailto:ww.borderscapes.comsales@borderscapes.com

Do you currently subscribe to
Lawn & Landscape?

Do you currently subscribe to
T&0 Service Tech?

Do you currently subscribe to
Lawn & Landscape?

Do you currently subscribe to
T&O0 Service Tech?

FREE PRODUCT INFO

FREE PRODUCT INFO

For even faster service, fax this card to us at

FOR MORE INFORMATION
on advertised and featured products and
services, circle the appropriate number below.
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For even faster service, fax this card to us at

FOR MORE INFORMATION
on advertised and featured products and
services, circle the appropriate number below.
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Place
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Here




NEW PRODUCTS

o
o PE-3100 Featherlite Trailer  Triton SLS Traler  PROLAWN EAGLE
* Standard model trailer * For side loading and unload- S Bm
Pm w * The 4926 features an all ing of equipment Fuy
aluminum frame * All aluminum design * Aerodynamic drift control
EM * Has a %-inch plywood floor * Removable back rail * Attachment to both riding
* Deluxe camper door * 80-inch width for towing and walk-behind lawn care
7 Pow.cred l.’)' a 30'5?‘:» * Cable-assist rear ramp visibility equipment
dual-ring piston engine * An aerodyne nose provides * Quick release pins on ramps * Low volume spray
* Boasts 40 percent more for easy towing and increased * EZ-Lube grease system * Comes with non-corrosive
torque than the PE-2400 fuel mileage * Four-cord rubber torsion axle ~ shrouds
* Commercial-grade air Girde 212 on reader service card ~ Circle 213 on reader service card ~ Circle 214 on reader service card
filtration system
* Vibration-reduced handles
* 27.1-ounce, see-through Exm lu z EH * 26-hp mower has reduced emis-
fuel tank er e
2 @mnum blade shield, * Electronic fuel injection * Temperature, oxygen, speed and
gu:)dc \Z'lheel and rubber mower throttle position sensors
SRS g * Features an Electronic * Fuel injector and pressure regulator
irde 211 on reader service Control Unit (ECU) * Electronic fuel pump
card * No-choke start Girde 215 on reader service card

The McCullough Cover-Up will save you time and
money when you install infrigation systems.

Jobs that used to take days can be d@é in'h
and you get better results. With #
fewer workmen and virtually no
training time, you can cover 60
feet of dntchmg in less than a ¢
minute.

PR/ T R AT AT A

Save on labor, workman’s comp.
and unemployment insurance. jfre.—
Our bottom ling is tblmﬁrg&" )
“your bottorn lmebCall now. . §=

Cover-up: -
v ¢ Engine: Honda 5HP il "
® | ow maintenance £ Transmission: ) 5 » 3
e Create various shapes, sizes and colors i jsﬁ:bf”;’g S
il @ Self-propelled, electric or gas powered % Length: 56"

RS

® Residential, commercial and golf course uses 3 Warranty:
® Add to your services and bottom line ; Financins Aniabidanl
- material costs $.40 per foot 8 o .

® Durable curbing is freeze thaw tolerant g

AT,
:

USE READER SERVICE #97
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W PRODUCTS
e i

* An addition to the Xeriga-

tion family of low-volume drip

a new tubing design for
clog-resistance

* Patented Advanced Drip
Inline technology with a
cylindrical design that creates
a greater filtration surface
irrigation equipment area, more consistent flow,
* For irrigating densely- clog-resistance and allows the
tubing to operate under
higher pressures

* Choice of 12-, 18- and 24-

planted, non-grass areas and
shrub rows
* Dripline constructed with

Bandit Intimidator

* 18-inch diameter capacity hydraulic
feed, drum-style chipper

* Pocket that catches the chips as they
come off the knife has been enlarged
* “Power slot” cut in the belly of the
chipper allows for the proper flow of

air through to the discharge and
provides a slot for chips that might
remain in the housing to discharge
* Features an infeed opening of 20
inches by 18% inches

* Available with a variety of engine

options up to 130 hp
Girdle 217 on reader service card

inch emitter spacing and 100-
or 500-foot coil lengths

* Pressure range of 8 to 60 psi
* Dripline uses 16mm insert
fittings and 600 series
compression fittings

* Emitters are welded securely
to the inside of the tubing

* Available with a choice of
0.6 or 0.9 gph flows

Cirde 216 on reader service card

Hoffco Earth Drill

* Model PH490E

* Equipped with a 49.2 cc, 2-hp
Tecumseh engine

* Meets CARB and EPA
requirements

* 18:1 ratio power train

* Equipped with heavy-duty ball
bearings at input and output
load points and needle bearings
at intermediate load points

* Isolation coupler absorbs
shock and relieves mechanical
stress by absorbing jolts and
cushioning damaging shock loads
* Accommodates a variety of
augers in sizes from 2 inches to

8 inches in diameter
* Will drill up to 48 inches
deep with attachment

Cirde 218 on reader service card

Generous Lead-In

KWIKSLIP™

FITTINGS FOR GLUE TO SWING/
FUNNY PIPE

Barbed Seal For

Retaining Spikes
Prevent Movement
Under Pressure Surges

Superior Leak
Prevention

Gusseted Branch

(]

WITHOUT [ [\ 1, ¢+

ROOT e
RUOUIWELL

WITH
The ROOTWELL® system reduces stress naturally
by directing water, oxygen and nutrients
through compacted soil for root absorption.

Promote plant health and vigorous growth effectively
. with ROOTWELL® the total root care system.

WHY BUY TWO b
WHEN ONE WILL DO?

For Added Strength

— Faster To Install

— No Threads To Leak

— Save $$ On Labor Costs
— Reduce Inventory

For landscape specifications, product applications,
distributor listing, and representative opportunities
visit our website at www.rootwell.com
or call

SC-101
SC-131
SC-168

Available to
Wholesalers
& Distributors only

Description

1/2” Tee x Swing
3/4” Tee x Swing
1” Tee x Swing

3/4” Spigot x 1/2” Hub x Swing
1" Spigot x 3/4” Hub x Swing
1 1/4” Spigot x 1" Hub x Swing

(888) 766-8935

Dawn Industries, Inc. 4410 N. Washington St. Denver, CO 80216
(800)321-7246 Fax (303) 295-6604 or Visit - www.dawnindustries.com

MADE IN USA
Patent # 5487571

USE READER SERVICE #85
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W PRODU

Robin American

COMPOST

EH025
Engine

* Mini 4-

stroke

Turn your leaves and grass
clippings into rich organic
fertilizer.

Turn your skid steer into a
more productive unit.

Turn cost into profit.

Turn to Brown Bear the
original and still the best.
515-322-4220
Fax 515-322-3527
P.O. Box 29, Corning IA 50841
www.brownbearcorp.com

engine for

handheld
power equipment

* Meets all CARB Tier II regulations

* 1.2-hp, air-cooled, OHV gasoline
engine

* Weighs slightly more than 6 pounds,
including the clutch

* New lubricating oil circulation system
and quieter operating level

Gircle 219 on reader service card

Maroyoma Leaf Blower

* Model BL4500

* Tested at a sound level of 50 feet and
has a 62 dB(A) rating

* Open engine configuration

* 40.2cc two-cycle engine

* Weighs 18.6 pounds

* Right hand or left hand throttle
choice

* Air velocity is 170 mph and air
volume is 470 cfm

Girde 220 on reader service card

KASCO Tool Cart

* Will accommodate anything from shovels
and rakes to gloves and extension cords
* Built with heavy-duty steel frame

* Tool pouch is made of waterproof
canvas material

* Entire cart can be
moved on job sites
with 10-inch
pneumatic tires

* Can be stored
laying down or
upright

Girde 221 on reader

USE READER SERVICE #99
SAVE TIME & LABOR WITH THE JRCO SYSTEM

Add profit centers with JRCO attachments

HOOKER™ Soft-Plug AERATOR TINE RAKE™ DETHATCHER
Aerate 1.5 acres per hour at 5 mph Dethatch while you mow
with 6 holes per sq. ft. up to 3" deep
J l‘C O Call for nearest dealer
Expo Booth #3970 1-800-966-8442

USE READER SERVICE #100

Introducing the EBS 100/200 Detachable Spreaders

Fits Most Commercial Mowers, Utility Vehicles or Tractors

| * Rebuilable Electric Motor(Sealed Ball Bearings)
* Variable Speed

* Just Seconds to Mount or Dismount

* Stainless Steel Frame

* Heavy Duty Polyethylene Hopper

* Rubber Sealed Electrical on/off Switch

* Large Capacity (100 or 200 Ibs. Fertilizer)
CALL TODAY!

Lawn Power & Equipment
(407) 656-1088

service card

USE READER SERVICE #101

Model 521 $585.00 Model 528 $275.00 q))
= Wire Tracer and Valve Loeator

1-800-284-0205

USE READER SERVICE #102


http://www.brownbearcorp.com
http://www.groundtek.com

RATES

All classified advertising is $1.00 per word. For box
numbers, add $1.50 plus six words. Classified Display
ads $115.00 per column inch. Standard 2-Color avail-
able on classified display ads at $175.00 additional. All
classified ads must be received by the publisher before
the first of the month preceding publication and be
accompanied by check or money order covering full

payment. Submit ads to: L&L, 4012 Bridge Ave.,
Cleveland OH 44113. Fax: 216/961-0364.

BUSINESS OPPORTUNITIES
PUTTING GREENS

Professional Synthetic Golf Greens

) Keep your crews busy all year.

) Buy manufacturer direct.

J 300 sq. mile protected territory. VI DEO

) Carry no inventory.
) Excellent add on service.
) Many extras.

1-800-334-9005

BIDDING FOR PROFIT

Grow Your Company and Accounts

with Tips and Techniques from
PROFITS UNLIMITED

a Division of Wayne's Lawn Service
BIDDING & CONTRACTS ($42.95)

Examples on bidding and contracts (residential and
commercial markets). How-to’s on: Determining your
cost of operation; Applying these costs to your bid-
ding process; Calculating your cost. Bidding Strate-
gies on: Mowing, Landscaping, Mulching, Power
Seeding, Snow Removal and many more.
CONTRACTS & GOALS ($29.95)
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages of using contracts; Responses
to common customer objections to signing contracts.
MARKETING & SALES ($34.95)
Aspects of marketing and selling your service. Con-
tains many forms of marketing found to be success-
ful and those found to be ineffective.
LETTERS FOR SUCCESS
(set of 13 - $19.95)
“Cold Call” introduction, bid proposals and cover
letters, contracts, collections and several others for

use as they are or as a framework to write your own.

Mail check with your order,
Print name and address to:
#1 Profits Unlimited
3930-B Bardstown Road
Louisville, KY 40218
800/845-0499
Visa, MasterCard, Discover,

American Express

JULY 1999  LAWN & LANDSCAPE

HOLIDAY LIGHTING
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WHOLESALE DISTRIBUTOR

PSWER UP

YOUR PROFITS

WITH

9
IDEAS

decorating
The Quality Lighting Choice.
* [lluminated Holiday Decorating
* Distributorships Available
* The Perfect Add-On Business
For Your Operation

* High Quality—Low Startup

Call Today (888) 200-5131

HOLIDAY AND EVENT DECORATING

The Oﬂ:Seasqrz

Solution

Holiday and Event Decorating
*» Keep More Good People Year 'Round ¢
« Offset Fixed Costs ¢
« Utilize Existing Vehicles & Equipment ¢
* Cross-sell & Expand Customer Base ¢
* High Margin, Repeat Service ¢
« 26th Fastest Growing Franchise Worldwide ¢

™
OVER 200 LOCATIONS IN 46 STATES & CANADA

1-800-687-9551
christmasd

WWW. ecor.net

MAKE MORE $555

How? Join NaturaLawn of America, the leader in
organic-based lawn care, and let us show you how to
expand your customer base and grow your business.

There are many reasons why we have been selected as
oneof the top 100 franchises in the U.S. To learn more,
contact us at 800/989-5444 or www.nl-amer.com.
Financingand discounts are available to qualified can-

didates,

Needed to market environmentally friendly, liquid, slow-
release fertilizer products direct from manufacturer. Ken
Franke, P.O. Box 123, Plato, MN 55370; 800/832-
9635. FAX: 320/238-2390.

SELLING YOUR BUSINESS?

Ifyou have thought about the possibility of selling your
business, Professional Business Consultants can obrain
purchase offers from numerous qualified potential buy-
erswithout disclosing your identity. There s no cost for
this as Consultant’s fee is paid by the buyer. This is a
FREE APPRAISAL of your business.

CALL: 708/744-6715 or FAX: 630/910-8100 or RE-
PLYTO: P.B.C., 19 W 555 Central Avenue, Downers
Grove, IL 60516.

BUSINESSES FOR SALE
COMMERCIAL LANDSCAPE MAINTENANCE

Commercial landscape maintenance business includes
tree trimming and installation. Orange County Cali-
fornia. Established 20 years. $3.5 million annual sales.
$1.75 million for business. Building and land available
for $486k. Great opportunity for out of state company
to expand into Southern California. 714/401-9128.

LANDSCAPE CONSTRUCTION /MAINTENANCE

Landscape constructionand maintenance company. Well
established 15-year company in the Boston, MA area.
$2.5M to $2.9M volume annual. Past three years
profits have been in the six digit figures. Company
breakdown, 70 percent construction, 20 percent main-
tenance and 10 percent snow operations. Well run
organization and well maintained fleet. The 1999 back-
log exceeds $2M. Mail responses of interest with name
and financial background to: Corporate Ventures, 271
Canton St., Stoughton, MA 02072,

NURSERY /LANDSCAPING

Nurseryand landscaping company in Alabama. Weather
allows for landscaping operations all year. +1-4 com-
mercial acres on major highway. Approximate million
dollar sales, all inventory and equipment included.
Facilities in new orgood condition. Nearest chain-mart
seven miles distant. $750,000 - call 770/451-5666 and
leave message.

LANDSCAPE/LAWN MAINTENANCE

Service of the Detroit M \
Residential/Commercial Landscape and Maintenance
business for sale. Established nine years, $165,000 sales
annually. $60k for business and all equipment. For
more information contact: 313/793-6320 — Pager ser-
vice (after 5:00 p.m.). Serious inquiries only.

MONTANA!

Licensed lawn and tree service. Booming growth. 90
percent plus renewal rate. Stunning mountain valley.
$ix figure cash flow. Seller financing. Please contact:
Mike at 406/586-7168 or skygrp@ibm.net



http://www.christmasdecor.net
http://www.nl-amer.com
mailto:skygrp@ibm.net

COMMERCIAL /RESIDENTIAL
LANDSCAPE MAINTENANCE

Opportunity to purchase a 10-year established com-
mercial/residential landscape maintenance and install
company in Southern California. Includes irrigation
and tree division. $1.6 million annual sales. Asking
$800,000. Call 909/369-9036 and ask for Michael
regarding a personal matter.

(OMPUTER SOFTWARE
TRIMMER SOFTWARE

TRIMMER

Software for the Landscape Contractor

An Estimating,
Billing,
Routing,
Site Scheduling,
and
‘k Customer Tracking
Tool to Make
Your Life Easier!

Priced at just $495.00

For a FREE Demo Disk contact us at
TRIMS Software International, Inc.
3110 North 19th Avenue, Suite 190

Phoenix, AZ 85015

(800) 608-7467 * Fax: (602) 277-8029

www.trims.com

(ONSULTING

SHORT TERM ASSISTANCE
FOR LONG TERM SUCCESS

Imagine. . .Profits are great and you
Know why. Your plan is working.

Imagine... You're enjoying the process of improving
your company’s performance. At the same time
employee loyalty and enthusiasm have never been
better.

Imagine. .. You're more involved than ever and still have
more time for other things.

We provide assistance to accomplish the improvements
that are needed foday to insure your success tomorrow.

Imagine...
HORTICULTURAL | Short term
BUSINESS | assistance for
MANAGEMENT | long term
CONSULTING | success

Tracy Morland
P.O. Box 352 New Glarus, W1 53574
(608) 527-5411
morland@madison.tds.net

EDUCATION/INSTRUCTION
lANDS(APE DESIGN

I'BE A SKILLED
LANI)SCAPE
I DESIGNER

I Home study course. Cre--

ate beautiful lawns, gar-

I dens, courtyards, plantings,
and walkways. Start a profit-
able business of your own.

I Send or call 24 hours a day.

| FREE CAREER LITERATURE: 800-223-4542 |
[ Je——
i

| - ol )
City/State 2p I
The School of Landscape Design, Dept. GTH668

LPCDI. 430 Technology Pkwy., Norcross, GA 30092

FINANCING
GOVERNMENT FINANCING

LET THE GOVERNMENT FINANCE your small
business. Grants/loans to $800,000. Free recorded
message: 707/448-0270. (NK8)

RESIDENTIAL FINANCING PROGRAM

Give your residential customers greater purchasing
power with this exclusive Members Only financing
program from the Associated Landscape Contractors of
America (ALCA). For complete membership benefits,
contact ALCA at www.alca.org or 800/395-2522.

FOR SALE
WHOLESALE TURF SUPPLIES

Bobcat Mowers — Walk-Behinds, Riders
Replacement Parts shipped right to your door!
Call us for Blades, Belts, Tires, and other parts

and equipment. We carry a full line of

Lawn Spray and Irrigation Parts and Accessories.
Get organized get CLIP!

Computerized Lawn Industry Program
unlimited version $1,195.00

Call and get your FREE CATALOG
HERSCH’S WHOLESALE

1-800-THE-LAWN

SNOW REMOVAL EQUIPMENT

FREE 1999 PARTS CATALOG

Free 1999 Parts Catalog loaded with high quality
mower parts, engines, lots more! Call PRECO Today!
800/428-8004.

CONCRETE PROFITS FROM CURBMATE

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

* Excellent profit margin

* Beautiful product

* A variety of shapes

* Easy to install — fast!

* Increase your landscaping business

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

USED TRUCKS

1995 cab over Mitsubishi trucks for sale with four-
cylinder diesel engines all ranging from 35 to 42 thou-
sand miles each. All trucks are equipped with FMC
fiberglass spray tanks thatall have mechanical agitation
and a 600-gallon holding capacity. Going to each tank
is a 10-gallon per minute P.T.O. Bean pump. These
trucks are capable of hauling Lawn Caddys, aerators,
and slice seeders. One of the trucks has no drop deck
butare set up to spray trees. These trucks are built with
almostall stainless steel and aluminum. Please call 800/
874-0253

LANDSCAPE DESIGN KIT 3

L7 LANDSCAPE DESIGN KIT 3
\ 48 rubber stamp symbols of trees,
4 shrubs, plants & more. 1/8" scale.
Stamp sizes from 1/4" to 1 3/4",
$78.50 + $6 s/h VISA, MasterCard, or!
MO's shipped next day. Checks delay
shipment 3 weeks. CA add 7.75%tax.

AMERICAN STAMP CO.
W' Free Brochure 12290 Rising Rd. LL99, Wilton, CA 95693

GROUNDS EQUIPMENT

Grounds Equipment
Tire Changers

|  www.wikco.com |

Or Call 800-872-8864
—eastlf~@ WixCo INDUSTRIES, [NC. NN

4930 N. 57th St.. Lincoln. Ne. 68507

MAGNETIC SIGNS

sty

Predator Plow & Lobo "V" Plow

Magnetic Signs For Your Vehicles
As Low as $39.50 a pair.
Call 847/741-8899

COMMUNICATIONS EQUIPMENT
MOTOROLA from $250
MTX, GTX, MAXTRAC 800/900
with warranty call 800/779-1905

TURF SEED
www.grass-seed.com
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CATCHER LIFT SYSTEMS

MANAGEMENT SEARCH

LANDSCAPEJOBS.COM

ALL SEASONS
CATCHER LIFT
SYSTEMS
as shown in
TATIK

Vol. 10
enabling Walker Mower
owners to reach

new heighrs of.

Productivity, Profit, and Safety.
« Lift, dump and go in 20 seconds. 7.0 box.

* Improves worker safety.

* Better employee performance.

* Higher profits through more accounts serviced.
* Improved for '99

* Lifting the 9.5 Box. 28 second cycle.

Now Available For Scag Turf Runner
800/786-2301

5100 Valley East Blvd., Arcata, CA

MOWERS

HOWARD PRICEMOWER
* Model 1260 - 10’ batwing
* 274 Season — Approximately 1,000 hours
* Asking $11,500
* 4-WD spare tire/blades
* Diesel engine — roll over protection
* Also 300 gallon chemical spray tank
with 300 feet of hose
* Excellent Condition — Call 847/695-0080

USED BOBCAT
Used Skidsteer/Loader Bobcats 753/763-853 and
attachments,
Tires, Rings, Parts, Buckets.
MH RENTAL 305/477-6595. Lease available.
Web Site: www.mhrental.com
Email: mhei@bellsouth.net

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

HYDRO-MULCHERS

HYDRO-MULCHERS®
HYDRO-SEEDERS
STRAWBLOWERS

Most Brands & Sizes — New & Used

(800) 551-2304

www.jameslincoln.com

HELP WANTED
GREAT CAREER OPPORTUNITIES

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

* Lawn Maintenance Foremen

* Lawn Maintenance Supervisor

* Irrigation Foremen

* Commercial Landscape Foremen
Send resume to The Metrolina Landscape Co., P.O.
Box 669003, Charlotte, NC 28266 or call 704/392-
9501.
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GREENSEARCH
What are you doing Monday night
to improve your career?
Visit our updated GreenSearch Web Site at

www.greensearch.com
and browse through a variety of interesting topics
dealing with your green industry career. Then in the
quietand confidential environment of your own home,
complete our online application and see if one of our
current career opportunities might be just right for you.

GreenSearch

6690 Roswell Road, Suite # 310-157
Atdanta, GA 30328-3161
Toll Free 888/375-7787
Fax 770/392-1772
E-Mail: info@greensearch.com
www.greensearch.com

KEY EMPLOYEE SEARCHES

888/729-LAND
National Search
We are presently searching for the following:
* Maintenance Supervisors
* Maintenance Foremen
* Irrigation Technicians
* Construction Foremen
* Operations Manager
* Branch Manager Trainees
Call or visit www.landscapejobs.com

IRRIGATION FOREMAN

Massachusetts golf course construction company look-
ing for Irrigation Foreman and Installers for golf course
and homeowner installation. Benefits, pay commensu-
rate with experience. Opportunities for further educa-
tion in the field. Fax resume to 781/834-2392.

OPPORTUNITIES ABOUND

Florapersonnel, Inc. in our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained
basis only. Candidate contact welcome, confidential
and always free. Florapersonnel Inc., 1740 Lake
Markham Road, Sanford, FL 32771. Phone 407/320-
8177,Fax407/320-8083. Email: Hortsearch@aol.com
Website: http//www.florapersonnel.com

LOCATE IN ONE OF FIVE GREAT CITIES!

Tell us what city you prefer! We are a leading lawn
care company that has been in business for 30 years
with locations in Cleveland, Fort Wayne, Indianapo-
lis, Pittsburgh, and St. Louis. We are accepting re-
sumes for branch managers and branch manager train-
ees. Our trainee packages average $35,000 to $40,000
per year and our branch manager packages average
$75,000 to $80,000 per year. Both trainee and branch
manager benefits include generous salaries, health ben-
efits, new personal vehicles and a large year end bonus.

about its employees! Branch manager applicants should

have managerial experience, and trainee applicants
should have assistant manager experience. All inquiries
keptstrictly confidential. Send or fax resume to: Kapp’s
Lawn Specialists, Michael Markovich, 4124 Clubview
Dr., Fort Wayne, IN 46804. Fax: 219/432-7892.

PROJECT MANAGEMENT

James Martin Associates, Inc., a well-established com-
mercial and residential landscape maintenance firm, is
seeking a team-oriented person with three to five years
experience in maintenance project management to join
the landscape maintenance department. The successful
candidate will possess experience in project and client
management, contract negotiations, client prospect-
ing, estimating, and a solid understanding of the grounds
management industry. Forimmediate confidential con-
sideration, please send or fax resume and salary require-
ments to:
JAMES MARTIN ASSOCIATES, INC.
Atn: Chris Keenan
59 East US Hwy. 45
Vernon Hills, IL 60061
Fax 847/634-8298
Phone: 847/634-1660

TRUGREEN * CHEMLAWN'
LANDSCAPE DIVISION

“Changing the landscape of the
landscaping industry”

And we need YOU

to build a strong foundation!

We're HIRING across the nation.

mm
* Field Positions !
* Management Positions
« Technical Positions
MW

Call today at 888/698-0200 for
more information

ACCOUNT MANAGER
IRRIGATION TECHNICIAN

MD Landscape Services, Inc. is currently seeking quali-
fied applicants for the positions of Account Manager
and Irrigation Technician. Applicants must have least
five years experience in all phases of commercial land-
scape maintenance and installation or equivalent edu-
cational background. Must be self-motivated, profes-
sional, team-oriented player with good communica-
tion skills and committed to customer service. Imme-
diate openingsavailable, year-round employment, com-
petitive wages and generous benefit package included.
Please send resume to: P.O. Box 28899, San Jose, CA
95159 or fax to 408/977-9111.

LANDSCAPE SALES /ESTIMATOR

Landscape construction sales experience required.
Horticulture degree preferred. Starting salary $30-
$35K plus health insurance, 401K and profit sharing.
Unlimited growth opportunity in Northwest Ohio.
Send resume to: FloraLandscape, Inc., 130 Elmdale,
Toledo, OH 43607 or call 419/536-7640.
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CAREER OPPORTUNITIES

POSITIONS AVAILABLE

(LASSIFIEDS

HORTICULTURE SPECIALIST

Are you ready for a change? Come join our team in the
beautiful southwest. We are searching for top quality
people in the following positions:

* Project Manager

* Landscape Designer

* Crew Leaders
Qualified candidates will possess experience in their
respective position as well as excellent communication
skills, self-motivation and strong desire to succeed.
Excellent benefits, profit sharing and relocation allow-
ance. Please mail or fax resume to: Heads Up Landscape
Contractors, Inc., 7525 Second Street NW, Albuquer-
que, NM 87107. 505/898-2105 (Fax).

EXCITING CAREER OPPORTUNITIES
FOR SERVICE INDUSTRY MANAGERS

Come Join One of the Largest Vegetation Management
Companies in the United States

DeAngelo Brothers, Inc. is experiencing tremendous
growth throughout the country creating the following

openings:

Regional General Manager
(Chicago, IL Area)

Responsibilities include managing our regional and
branch office locations. The person we select must be
self-motivated, well organized, and have the ability to
oversee others. Business/Horticultural degree desired
with a minimum of four years experience working in
the greens industry and or management of multiple
service business locations.

Branch Mangers
(Various locations throughout the USA)

Responsible for managing day to day operations, in-
cluding the supervision of field personnel. Business/
Horticultural degree desired with a minimum of two
years experience working in the greens industry.

Qualified applicants must have proven leadership abili-
ties, strong customer relations and interpersonal skills.
Weoffer excellent salary, bonus, and benefits packages,
including 401k and company paid medical coverage.
For career opportunity and confidential consideration,
send or fax resume, including geographic preferences
and willingness to relocate to: DeAngelo Brothers, Inc.,
Attention: Paul D. DeAngelo, 100 North Conahan
Drive, Hazleton, PA 18201. Phone: 800/360-9333,
Fax: 570/459-5500. EOE/AAP, M-F.

LANDSCAPE DESIGN AND SALES POSITIONS

Hollandia Gardens, a leading full-service landscape
company serving beautiful West Michigan since 1968,
has openings for an experienced designer and an aggres-
sive salesperson to meet its growing needs. Our pay and
benefits are very competitive and include 401K and
profit sharing opportunities. Call or write Hollandia
Gardens — 13057 Quincy St., Holland, MI 49424.
616/399-3334.

Call Fran Franzak to adventise today!

800-456-0707

24-year-old established garden center and nursery on
18 acres experiencing significant growth has positions
available in the following areas:
* Retail Sales—sell all phases of the nursery opera-
tion plus all types of garden products and gifts
* Tree and Shrub Sales — sell in the nursery retail
operation — horticulture experience necessary
* Landscape Sales — experienced individual with ex-
cellentsales background in thelandscape field, good
tree and shrub knowledge required, strong ethics
* Nursery Yard Manager—supervise crews, coordi-
nateloadingand receiving, maintain propertyat the
highest level, liaison the divisions of the company
¢ Irrigation Technicians — assist in repair and in-
stallations
* Landscape Designer — work closely with the
President and demonstrate your creative skills
Weare looking for talented individuals excited by and
dedicated to horticulture with a focus on doing the
right thing for the customer and who seek opportunity
with a dynamic cutting edge company. We are inter-
ested in professionals who are highly motivated and
consider themselves self-starters. Excellent benefit pack-
ageand competitive salary. Fax resume to Marders, The
Landscape Store 516/537-7023 or e-mail to
humanresources@marders.com Bridgehampton, NY.
Eastern End of Long Island. Visit our web site at

www.marders.com

GROWTH OPPORTUNITIES

We've been looking for you! Someone who
possesses the skills, knowledge and passion

for excellence to join our winning team.

Work closely with top professionals in field,
management and sales positions to provide
superb tree, shrub & lawn care.

Currently operating from 11 branches in
NY, NJ, MA and CT with plans to expand
throughout the northeast and beyond!

Please send/fax resume to:
SavATree/Savalawn, Attn: Recruiting
205 Adams Street, Bedford Hills, NY 10507
Fax: 914-244-1364

!

SavalL.awn.

www.savalawn.com

CENTRALMISSOURISTATE UNIVERSITY secks
Horticulture Specialist. Plan, schedule, and direct
application of fertilizers, insecticides, fungicides, her-
bicides; assure proper/timely completion of such activi-
ties. Plan, schedule, and direct planting, cultivation,
propagation and care of turf, shrubs, flowers, trees.
Supervise work in progress to ensure proper horticul-
tural methods, work schedules, safety and other work
standards are maintained. Requirements: Bachelor’s
degree in Horticulture; three years horticulture experi-
ence, recentand relevant; two years supervisory experi-
ence, recentand relevant; knowledge of turf, ornamen-
tal horticulture, plant propagation and greenhouse
operation; must have Missouri certified pesticide
applicator’s license and Missouri driver’s license; able
to operate all types of grounds equipment.

Minimum annual salary is $26,354. Excellent benefits
package. Position is open until filled. Send application
materials to CMSU, Human Resources, ADM 190,
Warrensburg, MO 64093. FAX: 660/543-4200 AA/
EEO/ADA.

OPERATIONS MANAGER

Tovar’s Landscape Contractor’s Inc., located 25 miles
west of Chicago seeking a self-motivated operations
manager with five to 10 years industry experience.
Candidate must have strong management skills. Re-
sponsible for complete operations including schedul-
ing, purchasing, and supervision of field personnel.
Salary based on experience. Please forward resume to:
TLC, 977 Elizabeth St., Elgin, IL 60120 or Fax: 847/
695-0417.

GOLF COURSE SUPERINTENDENT

CENTRAL MISSOURI STATE UNIVERSITY Golf
Course Superintendent: leads all operations of main-
tenance at Keth Memorial Golf Course and Pertle
Springs Recreational Area. Requirements: Bachelor’s
degree in Golf Course Management, Horticulture or
closely related field. Three years verifiable current golf
course work experience, one of which should be as a
supervisor. Working knowledge of golf facility con-
struction principles, practices, and methods. Valid
Missouri Certified Public Operators License; ability to
diagnose diseases, pests, and cultural problems and
their corrections; skill in use/maintenance practices for
power equipment and vehicles.

Minimum annual salary is $34,200. Excellent benefits
package. Review of applications begins July 15, 1999.
Send cover letter, resume, and list of three references to
CMSU, ADM 190, Warrensburg, MO 64093. FAX:
660/543-4200 AA/EEO/ADA.

LAWN CARE MANAGER

EPM, Inc., an established 20-year lawn care company
serving Raleigh, N.C., is growing rapidly. We need
experienced lawn care professionals for leadership po-
sitions. Compensation package includes negotiable sal-
ary, company vehicle, profitsharing, stock options, and
fourweeks paid vacation. Interested professionals should
fax their resume to 919/467-5335, or mail to EPM,
Inc., 240 James Jackson Ave., Cary, NC 27513, Attn:
Craig Imber.
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REGIONAL OPERATIONS MANAGER

FETXARLX

REGIONAL MANAGER CALIFORNIA BASED
INTERIOR /EXTERIOR LANDSCAPE MAINTENANCE

Dallas-based MALLSCAPES is seeking qualified
individual for regional operations manager to be
based in Southern California. College degreed. Cali-
fornia licensed pesticide applicator. Oversee man-
agers located in California, Las Vegas, NV and
Tucson, AZ. Travel required approximately 60 per-
cent of the time. Must be willing to commit to

b -
ATRTTXITITAAXATRTTRTNALEEXRT

travel. Experience in exterior and interior preferred
but not required. Candidate will be someone who
has been in industry at least five years and ready for
additional challenges. Installations. Seasonal Color.
Interior/Exterior Maintenance. Good people skills.
Contact: John Rowland, President, MALLSCAPES,
INC., 10580 Newkirk St., Suite 304, Dallas, TX
75220. Fax: 972-401-3355. Phone: 800-875-6255.
E-mail jnorow@worldnet.att.net Looking to fill

position immediately.

LANDSCAPE OPPORTUNITIES

Heyser Landscaping, Inc., a Division of Omni Facility
Resources, Inc., the fastest growing Service Company
in the industry, has career opportunities in the follow-
ing positions.

As manager of this region, we are secking a goal-
oriented individual in sales for commercial grounds
maintenance and landscaping clientele. Additional re-
sponsibilities will include, but are not limited to mar-
keting, contract execution, plus quality control. Quali-
fied candidates should posses a minimum of two years
experience in the landscape industry, along with strong
interpersonal communication, and organizational skills.

LANDSCAPE INSTALLATION
OPERATIONS MANAGER

As manager of this division your responsibilities will
include, but are not limited to, scheduling crews and
equipment, ordering plant material, and interfacing
with landscape architects and clients. Qualified candi-
dates should be self-motivated with a minimum of two
years experience in all phases of exterior landscape
construction. In addition, a strong commitment to
quality, with the desire to join a fast growing commer-
cial landscaping company.

Salary commensurate with experience, plus bonus, plus
vehicle, along with a full corporate benefits package.
Please forward resume to: Heyser Landscaping, Inc.,
400 N. Park Ave., Norristown, PA 19403, fax 610/
630-1288, or phone 610/539-6090 Attn: HR Director.

118 JULY1999  LAWN & LANDSCAPE

HELP WANTED
WANTED

PEOPLE WITH PASSION,

PEOPLE WITH HEART.
Have you ever wished you could work for a company
that really cares, is honest, genuine, and has a positive
outlook on life? Well now you can.

We're Rutgers Landscape and we help people improve
their lives and surroundings with plants. We're looking
for help. People with a mission. Experience is helpful
but not essential, because we’ll teach you all you need
to know. But you better call fast because we’re on a fast
track and we're looking for runners. Rutgers Land-
scape 908/788-2600. Located in beautiful west central
NJ. Attn: Jim Brophy
Positions Available:
Operations Manager — Landscape Designer —
Landscape Sales Staff — Crew Foreman

OPERATIONS MANAGER

$8 million S.F. Bay Area Plant Service Company hasan
immediate opening for an Operations Manager for
Landscape Division Branch Offices: San Francisco,
Sacramento, and Mt. View. Candidate must have three
to five years of hands-on field experience as supervisor,
able to manage route crews and substitutes. Trouble-
shoot complete range of commercial maintenance ac-
tivity. Budgeting, quality control, training, safety, and
bottom line. We offer generous salary and all fringe
benefits, plus ESOP retirement. Mail, fax or e-mail
resume to:
Decorative Plant Service, Inc.
1150 Phelps Street, San Francisco, CA 94124
Attn: Dena Ramos, HR Manager
Fax: 415/826-2157 E-mail: dena@decorative.com

WANTED 10 BUY
HYDROSEEDERS & STRAWBLOWERS

We buy, trade and sell new and used hydroseeders and
straw blowers ONLINE. Call 800/245-0551 for our
catalog of hydromulching equipmentand supplies, and
8o ONLINE for our latest used equipment list.
HTTP://www.ErosionControl Tech.com
E-mail: Neil@ErosionControl Tech.com

www.lawnandlandscape,com

cover story

(continued from page 36)

machine, then we have someone else’s prod-
uct we can push. Plus, carrying multiple
lines lets us give contractors options as to
what machine makes the most sense for
them to use.”

But manufacturers pushing dealers to
purchase more equipment boosts dealers’
overhead costs and simultaneously increases
the pressure on them to sell more equip-
ment at a profitable price.

“Manufacturers want a bigger piece of
the pie, which means we buy more and
more equipment and carry more and more
interest costs on unsold equipment,”
Weingartz explained.

And while the consolidation of manu-
facturers can help dealers by bringing im-
proved products to the market, it can also
threaten dealers’ ability to carry certain lines
of equipment.

“I think the consolidation of manufac-
turers is good for the industry because it
often combines engineering talent with in-
creased capital resources, but it can be scary
for dealers because we can end up being left
without a product line,” he said. “It’s also
scary to think about consumer manufactur-
ers buying commercial equipment compa-
nies, because the two businesses are entirely
different and need to be run by people who
understand what the commercial contrac-
tor needs.”

As a result of the softer market for con-
sumer equipment discussed earlier,
Weingartz noted that he has observed some
equipment manufacturers increase their fo-
cus on commercial equipment, which has
led to dramatic improvements in equip-
ment over the last 10 years.

“There aren’t nearly as many problems
with new machines today as there were 10
years ago when we used to see new machines

- back in the shop in their first year of use all

of the time,” Weingartz recalled. “I also
don’t think contractors encounter anywhere
near the amount of downtime they had 10
years ago because the equipment today is so
much better engineered.”

Weingartz Supply is located at 46061 Van
Dyke, Utica, Mich. Phone: 810/731-7240.
Internet: http://www.weingartz.com

The author is Editor of Lawn & Landscape
magazine.
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lealer / contractor TIME FOR A COMMITMENT. Eguipment dealer “Iam a big believer in that relationship,”
: seeking landscape contractors for long term re-  he added. “If they help us succeed, they will
(continued from page 52)

wait for 90 or 120 days while our creditors
are pounding on our doors. That hurts us
and our capabilities.”

Klei said several bounced checks to his
business several years ago have forced his
company to stop accepting checks as pay-
ment. “We have set up a credit company
where customers can get credit. Our credit
company handles the billing, which solved
that problem for us,” he said. “But once
again we have to pay for that service.”

“It seems I am in court every other
month trying to collect on bad checks,” said
Leonardis. “That takes time away from the
business, money from our profits, and forces
us to cover those costs somehow.”

“We get hiton financing,” added Fisher.
“Financing costs us 2 to 4 percent. And
credit cards take 1.5 percent off of the top.
That is another cut into our margins.”

lationship. Must be financially secure.

Hess said he believes his role is to be a
partner with his customers. “I want contrac-
tors to make a profit — no, I demand it,” he
emphasized. “If I see his business practices
will notyield profitability, [ don’t want him
as a customer. He might make money short
term, but I am looking for long-term rela-
tionships with my customers.

“Once I develop that relationship, price
ceases to be an issue. They call me up and say
they want a product in one hour and I need
to get it ready,” he said.

That philosophy has served contractor
Thomas Dunn, owner Dunn Lawn & Land,
St. Louis, Mo., well. “We have been using
our dealers for about five years now, and
they do what they can to meet our needs.
They provide us with personal attention
that tells me they are interested in our
success,” Dunn said.

succeed as well.”

But, he cautioned, “I still expect service.
If they are carrying a particular product line,
they had better have any necessary parts in
stock when I need them.”

Dunn’s dealer experience is more the norm
than the exception. He has weeded out the
dealers unwilling or unable to provide the
service he requires. And, as long as his current
dealer base continues to provide the service
and support he desires, they can look for-
ward to years of mutually beneficial business.

And, for all of the complaints about
dealers and contractors misunderstanding
each other’s businesses, there is a willingness
to work things through. “We are fighting
each otherand we shouldn’tbe,” said Fisher.
“That is all there is to it.”

The author is a freelance writer based in
Westerville, Ohio.
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HOW WE DO IT AT...

IN TODAY’S LAWN and
landscape environment of con-
solidation, many companies
have chosen to do some internal
consolidation of their own. This
is happening through employee
leasing.

An employee leasing firm
joins companies of varying sizes
(and varying industries) to-
gether to receive many services
that may not be available or af-
fordable for small companies.

As many of you probably
have too, when I was initially
contacted by an employee leas-
ing company, I did not give
them a chance due to my igno-
rance in the process. | wanted
my employees (and myself) to
work for my company and not
for someone else.

Then a former business asso-
ciate of mine sat me down one
day to discuss the business that
he was now involved in. You
can imagine my horror when he
started discussing employee
leasing. I replied all in one
breath, “I've seen it already,
wasn't interested and thanks but
no thanks.”

However, he made me real-
ize that the additional costs
that I would be paying him to
wear all my hats were quickly
offset with the savings that he
provided me in two areas alone
— health insurance (for a pro-
gram with better benefits) and
workers’ compensation (a no
deposit plan with a lower expe-
rience rating). That in itself
was great. But the real savings
of an employee leasing com-

v
EMPLOYEE LEASING
AT TURFPRIDE

pany have been found

in all of the additional
benefits that my employ-

ees and my company have re-
ceived at very little additional
cost to the company. These
were benefits like a dental plan,
a cafeteria plan that offered
employees additional insurance
opportunities, a 401K retire-
ment plan, drug testing, safety
training and representation on
any unemployment or govern-
ment hearing.

In addition to providing our
paychecks and all of these other
services, the employee leasing
company I chose also files and
pays my taxes with the state
and federal agencies and moni-
tors claims and any other pa-
perwork like COBRA, OSHA,
EEOC, ADA, etc. The em-
ployee leasing company stands
accountable to pay any penal-
ties if these situations are not
done right.

Now, I can concentrate on
growing a business without
having to keep employee files
or worrying about workers’

Employee Leasing

com-
pensation audits

or health insurance claims. I
can easily have a potential em-
ployee drug screened prior to
employment or a present em-
ployee tested after an accident.
[ don't have to monitor and
administrate child support pay-
ments or garnishments for my
employees. I don’t even have to
monitor sick leave or vacation
time — my employee leasing
company provides all of this.

It has also provided my em-
ployees with a credit union
membership, direct deposits for
their paychecks and employee
handbooks. And I have re-
tained control of the recruit-
ment and hiring and firing of
my employees. I still determine
wages, do employee evaluations
and administer disciplinary no-
tices when necessary. Even

Success

1. Don't let paperwork or a regulatory crisis determine where you
spend all of your time.

2. Accept that you may not be able to wear all the hats in the company.

3. Evaluate the opportunity a leasing company offers.

4. Shop around for services.

5. Grow your business without keeping employee files.

though my em-
ployees (and myself)
work for the leasing com-
pany, it is only obvious by the
names on our checks and our
W-2 forms.

So, is employee leasing
right for everyone? Probably
not, but I would suggest that
you sit down and evaluate this
opportunity. And I also rec-
ommend that you shop these
services around.

Most leasing companies
that I have been familiar with
charge a percentage of your
gross payroll for their charge.
For example, if your payroll is
$20,000 a month and their fee
was 2 percent, you would pay
$400 per month. The bigger
the company, the more negoti-
ating power you have with this
fee. It usually ranges between 1
and 3 percent.

Making the decision to
lease my employees
has given me the op-
portunity to focus
on the issues that |
want to spend my
time on instead of
all the non-desirable
issues that used to
constantly demand
my time. — Chuck

Mclntire
The author is presi-
dent of TurfPride,

Kennesaw, Ga.
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Catch the rising star in the
landscape maintenance industry.

If you're looking to increase the size of your lawn maintenance service,

shoot for the stars and look at a U.S. Lawns franchise. Over the years,

U.S. Lawns has become a shining example of what a professional

landscape maintenance service should be. With the guidance of
U.S. Lawns' team of professionals, we'll show you, step-by-step,
how to grow your business, maximize efficiency and cut costs.
You'll be recognized as a company with a growing reputation

for getting the job done right the first time. For more information

on becoming a U.S. Lawns franchisee, call us at 1-800-US LAWNS.

And become part of an all-star team today.

www.uslawns.com
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http://www.uslawns.com
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