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A Healthy Alternative 
With ergonomics becoming a 

factor in mower design, con-
tractors should know their options when purchasing 
equipment. 

^Monitoring the landscape's moisture is a key element to 
any successful irrigation system. 

Bringing up the Rear 
Trucks get all of the attention, but oftentimes it's the 
trailers that do the real work. 

A Material Advantage 
Landscape fabric, with its many functions, can offer value 
to the landscape contractor. 

Lawn & Landscape Looks Back 
This look back at the early 1980s includes an industry 
overview survey and a problem that hasn't gone away. 
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An overall market report, a look at 

new scientific developments, a listing of 
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G M A C 
COMMERCIAL SERVICES It's easy to arrange financing and leasing right at your C M C dealership. 

€ 19^9 Q M C o r p . All r i g h t s r e s e r v e d . C M , C M C , t h e C M C logo, a n d D e x - C o o l a r e r e g i s t e r e d t r a d e m a r k s a n d V o r t e c is a t r a d e m a r k 
of G e n e r a l M o t o r s C o r p o r a t i o n . Buck le Up, A m e r i c a ! 



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

Company 

City 

Type of Business Business Phone 

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

If no, preferred dealer: 

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

• 4 - 6 months • 1 0 - 1 2 months • 2+ years • Undecided 

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

LL0399 

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

HELPING YOU MANAGE 
YOUR BUSINESS. 

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

Less Time In The Shop, 
More Time Working. 

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

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

Managing Your Trucks 
Is Like Managing Your Business: 

Every Detail Counts. 

In every little detail, GMC trucks 
are engineered for strength, for 
durability and for longer intervals 
between scheduled maintenance* 
Less maintenance means less 
downtime — so you can spend your 
time running your business instead 
of taking care of your trucks. For 
more information about GMC 
commercial trucks, see your GMC 
dealer, call 1-800-GMC-8782 or visit 
www.gmcforwork.com on the Web. 
With GMC, you can keep your trucks 
running as smoothly as your business. 

* M a i n t e n a n c e needs vary w i t h d i f f e r e n t uses a n d dr iving 
cond i t ions . See o w n e r ' s m a n u a l for de ta i l s . 

mMC 
Do one thing. Do it well? 

® 

http://www.gmcforwork.com


"The world of 

tomorrow belongs to 

the person who has 

the vision today."-

Robert Schuller 

ou don't have to read the newspapers or news magazines for long 
these days before you encounter the phrases "virtual world" or 
"electronic community." 

Obviously, the Internet has made it just as easy for us to 
communicate with someone on the other side of the globe as on the 
other side of the street. 

While enjoying the benefits of such a community in your 
personal life may be nice, it's the potential professional advantages, 
particularly for lawn care and landscape contractors, that should 
really generate some Internet excitement. 

One of the most impressive characteristics of this industry has 
always been contractors' willingness to share ideas, information and 
solutions with each other. We've seen indications of the powerful 
potential that comes from combining this willingness to share with 
modern technology through the growth of the Bulletin Boards at 
Lawn & Landscape Online (www.lawnandlandscape.com). Current 
dialogue "threads," as they're called, explore issues like the benefits 

of offering hydroseeding, the performance of one manufacturer's 
most popular mower and marketing to new customers. 

In fact, more than 17,000 visitors have made their way to our 
website thus far - at an average of almost 600 a day in the last 
month. And, we believe, that's only the beginning. 

To that end, we'll be exploring the potential of this new 
technology with our first organized chat session via Lawn & 
Landscape Online. The big event is scheduled for Thursday, June 
10, from 8:00 to 9:00 p.m., Eastern Standard Time. 

The focus of the session will be the consolidating nature of the 
industry, and participants in the session will have the opportunity 
to ask questions and receive immediate answers from myself, 

Lawn & Landscape Assistant Editor Nicole Wisniewski and, perhaps 
most importantly, Hal Cranston, who has been involved in the 
development of LandCare USA since its formation. 

We chose a Thursday evening because our hit reports indicate 
that is one of the most popular times for contractors to visit Lawn & 
Landscape Online. And we decided to focus on consolidation for the 
topic because it's obviously one of the hottest topics in the industry 
and the subject of most questions I field from readers. 

The Internet is clearly a part of the future for all of us. Contractors 
that aren't taking advantage of the newest technology to network 
with their colleagues and continue their own professional education 
are doing the same disservice to themselves as contractors still 
mowing lawns with walk-behind reel mowers. 

Get online today, and make the most of the opportunities. Q] 
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Join the Hunter 
Preferred Contractor 

Program Today 
How about o new set of tools, o 

trencher or o truck? You con pick up 
valuable equipment to improve your 

productivity and boost profits when you 
join the Hunter Preferred Contractor 

Program. You'll earn points with every 
Hunter product purchase - and con 

use these points for tools, training, 
business equipment, even leisure 

prizes, like o big screen TV, fishing 
boot 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 to Earn Points 
Open to oil professional contractors 

0 Earn points with every Hunter purchase 
0 See your Hunter distributor for details 

0 Or call Hunter at 800-733-2823 

{infractor Pr 

m Contractor Program 

U S E R E A D E R S E R V I C E # 1 3 

You must enroll in Hunter's Preferred 
Contractor Program before you can start 
earning points. Call Hunter today to sign up 
and to receive the Member's Catalog, a 
32-page full-color booklet showing program 
prizes and business opportunities. 

Earn New Tools 
To Boost Your 

Business 



MARKET TRENDS 
TRUCK TIME 
There are several factors a landscape contractor should 
consider before buying a service vehicle. But how do contrac-
tors weigh the pros and cons in order to walk away from the 
purchase knowing they made a wise investment. 

In a survey of Lawn & Landscape readers, product quality 
topped the list of criteria, with 64.4 percent respondents 
mentioning its importance as a decision-making factor. Price 
was the second most mentioned feature at 51.1 percent, with 
durability coming in a close third place with 48.9 percent. 

Serviceability (37.8 percent) and tow rating (31.1 percent) 
scored at fourth and f i f th, respectively. Other options listed in 
the survey were (listed in descending order of their percentage 
scores): gas mileage, brand loyalty, warranty, adaptability, 
manufacturer support, bed size, dealer location, cab size, 
storage capabilities and safety features. 

m 

m 

Product 
Quality 

(Source: Lawn & Landscape Header Survey) 

NOVARTIS T&O 
NAMES NEW CHIEF 

"I'd say we'll be much more 
aggressive in new product de-
velopments in the near future," 
Williams added. 

One development making 
such an aggressive approach 
possible is the increased 
efficiency Novartis en-
joys as a result of the 
Ciba/Sandoz merger 
that formed the com-
pany in 1996. 

Sandoz was doing a 
lot of the same things 
Ciba was doing in the 
market, and we've been 
able to eliminate a lot of 
the duplication," Will-
iams explained. "That's why 
we're going to continue to see 
consolidation in the supplier 
side of the industry because 
margins have gotten tighter 
and companies need to elimi-
nate the wasted resources." 

nership, as the Ariens Com-
pany and Kanga Loaders, 
Bixby, Okla., announced a 
manufacturing and distribu-
tion agreement in the U.S. 

Ariens, which is also the 

• • • • • • • 

' We have a strong pipe-
line of about nine re-
duced risk products 
currently at the EPA for 
approval.' - Williams 

IGA. ARIENS a FINALIZE DEAL 
BRILLION, WIS. - The rising 
popularity of compact utility 
loaders has led to another part-

parent company for Gravely, 
will offer a limited number of 
Kanga's Mini Skid Steer 
Loader and attachments 
through Ariens and Gravely 
dealers this season and begin 
manufacturing the machines 
as well Jan. 1 ,2000. The 
Kanga machines have been 
manufactured in Australia un-
til now. 

"We have been manufac-
turing our loaders in Australia 
since 1981, and we look for-
ward to this agreement, which 

(continued on page 12) 

world and the opportunities 
he sees for an expanded prod-
uct line from Novartis. 

"I'm already familiar with 
a lot of the new active ingredi-
ents we have coming through 
the pipeline that will fit the 
landscape, golf and lawn and 
garden markets," Williams 
noted, adding that he moves 
into this new position from 
his role as vice president of 
the fungicide business unit. 
"In particular, we have a 
strong pipeline of about nine 

reduced risk products cur-
rently at the EPA 
for approval. We 
should be seeing a 

lot of them come to 
market in the next 12 

to 24 months." 
In particular, Novartis 

is optimistic about its new 
technologies in the herbicide 
and insecticide categories, 
which should broaden its 
product line. 

GREENSBORO, N.C. - Randy 
Williams is obviously some-
one who likes the challenges 
of an unpredictable future. 

Effective June 1, Williams 
was named vice president of 
the global turf and ornamen-
tal business for Novartis, re-
placing Tom McGowan, who 
retired. Williams spoke with 
Lawn & Landscape about the 
challenges facing all pesticide 
manufacturers that are 
driving consolida- . 
tions around the 
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USE READER SERVICE # 1 4 

Tough Choice for Hard Hats 
Two tough machines 

to get you into and out 
of t i g h t s p o t s . Our 
l o a d e r / l a n d s c a p e r 
tractors - the Kubota B21 
with 21 horsepower and 
the L35 with 35 horse- ^ ^ ^ ^ ^ ^ ^ 
power - give you two 
ways to go when you're 
moving dirt. 

Both tractors are compact and powerful 
for working in c lose quarters. They 
feature a slanted, hard-nose hood and 
enclosed muffler for better visibility. A 
liquid-cooled diesel engine, power steering 
and 4-wheel drive are all standard features. 

The B21 features a user-friendly hydro-
static transmission with 3-speed ranges. 

While the L35's new 
generat ion Glide 
Shift Transmission 
operates all eight 
speeds and reverse 
without clutching. 

I n t e g r a l l y 
designed, the front 
loader on the B21 

and L35 h a v e a 
convenient single-
lever/ dual function 
c o n t r o l w i t h an 
increased lifting cap-
acity. The backhoe is a 
cinch to quick-attach-
while the rear PTO 
and 3-point hitch 

maximize your applications. Dig, till, scrape 
or mow with one tractor. Both tractors are 
easy to transport on a utility trailer, so they 
go where you go. And this tough team is 
solidly built to Kubota's rigorous standards. 

So, small wonder these compacts are the 
choice for breaking ground with contractors 
and municipal diggers everywhere. See your 
dealer today and size up these versatile 
compacts. 

For more information, please write to: 

Kubota 
KUBOTA TRACTOR CORPORATION 

P.O. Box 2992, Dept. LL, Torrance, CA 90509-2992 
or call Toll Free 1-888-4 KUBOTA ext. 404 

(1-888-458-2682 ext. 404) 
Financing available through Kubota Credit Corporation 





For the past 30 years, high dose 
chemicals have ruled as America's 
all-purpose insecticides. 

D e l t a ® ® 
The environment doesn't want them. Your customers 
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 insecticide. 
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 time you use a 
spray or granular insecticide as part of your IPM 

program, make sure it has DeltaGard 
written on it. Truly this is the way 

the world is moving. 

AgrEvo 
95 Chestnut Ridge Road 
Montvale, NJ 07645 
201-307-9700 

USE READER SERVICE # 9 2 

Remember to read and follow label directions carefully. 1998 AgrEvo USA Co 



MARKET TRENDS 
(continuedfrom page 8) 

will allow us to manufacture 
our loaders locally in the 
United States, the largest mar-
ket in the world," noted Brent 
Matthews, U.S. manager for 
Kanga Loaders USA. 

Kanga will continue to 
market its loaders to profes-
sional contractors under the 
Kanga name, while details re-
garding the marketing of 
Gravely's unit have not been 
finalized as of yet. 

Gravely hopes to introduce 
its model at the International 
Lawn, Garden & Power 
Equipment Expo in Louis-
ville, Ky., in July. 

icAAPlANS 
LEGISLATIVE DAY 
WASHINGTON, D.C. -
Lawn care and landscape pro-
fessionals will visit Capitol 
Hill July 19-20 as part of the 
Professional Lawn Care Asso-
ciation of America's Legisla-
tive Day on the Hill. 

"Water issues, one-week 
prenotification bills, 
FQPA, pesticide regis-
try dilemmas and 
business issues galore 
are cropping up all 
over the country," 
noted Tom Delaney, 
PLCAA's executive 
vice president. "Legis-
lative Day gives com-
panies a platform to 
make their case on the 
Hill." 

In addition to 
scheduled visits to their 
own politicians' of-
fices to speak up for 
the industry, attendees 
will partake in the Ar-
lington Cemetery Re-
newal and Remem-

brance project for the third 
year, where contractors donate 
their turf care expertise for im-
provements at Arlington Na-
tional Cemetery. 

For information, contact 
PLCAA at 800/458-3466. 

A W R Y OF SNA 
ATLANTA, GA. — From 
humble beginnings with nine 
charter members forming a 
group to ensure the survival of 
the nursery industry in the 
South, the Southern Nursery 
Association cebrates its centen-
nial birthday in 1999. 

The association will high-
light its 100th anniversary with 
a celebration at its annual con-
vention and trade show, to 
take place July 30-Aug. 1 in 
Atlanta. More than 10,000 at-
tendees are expected for the 
show, or about 200 times as 
many as the 50 that arrived in 
Chattanooga, Tenn., at the 
SNA's 1899 convention. 

"SNA has led an impor-
tant role in the development of 
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the horticultural industry in 
the South throughout these 
past 100 years," noted Bill 
Reese, SNA president. "And I 
foresee the SNA playing an 
even more important role as we 
approach the new millennium." 

For more information on 
the SNA, call 770/973-9026. 

1 

JUNE 13-15 Turf and Landscape Field Days, 
Blacksburg, Va. Contact: 540/231-5897. 

JUNE 14-15 Integrated Pest Management 
Conference, San Luis Obispo, Calif. Contact: 
805/756-2869. 

JUNE 15 Field Day 17, Rolesville, N.C. 
Contact: 919/556-0146. 

JUNE 15 Kentucky Turfgrass Council 
Turfgrass Field Day, Lexington, Ky. Contact: 
606/623-6130. 

JUNE 17-19 Southeast Greenhouse 
Conference and Trade Show, Greenville, S.C. 
Contact: 800/375-3642. 

JULY 15-16 Nebraska Nursery & Landscape 
Association Summer Field Day, Kearney. 
Contact: 816/223-1481. 

JULY 16-17 Florida Certified Landscape 

ECONOMY MAY 
SLOW POWER 
EQUIPMENT SALES 
ALEXANDRIA, V A . - A n 
economic forecast conducted 
by the Outdoor Power Equip-

MORE ABT CHANGES 

Af ter taking a look at the various strengths of its 
acquired companies, AgriBioTech changed its 

business plans, according to John Zajac, director of 
ABT's turfgrass business unit, Henderson, Nev. 

Originally, ABT planned on integrating its 34 turf 
seed companies into one organization operating un-
der one name within the next year. Now the company 
plans to consolidate into two groups, Zajac said. 

"One group will sell directly to the end user - re-
tail and professional," Zajac explained. "The other 
group will remain a wholesale company and sell to 
the distributor." 

The plan, which is in its implementation phase, 

will help ABT focus its strengths on increasing its re-
search involvement and developing a more efficient 
distribution method, according to Zajac. 

In other news, Kent Schultze resigned his position 
as ABT board member and chief operating officer. 

"We will build upon his work as we implement the 
integration plan developed by Schultze, our senior op-
erations management team and employees," said Rich-
ard Budd, chairman and GEO. 

ABT also announced the following appointments: 
Ken Budd, formerly general manager of ABT companies 
Lofts Seed, Budd Seed and Great Western, as group di-
rector for the mass merchants business unit and the 
southeastern U.S.; Bill Dunn, responsible for the north-
eastern U.S. and Canada; Joe O'Donnell, southeastern 
U.S.; Bruce Ceranske,, midwest; and Doug Elkins, 
western U.S. and Mexico. - Nicole Wisniewski 
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management 
magazine serving 
the professional 
landscape 
contracting 
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• Free one-year subscription to qualified contractors. 
U.S. subscritions only. 
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This section must be completed to process your subscription 

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

I.CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2 . Chemical Lawn Care Company 

(excluding mowing maintenance 
service) 

• 3 . Lawn Maintenance Contractor 
• 4 . Ornamental Shrub & Tree Service 
• 5 . Irrigation Contractor 
• 6 . Landscape Architect 
• 7 . Other Contract Services (please 

describe) 

II.IN-HOUSE LAWN/CARE 
MAINTENANCE 

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

Private Estates, Commercial & 
Industrial Parks 

III. DISTRIBUTOR/ 
MANUFACTURER 

• 1. Dealer 
• 2 . Distributor 
• 3 . Formulator 
• 4 . Manufacturer 

IV.OTHERS ALLIED TO THE FIELD: 
• 1.Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
•2.School, College, University 
•3.Trade Association, Library 
•4.0thers (please describe) 

2 . What best describes your 
title? 

•Owner, Pres., Vice Pres., Corp. 
Officer 

• Manager, Director, Supt., 
Foreman 

•Agronomist, Horticulturist 
• Entomologist, Plant Pathologist 
•Serviceman, Technician, Crew 

member 
•Scientist, Researcher 
•Company, Library copy only 
•Other (please specify) 

6/99 
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SUBSCRIBE TO V3Ì SERVICE TECH! 

Sivice tech 

Tke bdfc Abort harm 

bad blades Ikàt i 
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The only 
magazine written 
for lawn and 
landscape service 
technicians and 
crew members. 

Sivice tech 
• 1 Year $10.00 for 6 issues (prepayment required) 

• C h e c k Enclosed 
• MCA/ISA • Amex • Novus/Discover 

This section must be completed to process your subscription 

Exp. Signature. 
Date 

Name_ 

Company. 

Address__ 

City 

State. Z i p . 

Phone. 

Fax 

Member of: •ALCA •PLCAA • lA •AAN 

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

(.CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2 . Chemical Lawn Care Company 

(excluding mowing maintenance 
service) 

• 3 . Lawn Maintenance Contractor 
• 4 . Ornamental Shrub & Tree Service 
• 5 . Irrigation Contractor 
• 6 . Landscape Architect 
• 7 . Other Contract Services (please 

describe) 

II.IN-HOUSE LAWN/CARE 
MAINTENANCE 

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

Private Estates, Commercial & 
Industrial Parks 

III. DISTRIBUTOR/ 
MANUFACTURER 

• 1 . Dealer 
• 2 . Distributor 
• 3 . Formulator 
• 4 . Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
• I.Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
•2.School, College, University 
•3.Trade Association, Library 
•4.0thers (please describe) 

2 . What best describes your 
title? 

•Owner, Pres., Vice Pres., Corp. 
Officer 

•Manager, Director, Supt., 
Foreman 

•Agronomist, Horticulturist 
• Entomologist, Plant Pathologist 
•Serviceman, Technician, Crew 

member 
•Scientist, Researcher 
•Company, Library copy only 
•Other (please specify) 

6/99 
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MARKET TRENDS 
Contractor and Technician Exam, St. 
Petersburg, Fla. Contact: 800/375-3642. 

JULY 19-20 PLCAA's Legislative Day on the 
Hill and Arlington Renewal & Remembrance 
Project, Washington, D.C. Contact: 800/458-
3466. 

JULY 19-20 Iowa Nursery & Landscape 
Association Summer Field Day, Madrid and 
Ames. Contact: 816/233-1481. 

JULY 20-23 Turfgrass Producers Interna-
tional Summer Convention and Field, Lansing, 
Mich. Contact: 800/405-8873. 

JULY 21 Massachusetts Nursery & Landscape 
Association summer meeting and trade show, 
Springfield. Contact: 413/369-4731. 

JULY 23-24 ALCA Masters in Management 
for the Landscape Industry, Chicago. Contact: 
800/395-2522. 

JULY 23-24 Aquascape Designs Parade 
of Ponds, Chicago, III. Contact: 800/306-
6227. 

JULY 23-27 ANLA Convention, Phila-
delphia, Penn. 202/789-2900. 

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

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

JULY 28-31 Conference of the Amer-
ican Society for Horticultural Science, 
Minneapolis. Contact: 703/836-4606. 

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

JULY 30-AUG. 1 Southern Nursery 
Association Convention and Trade Show, 
Atlanta, Ga. Contact: 770/973-9026. 

JULY 31 Landscape Contractors 
Association MD-DC-VA Certified 
Landscape Technician exam, Derwood, 
Md. Contact: 301/948-0810. 

AUG. 4-5 Indiana Nursery & Landscape 
Association summer meeting, West 
Lafayette. Contact: 219/244-5274. 

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

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

AUG. 10 Nursery Grower's of Lake 

County Summer Field Day, Madison, 
Ohio. 440/428-0022. 

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

AUG. 18 Michigan Turfgrass Field 
Day, East Lansing. Contact: 517/321-
1660. 

AUG. 25-28 Philosophy of Design 
1999, Nelsonvilie, Ohio. 803/513-
3958. 

AUG. 25-29 ANLA Landscape 
Operations Tour, Baltimore. 202/789-
2900. 

AUG. 26 Indiana State Lawn Care 
Association Summer Field Day, 
Carmel, Ind. Contact: 317/575-9010. 

THE 
DIFFERENCES 
ARE FAR FROM 

INVISIBLE. 
SMART OOS 

— ( .d iv i s ion of innotek P e t Produc ts , me. ) 

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 it's free. Call 
Gary at 1-800-826-5527, ext. 248 today. 

I N N O T E K 

PAYS FOR ITSELF 
guaranteed . ' 

Design Imaging Group 
Phone: 516/654-1600 

Fax: 516/654-8046 
W e b : w w w . d i g s o f t l . c o m 

e-mai l : d igso f t@un ix .asb .com 

CALL FOR A FREE DEMO! 
MANUFACTURERS - CALL US ABOUT 

COMPUTER AIDED SALES 

USE READER SERVICE #17 U S E R E A D E R S E R V I C E # 1 7 
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http://www.digsoftl.com
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MARKET TRENDS 
ment Institute for consumer-
type equipment and certain 
commercial turf products, 
predicts a slowdown by the 
end of model year 1999 and 
through model year 2000. 
The slowdown is attributed to 
an expected decline in hous-
ing starts and sales of existing 
single-family homes. 

For 1999, all products ex-
cept consumer walk-behind 
mowers and commercial 
riding mowers are expected to 
decline. For 2000, all prod-
ucts except consumer- type 
lawn tractors and commercial 
riding mowers are also antici-
pated to decrease. 

The current forecast for 
model year 1999 is Sept. 1, 
1998 through Aug. 31, 1999. 

(continued on page 18) 

ASSOCIATION NEWS 

Ohe Ohio Turfgrass Foundation donated 
$197,000 to its 10-member technical advi-
sory committee of researchers from Ohio 
State University and $20,000 for scholar-

ships presented to students of Ohio's turfgrass pro-
grams. OTF also elected new board of directors: Glen 
Pottenger, Hank Chafin and Chuck Darrah. 

The Texas Nursery and Landscape Association 
came into official life earlier this year after the 
merger of the Texas Association of Nurseryman and 
the Texas Association of Landscape Contractors. In-
augural officers include Anne Muscat, chairwoman of 
the board; Jack Davis, allied director; Joe Burks, di-
rector-at-large; and Floyd Trammell, regional direc-
tor. 

Representatives of 10 industry organizations met in 
Washington, D.C. earlier this year to discuss a uni-
fied approach to utilizing water resources effec-
tively. The meeting was the second organized by 
the Irrigation Association to increase political ac-
tion on protecting the judicious use of water by 
concerned industries. The meetings have assumed a 
sense of urgency as Congress prepares to consider 
changing and reauthorizing the Clean Water Act. 

The Metro Atlanta Landscape & Turf Association 
announced the MALTA Environmental Awards. 
Among the winners were: L.T.I. Landscape Tech-
niques received the Grand Award for a single-family 
residential installation, $25,000 to $100,000; 
Watters & Chatham Landscape Co. received the 
Grand Award for a single-family residential installa-
tion, over $100,000; and Huppert Landscape Co. re-
ceived the Grand Award for a commercial installa-
tion, over $200,000. 

Hydraulic Dump Trailer 

Easi ly a n d safely l oad you r heavy du t y l a w n e q u i p m e n t (up to 8 0 inches 
w i d e ) or sk id loader and d u m p up to 1 2 , 0 0 0 lbs. o f soi l , m u l c h or gravel 
- a l l w i t h o n e B r i -Mar d u m p t ra i ler ! Standard features i n c l u d e remote 
con t ro l , ladder ramps, e lect r ic brakes, and more . Ava i lab le in 12 ' and 14 ' 
lengths. Seventeen styles a n d sizes. A d d i t i o n a l op t i ons ava i lab le . 

Call today for a free brochure and the name of your nearest dealer! 

1-800-732-5845 

BRI-MAR 
T R A I L E R S 

3 3 0 W o l f Avenue, Chambersburg , PA 17201 • w w w . b r i - m a r . c o m 

$3,750 

yfs i o f e 
- ^ m 

\ t o « 1 & 

R o b M c C o y , L a w n T e c h 
C u s t o m C a r e , C h a d d s Ford , PA 

FREE VIDEO 800.346.2001 
Mfg. by Perma-Green Supreme 

U S E R E A D E R S E R V I C E # 1 8 

16 JUNE 1999 • LAWN & LANDSCAPE 
USE READER SERVICE #18 

http://www.bri-mar.com


ROHrhiE 

PREVENT GRUBS. 
STOP THEM IN 
THEIRTRACKS. 

OR MAKE SURE IT'S 
NOT EVEN AN ISSUE. 

N o w you can control grubs preventat ively o r 

curatively. W i t h a single app l ica t ion. O n l y w i th new 

M A C H 2™ Turf Insecticide. 

M A C H 2 is a power fu l kil ler w i th a new 

chemistry that accelerates the mol t ing process 

of target insects. 

Just hours after ingest ing M A C H 2™, the insect 

stops feeding. Then it dies beneath the surface in 2 

to 3 weeks. It's that simple. 

W i t h M A C H 2™Turf Insecticide, you ' l l kill target 

enemy insects all season long. Grubs . Cutworms. 

A r m y w o r m s . Sod webworms . Plus, odorless 

M A C H 2™ is easy to apply . You don ' t even have 

to wa te r it in immediately. 

So don ' t let grubs control you r grounds, o r you r 

schedule. Depend on M A C H 2™ Turf Insecticide. 

It's al l you need to prevent o r cure. 

For more in format ion or for the distr ibutor 

nearest you , call 1 - 8 8 8 - 7 6 4 - 6 4 3 2 a n d vis i t o u r 

w e b s i t e a t w w w . m a c h - 2 . c o m . 

MACH 2 
TURF INSECTICIDE 

ALL YOU NEED 
TO PREVENT OR CURE. 

U S E R E A D E R S E R V I C E # 4 0 

T M / R o h M i d LLC Company © 1 9 9 8 Always read and follow label directions. 

http://www.mach-2.com


MARKET TRENDS 
(continued from page 16) 

Aiming popular 
N HOME IMPRÛVEM 

NEW YORK, N.Y. - More 
than one-third of all 
homeowners - 36 percent, to 
be exact - have plans for 
some type of home improve-
ment project for 1999, ac-
cording to the American Ex-
press Retail Index survey. 

On average, homeowners 
expect to spend $2,747, with 
landscaping plans scheduled by 
23 percent of respondents, 
which was third in popularity 
behind interior decorating (41 
percent) and renovation/re-
modeling (32 percent. 

(continued on page 22) 
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J James Wier Jim Watson 

B Instant Lawn ot Silverton, Ore. announced the following promotions: Joe 
Moorad to Washington State sales manager and Mark Kihlstrom to the landscape retail manager for 

Western Washington. 
Van Waters & Rogers named Jim Watson corporate accounts manager. 

Cynthia Jones was named marketing coordinator for Rain Bird Sales Commercial Division. 
Tony Brown was named marketing manager for turf, ornamental & retail products and Keith Roach was named 

communications manager for turf, ornamental & technical products at Dow AgroSciences. 
United Green Mark named Ted Hopkins president and chief operating officer. 
Simplicity Manufacturing announced the appointment of James Wier to the position of president and chief 

operating officer. 
Michael Smith joined Irritrol Systems as district sales manager for the San Francisco Bay area and northern 

Sacramento Valley territory. 
Lied's Landscape Design and Development hired Charley Koch to its landscape architectural staff. 
Annalee Taylor joined the Ball Seed Co. as traffic manager. 

EXPAND YOUR BUSINESS 
by offering the COMPLETE line of 

Fabrics & Erosion Control Products 

PERFECT FOR 
Professional Landscape The Retail 

Service Needs! _ . Garden Center! 

F A B R I C F O R 
Y O U R E V E R Y N E E D ! 

Bulk Rolls 3 - 7 5 ' Wide Available 
3 x 25 - 3-x 50 - 3' * 1001 

4'xS0 -4-x IOO -6'xSO' 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

Filter Fabric • Paver/Patio Underliner • Soil Separators 
Erosion Control 

Burlap • Jute • FabriJute™ Erosion Control Netting • Silt Fence 
Construction 

Road / Driveway / Recreation Park Underliners & Fences 
Accessories 

Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 

# i n r m h ^ i s INC. 
^ ^ L A N D S C A P E FABRICS & EROSION CONTROL PRODUCTS 

4800 S. C E N T R A L AVE., C H I C A G O , IL 60638 
(708) 728 -7180 • 1 -800 -992 -0550 • FAX: (708) 728 -0482 www.groundtek.com » Phone (407)656-1088 » Fax (407)656-5148 

GTPvoM** 

• Spreads and sprays over 6600 sq. ft. per minute 
• One hand steering - zero turn radius maneuverability 
• Stainless breakaway spray boom 
• 100-lb. 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 a 

• Eliminates operator fatigue 
uminum utility tray 

U S E R E A D E R S E R V I C E # 2 3 
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The summer show in the Northeast! 
It's all here — hot new plant materials, the latest 

products and equipment, and innovative services and technologies. 
This year's show is larger than ever — plan to stay awhile. 

Penn Allied Nursery Trade Show 
July 27, 28, and 29, 1999 

Fort Washington Expo Center • Fort Washington, PA 

FREE Advance Registration before July 1. 

Sponsored by: T » J 

Pennsylvania Landscape & Nursery Association 

For more information contact PANTS 
PO. Box 297 • Springfield, Pennsylvania 19064 

610.544.9808 (fax) • osheasr@aol.com (e-mail) 

1 

I 

USE READER SERVICE # 2 4 
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To m a n y , a S h i n d a i w a is more than 
just a piece of l a n d s c a p i n g e q u i p m e n t . The Shindaiwa T230 grass trimmer boasts the 

industry's best power-to-weight ratio, meaning you finish 
more work without the fatigue of operating heavy equipment. 



X 

While your Shindaiwa won't host you a bachelor party, it will provide a long relationship. Such loyalty results 

from individually designed components that hold up to the toughest demands. So your n | | j n f | m M m ® 

Shindaiwa will always stand attentively by your side. Whatever the task may be. For more O l l l l l l l f l l v W f l 

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

USE READER SERVICE # 2 5 
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MARKET TRENDS 
(continued from page 18) 

Unfortunately, two-thirds of 
the respondents expected to 
perform the work themselves, 
and only 51 percent of respon-
dents said they would leave the 
work to a professional contrac-
tor if money was not a concern. 

NEWHOUAND 
ACQUIRES CASE 
AMSTERDAM - New Hol-
land, Harrisburg, Penn., and 
Case Corp., Racine, Wis., will 
unite to form a nearly $12-
billion global equipment com-
pany to reportedly be based in 
Racine. 

The deal, which is still 
subject to Case shareholder 
approval, will create a new 
group controlled by Fiat, New 
Holland's parent company. 

While the companies' 
products, geographic sales dis-
tribution and business mix are 
already complementary, ac-
cording to New Holland, the 
merger will preserve the brand 
equities of both companies 
and strengthen their distribu-
tion network, combining 
Case's 4,900 and New 
Holland's 6,100 dealers. 

At the same time, the 
merger brings about potential 
for $400 to $500 million in 
annual savings within three to 
four years by integrating pro-
duction, purchasing and sup-
port activities costs. The sav-
ings generated, according to 
New Holland, will drive 
growth in agricultural equip-
ment through coordinated ex-
pansion into new markets. 

Case reported 1998 net 
revenues of $6.1 billion while 
New Holland reported rev-
enues of $5.7 billion. ID 

CATCHING UP 
WITH DAVEY TREE 
KENT, OHIO - As the industry's consolidation ef-

forts have raged over the past 18 months, The 
Davey Tree Expert Co. is one group that a number 
of people have speculated about. Will Davey parlay 
its powerful name recognition and $300+ million in 
sales into an acquirer of landscape companies? Or 
would management consider selling to a company 
that would certainly pay a handsome price for such 
expertise? 

A visit with Chairman of the Board and CEO 
Doug Cowan and new President and COO Karl 
Warnke at the company's offices in Kent, Ohio, 
found that neither scenario is in Davey's plans. 

"We're probably not going to try to participate 
in the big consolidation efforts with our commer-
cial group," noted Cowan of the company's land-
scape maintenance division. "But we are going to 
participate in the consolidation of the tree care in-
dustry. We'll probably buy an average of three or 
four smaller tree companies a year, and we'll do so 
in a stealth mode. 

"We will continue to pursue commercial 
grounds care companies through acquisition, but 
those efforts will be particularly focused in mar-
kets where we have a very strong tree care opera-
tion because then an acquisition would give us an 
opportunity to grow our residential tree care as 
well," Cowan continued. 

"But ServiceMaster and LandCare have driven 
the prices for landscape companies beyond normal 
levels," he added. "I mean, this is not the Internet 
we're talking about, but there's an expectation out 
there now on the part of people who are selling 
that they should get more than dollar-for-dollar on 
sales. We've looked at it carefully, and we just 
can't justify paying those prices. And, unless 
ServiceMaster knows something that we don't, it's 
going to have a hard time justifying this invest-
ment over the long term." 

Cowan and Warnke did go on to say, however, 
that landscape maintenance services will continue 

Karl Warnke 

DAVEY 

to become a more important part of Davey's ser-
vice mix. 

"We have a document we call our Vision 2005, 
and it shows where we want to be with each of 
our major services in five years," noted Warnke. 
"In that, we call for our commercial services to 
play a much bigger role in the company and in-
crease its contribution to our bottom line." 

"We'll be involved in all aspects of the land-
scape, but our focus will always be on trees be-
cause that's our core competency," Cowan added. 

Warnke now finds himself largely responsible 
for Davey's future growth in his new position. 

"One of the most important parts of our strat-
egy now is developing better synergy between the 
services that we have - residential, commercial, 
grounds maintenance, utility and our resource/ 
consulting group," the 19-year Davey veteran ex-
plained. "Part of my responsibility as COO is to 
pull all of those groups together to see how we 
can leverage the strengths of each for the benefit 
of the rest. 

"For example, I know we can do a better job 
sharing our marketing efforts than we have in the 
past," Warnke noted. "And a big part of our busi-
ness is equipment, so the utilization of that equip-
ment is critical. We need to do more cooperative 
planning with all of our services lines to take ad-
vantage of equipment that is interchangeable so 
units are never sitting ¡die." 

Cowan said the recent changes in the industry 
provided a perfect time for this appointment of 
Warnke. 

"One person shouldn't have all three titles 
that I had," he recognized. "And with all that has 
happened with consolidation of late, I wasn't do-
ing a good enough job focusing on operations. 
Karl is from operations, however, so I have no 
doubt he'll be a better COO than I was. Mean-
while, I'll be freed up to do more long-term think-
ing and plan for where we want to go before the 
market consolidates much more." - Bob West 
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Hala The Sane. 
Hain Bird HOTORß. 

R a i n ^ B I R D 



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. 

gets down to 
t t i t t t d 

¡little the What motivates this drive to 
be #1? It'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 Bird's 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. 



Maxi-Paw1 

Sometimes you just gotta play dirty. 

Heavy-duty impact rotor; superior 
performance with reclaimed, lake and 

well water; a proven impact drive; 
designed for light commercial 
and residential applications. 

Radius: 22' to 45' (6.7 to 13.7 m) 

T-Bird TREE,M 

Designed to set the standard in 
convenience, performance, 

and versatility. 

Closed-case, gear-drive rotor; integral 
rubber cover option; high-performance 
Rain Curtain'" nozzle tree, designed for 

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

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) 

Falcon® 
One of the toughest in the field. 

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

schools, cemeteries, athletic fields 
and other large turf areas. 

Radius: 38' to 65' (11.6 to 19.8 m) 

r - ™ 

IS 
Talon 

Tackles even the largest turf areas. 

Easily tackles large turf areas. Heavy-
duty closed-case commercial rotor; 
designed for irrigating commercial 

and industrial turf areas. 
Radius: 45' to 82' (13.7 to 25.0 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) 



Botor fron 
Hain Bird 

This rugged gear-drive 
rotor brings added 
performance and 
durability to residential 
and light commercial 
applications. 

To the TOP 

- J 

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 
to win one of these. 

Or thousands 
of Instant Prizes! 

It's so easy to play. Every time you purchase a case of 
Rain Bird rotors from May 1 through October 31, 1999, 
you'll get a game card. Scratch it. There's a good 
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! 

T h i n g 
(Prizes shown may vary slightly from 

those actually awarded) Visit our web site at www.rainbird.com/rbturf. 

R a i n ^ B I R D 
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BREAKING NEWS 
TERRA TO SELL DISTRIBUTION 
SIOUX CITY, IOWA - After 
exploring opportunities to sell 
the distribution portion of its 
business and then deciding not 
to sell it, Terra Industries sur-
prised many by announcing 
that it signed a contract to sell 
its distribution business to 
Cenex/Land O' Lakes 
Agronomy Company for $361 
million. 

In the deal, which is ex-
pected to close by late July, 
Cenex/Land O' Lakes acquires 
rights to the distribution busi-
ness' earnings from April 1, 
1999, forward. 

Included in the sale are 
Terra's approximately 400 re-

I C l I d d l l l l C i p c 

# T e m i 

tail farm service centers in the 
U.S. and Canada, and its 50 
percent ownership position in 
the Omnium chemical formu-
lation plants in St. Joseph, 
Mo., and 
Blytheville, 
Ark. 

The 
distribu 
tion business, which includes 
about 2,600 employees across 
31 states and Canada, reported 
1998 revenues of approxi-
mately $ 1.73 billion and oper-
ating income of $21.4 million. 

Depressed nitrogen prices 
battered Terra Industries' ni-
trogen production business, 

leading executives to give 
Terra distribution managers 
the opportunity to find a 
suitable buyer. That effort 
was reportedly suspended late 
in the first quarter of this 
year when the company de-
cided not to sell the profes-
sional fertilizer business. 

Terra anticipates a loss of 
less than 
$10 mil-
lion on 
the trans-

action and will use sale pro-
ceeds primarily to reduce its 
debt obligations. 

"Terra is taking this ac-
tion to provide the company 
a stronger financial base," 
commented Burton Joyce, 
president and CEO of Terra 
Industries. "With less debt, 

Terra will have greater flexibil-
ity both to weather the trough 
of the current nitrogen cycle 
and to take advantage of fu-
ture opportunities. The distri-
bution business has been a 
valuable part of the company 
for over 30 years, but under 
current market conditions, 
Terra and its board of direc-
tors believe this sale is a pru-
dent step for the company." 

Cenex/Land O' Lakes and 
Terra have also entered into a 
three-year nitrogen fertilizer 
supply agreement through 
which Cenex/Land O' Lakes 
will purchase approximately 
the quantity that Terra Nitro-
gen currently supplies to both 
the distribution business and 
Cenex/Land O' Lakes. ID 
- Angela Dyer 
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USE YOUR 
MOST VALUABLE TOOL 

FOR CUSTOMER 
SATISFACTION AND 

RETENTION — 

CLC LABS SOIL 
TESTING! 

Call 614/888-1663 
and Start Todayl 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive Laboratory Services for the 
Turf & Ornamental Professional. 

» M S 
WHOLESALE LANDSCAPE AND EDGING SUPPLY 

J p ^ w w w . borde r s c a p e s . c o m s a l e s @ b o r d e r s c a p e s . c o m . 
fcA P h o n e : 6 1 2 226-6800 F a x : 612-226-6806 S é 
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m *A To us, building tractors 

To build the best tractors, reach for the 

Moon. That's our philosophy. No wonder 

the advanced 4000 Series sums up every-

thing we know (and it's a lot, after 162 

4100 20 hp 
4200 26 hp 
4300 32 hp 
4400 35 hp 
4500 39 hp 
4600 43 hp 

need a degree in rocket science to use one. 

Color-coded and -shaped controls, a backlit 

instrument panel, and convenient service 

points (that make it a snap to perform routine 

years) about how to build a compact tractor. From maintenance), are just a few of the ways they 

highly productive transmissions, to easy implement make the longest work days easier. So if you want 

attachment, to fully independent PTOs, to durable 

planetary final drives, these tractors reflect the 

kind of engineering expertise normally found only 

in very high-tech machines. Of course, you don't 

to see the very latest in tractors, visit your local 

John Deere dealer (call 1-800-537-8233 to find 

one near you). Remember, when we say we've 

launched a new product, we mean it. 

www.deere.com/cce 

http://www.deere.com/cce
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Optional 
PowrReverser™ 
transmissions let 
you go forward and 
backward without 
clutching. Excellent 
for loader work.* 

Open, large, walk-through 
operator's area makes 
getting on and off the 
backhoe easier and safer. 

Unique Rockshaft 
Assist (RSA) 
mounting system 
allows one person 
to attach and detach 
the backhoe in fewer 
than five minutes 
without leaving the 
tractor seat. 

Oil-cooled brakes 
offer longer life and 
less maintenance. 

Separate steering 
and implement 
pumps ensure each 
system has the 
hydraulic flow 
necessary to perform 
at the optimum level. 

Planetary final drives 
(usually found only 
on larger farm tractors 
and construction 
equipment) reduce 
axle stress by 
distributing loads 
over three points.* 

Advanced XENOY® 
thermoplastic hood 
is far more dent 
and rust-resistant 
than metal hoods 
used on some 
competitors' tractors. 

Twin Touch® hydro-
static two-pedal 
control works with 
the natural motion 
of your foot, unlike 
a treadle pedal. 
Plus (unlike some 
competitors' foot-
control systems) it 
leaves you free to 
use the left-side 
turning brakes.** 

I S " * r 
Well-designed and 
-placed controls 
are always where 
you expect them 
to be. 

force and fast cycle 
times. 

Superior hydraulic 
performance provides 
excellent breakout 

*0nly 4500 and 4600 have planetary final drives. PowrReverser option available only on these two models. High-performance SyncReverser™ 
transmissions available on 4300 and 4400. ••Twin Touch® system available on all 4000 Series tractors with hydrostatic transmissions, even the 43-hp 4600. 

Nothing Runs Like a Deere 
U S E R E A D E R S E R V I C E # 2 8 
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hile the Food Quality 
Protection Act gets 
more and more of the 
legislative news focus, 
state governments are 
doing anything but sit-
ting still. 

In an interview 
with Lawn & Landscape, Fred 
Langley, manager of state gov-
ernment affairs, Responsible 
Industry for a Sound Environ-
ment, Washington, D.C., dis-
cussed legislative projects of 
interest to green industry con-
tractors around the country. 

WASHINGTON. The re is a 
study coming out that will fo-
cus on Puget Sound 
and King's County 
(Seattle, Wash.)," 
noted Langley. "We 
anticipate the study 
will report positive de-
tection of pesticides." 

The importance of 
the study is that it may 
serve as the basis for 
water quality protec-
tion regulations designed to 
battle run off of pesticide and 
fertilizer products, according 
to Langley. The issue is a po-
litical hot button because of 
the declining number of 
salmon in the Sound and the 
importance these fish play in 
the local economy. 

"The city of Seattle believes 
there is an urban component 
contributing to the toxic load 
of the water," Langley related. 
"The city has already pub-
lished ads in area newspapers 
telling citizens what they can 
do to protect the water quality, 

and that includes no longer us-
ing pesticides or fertilizers." 

Langley said contractors 
need to show the government 
how interested they are in 
working to fix the problem. 

Questions for contractors to 
explore include: 

• What are our loading and 
mixing operations like so there 
aren't residues left over? 

• Do we need to apply liq-
uid products in areas suscep-
tible to product movement? 

• Should we landscape some 
buffer zones around areas sus-
ceptible to movement? 

CALIFORNIA. The Los Angeles 
City School Board voted to 

4Unless other folks benefiting 

from nil of this work step up to 

be counted, we may not have 

anyone to fight the fight.' 
• • • • • • • • 

phase out the use of pesticides, 
following legislation passed in 
San Francisco earlier. 

"The legislation calls for a 
complete phase out by 2002," 
Langley noted. "It's interesting 
to note that the school board 
recognizes that the program 
will cost an additional $1.5 
million to maintain the land-
scape annually. 

"I see these initiatives as the 
beginning of a bigger trend of 
governments moving away 
from pesticide use, even if it 
may compromise public 
health," Langley added. "This 

L.A. decision is being used as 
an example by groups in Massa-
chusetts pushing two school 
bills to phase out pesticide use." 

NEW YORK. If there are legisla-
tive concerns in New York, 
then they're likely to be cen-
tered around public notifica-
tion requirements. 

"There are no real public 
benefits by having each appli-
cation announced," Langley 
claimed. "This is an area de-
signed to be self serving for the 
activist community because it 
gives them more ammunition." 

Langley explained that the 
notification legislation being 
considered would require con-

tractors to alert all abut-
ting neighbors to the 
property receiving the 
application 48 hours 
before the application. 

On a broader scale, 
Langley voiced his con-
cern that too few con-
tractors are willing to 
get personally involved 

in fighting such legislative ma-

"I'd like to say that we have 
everyone primed, ready and 
willing to jump into the fray, 
but I don't think we have that 
consistently across the coun-
try," Langley recognized. "In-
stead, it's the same groups and 
the same people called on every 
year to do battle, and eventu-
ally they will get worn out. 

"Unless other folks benefit-
ing from all of this work step 
up to be counted, we may not 
have anyone to fight the fight," 
he noted. - Bob West ^ D! 

32 JUNE 1999 • LAWN & LANDSCAPE 



m . . . . v . 

> • ' î f ' • • V M 
j M • • ' f • t ? > ' I 

r • - :' V l . i l c i J t i K I . 
J ; I » , CTOJK ••'• 

mâimÈ^ : 
„ûnàfrKrï I : . 

CNA has been design-

ing customized 

insurance programs for 

H A T Y O U N E E D 

IS I N S U R A N C E D E S I G N E D 

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

whether they're 

in-transit, leased or 

more than 25 years. We even have one specifically 

manicured for the landscape contracting industry. 

It's more than just basic property protec-

tion, it offers additional limits for trees, 

installed. We also provide coverage for on-site 

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

nial favorite of landscape contractors, 

call 1-800-CNA-6241. 

MAA 

OVA 
COMMERCIAL INSURANCE 

ASSOCIATEDLANDSCAPE P r o 8 r a m underwritten by one or more of the C N A property-casualty companies. C N A is a registered service mark of the C N A Financial Corporation 
CONTRACTORS OF AMERICA This advertisement is not a contract. Only the policy can provide the actual description of services, terms, conditions and exclusions. 

USE READER SERVICE # 1 2 
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PROPER HEM REPLACEMENT 
YOU OR ONE of your em-
ployees just destroyed an irri-
gation head while performing 
normal site work or mainte-
nance on a client's project. 
Now, according to your con-
tract with the client, you have 
to replace the irrigation head. 
Which one of the 100+ avail-
able spray or rotor bodies and 
nozzles should you use? 

The best way to replace the 
damaged head is with the 
same manufacturer's body and 
nozzle that was destroyed. 
Don't make the mistake of 
thinking it doesn't matter 
what body or nozzle you use 
as a replacement. All bodies 
and nozzles are not the same. 

If you have to replace irri-
gation heads or you are in-
stalling new heads, here are 
some helpful items to consider 
when selecting spray or rotor 
bodies and nozzles. 

BODIES FOR TURF. Generally 
speaking, always select a spray 
or rotor body pop-up height 
by the variety of turfgrass being 
irrigated. If you try to save a 
couple of dollars by using too 
short an irrigation head, you 
will ultimately be haunted by 
this decision with problems 
such as continually using string 
trimmers around the heads, 
raising buried heads to tripping 
height or nozzle blockage 
problems. In addition, the 
wrong size head can waste wa-
ter and money for the client. 

What is one of the most ba-
sic facts we know about 
turfgrass? It grows between 
mowings. That is why the grass 
height between mowings is a 
required consideration in se-
lecting sprinkler heights. 

For spray bodies, always se-
lect a body pop-up height that 
will put the fan of the spray 

Pop-up 
sprayheods or 
rotors should 
always be 
selected to rise 
above the 
immediate turf or 
shrubs. Photo: 
Peter Hughes 

Secondary Considerations for Sprayheads or Rotors 
1 • You may want to consider painting PVC shrub risers to blend in with the background. 
Besides making the white PVC pipe less conspicuous, it can slow their deterioration from 
ultraviolet (UY) light rays. Or, use PVC pipe for risers that have UV inhibitors in them. 

nozzle above the unmowed 
height of the grass. Remem-
ber, just one blade of grass can 
easily destroy the throw pat-
tern of a spray nozzle. 

Unlike the fine, thin fan of 
a spray nozzle, water generally 
comes out of a rotor nozzle in 
a single solid stream. This near 
solid stream generally has 
enough water volume and force 

to make most 
grass blades lay 

2 * When you need to raise spray heads in shrub beds, they can easily and inexpensively 
be raised by installing a manufacturer's 6-, 12-, or 18-inch PVC riser extender (installed 
between the adapter and the nozzle). These extenders will eliminate the time and expense 
to cut and glue new riser pipe to the PVC riser. Besides, if shrubs need to be lowered by 
pruning, extenders can be quickly, easily and inexpensively removed. 

3 « Be careful where you install shrub spray or rotor heads on PVC risers - around 
swimming pools, along either side of sidewalks, beside front doors, etc. Many lawsuits and 
out-of-court settlements occured when someone fell and injured themself on a PVC riser 
installed in a shrub bed. A rough rule-of-thumb is to keep all PVC risers at least 6 feet (or 
the average height of a person) from areas where someone could trip and fall. 

down. This 
eliminates most 
grass blade 
throw and pat-
tern disruption 
problems. How-
ever, you still 
want to gener-
ally use the 
highest possible 
rotor body pop-
up height to get 
the nozzle above 
the unmowed 
grass height. 

As a second-
ary consider-
ation here, limit 
the use of con-
crete donuts 
around spray or 
rotor heads in 

lawn installations. With what 
you charge for installing the 
donut, your charges for string 
trimming around the donut/ 
head and the original cost to 
install the shorter pop-up 
height spray or rotor head, you 
can save yourself (and the cli-
ent) time and money by select-
ing the right pop-up height in 
the first place. 

Generally speaking, when 
mounting spray or rotor bod-
ies on a riser in shrub beds, 
you always want to have the 
nozzle in the body several 
inches above the plants being 
irrigated. Again, if you try to 
save a couple of dollars by us-
ing too short of a mounting 
height, it will come back to se-
riously haunt you with prob-
lems such as continually com-
ing back to raise heads, treat-
ing higher insect/disease/fun-
gus problems for the plants, 
wasted fertilizing, etc. 

And remember, the leaves 
and branches of shrubs are 
generally bigger, heavier and 
suffer than grass blades. There-
fore, one leaf or small branch 
can easily block the throwing 
distance and watering pattern 
of a spray or a rotor body. 
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RRIGATION NOTEBOOK 
If your client doesn't want 

the sprayhead or rotor to be 
readily visible when it's not in 
use, try to use the highest pos-
sible spray or rotor pop-up 
body height mounted on a 
PVC riser. This way, when it 
retracts between uses, it will 
be hidden by the plants and 
still place the nozzle below the 
plants for waterings. 

If your client doesn't mind 
the spray or rotor head show-
ing when not in use, you 
don't necessarily need to use a 
pop-up body. Many manufac-
turers make shrub riser adapt-
ers for their spray nozzles or 
rotor bodies that don't pop-
up for shrub bed installations. 
But be sure to mount the 
spray or rotor head, and 
nozzle, above the plants. 

NOZZLE USE. Despite what 
people may tell you, all spray 
or rotor nozzles are definitely 
not equal. Because there are 
no required national stan-
dards, most manufacturers 
have different ways of testing 
and measuring throwing dis-
tance, distribution of water, 
etc. Even within a single 
manufacturer's advertised 
matched precipitation rate on 
a spray or rotor nozzle line, 
the precipitation rates can 
vary from 5 percent to 50 per-
cent or more. 

If you install ex-
actly the same 
nozzle as the one 
you destroyed, you 
should not create 
any problems for 
yourself or your cli-

ent. But there is a relatively 
simple way of checking and 
comparing nozzles, if you 
want to use another 
manufacturer's nozzle. Com-
pare the other manufacturer's 
published precipitation rate in 
inches per hour, throwing dis-
tance, gallons per minute, ro-
tation speed (if it is a rotor 
head) and/or pattern at the 
same water pressure as the de-
stroyed manufacturer's nozzle. 
If they are very close, (say 
within 5 percent or less), then 
it should work fine. 

FINAL CONSIDERATIONS. Think 
about using the above infor-
mation as a marketing/selling 
tool. Educate your clients and 
potential clients about how 
the uneducated landscape/irri-
gation professional can easily 
waste their water/money and 
create other problems for 
them with improper installa-
tions or repairs. Show them 
how you are looking out for 
their interests by using the 
proper components and the 
best installation practices. ID 
- David Wickham 

The wasting of as little as 1 quart of water per minute, per 

watering/run time, by 12 to 17 residential spray nozzles over 

the course of one year can cost the same as draining and 

refilling an average residential swimming pool. 

The author is 
president of 
David Wickham 
& Associates, 
Inc., Lake Mary, 
Fla. 

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

Large Display Patterns: F2400/VF - 1 2 ' W x 372' H 
F 3 4 0 0 / V F - 1 5 7 2 ' W x 4 7 « ' H 

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

*Suggested list price, freight and taxes not included. 
MARINE, INC. 
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A wide range 

of experiences has 

taught Drew St. 

John the important 

lessons for building 

a successful 

company. 

By Bob West 

www.lawnandlands 

http://www.lawnandlands
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St. John & 
Associates uses 
a four-day, 40-
hour work week 
in order to build 
in additional 
personal time for 
employees and 
to leave Fridays 
available for 
necessary 
overtime work 
that doesn't cut 
into anyone's 
weekend. Photo: 
Francis Farmer 

I 

I 

igger is better, right? Of course it is. If a 
company is doing $500,000 in annual 
sales today, then it wants to be doing $ 1 
million a year from today. Doing $1 mil-

lion today? Then $2 million mustn't be far 
off. And won't life be better once $10 mil-

lion in sales has been boosted to $11 million? 
Drew St. John has lived life at start-up com-

panies with no sales and at a company that was the 
third largest landscape contractor in the country at one time. 
Part of what he learned going from a struggling start-up to the 
top of the industry is that being bigger certainly does have its 
benefits - fewer equipment worries, more glamorous contracts 
and jobs all over the country. 

But St. John also learned that you don't have to be the 
biggest to be the best and you don't have to be serving hot 
markets like Atlanta, Dallas/Ft. Worth or Southern California 
to have a good company. As a result, he walked away from the 
world of working in the office all day with an army of 
employees to getting back in the field himself and building a 
company based on quality work and top-notch service. 

LEARNING THE HARD WAY. Being a landscape contractor wasn't 
originally part of the picture for Drew St. John, president, St. 
John & Associates, Hattiesburg, Miss. Newspaper publishing 
in Hattiesburg, Miss., was the family business, and it was all St. 
John ever thought he would do until his family sold the paper 
after his freshman year at Mississippi State University. 

At a loss for what to do professionally, St. John sat down 
with the university's course catalog and began flipping through 
it, soon finding the studies available in landscape architecture 
and contracting. After a visit with department chairperson Bob 
Callaway, the well-known father of what today is the Associ-
ated Landscape Contractors Association Student Career Days 
event, St. John signed on for the courses. 

Upon graduation, St. John "thought I wanted to have my 
own business for some reason," he recalled, and so he went into 
business for himself back home in Hattiesburg. 

Four years later, the company was still struggling to get on 
its feet, when St. John was offered the opportunity to work with 
Flat Rock, Mich.-based Reinhold Landscape. St. John started out 
in charge of the company's $400,000 operation in Memphis, 
Tenn., which soon grew to about $3 million in annual sales. 

From there, Reinhold continued its expansion with offices 
in Nashville and Orlando, Fla., bringing $ 11 million of annual 
work under St. John's care. 

(continued on page 40) 

St. John & Associates 

HEADQUARTERS: Hattiesburg, Miss. 

FOUNDED: 1994 
BRANCHES: Gulfport, Miss. 

PRIMARY SERVICES: Landscape 

installation accounts for 50 percent of 

sales, with 40 percent from maintenance 

services and 10 percent from irrigation. 

EMPLOYEES: 20 year-round, 8 seasonal 

1998 REVENUES: $1,485 million 

1999 PROJECTED REVENUES: $1.8 million 

The Company 

MISSION STATEMENT: St. John & 

Associates provides high quality landscape 

and horticultural services. Our goal is to 

consistently exceed the client's expecta-

tions in Design, Materials and Service 

through our greatest asset, our Employees. 

FUTURE CHALLENGES: Stay on five-year 

plan and grow in a profitable fashion. 

Continue to plug in competent personnel 

we need for growth in a tight labor market. 

President: 

Drew St. Johny II 
BACKGROUND: Studied landscape 

architecture at Mississippi State 

University. Worked as vice president of 

southern operations for Reinhold and, 

subsequently, Reinhold & Vidosh from 

1985-1992. Became owner of Reinhold/St. 

John in Memphis and Nashville from 1992-

1994, before founding St. John & 

Associates in 1994. 
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SL96 FlipUp Decks leave 
plenty of trailer space for 

revenue-producing attachments 

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

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

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

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

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

Rise to higher levels of productivity opportunities for additional income. 

The Grasshopper Company • P.O. Box 637 • Moundridge, KS 67107 U.S.A. 



Sure, you had to cut around a lot of iso-mounted from vibration, with high 

trees, trim up close along the buildings and back support and padded armrests, 

under the shrubs. And of course you did it 

in record time. So what if the customer's 

lawn looks better than it ever has before? 

You did it all on a 

Grasshopper, and it's 

never been easier! The 

secret is in the equipment. 

Just don't tell 'em 

what an advantage it is 

to mow with 2g hp 928d2 wkh heavy_duty 72_inch deck 

Grasshopper's front-mounted deck where 

you trim and mow without changing your 

visual focus point. Or how easy it is to 

maneuver without foot pedals using only 

one or both hands with Grasshopper's 

foam-touch steering levers. And by all 

means keep mum about the industry's 

most comfortable seat — ventilated, 

Try to break a bead of sweat and maybe 

they won't even notice all the comfortable 

legroom you enjoy while reaching the deck 

under shrubs and 

trees. You'll be the 

envy of every other 

crew member if 

anyonefinds out.... 

So keep these 

secrets low profile — 

much like the terrain-hugging Grasshopper 

design — and let your quality of work 

speak for itself. 

The success is in the finished job. 

For details on Grasshopper's complete 

line of zero-radius mowers, attachments 

and leaf/grass collection systems, call 

your Grasshopper dealer today. 

©1998, The Grasshopper Co. 

• Robotic-welded 10 ga. steel with 

7 ga. skirts and double thickness 

(>4 ga.) formed laminate spindle 

plane. No other deck comes close 

to this kind of durability. 

• With cutting widths of 44-, 48-, 

52- and 61-inches, there's an 

SL96 FlipUp Deck available for every 

Grasshopper power unit, air-cooled 

or liquid-cooled, gas or diesel 

(standard 72-inch decks available). 

- -v 

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

USE READER SERVICE # 1 0 0 
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(continued from page 37) 

Then 1990 brought one of the industry's 
first major mergers of landscape contracting 
companies when Reinhold Landscape and 
Vidosh Landscape Services, Pontiac, Mich., 
formed Reinhold-Vidosh Landscape Services. 
St. John was executive vice president of the 
company that did as much as $36 million in 
annual sales, and he had a bird's eye view of 
the problems the company ran into. 

St. John & Associates is led by its 
management team of (left to right) 

Debbie Mahlis, office manager; Drew 
St. John, president; Kathy St. John, 

sales manager; and Glenn Raley, 
branch manager (standing). 

"I earn 78% more with 
a FINN HydroSeeder 

Brian Kerber, The Lawn Firm, Excelsior, MN 

®99 

7 bought my first hydromulching 
machine for price. But it's a toy 
compared to my new FINN 
HydroSeeder. I've easily doubled 
my production." 

Ask any successful hydroseeding 
contractor. Nine out of ten will 
tell you "Nothing else works like a 
FINN HydroSeeder." You see, no 
other machine compares for fast 
loading, thick consistent slurry, and 
reliable trouble-free performance. As 
a matter of fact, the vast majority of 
FINN HydroSeeders sold in the past 

HydroSeedet<® is a registered trademark of FINN Corporation. 
Shown above: T90 HydroSeeder with 800 gallon working capacity. 

20 years are still on the job. That's 
why no competitive unit holds its 
value like a HydroSeeder. You can 
get a real HydroSeeder for as little 
as $149 a month. Call today for 
complete details. 

F I N N 
JfiychoSeed 

Innovative Equipment Enhancing 
the World's Landscape 

1 - 8 0 0 - 5 4 3 - 7 1 6 6 
9281 LeSaint Drive, Fairfield, OH 45014 

Fax: (513) 874-2914 
www.finncorp.com 

"The economy really turned in our ma-
jor markets, like Detroit and Dallas, and we 
had to start pulling the reins in," he recalled. 
"Consequently, we had grown too fast, and 
the merger just didn't gel in reality like it 
looked like it would on paper." 

Reinhold-Vidosh began selling off parts 
of the business to pay off debt, and St. John 
jumped at the opportunity to purchase 
Memphis and Nashville operations from 
the company in 1992. The company was 
called Reinhold/St. John and was doing 
about $3 million in annual sales. 

Despite the tremendous success he had 
running these operations as branches of a 
larger company, St. John made some mis-
takes as an owner. 

"I learned some real good lessons at this 
point because we grew too fast and bor-
rowed far too much money," St. John noted. 
"Our focus was large, commercial work, so 
we were in a lot of competitive bid situa-
tions dealing with general contractors. 

It was also at this time that St. John was 
elected to serve on the ALCA Exterior Board, 
and he found himself in the company of 
some of the most successful contractors in 
the country. 

"I still remember looking around that 
room and realizing that everyone in there 
either had a strong design/build focus, a 
strong maintenance focus or some combi-
nation of the two," St. John noted, adding 
that one of Reinhold/St. John's problems 
was a lack of focus. "I think that's true of all 
of the really successful companies in our 
industry." 

GOING HOME AGAIN. St. John had the op-
portunity to exit the roller coaster ride 
Reinhold/St. John was experiencing, and he 
sold the company's contracts, leases and equip-
ment to Environmental Design Group, At-
lanta, Ga. His plan, at that time, was to 

(continued on page 42) 
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remain in the Memphis area and focus on 
building a smaller company focused on of-
fering design/build services. 

Before he got this venture off of the 
ground, however, St. John made a visit back 
home and was struck by two market dynam-
ics that led him to believe Hattiesburg was 
the market for him to start the company in. 

"I couldn't believe how much growth 

had taken place in Hattiesburg and how 
little professional competition existed for 
landscape services," St. John commented. 
"I figured I could start a design/build busi-
ness here just as easily as in Memphis, so I 
started St. John & Associates in 1994. 

It didn't take long for St. John's in-
stincts about the market's potential to prove 

(continued on page 44) 
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A Budget 
Believer 

Forming and following a budget 
isn't a revolutionary concept for 
business people, but not all 

landscape contractors give it the 
importance it deserves, according to 
Drew St. John, president, St. John & 
Associates, Hattiesburg, Miss. 

"I see a lot of companies just charging 
a price that is a little hit above their 
costs, which means they are missing the 
understanding of what it really costs to 
operate a business," St. John noted. "We 
do a very, very intensive budget process 
every year, and we update it weekly and 
monthly as our road map. 

"If we can hit our sales projections 
and control our costs for labor, then 
everything else should fall into place," 
he continued. "I haven't seen too many 
jobs that go over budget on material 
purchases. It's always the labor costs 
that cause the problems." 

A key to making St. John & Associates' 
budget come to life in the business is 
management's ability to make the 
information a real part of the employ-
ees' daily jobs. 

"We have scheduling boards on the 
wall, and we schedule each job by 
specific employees and hours each 
employee should spend on that job," St. 
John explained. "At the end of each day, 
each foreman updates his jobs by 
recording how many man-hours were 
used that day beneath the number of 
budgeted hours. 

"This way, everyone knows what jobs 
we're over or under budget on every 
day, and we can fix problems before 
they get too severe," St. John added. 
-Bob West 
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correct. Although it has only been in busi-
ness for five years, the company did nearly 
$1.5 million in sales in 1998, including 
$400,000 out of its branch office 60 miles 
south of Hattiesburg in Gulfport, Miss. 

The company has also already evolved 
from a company working to establish itself 
in a market to a company successful enough 
to decline certain contracts. 

"We had to take on a good bit of residen-
tial maintenance work initially because we 
were getting started and we were glad to get 
what work we could," St. John recognized. 
"We probably earned 70 percent of our 
dollars from residential work in that first 
year, and that's been flipped around to 70 
percent of our dollars coming from com-
mercial maintenance work this year." 

St. John also plans on reversing the 
company's current 60/40 ratio of construc-
tion-to-maintenance work by focusing on 
growing the maintenance portion of the busi-
ness while maintaining the construction. 

And while he doesn't have any plans to 
return to the days of running one of the 
country's largest landscape companies, St. 
John sees definite growth opportunities for 
the company, both in Hattiesburg and at its 
branch location. 

"We'll do $1.8 million this year overall, 
and we think we can do $2.5 to $3 million 
combined," St. John related, adding that 
the company's five-year plan calls for growth 
from $ 1.2 million to $2.5 million by 2002. 
"Our growth has been real steady at 25 
percent each year, and we'll probably throttle 
that down to 15 percent to 20 percent for a 
couple of reasons. First, so long as we re-
main profitable, we can handle the growth 
from a capital standpoint. Also, that rate of 
growth shouldn't force us to outstrip our 
people or equipment resources." 

LEARNING LIFE'S LESSONS. Scaling back a 
company's growth to avoid abusing its re-
sources may seem like a mistake to compa-

nies who want to take maximum advantage 
of the window of opportunity offered by the 
booming economy, but St. John learned 
what can happen when sales growth drives a 
company's efforts. 

"When I first started my own business in 
1985,1 tried to be everything to everyone," 
St. John recalled. "I was doing installation, 
maintenance, running a garden center - we 
would do jobs 100 miles away where a flat 
tire would kill us for the whole day. 

"Today, we focus on doing what we do 
best, which is design/build and maintenance 
work, and we won't do anything else," he 
continued. "For example, we learned that a 
plant looks the best the day it comes off the 
truck from a wholesaler, and it looks worse 
every day that it doesn't go into the ground. 
So, instead of a garden center, we have a 
holding nursery where we can keep plants 
that have been ordered for a specific job for 
two to three weeks and keep them irrigated." 

(continued on page 46) 
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St. John was quick to credit his experi-
ence running his own business in 1985 and 
the lessons he learned from Melanie 
Reinhold as crucial to his success, although 
he appreciates the benefits of operating a 
smaller company these days. 

"When I was at Reinhold-Vidosh, I had 
layers of people beneath me," St. John noted. 
"Now, it's a much more 'hands-on' atmo-
sphere that allows me to convey our message 
directly to the employees." 

In addition, St. John also enjoys being 
closer to the jobs themselves. 

"The real beauty of projects involves 
taking them to the highest levels of comple-
tion, and that is done when designers are in 
the field," he explained. "I'm on a project at 
least twice a day, and I serve as project manager 
for half of our maintenance projects with 
Kathy, my wife, handling the other half." 

Another lesson St. John learned from his 
early ownership experiences was the dangers 
of taking on too much debt. 

"St. John & Associates bought all used 
equipment for our trucks and new equip-
ment for our maintenance and construc-
tion equipment," he said. "We've inten-
tionally held down the money we are will-
ing to borrow, and we're trying to grow out 
of profits and capital instead. Right now, 
we've got a debt-to-equity ratio of about 
one-to-one, and we don't want to exceed 
that because then you're just spending all of 
your free cash servicing the debt, and you 
don't want to always have to borrow money 
just to buy new equipment. Plus, when the 
economy goes south, and it will at some 
point, sitting on a mountain of debt is a bad 
place to be." 

And the timing couldn't be better for a 
landscape company to grow in the matur-
ing Hattiesburg market. 

"What we've been able to do is really 
service our clients by being close to the 
business and creating our own market niche 
by taking contracting to the next level," St. 

John added, pointing to an emphasis on 
using quality products and doing construc-
tion with wood, concrete and bricks as key 
differentiating factors. "As a result, we've 
completed 12 installations worth more than 
$100,000 each in the last four years, and all 
of the contracts have been negotiated. 

"We've really been successful developing 
relationships with people, earning their trust 
and excelling with our design, our materials, 
the quality of the installation, and our fol-
low up, whether it's handling the mainte-
nance of the job or transitioning it over to 
another contractor," St. John concluded. 
"It's taken me 20 years, but I think I've kind 
of got it all figured out." 

St. John & Associates can be contacted at5263 
Old Highway 11, Hattiesburg, Miss., 39402. 
Phone: 601/264-5030. ID 

The author is Editor 0/Lawn & Landscape 
magazine. 
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I N T R O D U C I N G T H E T A L S T A R ® 

S U P E R S P O R T P R O M O T I O N . 

Eliminate pests with Talstar* insecticide products and you could 

be on your way to the big game in Atlanta or win other exciting 

prizes from FMC. You're automatically entered when you pur-

chase Talstar* products; fill out an entry form and send it back 

with your invoice. So don't drop the ball. Buy Talstar* products 

today and win. See your authorized FMC distributor for an 

entry form and details. 

* ' jrfir* iir~*W£ 

-FMC ©1999 FMC Corporation. The FMC* logo and Talstar 
are registered trademarks of FMC Corporation. 

!• *See Guarantee Program Guidelines for details. 

Y o u C O U L D W I N : 

First Prize: A trip for two to the big game in Atlanta next January. 
Includes two tickets, hotel accommodations, and airfare. 

Second Prizes: 25 autographed official footballs. 
(Five awarded per month; see rules for details) 

Third Prizes: 100 Swiss-style military knives. 
(Twenty awarded per month; see rules for details) 

1. NO PURCHASE NECESSARY TO ENTER OR WIN. 
2. Contest open only to legal residents of 50 United States and Washington, DC. who are 21 and older to whom this 
offer is addressed and who are responsible for purchasing FMC products for their business. Sponsor: FMC Corporation, 
1735 Market Street, Philadelphia. PA 19103 
3. You are automatically entered when you purchase Talstar products and complete and return the attached card with 
your invoice To enter without purchase, complete and return the attached card, checking-off the appropriate box (do 
not include an invoice) Sweepstakes begins 5/1/99 and ends 9/30/99 This sweepstakes includes one First Prize draw-
ing and 5 monthly drawings to award the Second and Third Prizes Monthly drawings will be conducted tor entries 
received tor May June. July. August and September, 1999. To quality tor a given monthly d 
received by the last day ot that month Your entry w« be induded in the monthly drawing tor which it was received, in 

y drawing, your entry must be 

subsequent monthly drawings (it applicable) and m the First Prize drawing It no entries are received tor a given month-
ly drawing, the next month's entries w i be used to award the previous month's prizes Incomplete entries are not eligi-
ble tor drawing Only one entry per person Sponsor s not responstole tor lost, late, damaged, illegible, misdirected, or 
postage due mai A l entries become the sponsor s property and w i not be returned 
4. Random drawngs w i be oonducted by an independent judgng organization trom among all eligible entries received. 
Judges decisions are final Monthly drawngs w i be oonducted withto 15 days of the end date of the each month The 
First Pnze drawng w i be conducted on or about 10/1 # 9 First Prize winner will be notified by overnight earner and will 
be requred to complete and return (via prepaid overnight earner) an affidavit of eligibilityAability publicity release which 
must be signed and received withn 10 days of date printed on notification or an alternate winner w i be selected at ran-
dom Travel companion to First Prize winner must also execute a kabihty/publiaty release poor to travel All other win-
ners w i be notified by first class mail If a prize notification or prize is returned as undehverable, the pnze w i be award-
ed to an alternate winner at random Acceptance of pnze constitutes permission (except where prohibited by law) to use 
winners names, hometowns, prizes won, and likenesses tor promotional purposes without additional compensation 
5. Prizes and their approximate retail values (ARV): 1 First Prize: Trip tor two to Atlanta. Georgia Includes: 3 nights dou-
ble occupancy hotel accommodations, round trip coach airfare from/to dosest major airport to winner's primary resi-
dence and two tickets to a football game (ARV: $12,000). Actual value of tnp pnze depends on location of winner and 
fares at time of departure Other incidentals and expenses not mentioned herein are not included and are the winner's 
responsibility Trip pnze winner must agree to travel on dates as specified by the sponsor or forfeit a l rights to prize If 
this is the case, an alternate winner w i be selected at random 25 Second Prizes (awarded 5 per month Tor five months 
as detailed m rule #3) Autograph Footbal (ARV: $400 each) 100 Third Prizes (awarded 20 per month for five months 
as detailed in rule #3): Swiss-style military knife (ARV: $10 each) Total ARV for a l prizes $23,000 One prize per per-
son with the exception of the First Prize which may be won in addition to any other prize. All taxes on prizes are the 
responsibility of the winners Prizes are not transferable or redeemable for cash No prize substitutions except by spon-
sor due to pnze unavailability, in which case a prize of equal or greater value w i be awarded A l prizes are guaranteed 
to be awarded and delivered to winners withn approximately 60 days of drawings 
6. Employees of sponsor, its affiliates, subsrtaries, distributors and agencies and the immediate families of each are 
not eligible to enter Odds of winning depend on total number of eligible entries received Est distribution of offer: 
150,000. All federal, state and local laws and regulations apply Void where prohibited by law 
7. Participating entrants agree to these rules and the decisions of the judges and FMC Corporation and release FMC 
Corporation from a l claims or liability relating to their participation 
8. For a list of winners (available after 11/30/99), send a self-addressed, stamped envelope by 9/30/99 to: Super Sport 
Contest List of Winners, do FMC Corporation, 1735 Market Street, Suite 2225, Philadelphia, PA 19103. 
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By Ray Taylorson 

Postemergence 
weed control in cool-
season turf continues 
to improve. 
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or eons, attempts at controlling weeds 
involved some form of cultivation, cut-
ting, digging or burning. These prac-

tices are of little use in turf, but hoes, 
shovels and hands still work OK in land-

scape plantings for those so inclined. 
Modern technologies focus on the use of 

biologicals and herbicides. Biological agents in-
clude insects and plant pathogens. While consid-
erable effort is being devoted to development of 
biological weed control agents, as yet there is not 
much available for the turfgrass and ornamental 
markets. A similar statement can be made for 
naturally occurring chemicals, sometimes thought 
of as being safer than synthetically produced 
herbicides. By far, the most predictable and effec-
tive materials remain the herbicides. 

Postemergence herbicides offer lawn care op-
erators advantages in that these products can be 
selective (meaning they control only specific kinds 
of weeds) or non-selective (control almost all 
kinds of plants, whether weedy or desirable). 
Further, they may be either contact (act only 
where droplets are deposited) or systemic (move 
from point of contact throughout the plant). 
Although all of these products work well when 
used properly, the effective use of herbicides 
requires the simultaneous implementation of good 
turf management practices. 

Understanding the biology of the weeds to be controlled can help 
lawn care operators better target applications for improved product 

performance. 

www.lawnandlandscape.com 

http://www.lawnandlandscape.com
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minutes 
k FTER 19 YEARS on the market, customers are buying 

the Walker because it is a proven good investment. We 
invite you to join the growing Walker Mower family. 

Why Buy a Walker? 
I T PAYS B A C K - T h e Walker is p r o d u c i n g prof i t and giving 

EASY O N T H E OPERATOR -Best use of labor means 
working "smart" with productive, easy-to-operate 
equipment. 

BEAUTIFUL RESULTS-Walker delivers the mowed "look" 
for discriminating customers. 

SOLD WITH SF.RVlCE-Walker is sold with a commitment 
to provide expeditious, efficient service by a network of 
servicing dealers. 

VERSATILE P R O D U C T L I N E - S i x tractor models available, 
™ 5 HP, gasol 

ine or diesel; nine interchangeable 
mower decks with cuttin^-wiflffe y f t ^ ^ F f 
grass collection, side-discharge or mulching 
configurations; multiple use attachments 
also available. 

WALKER Dealer. Everette Schultz, H & B Equipment and Rental. 
Saginaw, Michigan, delivers the 7th Walker to Jonny and Cindy Heinz, 
Jonny Heinz Landscaping, spring 1999. 

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

FORT COLLINS, CO 80528 
1 * (800) 279-8537 • www.walkermowcrs.com 

I n d e p e n d e n t . Family O w n e d C o m p a n y D e s i g n i n g and P r o d u c i n g C o m m e r c i a l R id ing M o w e r , , ince 

j y s 

AWalker Mower 

i ; 

Understand the Enemy 
f weeds are to be prevented or controlled, it is important to 
understand their life cycles and their means of reproduction. For 

this reason, weeds are divided into three groups based on their typical 
life spans. These are perennials, which live for more than two years, 
biennials, which live for two seasons, and annuals, which normally 
complete their life cycle in one season. 

As a rule, the majority of weeds are annuals. Fortunately, of the 
three groups of weeds, the annuals are the easiest to prevent or 
control, as they usually lack any vegetative reproductive structures. 

Biennials, like annuals, tend to reproduce from seed. However, they 
often possess a thickened stoarage root that allows them to survive the 
winter or a period of drought. Biennials occasionally cause problems, 
and since they possess storage roots they are often capable of 
reproduction by seed and by resprouting from sections of roots. Thus, 
their control is often more diff icult than the control of annual weeds. 

Perennial weeds are the most diff icult group to control. Most 
perennial weeds reproduce both by seed and by vegetative plant parts. 
Perennial weeds can be subdivided into two groups: the creeping 
perennials and the simple perennials. 

Creeping perennials reproduce by some type of vegetative organ, 
which may he rhizomes, stolons, tubers, bulbs or similar organs. 

Simple perennials do no normally reproduce vegetatively, but may do 
so if they are disturbed. The common dandelion is a good example. Its 
normal method of reproduction is by seed, however, it the taproot is 
disturbed it is capable of sprouting from sections of the root. 

Excerpted from Nursery & Landscape Weed Control Manual. 

THE BEGINNINGS. Phenoxy herbicides ushered in the era of true, 
selective postemergence weed control and the foundations of mod-
em weed control. Developed during World War II in the United 
States and Great Britain as a potential anti-crop warfare agent, 2,4-
D and several close relatives have provided economical, dependable 
and (considering the huge amounts used by novice and professional 
applicators) relatively safe weed control, however they have been 
linked to numerous incidents over the 50 or so years of use. 

Despite all of the purported problems, the extensive use of 2,4-
D and its relatives as tools for selective broadleaf weed control in turf 
continues. Most use of 2,4-D is in combination with another 
phenoxy or a different type of broadleaf herbicide. Such combina-

(continued on page 57) 
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Crystal Gayle 
in Concert 
Saturday Night 
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| To avoid the $25 on-site registration fee, please complete and return the attached 
registration form before July 19. Badges and tickets will be mailed to those 
who send in the form by June 14, 1999. If the form is received in the EXPO 
office after June 14, you may pick up your EXPO 99 badges and tickets at 
the Kentucky Exposition Center. 

£ Photocopy the form as needed for additional registrations, and keep a 
photocopy of your registration for your files and tax records. 

Tj Children under 16 at EXPO 99 must be accompanied by an adult at all 
t imes. In the registration area, pick up a free badge for each child. 

t j For hotel reservations, call the Louisville Convent ion and Visitors Bureau, Monday -
Friday, 10:00 a.m. to 4:00 p.m., E.D.T., 800-743-3100. (In Kentucky or outside the U.S. call 502-561-
3100.) An $80 per room deposit, including a $5 processing fee, is required for all reservations. Please 
have the following information ready when calling: name of tradeshow; arrival and departure dates; 
number of rooms required; type of room(s); number of people in party; your fax number if you want 
your confirmation faxed; credit card type, number expiration date, and name on card; address of home 
or office; and a dayt ime phone number with area code first. On or before June 28, all changes should 
be made directly with the Convention Bureau's housing department. After July 3, changes should be 
made directly with the hotel. 

^ Send in the attached advance registration form for free entrance to exhibit halls. ($25 registration fee 
per person at the show if you are not preregistered before July 19.) 

£ For airline discounts, you or your travel agent can call: 
Delta Air Lines, 800-241-6760 - Refer to file 123273A. 
Southwest Airlines, 800-433-5368 - Refer to file T5579. 
US Airways, 800-334-8644 - Refer to Gold File 43140898. 

E X P O ' S first -fcVor T r U o f e s of lEifc 
I h c k w l r - y G i V & d v v d y 

N i s s a n , I suzu a n d G M F lee t C o m m e r c i a l wi l l g i v e 
a w a y o n e t r uck e a c h . S e e t h e n e w t r u c k s o n 
d i sp l ay in t h e S o u t h W i n g l obby a t t h e K e n t u c k y 
E x p o s i t i o n C e n t e r d u r i n g E X P O a n d v is i t t h e t r uck 
m a n u f a c t u r e r s ' b o o t h s in t h e S o u t h W i n g for de ta i l s 
o n h o w to en ter . 

1999 Isuzu NPR-Gas Model 
109" Wheelbase 

Automatic Transmission 

You could be the lucky 
owner of a brand-new 
Nissan Frontier 4X2! 
GMC Fleet Commer-
cial will be giving away the winner's choice: a 
Chevy Silverado or GMC Sierra. 

Note: Photographs shown are for illustration only. Cabs/ 
chassis and bodies to be given away will differ 
Manufacturers reserve the right to make changes at any 
time, without notice, in prices, colors, materials, 
equipment, specifications and models and to discontinue 
models or equipment Some vehicles are shown with 
optional equipment. Some equipment shown is dealer 
installed. Eligible participants only. See manufacturers for 
details. 

DCP0 Tl tf'Sportford by l[io OulJoor I W r EcjUipttHtfil Institute,, Iho. 
[ittp://oxpo.p(iow.org. I f yo\J UVo OUttfliortf dboul Ifio ¿bow, oOrtLcI 
, i &ÛO-SS8-S/Î7 j W R r ^ SOI-Sst-n 



No Fee if You Register Before Mori day, July 191 
Name n • • • • • • • n • • r • • n • • 
Name n n • n • n • n • • • L j • n n n 
Name • • • • • • • • • • • [ • • • • • 
Company un 
Address 

City State 

Country outside the US 

Province Zip Code 

Phone 

Fax July 24-26 
Kentucky 
Exposition 

Center 

Wp.or,̂  c m t|\o Cho tfóg VoSt 
vlo^f-bo.^ ycvJf Uj^no^: 

I Servicing Dealer -
Consumer 

I Serv ic ing Dea ler -
C o m m e r c i a l 

I Check if both 11 and 12 
apply 

I Retai ler 
I Dist r ibutor - Consumer 
I Dist r ibutor - Commercial 
I Check i f bo th15and16 
apply 

I Me rchand i se r /Buye r 
I Manu fac tu re r ' s 

Represen ta t i ve /Agen t 
I T rade Visi tor (Non-
exh ib i t ing manu fac tu r -
ers, a d agenc ies , etc.) 

I Ed i to r /Pub l isher 
I M e d i a Sa les 
I L a w n a n d L a n d s c a p e 

Pro fess iona l 
I E q u i p m e n t Renta l 

Dea le r 
I L a w n a n d G a r d e n 

Cen te r 
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(continued from page 52) 

tions broaden the spectrum of weed species 
controlled and provide good control at re-
duced rates - akin to a synergistic response. 
Accordingly, formulators have created and 
marketed dozens of products that are com-
binations of two or three herbicides in vari-
ous proportions. 

Such numerous formulations are diffi-
cult to compare because some products try 
to target certain weed species while mini-
mizing damage to particular turfgrasses, and 
many labels don't list the species controlled. 
As a result, users rely on three-component 
products that will control many species but 
may be overkill for some. 

HIT THE BOOKS. Given today's environmen-
tal concerns and concerns relating to pesti-
cides in general, we as professionals should 
make every attempt to minimize herbicide 
inputs into our control strategies. Part of 
doing so involves knowing the least impactful 
product and least amount of herbicide re-
quired to control the problem weeds in each 
situation. This also requires competence in 
weed identification since a weed name on a 
label is only useful to one who can identify 
the weed. 

Weed identification is really only part of 
knowing a weed. Other important consid-
erations involve knowing whether the weed 
is an annual, biennial or perennial weed. If 
it is an annual, is it a winter annual that 
blooms by late spring, or a summer annual 
that reproduces and dies by fall? If it is a 
perennial, how does it increase? Does it have 
rhizomes or other subterranean organs that 
are hard to kill, or does it spread by stolons, 
tillers or seeds? 

While answers to these questions might 
not seem necessary, knowing something of 
the biology of the weeds one attempts to 
control will certainly lead to more successful 
control efforts. This expertise will also give 
clients more confidence in the professionals 
they hire. 

Similar basic knowledge about how a 
particular postemergence herbicide works is 
also important. Such questions as timing of 
herbicide application relative to a weed's 
developmental stage, gallonage required for 
effective coverage, necessity of adjuvants for 
optimal effects, interval required for rain-
fastness, dangers to nearby desirable species 
and other off-target hazards are some con-

siderations. And, always remember that "the 
dose makes the poison." As with table salt, 
sugar or even water, an excess can be lethal. 
Thus, while an herbicide can selectively 
control weeds at the label rate with minimal 
side effects, applying too much product can 
negate selectivity and cause severe environ-

mental damage. 
Instances of herbicide overdose and the 

accompanying disastrous effects often form 
an image of all herbicide use in the eyes of 
many persons. It is essential that lawn care 
professionals commit themselves to proper 

(continued on page 60) 

R.N.D. SIGNS 800-328-4009 
Phone for a free catalog. 

• Door hanger bags • Aeration markers 
• Promotional mower measures and 
refrigerator magnets • Outerwear 
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Promote with 
vehicle graphics 
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Some annoyances we can't help you with. 

But handling hard-to-control weeds 

isn't one of them. Not if you use 

Confront* herbicide. It annihilates 

/ T r - o v e r 30 kinds of weeds, including 

dandelion, clover, chickweed, wild 

violet, ground ivy, henbit, oxalis and 

plantain — on warm and cool season turf. 

All with one postemergent application 

that lasts from 8 to 12 weeks. That is 

something even your most sensitive 

clients will appreciate. Try effective, 

low-odor Confront. For more information, 

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

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

Always read and follow label directions. 

A g n »Sciences 

Confront 
•Trademark of Dow AgroSciences LLC 

http://www.dowagro.com
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training of staff and providing clean, well-
calibrated equipment. 

BROADLEAF CONTROL As indicated earlier, 

many broadleaf species can be controlled by 
combination products. The basic compo-
nents are 2,4-D, MCPP (mecoprop), MCPA 
or 2,4-DP (dichlorprop). Another common 

componen t of many combina t ions is 
dicamba, which is a benzoic acid derivative 
rather than a phenoxy. Dicamba is effective 
at very low rates and is frequently used by 

itself. In 2,4-D combinations, 
dicamba broadens the weed con-
trol spectrum. A downside risk is 
that dicamba can be quite mo-
bile in soils and could have a 
negative effect on nearby trees 
and shrubs if it is absorbed by 
their shallow roots. 

All of these materials pro-
duce formative effects on broad-
leaf weeds, which include twist-
ing, curling, cupping and other 
ma l fo rmat ions . Also, while 
grasses are seldom killed, some 
temporary yellowing can occur. 

Some grasses, e. g. closely mowed bentgrass 
and fine fescues, can be severely injured. 
Generally, one wants to avoid applications 
when temperatures are in the mid-80s or 

higher. Also, drought stress tends to reduce 
control effectiveness. 

Formulations of the phenoxy (and other) 
herbicides can be either of the amine or ester 
type. Basically, the amines are water-soluble 
while the esters are oil soluble. The esters are 
formulated as emulsifiable concentrates that 
form milky suspensions while amines form 
clear solutions, and the formulations act 
differently as well. Amines are non-volatile, 
which means that they don't form vapors 
that can move to other plants as can occur 
with esters. 

However, most ester products are of the 
low-volatile type, which reduce but don't 
eliminate the problem. High air tempera-
tures increase volatility considerably. Gen-
erally, esters are thought to be the more 
potent form, mainly because they penetrate 
the waxy coating on leaves better. Both the 
amine and ester are converted to an acid 
form once in the plant. This conversion 

(continued on page 62) 

Postemergence herbicides offer lawn 

care operators advantages in that they 

can be selective (meaning they control 

only specific kinds of weeds) or non-

selective (control almost all kinds of 

plants, whether weedy or desirable). 

Black Diamond' 
Lawn Edging & Accessories 

OfWhatYou'll Need. 
Valley View manufactures Black Diamond® — the proven 

leader in landscape edgings. 
But we don't stop there. Valley View manufactures 
a complete line of landscape edging systems and 

accessories. W e have the product you're looking for 
at a price you'll like. Ask for our free catalog. 

A full line of quality products 
fully guaranteed. 

That's Valley View— that's 100%. 

V a l l e y V i e w ® 
A A A —J Industries 

Toll Free 800-323-9369 International 708-597-0885 
www.valleyviewind.com 
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FREE CATALOG 

M A X I - P R O D U C T S C O M P A N Y , I N C . 
2536 Center Avenue Janesville, Wl 53546 800-833-3740 

USE READER SERVICE #47 

Dump Bodies or 
Trailers in Single or 

Dual Cylinder Models 
with lifting capacity up 

to 10,000 lbs. 

CONVERT 
YOUR PICKUP 

INTO A 
DUMPTRUCK! 
All units standard in 

black Or white 

NEW! Heavy duty 
all electric sand/ salt 
MAXI-SPREADER 
replaces standard 

tailgate on the 
MAXI-DUMP. 

http://www.valleyviewind.com




(continued from page 60) 

gives rise to use of the term 'acid equiva-
lents' on most labels. 

Beginning in the 1980s, a new class of 
broadleaf herbicides having a pyridine base 
was introduced. The most useful compounds 
have the common names triclopyr and 
clopyralid. They were the first of the non-
phenoxy herbicides developed in part to 
replace 2,4-D should its registration be can-
celled, as was once feared. 

Triclopyr products in the amine formu-
lation are a combination of 2,4-D and 
triclopyr amines, while other formulation 
features both 2,4-D and triclopyr esters. 
However, the ester formulation of triclopyr 
isn't produced in combination with other 
products. 

Basically, triclopyr is a broad-spectrum 
herbicide that controls some of the species 
that 2,4-D is weak on. It is also quite safe on 
cool-season turfgrasses. The ester formula-
tion can control tough weeds like violets, 
ground-ivy and yarrow. These compounds 

degrade fairly quickly in soils and have 
limited mobility so groundwater problems 
are not a concern. 

The sister compound, clopyralid, is avail-
able to the turf market in com- # 

bination with triclopyr. It is 
also marketed in some three-
way combinations containing 
2 ,4 -D. These combina t ion 
products are as effective as the 
various other 2,4-D products 
on many weed species and more 
effective on some of the species 
difficult to control with the 
phenoxy materials. 

Clopyralid by itself tends to be specific 
in that it mostly controls many species within 
the sunflower, smartweed, potato and le-
gume families. But, combining it with the 
broader spectrum triclopyr yields a synergy 
which actually makes both more effective. 
As with dicamba, clopyralid is fairly mobile 
in soils so it can be harmful to shallowly 

rooted ornamental species and can reach 
groundwater on coarse soils with a shallow 
water table. 

Questions frequently arise concerning 

Despite all of the purported problems, 

the extensive use of 2>4-D and its 

relatives as tools for selective broadleaf 

weed control in turf continues. 

when it is safe to apply broadleaf herbicides 
after seeding turfgrass. There is no simple 
answer to this since it depends on the 
turfgrass species, weed species present (this 
is a good time to know your weeds and their 
biology ), drought stress and the herbicide 
used. A good rule of thumb, however, sug-

(continued on page 64) 

JUST DUMP IT. 

ez-dumper.com 

1-888-DUMPERS 

GR EAT LANDSCAPES START HERE 

You deserve irrigation 
solutions that are 

backed by experience. 
With more than 80 years of irri-
gation product manufacturing 
know-how, Buckner by Storm 

provides reliable products and 
exceptional customer service, all 
at competitive prices. Our high 

quality Pop-Up Sprinkler 
line is a good 
example of our 

attent ion 
to detail. 

m 

•He ights of 3", 4", 6", 12" 
• Nozzles available in 

bulk or Contractor Pack 
• Economic nozzle 

packaging allows for 
easy use and storage 

...for more information, call us 
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4381 N. Brawley Ave. 

Fresno, CA 9 3 7 2 2 
ph 8 0 0 3 2 8 - 4 4 7 0 
fax 5 5 9 2 7 5 - 3 3 8 4 

USE READER SERVICE #81 
6 2 JUNE 1999 • LAWN & LANDSCAPE 

USE READER SERVICE #82 

A Name Trusted for 26 Years 

Power Up 8< Power Down • Two-Year Front to Back Warranty 
Low Profile Trailers • Deck Over Trailers 

Over 7 Different Sizes up to 12' long 8« 14,000# GVW 
More Standard Features than any other trailer on the market 

Available Nationwide 
Dealership Inquiries Welcome 



CAMPUS GROUNDS 
MANAGER 

i MASTERMINDED 
ESPIONAGE PIOT 
"Somehow he knew every-
thing" says awed crew "it was 
uncanny.' 

1« 

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." 

FWoU 

Finale i 
^ AgrEVO' Chestnut Ridge Road / Montvale. NJ 07645 / 201-307-9700 / WHw.agrevo-green.com / Remember to read and follow label directions carefully. © 1999 AgrEvo USA Co. 

Finale is a registered trademark of Hoechst Schering AgrEvo CmbH. 
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Formulations of the phenoxy (and 

other) herbicides can be either of the 

amine or ester type. Basically, the 

amines are water-soluble while the 

esters are oil soluble. 

postemergence 
(continued from page 62) 

gests waiting until the second or third mow-
ing. Since an application made too early can 
readily injure the young turfgrass, try to 
wait until tillering commences unless the 
weeds are threatening to crowd-out the 
turfgrass. 

Another question concerns timing re-
seeding application after an application of a 

broadleaf herbicide has been made 
to an area. All of the postemergence 
herbicide products have some 
preemergence activity on grasses, 
albeit slight, but their residual is 
generally short. So reseeding one 
month after the postemergence application 
should be relatively safe, but always check 

• • • • • • • • 

the label for specifics. Rate of application, 
soil type and environmental conditions can 
alter this timing. 

Other selective postemergence broad-
leaf herbicides that are available lack the 
broad-spectrum control typical of the phe-
noxy and pyridine types. In other words, 
they control fewer species. Some, however, 
control both grasses and broadleaves. A few 
have very limited activity and will not be 
discussed. 

Bromoxynil is primarily a contact herbi-
cide that works best on small, broadleaf 
seedlings. It is mainly used in new seedings 
where there are heavy infestations of broad-
leaf weeds. The arsenical MSMA, sold un-
der numerous product names, is used in turf 
to control annual grasses and nutsedge. It 
also controls some broadleaf weeds, notably 
yellow woodsorrel. 

The newest turf herbicide on the market 
is qu inc lo rac , which is chief ly a 
postemergence annual grass herbicide but 
controls a fair number of broadleaf species 
as well. Among those species are dandelion, 
white clover and some speedwells. Q 

The author is adjunct professor of Turf Weed 
Management at the University of Rhode Island[ 
Kingston, R.I. 

Editor's Note: Mention of a tradename is for 
identification only and does not imply any 
endorsement or recommendation of this prod-
uct by the author, the University of Rhode 
Island or Lawn & Landscape. 
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C 
^ ^ ^ preading mulch and compost by hand 

3 is a costly, labor intensive process. It 
limits production and puts workers at risk for 
injuries. The Express Blower will turn an 
inefficient process into a profit center and 
blow your competition away! 
The Express Blower can be operated by one 
person, with remote control, in any weather, 
on any terrain. Spread mulch, compost, soil 
mixes, playground chips or any number of 
other organic materials for landscaping, lawn 
restoration, erosion control and much more. 

With our ALL NEW Injection System, the 
Express Blower can inject seed, fertilizer or 
other additives WHILE BLOWING! Install a 
lawn with soil mix and seed, or blend weed 
inhibitors with mulch. You can even topdress 
and overseed turf with only one application. 

Get a jump on your competition. Call today 
and find out how you can expand your possi-
bilities with an Express Blower! 

5 M E N A N D A 
W H E E L B A R R O W 
A typical 5-person crew 
can spread 8 cubic yards 
per hour. 

I M A N W I T H T H E 
E X P R E S S B L O W E R 
One person, can blow 
30 to 100 cubic yards 
per hour. 

Visit our web site at 
www.expressblower.com 
A division of Rexius Forest By-Products, Inc., Eugene, Oregon 

ULTIMATE 
WHEELBARROW 
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Turf-Seed products will 

* 

Turf-Seed's 
Aurora Gold 
sprayed with 

* glyphosate 
at 16 oz. rate 

« ' ' JV>t' 
Poa annua 
thrives in 
unsprayed 
check area 

The right steps here 
will save you time and money here 

when you specify the 
right products here 

Fine fescue Tall fescue f r 

Aurora Gold Pure Gold 
• Glyphosate-tolerant hard fescue for 
low-maintenance, weed- and Poa 
annua-free lawns in shady areas. 
Supply of this amazing variety is 
limited, so order early to be assured 
of fall delivery. 

Perennial ryegrass blend 

Alliance brand 
• A perennial favorite blend of top 
Turf-Seed varieties selected for dark 
green color, improved disease 
resistance, and low growth habit 

• Glyphosate-tolerant tall fescue lets 
you eliminate weeds, Poa annua, and 
other grasses with a non-selective 
herbicide! Wear tolerant, and suited 
for sun and shade. Supplies limited, 
so order early for fall delivery. 

Tall fescue blend 

Summer Lawn 
• Formulated to perform where heat; 
humidity, and Brown Patch devastate 
home lawns and parks. Wear tolerant, 
and suited for or sun and shade. 

Now you can deliver weed- and 
Poa annua-free lawns for your 
customers with light applications 
of glyphosate! Turf-Seed's new 
Aurora Gold hard fescue and Pure 
Gold tall fescue feature genetic 
glyphosate resistance for perfect 
lawns with a fraction of the 
maintenance and labor costs! 

TURF-SEED, INC. • 800-247-6910 • www.turf-seed.com • e-mail: ¡nfo@turf-seed.com 
©1999Turf-Seed, Inc. 
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As the 
industry 
continues to 
thrive during 
a growth year, 
consolidation 
concerns still 
loom 
overhead. 

Despite the cool, damp weather that kicked offspring 1999, the 
seed industry is in good shape and seed movement has been 
active, according to turf seed manufacturers. Photo: L&L Staff 

old' and 'wet' usually aren't 
the two words one would as-
sociate with spring weather. 
But when these two words are 
attributed to weather affect-
ing the seed industry, it isn't 
necessarily a bad thing. 

"Although temperatures in 
the 50s and 60s got spring off 

to a slow start, the overall seed movement since last 
harvest has been very good," said Keith Laxton, vice 
president, operations, Seed Research of Oregon, 
Corvallis, Ore. 

"Seed sales may extend into late June," added 
Murray Wingate, turfgrass market manager, Leba-
non Seaboard Corp., Lebanon, Pa., "instead of slow-
ing down around June 1 because of the cooler 
weather." 

With cool, damp weather, however, also comes 
some challenges, such as weeds like poa annua - a 
wet weather lover, Laxton acknowledged. 

Despite such challenges, the seed industry is al-
ready having another great year - growing 10 to 15 
percent from last year, pointed out Tom Stanley, 
marketing director, Turf-Seed, Hubbard, Ore. 

LAWN & LANDSCAPE • 1999 SEED MARKET REPORT SI 1 



Due to spring's cool start, the harvest may be a little 
late this year for certain turfgrass species, depending 
on where fields are located up and down Oregon's 
Willamette Valley. Photo: Turf-Seed 

South of the transition zone, the larg-
est volume of sales this fall should come 
from overseeding warm-season grasses 
that go dormant when it gets cooler with 
cool-season grasses, Nicholson stated. 

'This is big for high-end residential 
customers who want a maintained lawn 
and have a high profile yard," Nicholson 
explained, "and businesses that want their 
grasses to stay green for tourism." 

However, as the industry continues to 
thrive and grow, especially with certain 
crops - primarily fine fescue - in better 
supply than last year, rumors about re-
cent industry consolidation are leaving 
most turf seed suppliers wondering 
what's going to happen next. 

LOOKING AHEAD. Because spring weather 
is so unpredictable, seed suppliers are 
noticing a trend toward more fall seeding 
than spring seeding, said Tom Peters, 
sales, Barenbrug USA, Tangent, Ore. 

Turfgrass species, such as fine fescue, 
which are in short supply now, should be 
adequate this fall, Laxton said. And the 
high price tags that have remained on 
fine fescue for the last three years should 
stabilize due to the growth in supply. 

"The shortage of fine fescue, which is 
a function of low yields at harvest time, 
doesn't affect landscape contractors se-
verely," Laxton pointed out. "They only 
use it in shaded or low-maintenance ar-
eas, usually mixed with perennial 
ryegrass and bluegrass." 

"There's an adequate supply of blue-
grass, ryegrass and tall fescue," Wingate 
noted. "Demand isn't outdoing supply 
yet except for hard fescues, which are in 
the shortest supply, and creeping red 
fescue, which has gone up in price the 

past two months by 20 percent." 
"If there's a good harvest, overall 

prices will soften up a but, but a bad or 
moderate harvest will keep them strong," 
Laxton explained. 

Overall, prices on ryegrass, tall fes-
cue, bermudagrass and elite proprietary 
bluegrass remain stable, Laxton said, 
while common bluegrass prices are com-
modity driven. 

A (?/o#er LOOk 

ON HOLD. AgriBioTech, breaking into 
the industry in 1995 with a plan of rapid 
consolidation, originally had the goal of 
integrating all 34 of its acquired seed 
companies into one organization within 
the next year. After examining the vari-
ous strengths of its companies, ABT has 
changed its plans, according to John Zajac, 
director of ABT's turfgrass business unit, 
Henderson, Nev. 

"We're going to consolidate into two 

Turfgrass 
Species 

Current 
Supply 

Expected 
Harvest 

Expected 
Prices 

Kentucky Bluegrass (common): Adequate Adequate Fluctuating 

Kentucky Bluegrass (proprietary): Adequate Adequate Stable or Lower 

Perennial Ryegrass: Adequate Adequate Stable 

Fine Fescue: Limited Fair From High to Stable 

Tall Fescue: Adequate Adequate Stable 

Creeping Bentgrass: Adequate Adequate Stable 

Bermudagrass: Adequate Adequate Stable 

Zoysiagrass: Limited Adequate High 
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At Pennington, we know what kind of grass yon want for your twf and we've spent 

years perfecting it. Seed that puts down roots quickly and is resistant to hungry birds 

and insects. In short the seed should be Penkoted®, as all Pennington Seed can be. The 

grass should have a deep green color and the durability you require, especially during 

stressful months. For these very 7'easons we have developed our elite varieties of 

Perennial Ryegrasses . . . Shining Star.; Wind Star, Wind Dance, Morning Star and 

Sonata, and top quality bluegrasses like Misty, Chateau and Blue Star plus premium 

seeded bermudas such as Yuma, Sidtan, Sydney, Mohawk and Bermuda Triangle. 

Every bag of Pennington seed is the result of fifty years of research and experience. 

Only the best new varieties of grass are selected to wear the Pennington logo...so you 

can always rely on Pennington for the results you want. 

With Pennington, the quality is in the bag. 

THE BERMUDAGRASS SPECIALISTS 
www.seedswest.com 

QUALITY YOU CAN TRUST. 
Call Pennington Seed at 1-800-277-1412 

for a distributor near you 
THE PROFESSIONAL TURFGRASS SPECIALISTS 

www.penningtonseed.com 
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%*ár...For Now 
O v e r the last few seasons, the turf seed industry has suffered little fluctuation in seed 
pricing. 

"Worldwide, commodities, in general, have been weak," explained John Zajac, director 
of AgriBioTech's turfgrass business unit, Henderson, Nev. 

Yet, as production costs rise due to an increase in pesticide use because of the field 
burning bans and as land values increase, most turf seed growers are speculating that seed 
prices may not remain so stable for too much longer. 

"The seed trade has been good at keeping margins low," noted Steve Witten, research 
director, Cascade International 
Seed Co., Aumsville, Ore. "But at 
some point the price of seed is go-

are speculating that seed prices ¡ng to have to goUP. 

may not remain stable for too 

Mo&t turf seed growers 

"The seed market should be 
adapting to changes more than it 

much longer. has," Zajac added. "Even though 
production costs have gone up, 

they have remained at a lid pricing." 
Looking at the situation long term, Zajac said there will be a gradual increase in mate-

rial costs. The species that will be affected the most, he pointed out, will be red fescues and 
common bluegrasses. 

While most turf seed growers say the increase will be progressive, Keith Laxton, vice 
president, operations, Seed Research of Oregon, Corvallis, Ore., said quality seed will be 
the main target. 

"When more inputs have been put into the field and the fields are cleaner, you're going 
to pay more for the quality seed that's being produced there," Laxton explained. "And sig-
nificantly higher in price may mean just a few cents." 

And, according to Rick Weigand, sales, The Seed Center, Columbus, Ohio, changes in 
seed prices may bring the cost of common variety seeds and proprietary variety seeds 
closer together. This will move more contractors toward the trend of buying quality seed 
over cheaper common seed, he said, because the difference in price won't become as much 
of a buying factor. - Nicole Wisniewski 

groups/' Zajac explained. "One group 
will sell directly to the end user - retail 
and professional. The other group will 
remain a wholesale company and sell to 
the distributor." 

This plan, which is at the implementa-
tion phase, according to Zajac, gives ABT 
the strength to increase its research in-
volvement and develop a more efficient 
distribution method. 

The challenge for ABT, Zajac said, 
will be integrating in a way that is "seam-
less" to the customer. 

Zajac refused to comment on the sta-
tus of the class action lawsuits against 
ABT alleging fraud and accounting ma-
nipulations. Other representatives at ABT 
did not return phone calls for comment. 

As of presstime, ABT stock was trad-
ing at over $6 a share, although over the 
past year, it's reached a high point of 
$29.50 a share and a low point of a little 
over $3 a share. 

ABT competitors and other turf seed 
suppliers have a range of views about 
ABT's consolidation plans - many are 
waiting to see what happens before com-
ing to any premature conclusions. 

"If new management can make things 
work, it would be good," Peters remarked. 
"But ABT lacks any success to date with 
its original plans. Falling stocks and ru-
mors can only create uncertainty." 

Asked whether they think ABT's re-
cent consolidation plans will succeed or 
fail, turf seed suppliers are undecided. 

"I don't know how it will shake out," 
Laxton said. "Anytime there's upheaval 
in an industry, it can cause problems or 
present opportunities." 

One opportunity for non-ABT com-
panies is to establish new distributor re-
lationships because of consolidation. 

"Distributors who are dealing with 
four to five different companies are los-
ing the ability to shop around," Laxton 
explained. "There are less small compa-
nies today than there were five years ago. 
Distributors who used to rely on six sepa-
rate suppliers are now calling a seventh 
or eighth supplier to ask about their pric-
ing because all six of their other contacts 
became one ABT entity and are all selling 
seed for the same price. 

"Distributors will want to license other 
varieties other than ABT's varieties," 
added Steve Witten, research director, 
Cascade International Seed Co., 
Aumsville, Ore. 

Another positive that could come out 

of this consolidation, according to Stanley, 
is the fact that production capabilities 
will be consolidated into fewer hands. 

"It will help the industry get a better 
handle on inventories and keep a lid on 
overproduction," Stanley said. 
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One major concern expressed by most 
turf seed suppliers about consolidation is 
the consequences of ABT's possible fail-
ure - particularly what would happen to 
ABT's leftover pounds of seed. 

"They would sell the remaining seed 
at a cheap rate to bring in money to cover 

Wantmora 

Info? 
If so, just circle the reader 

service number of the com-

pany you'd like more infor-

mation on and fax this page 

to Nicole Wisniezvski at 216/ 

961-0364. 

This information will then 

be sent to you free of charge 

from the advertisers in Lawn 

& Landscape's Turf Seed 

Buyers' Guide. 

their debts," Peters speculated. "Compa-
nies have taken advantage of uncertainty 
and frustrations before by keeping their 
doors open and selling seed at a very 
cheap rate to generate dollars. 

"It would be like a liquidation sale - a 
garage sale," Nicholson added. "It will 

take away from the professionalism of 
the whole industry. Landscape contrac-
tors will buy cheap, and they'll forget 
about quality." I S 

The author is Assistant Editor of Lawn & 
Landscape magazine. 

ADVERTISER PG# RS# 
Easy Lawn S14 155 
Finn S7 152 
Lofts S15 156 
Pennington S5 151 
Royal Seed S13 154 
Turf Seed S2 150 
Vitamin Institute S16 157 
Zajac Seed S12 153 

Supercharge every seed 

Prepared soil Hydraulic mulch applied 
with HydroSeeder* Additives 

Dense, thick, weed-free 
growth in 14 to 21 days 

Whatever seed you choose, now you can get 
maximum grow-in performance and save money in 
the process. How? Simple. Just add HydroSeeder 
Additives to each HydroSeeder load to treat the 
seed, nourish the soil, provide moisture, and protect 
the soil surface from wind, rain, and runoff. 
HydroSeeder Additives work with all types of 
seed to stimulate germination, up to 35% faster, 

eliminate erosion during grow-in, and 

FINN 
HydroSeeder Additives 

Innovative Products Enhancing the World's Landscape 

1-800-543-7166 
9281 LeSaint Drive, Fairfield, OH 45014 

www.finncorp.com 

reduce material cost as much as 
compared to alternative methods 
used on severe slopes. For lawn and 
turf establishment, you'll see more 
uniform germination, superior 
root development, lower costs, 
and have a new competitive edge. 

Call today for complete details. 
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hen Russ Fragala, president, Russ Fragala 
Landscaping, Coram, N.Y., buys turf seed, he 

has three different kinds in mind: a premium 
blend, a backyard blend and a contractor's blend. 

The premium blend is usually about 70 per-
cent bluegrass and 30 percent ryegrass; the back-

yard blend is a mix containing tall fescue so that it 
can withstand traffic; and the contractor's blend, a 

mix containing a majority of ryegrass, is used just to 
establish a turf area, explained Fragala. 

When it comes to choosing the right turf seed blend, 
Fragala knows what he wants. He knows how pure he 

wants his seed to be and how much he needs based on an established 
planting rate. Fragala is a turf seed supplier's ideal customer. 

Like Fragala, landscape contractors need to know the basics 
before calling their dealer. After a species is determined, then 
landscape contractors can get picky about specific varieties and 
preferred characteristics to find the right seed blend. 

THE SPECIES • Asa dealer, Fred Bosch, sales, Solution One, Ravenna, 
Ohio, starts a sales call by asking questions to determine the 
correct species a contractor will need. 

Landscape 
contractors 
have many 
tactors to 
think about 
when 
choosing 
the right 
turf seed 
mix. Seeds/ 

Species Pound 

Annual Ryegrass 172,000 ! 
Perennial Ryegrass 280,000 
Tall Fescue 225,000 

Fine Fescue 320,000 
(creeping type) 
Kentucky Bluegrass 1,300,000 

Bentgrass (creeping) 7,000,000 
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Oregon/Proton/ 
Grass Seed Characteristics 

"What is the area going to be 
used for?" Bosch will ask his cus-
tomers. "An athletic field? A play-
ground? A sloped area? Is it located 
up against a building? Does the area 
get a lot of sun/shade? Is the area 
irrigated or not? Is there sufficient 
drainage? Is it a new seeding or is it 
to be incorporated into what's al-
ready there? What's the soil depth 
in your area? What's the soil pH?" 

From a landscape contractor's 
answers to these basic questions, a 
dealer can usually recommend cer-
tain turfgrass species that will work 
well together for that specific region. 

"Typically, In the North, it's blue-
grass with ryegrass and fine fescue 
thrown in," said Keith Laxton, vice 
president, operations, Seed Re-
search of Oregon, Corvallis, Ore. 
"In the South, it's bermudagrass 
mixed with tall fescue." 

THE VARIETY. Once the species is 
determined, a variety of some al-
ready existing blend is recom-
mended or the dealer can have the 
supplier mix a special blend. 

"Mixes can become outdated," 
Bosch explained. "If a landscape con-
tractor wants to buy an old variety that 

isn't available any-
more, we can usually 
come close to match-
ing that variety's per-

formance with a special blend." 
The gap between the quality of 

good and bad seed has increased 
due to field burning bans in Oregon 
(see "Burning Bridges," this page), 
so there are an increased amount of 
varieties on the market, Laxton 
warned, especially when it comes to 
ryegrass and tall fescue. 

"Sometimes the cheaper blends 
are cheap performers," warned 
Wade Jacklin, sales coordinator, 
Medalist America, Post Falls, Idaho. 

These 'cheap performers' can be 
found in all seed species, but are be-
coming more typical in cool-season 
grasses, such as perennial ryegrass 
and bluegrass mixes that have poa 
trivialis and poa annua weeds in 
them, respectively, Jacklin said. 

A good way to look for the 
amount of poa annua in a bag of 
seed is to look at the label, unless 
you don't live in the 15 states (Ark., 
Conn., Del., Washington D.C., Fla., 
Ky., Md., Mass., N.J., N.Y., Pa., S.D., 
Tenn., Texas and Va.) that are re-
quired by law to list the amount of 
poa annua seeds per pound on the 
label, Laxton explained. In that case, 
a seed test will always show how 
much poa annua is in a bag of seed. 

"Poa is a bigger problem in the 
Willamette Valley now vs. five to six 
years ago," he said. "When we field 
burn, we burn all the poa seeds left 

Leaf Competes With Traf f ic 
Growth 
Habit 

Establish-
ment Rate 

Growth 
Rate 

Weeds and 
Other Grasses 

Thatch 
Formation 

Shade 
Tolerance 

Drought Cold and Wear 
Tolerance Tolerance Tolerance 

Seeding 
Rate 

Bunch Type Very Fast Very Fast High Low Fair to Good Good Good Very Good 450-600 pounds/acre 
Bunch Type Very Fast Very Fast High Low Good Very Good Good Excellent 250-400 pounds/acre 
Bunch Type Medium Medium Low to Medium Low to Medium Very Good Very Good Very Good Very Good 250-400 pounds/acre 

Spread by Medium Slow to Low to Medium Very Good Good Very Good Poor 200-300 pounds/acre 
Tillers Medium Medium 
Spread by Slow Slow to Medium Medium to Fair to Good Good Very Good Good 60-100 pounds/acre 
Rhizomes Medium High 
Spread by Medium Medium to High High Fair Poor to Excellent Good 30-50 pounds/acre 
Stolons Fast Fair 

Credit: Oregon Seed Council 
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there after a harvest. We don't catch all 
the seeds when we don't burn. So, more 
and more poa seeds are left every time. 
And for three years we've had the kind of 
wet, mild winters poa loves." 

How much poa per pound in a bag of 
turf seed is too much? Laxton said a pretty 
low level is nine poa annua seeds per 
pound, which equates to one poa annua 
seed in one sample of that blend. 

"You should try to find lots with as 
little poa," Laxton said. "You'd prefer to 
have lots with no poa at all because it is a 
prolific seeder. If you start with a little, 
you could end up with quite a bit." 

Looking for the amount of crop, weed 
and inert matter in a turf seed blend is 
searching for the mechanical purity of 
the seed. Most of this information can be 
found on a seed label, but all of it is 
available on a seed test. 

"The only problem with a seed test 
when it comes to purchasing turf seed 
blends is that you rarely get to see a test 
of that mixture because there are three or 
four species in a blend," Laxton point 
out. "You usually get a test of each com-
ponent of that mixture." 

The Oregon blue tag, separate from a 
seed label, verifies that the levels of me-
chanical purity in a blend have reached a 
certain standard, Laxton explained. 

"It tells contractors that they're actu-
ally getting what they ordered," he said. 
"There's no quality required without the 
blue tag. Just don't forget that weed seeds 
like poa trivialis and poa annua are al-
lowed in certified seed, so contractors 
still have to be mindful of it." 

To get an Oregon blue tag, an official, 
unbiased sample is drawn up of the turf 
seed blend and is taken to Oregon State 
University for testing. Mechanical purity 
is determined based on specific species 
standards, Laxton pointed out. 

"You'd like to see seed that is 100 
percent pure, but that never happens," 
he said. "Ryegrass usually has a standard 
in the high 90 percent range. Tall fescue 
and bentgrass must be 98 percent pure to 
be certified. Fine fescue must be 97 per-
cent pure. The standard for bluegrass is 
95 percent. Bluegrass and fine fescue al-
ways have lower purity standards be-

(fturmfip Bridges 
T u , Lurf seed growers have been banned from burning a majority of their fields to clean them 
before planting seed - and this has lead to a vast variance between the good and bad quality 
product. 

"Purchasers of seed have to know now more than ever what they are buying before they 
buy it," noted Scott Harer, national sales manager-turf , Advanta Seeds Pacific, Albany, Ore. 
"If the price is cheap - there's usually a reason why. Fifteen to 20 cents can make a difference." 

Besides other weed, disease and insect infestations, the biggest weed problem turf seed 
growers are having due to a lack of field burning is poa trivialis in ryegrass fields and poa 
annua in bluegrass fields. 

"Weed control is a bigger issue than disease control and pest control," said Keith Laxton, 
vice president, operations, Seed Research of Oregon, Corvallis, Ore. "It's an ongoing control 
issue that effects overall quality. It means we have to use more pesticides to control the prob-
lem, and pesticides can be a mixed bag - there are things we can't control." 

A lack of burning, said Tom Stanley, marketing director, Turf-Seed, Canby, Ore., has also 
resulted in shorter crop rotations. 

"The stand life for a tall fescue field was six to eight years with burning," he said. "Now 
that stand life has been reduced to three years." 

Despite the bans and additional production costs, Stanley said growers have readjusted 
well to the changes by developing their post harvest techniques and still getting decent yields 
without burning their fields. 

"After a harvest, we make sure the straw is removed, usually by baling it off," Stanley ex-
plained. 

Although field burning is a cheap, rapid and effective way to purify the field and get rid of 
insects and disease, Tom Peters, sales, Barenbrug USA, Tangent, Ore., said growers will do 
what they can to produce quality seed. 

"If we can't grow the finest seed," he said, "we will find a way to clean what we grow." 
- Nicole Wisniewski 

cause they have high levels of inert mat-
ter and are harder to clean." 

Another thing to watch out for when 
purchasing turf seed varieties is com-
mon, or VNS (Variety Not Stated) variet-
ies. VNS on a label usually means that the 
specific turfgrass varieties are unknown. 

"The advantage to buying VNS seed 
is that it's less expensive," Bosch said. 
"The disadvantage is that you just don't 
know what you're getting. Sometimes 
you get what you pay for." 

WHERE NTEP MATTERS. Although Na-
tional Turfgrass Evaluation Program tests 
are an unbiased way to get information 
about turf seed varieties overall, accord-
ing to most suppliers, it's also important 
for landscape contractors to consider 
other information when purchasing seed. 

"A lot of times the best varieties listed 
on NTEP aren't available," pointed out 
Steve Witten, research director, Cascade 

International Seed Co., Aumsville, Ore. 
"The best available variety may be lo-
cated on the second page of the test. The 
reason being that it's a general rule of 
thumb that the best turf types are the 
worst seed producers and vice versa." 

NTEP results do give purchasers of 
seed an indication as to a turf seed 
variety's adaptability to a certain region 
of the country, said Dave Nelson, admin-
istrator for the Oregon Tall Fescue Com-
mission and executive secretary for the 
Oregon Seed Council, Salem, Ore. 

"If grasses do well in a certain region 
of the country," Nelson stressed, "then 
they rank up there with the top-rated 
turfgrasses on NTEP results as far as 
adaptability is concerned and will make 
a fine seed blend no matter what page 
they're on." Q 

The author is Assistant Editor of Lawn & 
Landscape magazine. 
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By Nicole Wisniewski 

Endophyte 
enhancement 
and herbicide 
resistance are 
among the 
most notable 
ongoing 

raveling to Russia, China 
and around the rest of the 
world, poking their noses 
around cemeteries and 
parks - anywhere a strange 
turfgrass may be growing, 

> researchers and turf seed 
growers are always digging up unusual 
turfgrass species for examination. 

It's something they are doing in search 
of what they call an endophyte - it's 
naturally occurring and is found in one 
out of every 10 grass cultivars collected, 
according to Doug Brede, research direc-
tor, Jacklin Seed, Post Falls, Idaho. There 
are also many different strands of it out 
there. Yet endophytes are a welcome in-
truder in the eyes of turf seed growers and landscape 
contractors because they produce alkaloids to kill or repel 
common insects that feed on turf. 

As endophyte-enhanced grasses become more popular 
because of their resistance to pests and as herbicide-resis-
tant grasses become more of a possibility, the research 
surrounding new turfgrass developments also expands. 

With endophyte-enhanced and herbicide-tolerant grasses, research 
surrounding neiv turfgrass developments with enhanced resistance to 
pests and herbicides is expanding. Photo: Dow AgroSciences developments 

in new 

ENDOPHYTE ENHANCED. It was around 1980 when reports 
first surfaced in the turfgrass industry of grass cultivars that 
were naturally resistant to certain common turf insects. 

While endophytes are hosted well by turfgrass species 
that have naturally occurring endophytes, such as tall fes-
cue and ryegrass, they are not as readily accepted into fine 
fescues and bluegrasses, according to Dave Nelson, admin-
istrator of the Oregon Tall Fescue Commission and execu-
tive secretary of the Oregon Seed Council, Salem, Ore. 

After endophytes are found in turfgrasses, researchers 
grow them and insert them into a new grass plant. The 
endophytes will affect one out of every 10 plants through 
this method, Brede said. 

"Most endophyte-enhanced varieties on the market now 
- about 90 to 95 percent - have been produced using this 
method," added Keith Laxton, vice president, operations, 
Seed Research of Oregon, Corvallis, Ore. 

turfgrass 
varieties. 

ur 
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Bluegrass, however, is particularly re-
sistant to endophyte enhancement, and a 
Kentucky bluegrass with naturally oc-
curring endophytes has yet to be found, 
Brede stated. 

"We speculate that there is a naturally 
occurring mechanism in bluegrass that 

repels endophytes," Brede pointed out. 
Frequently, when bluegrasses and fine 

fescues are injected with endophytes, a 
fungus called choke results. The fungus 
acts as a naturally occurring collar below 
the seed head and cuts off the circulation to 
the plant, killing it, Nelson said. 

"Last year, 90 percent of the plants 
we injected with endophytes choked," 
Brede continued. "This year, we're look-
ing very closely at the 10 percent that 
didn't choke. We probably have two to 
three years of lab studies before perfect-
ing this, but we're working quickly." 

FIGHTING WEEDS. After lOyearsofnatu-
rally breeding turfgrass, spraying it with 
glyphosate and keeping the survivors for 
further testing, Turf-Seed, Canby, Ore., 
will introduce an herbicide-tolerant tall 
fescue and hard fescue this fall, accord-
ing to Crystal Fricker, director of research 
at Pure Seed Testing and vice president 
of research at Turf-Seed. 

One of the major benefits of an herbi-
cide-resistant grass, Fricker said, is elimi-
nating weeds, such as poa annua, that 
have become a big problem lately. 

"With our grasses, you can kill poa 
annua by using 4 ounces of glyphosate in 
two applications without harming the 
turf," Fricker explained. 

This is the natural method of breeding 
an herbicide-resistant grass. Creating an 
herbicide-resistant turfgrass through a 
transgenic or biotechnological method is 
still four or five years off, Fricker noted. 

Concerns surrounding the breeding 
of an herbicide-resistant grass have in-
cluded fears that the grass could get into 
the environment and become uncontrol-
lable. Tom Peters, sales, Barenbrug USA, 
Tangent, Ore., said it has the possibility 
of restricting the rotation of crop fields. 

"I don't see a huge benefit for produc-
ing an herbicide-resistant grass," Peters 
said. "Farmers are constantly trying to 
kill grasses that come up in their fields 
with glyphosate, and these fields are ro-
tated with grass fields. Then the grasses 
in the crop fields won't die and the rota-
tion of fields will become limited." 

By producing a glyphosate-tolerant 
grass, Fricker said those fears can be eased. 

"With these grasses you can still kill 
the weeds," she pointed out. "You just 
need a larger dose of glyphosate - about 
1-2 quarts." D1 

The author is Assistant Editor of Lawn & 
Landscape magazine. 
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PANTHER'S the ryegrass that fends for itself! 
A performance leader in the N T E P trials, its broad 

disease resistance profile is unequaled. 
From sports turf to fairways, P A N T H E R ' S color and density 

retention, even when closely mowed, are sure to please. 

Prowling around for a better 
perennial ryegrass? Look no more. 

PANTHER...it's from Zaiac. 

ZAJAC 
PERFORMANCE 
SEEDS, INC. 

175 SCRAVEL HILL ROAD SE, PO BOX 666 • ALBANY. OR 97321 
973 423-1660 • FAX 973 423-6018 • http://www.zajacseeds.com 
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ADVANTA SEEDS PACIFIC 
33725 Columbus St., S.E. 
P.O. Box 1044 
Albany, Ore. 97321-0403 
800/288-7333 
www.advantaseedspacific.com 
Kentucky bluegrass, perennial 
ryegrass 

AGRIBIOTECH 
120 Corporate Park Drive 
Henderson, NV 89014 
702/566-2440 
www.agribiotech.com 
perennial ryegrass, tall fescue, 
Kentucky bluegrass 

BARENBRUG USA 
33477 Highway 99E 
P.O. Box 239 
Tangent, Ore. 97389 
800/547-4101 
www.barenbrug.com 
perennial ryegrass, turf-type tall 
fescue, Kentucky bluegrass 

CASCADE 
INTERNATIONAL SEED 
8483 W. Stayton Road 
Aumsville, Ore. 97325 
503/749-1822 
www.grass-seed.com 
Kentucky bluegrass, perennial 
ryegrass, tall fescue 

E.F. BURUNGHAM 
P.O. Box 217 
Forest Grove, Ore. 97116 
800/221-7333 
tall fescue, perennial ryegrass, 
creeping bentgrass 

JACKLIN SEED 
5300 W. Riverbend Ave. 
Post Falis, Idaho 83854-9499 
208/773-7581 
www.jacklinseed.com 
Kentucky bluegrass, perennial 
ryegrass, tall fescue 

LEBANON 
SEABOARD CORP. 
1600 E. Cumberland St. 
Lebanon, Pa. 17042 
800/233-0628 
www.lebsea.com 
perennial ryegrass, tall fescue, 
bluegrass 

mwcie 
Who they are, how to reach them and the 
top three species of turf seed they offer to the 
landscape contractor market. 
LESCO 
20005 Lake Road 
Rocky River, Ohio 44116 
800/321-5325 
www.lesco.com 
turf-type tall fescue, perennial 
ryegrass, Kentucky bluegrass 

LOFTS SEED/ABT 
1399 Ashleybrook Lane 
Suite 100 
Winston-Salem, N.C. 27103 
800/526-3890 
www.turf.com 

MEDALIST AMERICA 
5300 W. Riverbend Ave. 
Post Falls, Idaho 83854-9499 
800/568-8873 
Kentucky bluegrass, perennial 
ryegrass, tall fescue 

PATTEN SEED CO. 
P.O. Box 217 
Lakeland, Ga. 31635-0217 
800/634-1672 
www.pattenseed.com 
improved bermudagrass, zoysia 
sod, St. Augustine sod 

PENNINGTON SEED 
P.O. Box 290 
Madison, GA 30650 
800/277-1412 
www.penningtonseed.com 
Kentucky bluegrass, perennial 
ryegrass, turf-type tall fescue 

PICKSEED WEST 
P.O. Box 888 
Tangent, Ore. 97389 
800/547-4108 
www.pickseed.com 

ROYAL SEED 
27630 Llewellyn Road 
Corvallis, Ore. 97333 
800/228-4119 
www.royalseeds.com 
bermudagrass, perennial 
ryegrass, tall fescue 

SEED RESEARCH 
OF OREGON 
27630 Llewellyn Road 
Corvallis, Ore. 97333 
800/253-5766 
www.sroseed.com 
bermudagrass, perennial 
ryegrass, tall fescue 

SEEDS WEST/ 
PENNINGTON SEED 
50505 E. County 1st Street 
Roll, AZ 85347 
888/905-3434 
www.seedswest.com 
certified turf-type bermudagrass 
varieties 

TURF-SEED 
P.O. Box 250 
Hubbard, OR 97032 
800/247-6910 
www.turf-seed.com 
turf-type tall fescue, perennial 
ryegrass, Kentucky bluegrass 

TURF MERCHANTS 
33390 Tangent Loop 
Tangent, Ore. 97389 
800/421-1735 
www.turfmerchants.com 
fine textured perennial ryegrass, 
turf type-tall fescue, Kentucky 
bluegrass 

ZAJAC PERFORMANCE 
SEEDS/ABT 
P.O. Box 666 
175 Scravel Hill Road 
Albany, Ore. 97321 
541/926-0066 
www.zajacseeds.com 
perennial ryegrass, tall fescue, 
Kentucky bluegrass 

"We feature Royal 
Brand turfgrasses 
because of their 
dependable quality 
and top-of-the-line 

performance" 
Geoff Myer, The Planters Seed Co. 

At Royal Seeds, we take as much pride 
in your turf results as you do. Our seed 
consistently produces uncommonly 
beautiful turf from coast tocoast, under 
the most challenging conditions. 

Let our expert consultants work 
with you to design the seed program 
that will best meet your needs. 

Royal Seeds, proud producers of 
Bonanza 11 Tall Fescue, Fairfax 
Kentucky Bluegrass and other fine 
turfgrasses 

USE READER SERVICE #1 54 

LAWN & LANDSCAPE • 1999 SEED MARKET REPORT SI 1 

http://www.advantaseedspacific.com
http://www.agribiotech.com
http://www.barenbrug.com
http://www.grass-seed.com
http://www.jacklinseed.com
http://www.lebsea.com
http://www.lesco.com
http://www.turf.com
http://www.pattenseed.com
http://www.penningtonseed.com
http://www.pickseed.com
http://www.royalseeds.com
http://www.sroseed.com
http://www.seedswest.com
http://www.turf-seed.com
http://www.turfmerchants.com
http://www.zajacseeds.com


BARENBRUG USA BARKOEL 
• Prairie junegrass 
• Cool-season grass 
• Very fine leaves, low growth 
• Low or no fertilizer required 
• Good salt and drought tolerance 
• Can be used on lawns, hillsides, 
roadsides and other areas 
Circle 226 on reader service card 

REXIUS™ 20 TRUCK MOUNT EX-
PRESS BLOWER 
• Fully remote-controlled, one-
man operated blower system 
• Mounted on any single- or 

BLUEBIRD PORTABLE 
SEEDSCAPER 
• 15-pound capacity hopper 
• Ideal for small- to medium-
sized projects 
• Allows a single operator to 
install a 5,000-square-foot lawn 
• Can also be used in 
flowerbeds for quick and easy 
planting 
• A built-in loading platform 
Circle 227 on reader service 
card 

f ö y y V H Y D R O S E E D I N G 
t o i u r v / S Y S T E M S 

Model shown: HD9003T 
900 Gallon Poly Tank, 

Manual Mose Reel, 
Mulch Grinder,Turret, 

Dual Axle Trailer 

ONLY 
$ 1 9 , 9 8 5 

Model shown: HD3503 
350 Gallon Poly Tank with 

Molded Bale Hopper, 
Manual Hose Reel, 

Standard With Electric 
Start Engine 

ONLY 
$ 8 , 4 9 0 

LARGE OR SMALL EASY LAWN HAS A UNIT FOR Y O U 

C A L L 800-638-1769 

tandem-axle truck or 
flatbed trailer with a 
20-foot or more 
mounting capacity 
• Blows a variety of 
landscape materials 
• Blows 20 to 60 cubic 
yards per hour 
• Optional injection 
system for applying 
seed or other additives 
while blowing 
Circle 228 on reader 
service card 

LESC0 LARAMIE 
TURF-TYPE TALL FESCUE 
• Dark green color 
• Persistent under heat stress 
• Fine texture - very dense 
• Wear, drought and shade tolerant 
• Reduced vertical growth rate 
• Performed well in broad range of soils 
• Responds well to moderate levels of 
nitrogen fertilizer 
Circle 233 on reader service card 

PENNINGTON TALL FESCUE 
• A turf-type tall fescue variety 
called Plantation is available 
• Result of a turfgrass breeding 
program 
• Ranked No. 1 in the NTEP for 
turfgrass quality 
Circle 229 on reader service card 

ASP TURF VARIETIES 
• ASP 400 and 410 Perennial 
Ryegrasses have improved 
disease resistance 
• Regiment turf-type tall fescue 

PATTEN SEED ZENITH 
Z0YSIAGRASS 
• Available in seed form 
• Low fertility requirements 
• Offers a deep green color 
and weed competitiveness 
• Requires little maintenance 
Circle 230 on reader service 
card 

offers disease resistance to 
Typhula blight, leaf spot, 
Furasium blight, dollar spot, 
brown patch, red thread 
Circle 231 on reader service card 

CASCADE ONYX TALL FESCUE 
• Genetically dark green grass 
• Uses less chemical fertilizer 

• Strong, hardy turf 
• Winter hardiness 
Circle 234 on reader service card 

SR0 1999 SEED VARIETIES 
• SR4500 perennial ryegrass is a 
dense dark green turf with the 
ability to withstand summer 
stress, dollar spot, brown patch 
• SR8600 tall fescue is a dark 
green dwarf variety with disease 
resistance using high levels of 
endophytes 
Circle 235 on reader service card 

FINN HYDR0SEEDER 
ADDITIVE SYSTEM 
• Uniform germination because of 
biostimulants absorbed by the 
seed during agitation in the tank 
• Superior root establishment 
through Hydro Soil Treatment 
• FINN StikPlus binds mulch 
fibers together to protect the seed 
Circle 236 on reader service card 

BURLINGHAM ARCADIA 
KENTUCKY BLUEGRASS 
• Exceptionally dense 
• Medium green color 
• Strong emergence with high 
seed count for athletic turf 
• Fast spring green-up 
• Resistant to leaf spot and 
summer patch 
Circle 237 on reader service card 

MEDALIST AMERICA ABSOLUTE KENTUCKY BLUEGRASS 
• Strong transition-zone performer with tolerance to heat stress 
• Resistant to a host of turf diseases and insects 
• Rich, dark green color and endurance under close mowing 
• Outscored previous top shade tolerant varieties in the NTEP trial 
Circle 232 on reader service card 
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A s a grower you understand the intense 
pressures of delivering the best quality turf 
to your customers. That's why when the heat 
is on, turfgrass sod growers have consistently 
turned to Lofts Elite Proprietary Kentucky 
bluegrasses. 

Preakness Kentucky bluegrass thrives even 
in the most intense summer heat. Wherever 
temperatures range from sizzling to freezing, 

depend on Georgetown. And your customers 
will be worry free with disease-resistant 1757. 

Every day your customers count on you to 
deliver top-quality turf that stands up to high 
temperatures. To take the heat off, look no 
further than Preakness, Georgetown, and 1757. 
Because when the going gets hot, Lofts Elite 
Kentucky bluegrasses stay cool under fire. 

1 7 5 7 G e n s m o p * J m m 
KENTUCKY BLUEGRASS * .Jlf'fi/arAv ^¿¿¿¿OftZJJ ^ KENTUCKY BLUEGRASS 

4* Displays strong 
disease resistance 
Good shade tolerance 

4? Performs well in 
transitional regions 
across the U.S. 

4* Exceptional spring 
and fall color 

4, Performs well at a low 
height of cut 

4s Improved drought 
tolerance 

To receive your free 
Sod catalog, call Lofts 

Seed toll-free at 
I-8OO-LOFTS CO 

www.turf.com 

i 
Lofts Seed 

Where Great 
Grass Beginsn 

An AgriBioTech Company 

AgriBioTech, Inc. 

83 USE READER SERVICE #60 
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• WH Y 0 0 LEADERS CALL IT "GREATEST or BEST STUFF or PRODUCT in the WORLD?" 

Absolutely Otherwise A 
g W M ® HORMS *« ~ -
SOPEKthrive1 IMPOSSIBLES 

M A D E EASY of tynjcal worldwide by World #1 Plant Supply • massivelmpossibilities 
1800 SALVAGED O L D TREES: " N O N E SICK OR D E A D " 
SUPERthrive™ unique extra l i fe :—TRANSPLANTING, M A I N T E N A N C E , SALVAGING. " I M P O S S I B L E S " M A D E 
EASY. 1,800 60 to 75 year-old trees dug from grounds of 20th Century Fox Studios, stock-piled in weather for 
2 years, replanted along streets of Century City. Landscape architect and contractor reported "not one sick or 
dead tree at any time." Only SUPERthrive™ could have done this—or even approached it 

99 

DISNEYLAND LONDON BRIDGE 

Jilsi^iHlllofnj 

^ 17 DRUMS PRE-PLANTED A 
WHOLE DESERT CITY, ZERO 
LOSS, SPRING AND SUMMER, 
AFTER FAILURE IN WINTER. 
Havasu City, Arizona. 

^ 400 HUGE SPECIMEN TREES 
DUG IN HOT, DRY SOUTHERN 
CALIFORNIA SUMMER. ZERO 
LOSS. Disneyland.® (Enabled open-
ing a year earlier). * Disneyland and Disney 
World are registered trade marks of The Walt Disney Co. 

• ZERO LOSS IN 3000-ACRE PROJECT FOR USDA, VERSUS 3°/o SURVIVAL: NEXT BEST. - California Polytechnic State University. 
• PLANTED 10,000 TREES, Seattle World's Fair, WITH ZERO LOSS. 
• SAVED ALL OF HUGE SHIPMENT OF PALMS FROM FLORIDA TO 48 Taiwan GOLF COURSES. LOSE OVER HALF WITHOUT. 
• PUSHES BACK DESERTS, LANDSCAPES SHEIKS' PALACES, Saudi Arabia. 
• PLANTED OVER 600,000 BARE-ROOT ROSES, 16 YEARS, LOSS FEWER THAN 1 IN 1,000, Albuquerque, New Mexico. 
• SAVED ALL TREES TRANSPLANTED by U.S. Corps Of Engineers, FOR CAMOUFLAGE, WORLD WAR II. 
• TWO WEEKS DIFFERENCE IN HYDR0MULCHED GRASS STAND, ALONG FREEWAY BANK FOR EROSION CONTROL. - Maryland. 
• SAVED ALL CELERY TRANSPLANTED IN 17 LARGE HOUSES, before and after one without, IN WHICH ALL LOST. - California. 
• 1200 TREES WTIH CALIPER TRUNKS BARE-ROOTED IN DESERT JUNE. NO LOSS. - Tucson, Arizona, City Parks Department. 
• BIGGEST TRANSPORTATION OF LANDSCAPE MATERIALS, CALIFORNIA TO FLORIDA, TO PLANT Disney World.® NO LOSS. 
• KEPT ALL PALM SPRINGS DESERT GOLF COURSE'S GREENS PERFECT, SUMMER WHEN ALL OTHER CUUHSfcS WITH BENT GRASS 

GREENS IN AREA LOST 6 TO 14 GREENS. 
• HIGHLY COST-EFFECTIVE EARLIER, INCREASED YIELD - ABOVE THE BEST - FROM SEED, TRANSPLANTING, DRIP IRRIGATION, 

SPRAYING YOUNG CROP PLANTS: Recent EXAMPLE: ONE GALLON ON DRIP RAISED 25 ACRES OF GRAPE TONNAGE 26%, SWEETER, 
LARGER - WHILE EACH NEARBY GROWER LOST HALF OF CROP TO SHATTERING STORMS. - California 

* 38 EXTRA INCHES 
GROWTH ABOVE 
FERTILIZERS-ALONE. 
SEVEN MONTHLY USES. 
Tucson, Arizona, 
City Parks. 

^ TREE-SAVING 
RECORD OF 1/2 CEN-
TURY. California Poly-
technic State University, 
Cal. Capitol, Cal Tech, U. 
of Cal., Cal. State U. 

<< SAVED GIANT CACTUS 
TREES authorized moved 
to desert botanic garden, 
Reported planted all 
famous and "world's big-
gest" Nevada hotels. 
Pushes back Africa desert 

TIPLANDSCAPES: • Point with pride to ALL your jobs. • Build demand for you. 
• Protect and save essentially 100% of all plant material. 
• Predict healthy, active, uniform and beautiful "super-normal99 plants. 

VITAMIN INSTITUTE P.O. Box 230 NORTH HOLLYWOOD, CA 91603 (800) 441-8482, FAX (818) 766-8482 
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conferen 

www.lawnschool.com 

February 13-15, 2000 

Dallas Marr iott Quorum 

Dallas, Texas 

School Of M 
for Attendees and Sponsors of the Lawn & Landscape School of Management 

Dallas Is The Destination For 
2000 School of Management 
To assist its readers in energiz ing, diversifying a n d 
redefining their businesses to meet the manage-
ment challenges of the 21s t century, Lawn & 
Landscape m a g a z i n e announces dates for the 
2000 School of Management Conference. 
The conference will be held February 13-15, 
2000 at the Dallas Marr iot t Q u o r u m Hotel in 
Dallas, Texas. 

I WANT M1 
SCHOOL OF 

MANAGEMENT 
REGISTRATION 
INFORMATION! 

Want more information on 

how you can attend the 

2000 School of Manage-

ment Conference in Dallas? 

If so, contact Maria Miller at 

800/456-0707 or 

mmiller@gie.net to be 

added to the 2000 School 

of Management Conference 

mailing list. You'll be first in 

line to receive complete 

registration information 

when it becomes available 

this fall so you can make 

your plans to join us in 

Dallas. We look forward to 

hearing from you! 

The Lawn & Landscape School of Manage-
ment offers green industry professionals the opportunity to interact with leading industry 
consultants a n d entrepreneurs in a format where the emphasis is on exchanging information 
a n d building contacts to help contractors meet the business management challenges facing 
them today. Conference highlights include: 

Mult iple business management breakout sessions. 
Contractor roundtable lunch sessions. 
Outstanding speaker faculty. 
Sunday evening keynote presentation with a leading business management expert. 
Breakthrough genera l session presentations on M o n d a y a n d Tuesday. 
Numerous networking opportunities. 
Af fordable registration rates ( $ 1 9 5 per person) a n d group discounts 
( $ 1 6 5 per person). 
Convenient location to airport and a r e a attractions. 
Af fordable hotel rates ( $ 1 1 5 per night). 

Product Decision Makers 
Choose School of 
Management 
W h e n it comes to reaching product purchasing 
decision-makers in the lawn a n d landscape 
industry, one of the strongest outlets is the 
School of M a n a g e m e n t Conference. According 
to a post-conference survey of attendees of the 
1 9 9 9 School of M a n a g e m e n t , 9 6 % indicated 
they a re actively involved in product a n d 
equipment purchasing decisions for their 
company. That is g o o d news for sponsor 
partners of the School of M a n a g e m e n t looking 
to strengthen current business relationships with 
customers a n d develop va luable new contacts. 
The 2 0 0 0 School of M a n a g e m e n t - a great 
opportunity to e x p a n d your business universe. 

School of Management 
Research Fast Fact 

You Involved In The Purchasing 
_ 
Products For Your Company? 

(Sourc. 1 9 9 9 School of M a n a g w n . n l Attendee Survey) 

http://www.lawnschool.com
mailto:mmiller@gie.net


2000 SCHOOL OF MANAGEMENT 
Sunday, February 13 

EDUCATIONAL SCHEDULE 
(Subject to change) 

2 : 0 0 - 4 : 0 0 p.m Pre-Conference Workshops 
5 : 0 0 - 6 : 3 0 p.m O p e n i n g Session 
6 : 3 0 - 8 : 0 0 p.m W e l c o m e Reception 

Monday, February 14 

7 : 3 0 - 8 : 1 5 A M Continental Breakfast 
8 : 1 5 - 1 0 : 2 5 A M G e n e r a l Session 

1 0 : 2 5 - 1 0 : 4 5 A M Refreshment Break 
1 0 : 4 5 - 1 2 : 0 0 P M Concurrent Educational Sessions 
1 2 : 0 0 - 1 : 1 5 P M Contractor Roundtable Lunch Sessions 

1 : 3 0 - 2 : 4 5 P M Concurrent Educational Sessions 
2 : 4 5 - 3 : 0 5 P M Refreshment Break 
3 : 0 5 - 4 : 2 0 P M Concurrent Educational Sessions 
4 : 3 0 - 5 : 4 5 P M G e n e r a l Session 
5 : 4 5 - 7 : 0 0 P M Cocktai l Reception 

Tuesday, February 15 

7 : 3 0 - 8 : 4 5 A M Breakfast Workshop 
9 : 0 0 - 1 0 : 2 5 A M G e n e r a l Session 

1 0 : 2 5 - 1 0 : 4 5 A M Refreshment Break 
1 0 : 4 5 - 1 2 : 0 0 P M Concurrent Educational Sessions 
1 2 : 0 0 - 1 : 1 5 P M Contractor Roundtable Lunch Sessions 
1 : 3 0 - 2 : 4 5 P M Concurrent Educational Sessions 
2 : 4 5 - 3 : 0 5 P M Refreshment Break 
3 : 0 5 - 4 : 2 0 P M Concurrent Educational Sessions 

WHY I ATTEND SCHOOL OF 
MANAGEMENT 

" W e w e r e v e r y i m p r e s s e d w i t h t h e q u a l i t y a n d q u a n t i t y o f b o t h s p e a k e r s 
a n d a t t e n d e e s a t t h e S c h o o l o f M a n a g e m e n t . A m e e t i n g l i k e t h e S c h o o l o f 
M a n a g e m e n t i m p r o v e d t h e i n t e g r i t y a n d p e r f o r m a n c e o f n o t o n l y o u r 
c o m p a n y , b u t o f a l l t h e t o p - n o t c h c o m p a n i e s w h o m a d e t h e c o m m i t m e n t t o 
a t t e n d . " Darrell Dougherty 

ABC Pest & Lawn Services 

Austin, Texas 

Complete 

Conference 

Schedule 

Available In 

November! 

School of 

Unveils 
Web Site 

FEELING GOOD 

fid the 1999 Lawn & Landscape 
School of Management Meet 
Your Education« Expectations? 

Reaching thousands of lawn a n d landscape 
contractors daily, the official 2 0 0 0 School of 
M a n a g e m e n t C o n f e r e n c e W e b S i te -
www. lawnschoo l .com - is your w a y to find 
out the latest information on speakers, ses-
sion topics a n d special events for the School 
of M a n a g e m e n t . 

Reaa previews of the educat ional ses-
sions, find out w h a t last year's attendees had 
to say a b o u t the conference , contact the 
School of M a n a g e m e n t Conference staff a n d 
take a tour of the city of Dallas by hitting the 
hot link to the Dallas Convention a n d Visitors 
Bureau official w e b site. 

You can also have your name a d d e d to 
the School of M a n a g e m e n t mail ing list a n d 
make sure you' re first in line w h e n registra-
tion materials a re ava i lab le . A n d this fall you 
can register for School of M a n a g e m e n t Con-
ference on-line. All at the click of the mouse! 

Visit lawnschool.com 

(Sourc« 1 9 9 9 School of Manogement Attendee Survey) 

How To Contact Us 

8 0 0 / 4 5 6 - 0 7 0 7 

2 1 6 / 9 6 1 - 0 3 6 4 ( f a x ) 

For Registration Information 

Maria Miller 

9 3 % of 1999 School of Management At-
tendees told Lawn & Landscape magazine 
that the inaugural conference met their edu-
cational expectations. 

For Sponsorship Opportunities 

Cindy Code, Kevin Gilbride, 
Carl Hammer, Vince Ricci 

Maureen Mertz 
2 4 8 / 6 8 5 - 2 0 6 5 
2 4 8 / 6 8 5 - 2 1 3 6 (fax) 

http://www.lawnschool.com


ngineers always want to build a better 
mousetrap. No matter how good the 

design is, it can constantly be improved. 
When it comes to ergonomics, this is no 

different. Mower manufacturers have been 
improving on and continue to refine the 
design of their equipment so that it is e co -
nomically compatible with human capa-
bilities and limitations. 

Rather than design tools and tasks with-
out any thought to how the human fits in, 
ergonomics seeks to understand anatomy and 
physiology, and then design equipment to 
fit those requirements. According to Dan 

MacLeod, a consultant in ergonomics, the field provides a strategy for engineering design and 
a philosophy for good management. 

These concerns have become a key component in mower design. Manufacturers are now 
involved in identifying which body parts are sensitive to ergonomic controls, the disorders 
that can be caused by poorly designed equipment and how to improve upon the ergonomic 
development of mowers. 

While most ports of the 

body ore susceptible to 

cumulative trauma 

disorders, one key in 

preventing injuries is 

designing equipment that 

is adjustable to each 

individual operator. 

Photo: Scog 

A SENSITIVE TOPIC. In order to design equipment to better suit ergonomic needs, it is 
important to know exactly what areas of the body are sensitive to proper ergonomic design. 

"There are probably no body parts that aren't sensitive to proper ergonomics," MacLeod 
commented. "But the joints of most concern today are the wrists, elbows, shoulders, neck and 
lower back. People who work on their knees a lot might have problems there. If you walk a 
lot, especially on hard surfaces like concrete, you can have problems with your heels." 

"I think that just about all of the parts of the body are susceptible because any repetitive 

With ergonomics becoming a 

factor in mower dcsigny contractors 

should know their options when 

purchasing equipment 

B] 



mower erqonomics 

motion can strain body parts," added Don 
St. Dennis, managing director of corporate 
communications for The Toro Company, 
Bloomington, Minn. "If you continue to 
strain them, then you can intensify any 
problems." 

John Crowson, national sales and mar-
keting manager for Scag Power Equipment, 
Mayville, Wis., said that the parts of the 
body that may be affected varies widely with 
the type of product being used and the 
individual using it. 

"The back, shoulders, neck, arms, hands 
and legs can all be impacted by ergonomic 
designs," Crowson mentioned. 

Getting a little more specific, Deven 
McGhee, project engineer for Encore Manu-
facturing, Beatrice, Neb., commented that 
with walk-behind mowers, the most sensi-
tive area in the hands. 

"This includes hand position and the 
distance the hand has to travel," McGhee 
stated. "This also, in turn, affects the shoul-

12 Principles 
of Ergonomics 

1 . Keep everything in easy reach 
2 . Work at proper heights 
3 . Reduce excessive forces 
4 . Work in good postures 
5 . Reduce excessive repetition 
6 . Minimize fatigue 
7 . Minimize direct pressure 
8 « Provide adjustability and change of posture 
9 . Provide clearance and access 
1 0 . Maintain a comfortable environment 
1 1 • Enhance clarity and understanding 
1 2 . Improve work organization 

Provided by The Toro Company 

der. What helps prevent any problems is 
making the machines adjustable to the 
person's stature." 

McGhee also added that on riding 
mowers, the most stress can occur 
on the lower back area and the legs. 
"These crew members may sit for 
three or four hours at a time and 
they need comfort in the ride for 
that long of a period," he said. 

Because of these areas that are 
sensitive to ergonomic design, prob-
lems can occur such as wear and tear 
on the joints and the surrounding 
tissue, which are known as cumula-
tive trauma disorders, MacLeod 
commented. "Depending on the 
situation, non-ergonomic design can 
be inefficient, prone to mistakes and 
errors, and can also cause fatigue," 
he added. 

One of the most well known of 
these cumulative trauma disorders 

associated with ergonomics is Carpal Tun-
nel Syndrome. 

(continued on page 88) 

NEW BLUE DOUBLER' 

DOUBLER has always been the fastest, the lowest cost, and 
often, the only way to solve broken wire and water pressure 
problems or to add more valves. 
The new BLUE DOUBLER does all that the original did... PLUS! 

• Controls 2,3 or 4 valves separately with one wire and a common 
• Operates with ALL 24VAC controllers 
• Uses 90% less power and switches 4 times faster 
• Handles loads up to 10 amps 

Same Low Price • Same Great Quality • Same Easy Installation 
More Pressure and More Control Without Installing New Wires! 

DOUBLER, 
For more information on 
the all new Doubler®, call, write or fax: 

Transitional Systems Mfg. 
P.O. Box 3449, Yuba City, CA 9 5 9 9 2 

Phone: (530) 7 5 1 - 2 6 1 0 • Fax: (530) 7 5 1 - 2 5 1 2 
Doubler® is a registered trademark of TSM 

USE READER SERVICE #53 
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KWIKSLIP™ 
FITTINGS FOR GLUE TO SWING/ 

FUNNY PIPE 

Generous Lead-In 

Retaining Spikes 
Prevent Movement 
Under Pressure Surges 

WHY BUY TWO 
WHEN ONE WILL DO? 

Barbed Seal For 
Superior Leak 
Prevention 

I 1 Gusseted Branch 
For Added Strength 

—> Faster To Install 
—> No Threads To Leak 
—> Save $$ On Labor Costs 

Reduce Inventory 

Part No Description 
ST-005 1/2" Tee x Swing 
ST-007 3/4" Tee x Swing 
ST-010 1" Tee x Swing 

SC-101 3/4" Spigot x 1/2" Hub x Swing 
SC-131 1" Spigot x 3/4" Hub x Swing 
SC-168 1 1/4" Spigot x 1" Hub x Swing 

Ava i lab le to 
Wholesa le rs 
& Distr ibutors only 

Q)cuvfl/J 

I ) a w n I n d u s t r i e s , Inc . 4 4 1 0 N . W a s h i n g t o n St . D e n v e r , C O 8 0 2 1 6 
( 8 0 0 ) 3 2 1 - 7 2 4 6 F a x ( 3 0 3 ) 2 9 5 - 6 6 0 4 o r Vis i t - w w w . d a w n i n d u s t r i e s . c o m 

MADE IN I S A 

P a t e n t # 5 4 8 7 5 7 1 

USE READER SERVICE #55 

http://www.dawnindustries.com


You can't reinvent the wheel. 

But you can reinvent the price, 

$8,495 
Our lowest price in over a decade. 

With a 10-inch 
turning radius and 
small size, the 
F725 matches 
zero-turn mowers 
in trimming and 
trailering. Yet, 
with the precision 
of a steering 
wheel, it's far 
more productive. 

'Manufacturer's suggested promotional sale price subject to change without notice, 
and does not include dealer setup, freight or taxes. See dealer for details. 



Controlling weeds is serious business. You need a 

herbicide that always delivers. That's why we created 

Roundup PRO* herbicide. 

PROfornmce 
m TECHNOLOGY 

W i t h its PROformance Technology, Roundup PRO penetrates the leaves 

and roots of weeds faster. That means more complete weed control with 

no regrowth. Rainfastness in 1-2 hours for wider windows of application. 

No weed control callbacks. And lots of satisfied customers. 

Always read and follow label instructions. Roundup PRO* is a registered trademark of Monsanto Company. 
© 1999 Monsanto Company, pro-lco-99 



on your terms. 
c e T e c h n o l o g y m a k e s a l l t h e d i f f e r e n c e 

•jrw • ; , ^ • - ~ vana 
F o r all these reasons, Roundup PRO with PROformance 

Technology provides the weed control you need -

on your terms. For more details today, 

call I-8OO-ROUNDUP. 
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The 

Power Box Rake 

No Other Landscaping Device Does More. 

You can do this in 30 minutes! 
T r a n s f o r m wet , weedy, h a r d , rocky a n d e roded soil. . . 

Rake and windrow rocks, roots and trash. 
r Dry and condition the soil or instantly turn old lawns 

into perfect new seed beds. 

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

Glen mac 
PO Box 2135, Jamestown, ND 58402-2135 U.S.A. (800) 437-9779 

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

1 

mower ergonomics 
(continued from page 84) 

The Elements 
of Risk 

According to Dan MacLeod, an 
ergonomic consultant who 
conducted a study on 

ergonomics in the mower industry, 
several factors can increase the risk of 
developing a cumulative trauma 
disorder. A CTD can be described as 
wear and tear on the joints and the 
surrounding tissue because of 
overuse. The more factors that are 
involved and the greater the exposure 
to each, the higher the chance of 
developing a disorder. 

• Repetition- the number of motions 
made per day by a particular part of 
the body. 
• Force- the exertion requires to 
make these motions. 
• Static Load- Continuous loading 
of a muscle group. 
• Awkward Postures- The positions 
of the body that deviate from neutral 
in making these motions, primarily 
bent wrists, elbows away from their 
normal positions tat the side of the 
body, and a bent or twisted lower back. 
• Contact Stress- Excessive 
contact between sensitive body 
tissue and sharp edges or unforgiving 
surfaces on a tool or piece of 
equipment 
• Vibration- Exposure to vibrating 
tools or equipment, whether a hand-
held power tool or whole body 
vibration. 
• Temperatures- Exposure to 
excessive heat and cold. 

88 USE READER SERVICE # 5 7 
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mower ergonomics 

A common injury with walk-
behind mowers is Carpal 

Tunnel Syndrome, which is 
often caused by vibration, 

gripping, direct pressure on the 
wrist and repetitive hand 

motions. Photo: Toro 

"Carpal Tunnel Syndrome is one of the 
biggest problems and it primarily occurs 
with walk-behind mowers," McGhee noted. 

"One of the nerves that runs down the 

arm to the hands and fingers happens to 
pass through the Carpal Tunnel, which is a 
small channel in the wrist formed by bones 
on the back of your hand and the band of 

ligaments that goes across your palm," Mac-
Leod explained. "Under certain conditions, 
this nerve can be compressed or damaged, 
resulting in soreness, pins and needles in 
your fingers, weakness and other symptoms." 

MacLeod added that the conditions that 
can damage this nerve include vibration, 
constant gripping, direct pressure applied 
on the wrist - or even worse, using the hand 
as a hammer - heavy squeezing, working 
with a bent wrist, cold and/or repetitive 
hand motions. 

DESIGN AND DEVELOP. Several mower en-
hancements have occurred in the design 
process that have improved design from an 
ergonomic standpoint. 

"One of the big breakthroughs has been 
in the creation of the hydrostatic drive be-
cause it increases productivity and also gives 
the operator more maneuverability," 
McGhee explained. "Then workers don't 
have to spend as much time doing trimming 

INTRODUCING THE ALL NEW PV-II 
T H E S W E E P E R S A L T E R N A T I V E 

AA-T/VCH 
S P E C I A L I Z E D E Q U I P M E N T 

The PV-II is the #1 selling slide-in sweeper in America. 
More sweeping professionals prefer the PV-II than any 
o ther slide-in model on the market . But d o n ' t take 
our word for it. Ask our competitors. 

• Slide In Design ^ Q O O 
• Polyethylene Construction 
• Rust Free Hopper + TAX/DELIVERY 

1-888-922-8224 
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S o n a t i n a s 
Y O T L r u s t 
Gotta PLAY 

I > ± r " f c y . 

Maxi-Paw" just loves to play dirty 
in reclaimed, lake or well water. 
And like all Rain Bird* Impact Rotors, 
the Maxi-Paw: 

• is built tough 
• is simple to adjust 
• is easy to maintain 
• efficiently delivers superior 

coverage 

The Maxi-Paw also features readily 
accessible internals for quick, afford-
able service. At just $17.95*, achieve 
maximum impact with the legendary 
proven reliability of the Maxi-Paw. 
Nothing compares to a Rain Bird 
impact rotor. 
•Suggested 1999 List Price 

Rain^BIRD 
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k , SURF THE FULL LINE OF HUSTLER TURF EQUIPMENT 

^ arcali 1 - 8 0 0 - 3 9 5 - 4 7 5 7 

HUSTLER 
Out Hustle all the rest ' 
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S A V E S 
• TIME • MONEY • LABOR 

A LANDSCAPES DREAM 
TILL-A-MIX WILL DIG 
AND TILL EVEN IN CLUMPY 
SOIL CONDITIONS. IT 
PREPARES SOIL FOR SOD 
OR SEED. USE AS A 
FINISHING MACHINE FOR 
YOUR LANDSCAPE AREA. 

A GROWER'S MUST 
TILLS AND MIXES SOIL 
WITH PEAT MOSS, SAND, 
FERTILIZER OR OTHER 
SPECIAL BLEND. 
TRANSPORTS AND 
LEVELS SOIL. 

IT DIGS - TILLS - MIXES 

TILL A MIX EASILY REM0VABLE GRiLL AND BUCKET 

COOK S INC. C * L L ( 9 0 1 ) M 8 - 3 0 0 3 
886 RUSHMEADE RD F A X ( 9 0 1 ) 6 6 4 " 1 7 1 2 
JACKSON, TN 38305 email: cotoolco@usit.net 

or edging with hand-held equipment. A 
hydrostatic mower also offers additional 
flexibility." 

Specifically, in terms of the grip design 
on mowers, MacLeod listed a host of factors 
that have driven the need for change. 

"A variety of factors affect grip design," 
MacLeod remarked. "These include the size 
of the grip, the force required to squeeze the 
hand brakes, the lack of ability to vary the 
position of the hands (such as constantly 
having to keep hands in a gripping posi-
tion), the posture of the wrist, vibration 
transferred to the hand and pressure points 
that press into the hand - hard edges and 
narrow points of contact between the hand 
and the grip." 

He added that the height of the handles 
can also affect the posture of the wrist de-
pending on how tall the person is. 

St. Dennis explained that when it comes 
to new designs and developments, Toro 
starts with a safety committee that evaluates 
every project. 

"This means everything from trying to 
modify the height of 
mowers for the design 
to accommodating 
different body types," 
St. Dennis men-
tioned. "We don ' t 
make j ust one standard 
design because there is 
more than one-sized 
person out there." 

DECISION TIME. What 
should contractors 
look for when pur-
chasing a mower? 
What ergonomic 
needs should they be 
on the watch for? 
Manufacturers shared 
some ideas about what 
to buy. 

"Contractors need 
to look at the durabil-
ity of the mower," 
McGhee recom-
mended. "They need to evaluate the 
adjustability of the controls to see if they 
will meet the needs of their physical size. If 
they walk up to a machine and put their 
hands on the controls and they fit the hand 

One of the 
most well 
known 
cumulative 
trauma 
disorders, 
today, 
associated 
with ergo-
nomics is 
Carpal 
Tunnel 
Syndrome. 
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Cost Conditions 
n an ergonomics study conducted by a certi-
fied professional ergonomist, Dan MacLeod, 

the financial costs of poor ergonomics can be as 
severe to employers as the physical symptoms 
are to those affected. Cumulative trauma disor-
ders (caused by wear and tear on joints) can in-
crease costs in a variety of direct and indirect 
ways: 

1. Workers' Compensation - A growing por-
tion of workers' compensation payments are re-
lated to cumulative trauma of the lower back and 
upper limbs (lost time, medical treatment and 
disability costs). 
2 . Turnover- Dissatisfaction caused by fa-
tigue, working in uncomfortable positions and ex-
periencing symptoms of cumulative trauma may 

easily lead to increased employee turnover. 
3 . Absenteeism-Similarly, a common 
reason why workers are absent is that they 
are experiencing early stages of a cumulative 
disorder. Work that hurts is not satisfying. 
4 . Morale- Discomfort, aches and pains 
caused by poorly designed tools and worksta-
tions can affect morale. 
5. Quality of Service-People working at 
awkward and uncomfortable work stations or 
with poorly planned procedures are not in po-
sition to do their jobs "right the f irst time." 
Unsatisfactory work is more common. 
6 . Paperwork- The paperwork involved in 
handling cumulative trauma cases can also 
entail significant staff time and costs. 
7 . OSHA Fines- Some of the largest fines 
issued by the Occupation Health & Safety Ad-
ministration have concerned repetitive 
trauma and related record keeping. 

mower erqonomics 

well, then that is what they need to look at." 
St. Dennis explained that contractors 

need to find equipment that offers angles 
where the operator is the most comfortable. 
"Look for something that provides a certain 
amount of flexibility," he added 

McGhee added that contractors need to 
purchase equipment with good cushions on 
the seat of a riding mower. Also on riding 
mowers, it is important to have arm rests so 
all of the force isn't on the shoulder. These 
positions should be adjustable for different 
statures of people. 

"Contractors should look for mowers 
that deliver comfortable operation for their em-
ployees, which will minimize fatique and maxi-
mize productivity," Crowson stated. "Cutting 
all day long is physically demanding work. 
Keeping the operator safe and comfortable 
is the key to overall productivity." 0 ! 

The author is Assistant Editor with Lawn & 
Landscape magazine 

RODTWELL 
Advanced Irrigation Systems For 

Trees - Shrubs - Plants 

A d v a n c e m e n t s Include: 

• Deeper water penetration 
• Models avoid interference with lawn mowers, 

extending applications around trees located on 
the lawn 

• Easily connected to the automatic sprinkler system 
• Fast and easy installation 
• Delivers deep oxygen transfer 

www.rootwell.com (888) 766-8935 

G o t T H B 
I > ± i r t o n a n 

Impact 
Player? 

Rain Bird' Impact Rotors are known 
for their awesome performance in 
dirty water. And now we're looking 
for the best dirty water application 
stories starring Rain Bird's "Dirty 
Dozen" impact rotors. Got one? The 
top story will win a dozen hundred 
dollar bills ($1,200). The next 11 
mnners-up will each receive a dozen 
ten dollar bills ($120). To qualify as a 
potential Rain Bird "Dirty Dozen" 
winner, you must submit your story 
by September 30,1999. For all the 
down 'n' dirty details visit www. 
rainbird.com/rbturf, or your 
authorized Rain Bird distributor. 
Enter today. 

Rain^BIRD 
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M Ï V A I W ) 

THE BEST WAY TO 

MOVE YOUR BUSINESS 

F O R W A R D IS TO HAKE 

SURE YOU DON'T 

GO BACK. 

The rules are simple. Keep your customers 

happy and you keep moving forward. 

Otherwise, you go directly to a callback. And 

the more you go back, the harder it is 

to get ahead. But one application of MERIT® 

Insecticide is all it takes to control grubs and 

callbacks. And fewer callbacks mean more time, 

money and labor you can use to move your 

business forward. Which puts you ahead of the 

game. For more information, contact Bayer 

Corporation, Garden & Professional Care, Box 

4915, Kansas City, MO 64120. (800) 842-8020. 

www.protect-your-turf.com 

B a y e r ® 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
O 1998 Bayer Corporation Printed in USA 99S19A0I78 
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Monitoring the 
landscapes moisture 
is a key element to any 
successful irrigation 
system. 

By Angela Dyer 

hen it rains, it pours. But when it doesn't rain, an irrigation system is a con-
tractor's answer to regulating landscape moisture. A key to having an efficient 
irrigation system is being able to monitor the landscape moisture levels in order 
to keep plant material in perfect health. 

"It is important to monitor landscape moisture to determine if you need to make 
adjustments in your irrigation system," explained Takeshi Yamamoto, irrigation 

division manager at Del Conte's Landscaping, Fremont, Calif. 
Ken Peshka, service manager at Cascade Lawn Sprinkling, Ada, Mich., explained the 

biggest importance to monitoring soil moisture is that grass is a cool-season plant and it will 
go dormant during dry spells. 

"Grass needs moisture or it will shut itself down," he noted. 
Both contractors and manufacturers defined the importance of frequent moisture 

monitoring along with how to make 
an adjustment, when needed, in the 
irrigation system. 

METHOD FOR MEASURING. Contrac-
tors have many ways of keeping track 
of the moisture in a landscape. Some 
prefer the soil probe method while 
others opt for high-tech solutions. 

"We use conventional soil probes," 
(continued on page 96) 

Monitoring landscape moisture is important for determining when adjustments 
need to be made to an irrigation system. Photo: Bob Hobar 
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G E T R E A L ! 

Still think nothing can beat the 205 Series valves? Well, check this out: Our new 2500 
Series has a double-beaded diaphragm, ergonomic flow control handle, stainless steel 
metering system, captured screws and improved internal bleed. Welcome to the future! 

I r n t r o l . 
SYS I IMS 

B E Y O N D T H E E X P E C T E D 
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landscape moisture 
(continued from page 94) 

remarked Yamamoto. "This method is 
mosdy through visual observation. The 
probe pulls a Vi-inch diameter of soil out of 
the ground so the contractor can see how far 
the moisture has gone through the soil. It's 
a more subjective method. It's one of those 
things where you just know what you are 
looking for based on past experience." 

David Wickham, president of David 

Wickham & Associates, Lake Mary, Fla., 
believes that using an irrometer is the best 
way to measure moisture. 

"Using an irrometer is one of the better 
ways to measure and it also is the best 
known," Wickham commented. "It's ben-
eficial if you have a large irrigation area like 
a commercial park or even a golf course. In 

(continued on page 98) 

Today's 
Technology 

A common way of monitoring 

the moisture in any landscape 

is simply observing the plant 

material with the naked eye. 

However, this method requires years 

of experience and knowledge in the 

green industry. According to 

Environmental Sensors, Escondido, 

Calif., there is now a more scientific 

way to check the landscape's 

moisture level. 

Based on a technology known as 

Time Domain Transmissometry, Gro-

Point is a portable sensor that offers 

an immediate response to changes in 

soil moisture. TDT technology 

measures the time that an electro-

magnetic wave travels along a given 

length of transmission line in the soil. 

This wave signal travels at different 

rates in wet soil and dry soil, then it 

is measured at the other end of the 

line from the transmitter. This wave 

will measure differences in the soil 

moisture up to 3 inches from the rods 

along all sides. The sensor can simply 

be installed in the landscape's root 

zone, and the percentage of soil 

moisture will appear on the display. 

A similar technology, Time Domain 

Reflectometry, is the underlying 

technology that provides moisture 

profiling capabilities in a broad range 

of soils. TDR technology also 

measures the time a fast pulse edge 

takes to travel along a section of 

transmission line, however, TDR is 

based on a reflected wave and the 

time measure in a two-way or round-

trip travel time. - Angela Dyer 
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landscape moisture 
(continued from page 96) Percentage Perception 
this case, it's good to have one irrometer for 
each irrigation controller." 

According to the Weather Systems Com-
pany, Santa Clara, Calif., an irrometer op-
erates on the tensiometer principle, which is 
different from systems that measure percent 
moisture. The irrometer consists of a sealed, 
water-filled tube equipped with a special 
vacuum gauge. A porous tip is installed in 
the ground at desired root-zone depths. In 
dry soil, water is drawn out of the instru-
ment, reducing the water volume in the 
instrument and creating a partial vacuum, 
which is registered on the gauge. The drier 
the soil, the higher the reading. 

Using a different method, Peshka puts 
his customers in charge of watching their 
own landscapes. He explained that when 
the grass is too dry, it gets a purple haze and 
the customers know to watch for this. 

"I have customers in charge of their own 
irrigation systems," Peshka noted. "I set up 

(continued on page 100) 

According to Environmental Sensors, Escondido, Calif., moisture readings must be interpreted for 
site-specific conditions. The following percentages are the actual figures the moisture sensor 
reads. When checking levels, the field capacity percent is the maximum amount of water a soil can 
hold. The permanent wilting point is the level where the plant will die from a lack of moisture. 
Available moisture content is the field capacity percent minus the permanent wilting point. 

SOIL FIELD PERMANENT AVAILABLE 
TYPE CAPACITY PERCENT WILTING POINT MOISTURE CONTENT 

Sand 10 4 6 
Loamy Sand 16 7 9 
Sandy Loam 21 9 12 
Loam 27 12 15 
Silt Loam 30 15 15 
Silty Clay Loam 36 20 16 
Clay Loam 32 18 14 
Sandy Clay Loam 29 18 11 
Sandy Clay 28 15 13 
Silty Clay 40 20 20 
Clay 40 22 18 

Source: Bltine Hanson, Ph.D., Extension Irrigation and Drainage Specialist at the University of California at Davis 
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Pennington Plantation received the number one ranking for Mean Turf grass Quality 

ratings of Tall Fescue Cultivars grown in full sun at 21 locations in the U.S. and was 

ranked in the #1 performing group in 40 out of 44 tables - or 91% of the time (1997 

data based on 1996 National Tall Fescue Test results). Plantation repeatedly outperformed 

Rembrandt, Millenium, Rebel Sentry, Crossfire //, SR 8210 and a total of 124 other 

g'asses. For Turfg'ass quality, there's no beating Pennington Plantation. 

For all your turfg'ass needs, be sure to specify Penningon Plantation. If it's 

Penningon Seed, you know that quality is in the bag. 

PENNINGTON SEED. QUALITY YOU CAN TRUST. PiKKIHITU 
CALL PENNINGTON SEED AT 1-800-277-1412 FOR A DISTRIBUTOR NEAR YOU • u-ww.penningtonseed.com 

*Mean Turfgrass Quality ratings of tall fescue cultivars grown in full sun at 27 locations in the U.S. LSD values 1-4/129 
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landscape moisture 
(continued from page 98) 

the timings on each zone and as the land-
scape becomes drier, the length of the appli-
cation needs to increase." 

He added that some of the probes on the 
market can cause an added expense to the 
customers, which can be a big factor in how 
the moisture is monitored. 

Another option on the market now is a 
moisture sensor designed to measure the 
water content of the soil to find the trends 
of where the moisture is in the soil, accord-
ing to Jan Windscheffel, sales and marketing 
manager for agricultural products, Environ-
mental Sensors, Escondido, Calif. 

"A sensor is a way to make sure that the 
adequate amount of water is being supplied 
and that the plants are not being over-wa-
tered," said Windscheffel. 

"This will work like radar in the soil," 
Windscheffel mentioned. "It measures the 
moisture in the radius of the sensor to about 
2 or 3 inches. It can be integrated into an 
irrigation system where it will help make the 

decision whether or not the land-
scape needs irrigation." 

He added that on a commer-
cial building's irrigation system, 
for example, the sensor will check 
the moisture before the system 
starts to make sure the soil can 
hold that amount of moisture. 

FREQUENCY FACTOR. No matter 
what method a contractor uses, 
following through on a moni-
toring schedule is important to 
the health of the plant material. 

When the contractor is moni-
toring on a regular basis, it is 
often necessary to use a more • • • 
exact method than just looking 
at plant material to determine if the soil will 
require moisture. 

"Contractors have to measure the mois-
ture in the soil," Wickham suggested. "It 
takes a lot of experience to look at the actual 

A key to 

having an 

efficient 

irrigation 

system is being 

able to 

monitor the 

landscape 

moisture levels 

in order to 

keep plant 

material in 

perfect health. 

plant material and determine 
the moisture content." 

Yamamoto explained that to 
some degree a contractor can 
check the moisture level by look-
ing at the plant, but it isn't a 
tell-all method. 

"Contractors could easily be 
severely overwatering and the 
plants would still look good for 
quite awhile," Yamamoto said. 
"This means that they may not 
even realize the damage being 
caused, such as root damage. 
This method is acceptable for 
the short term, but contractors 

• • have to measure soil for long-
term monitoring. Contractors 

often over-water and it isn't obvious right 
away. This is unlike underwatering, which 
is apparent by looking at plants if there is 
too little moisture." 

(continued on page 102) 
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From Tree Tech Microinjection Systems comes a 
full line of nationally labeled pesticides and fertilizers 

in leakproof microinjection units. 
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landscape moisture 
(continued from page 100) 

"Our account managers monitor on a 
regular basis - about twice per month," 
Yamamoto remarked. "Then we get feed-
back so we can adjust the controller." 

According to Windscheffel, if a sensor is 
connected to an irrigation controller, then 
it can be set to check the moisture level twice 
each day, if necessary. 

Monitoring should be an ongoing pro-

cess with irrigation, according to Peshka. 
"During rain spells, customers may need 

to shut the system down," Peshka added. 
"We have to tell customers what their soil 
type is because this will be a factor in how 
much water the landscape needs." 

AN ADJUSTMENT PHASE. When contractors 
are out on the properties taking measure-

800-347-4272 • www.rainaid.com 
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Call Today 
For a FREE 
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ments and checking plant material, it is 
important to know the range that soil mois-
ture levels can fluctuate before a change 
needs to be made. 

"If you rate the levels of moisture as 
'bone dry' being a one and 'super saturated' 
being a 10," Peshka noted, "the moisture 
level should be right in the middle, around 
five, but it could drop to even a three or four 
without being too damaging." 

Windscheffel recommended placing a 
sensor in an area that has the highest mois-
ture demand and tying the application of 
water to that area's need. This will keep any 
plants from being underwatered. 

"The range of soil moisture depends on 
the soil type," Windscheffel mentioned. "A 
general range is about 3A to 2 inches of water 
per foot of soil. However, in the top 6 inches 
of soil, some types can hold more than an 
inch of water each day and some as little as 
lA inch. 

"With some sensors, contractors mea-
sure the volumetr ic water and soil," 
Windscheffel added. "On a typical loam 
soil, you need to maintain 25 to 30 percent 
of volumetric soil moisture. Clay soils re-
quire a higher percent and sandy soils need 
less to maintain optimum growth." (see 
sidebar, page 98) 

When a contractor determines that the 
moisture level is not in the proper range for 
a certain soil type, it's time for a change. 
Fixing a soil problem is often as easy as 
changing the controller program. 

"Fixing a problem can be this easy, but it 
really depends on the specific situation," 
Wickham stated. "Sometimes I can simply 
adjust the irrometer." 

Yamamoto agreed that dealing with 
moisture problems often a simple matter of 
controller adjustment. 

"However, sometimes within one zone 
where you have a controller, there may be 
different watering needs in that area," he 
remarked. "This becomes a distribution 
problem because some spots may need more 
water while some may need less, but those 
areas might be in the same zone. When this 
happens, contractors may have to make 
adjustments by adding or removing sprin-
klers to get the proper distribution." D! 

The author is Assistant Editor of Lawn & 
Landscape magazine. 
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trailers 

Trucks get all of the 

attention, but oftentimes 

it's the trailers that do the 

real work. 

By Bob West 

rucks are fun to talk about, right? They're 
big, powerful and considered very mas-

culine, which makes them a real hit in the 
landscape industry. 

But while contractors may focus heavily on 
their trucks, it's actually the trailers attached to 
those trucks that do the real work hauling equip-
ment from the shop to the job and back each day. 
And, as more contractors take long-term views of 
their equipment expenditures and see trucks and 
trailers as true investments, the industry is mov-
ing away from traditional trailers and purchasing 
more chassis-mounted bodies, enclosed trailers 
and enclosed truck hauling setups. 

A survey conducted via Lawn & Landscape 
Online found that 41.4 percent of respondents 
favor traditional open-style trailers with rear 
gates and 37.9 percent use enclosed trailers, 
which shows how popular enclosed trailers have 
become in the industry. 

PUT ON THE ROOF. 'I started my company after 
working for a larger company where we used all 

(continued on page 106) 

Using an enclosed trailer for transporting equipment gives contractors a 
mobile billboard projecting a professional image through the neighbor-
hoods they work in. Photo: Wells Cargo 

WELLS CARGO ELKHART 
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trailers 
(continued from page 104) 

open-sided trailers," noted Mark Smith, 
president, Environmental Design Land-
scape, Charlotte, N.C. "The problem with 
those trailers is protecting the equipment, 
keeping it dry and keeping water from get-
ting into the fuel and the fuel systems. 

"You can put plugs on the spouts and 
caps on the vents, but those are only as good 
as the people putting them on. Then, when 
you have a cold day, the moisture collected 
in the carburetor will freeze up and the 
equipment won't start," continued Smith, 
adding that he only uses enclosed trailers 
now for his company. "Enclosed trailers 
cost a little more, but the cost is inconse-
quential because of the savings we get pro-
tecting the equipment and the protection 
from vandalism or theft as well." 

Randy Lewis, national sales manager, 
Featherlite Trailers, Cresco, Iowa, pointed 
out that contractors can take advantage of 
the enclosed sides of a trailer for tremendous 
marketing opportunity. 

"An enclosed trailer with a professional 
vehicle presents a quality image of a com-
pany as it's moving down the road," Lewis 
observed. "It's basically a traveling billboard 
once the contractor adds graphics, the 
company's name and its phone number. 

"Plus, the enclosed sides essentially give 
contractors a garage on wheels that they can 
move, park, lock and leave secure when 
going into a restaurant for lunch or when on 
the job working," added Lewis. 

Tony Bass, president of Bass Custom 

Landscapes and Super Lawn Trucks, 
Boanire, Ga., speaks from experience when 
he talks about switching over to enclosed 
vehicles for transporting equipment. 

"I wanted to eliminate trailers entirely 
from my business and use a heavier duty 
truck designed for commercial applications," 
reasoned Bass when recalling his switch 
from open trailers to enclosed truck bodies 
mounted on a chassis. 

"The key difference between open and 
closed trailers is the marketing potential, 

The chassis-mounted landscape 
bed style of trailers seen here 
has become particularly popular 
with contractors in the 
Southeast as it offers better 
vehicle maneuverability in tight 
areas. Photo: Wil-Ro 
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with security coming in a close second," 
Bass continued. "Putting a company's name 
and phone number in such a visible spot as 
the side of a truck helps potential customers 
find you. Plus, the company also stands to 
make a huge impression on the general 
public by not exposing itself to other risks 

associated with mo-• • • • • • • 

While 
contractors 

bilizing equipment 
like having equip-
ment fall off trailers 
or giving a sloppy 
image of your com-
pany." 

Larry Hemmer , 
midwest sales man-
ager, Wells Cargo, 
Elkhart, Ind., noted 
additional benefits to 
using enclosed trail-
ers vs. open trailers. 

"In order to re-
duce labor or driving 
time, some compa-
nies will use one truck 
to drop off a couple 
of trailers on large jobs 
where the crews will 
work all day," Hem-
mer c o m m e n t e d . 
"That way the entire 
crew isn't being paid 
to drive from the shop 
to the job, and then 

the truck can just come by at the end of the 
day and bring the trailer back to the shop." 

"Also, brake replacement is a big issue on 

• • • • • • 

Trail Blazers 

A survey of 1,000 Lawn & Landscape readers focused on fruck and frailer preferences, 
and here are some of fhe findings: 

When asked whaf size frailer fhey prefer fo operafe, 35.6 percenf responded fhaf 
fhey prefer 7-foot by 16-foot unifs. This was closely followed by 6-foot by 10-foot models 
(31.9 percenf) and 8-foot by 20-foot models (29.8 percenf). 

Respondenfs were also asked whaf fhree factors have fhe greafesf impacf on fheir 
frailer purchasing decision, and here's whaf fhey said wifh fhe percenf of respondenfs 
naming each cafegory as one of ifs fop fhree: 

Trailer size 

Price 

Tow rating 

Image trailer conveys of company 

Warranty 

Dealer location 

Theft protection 

Brand loyalty 

7 8 . 7 % 

6 1 . 7 % 

Source: Lawn & Landscape Online Reader Poll 

trucks towing trailers all day," added Bass. 
"And a driver can operate a vehicle with a 
cab-over design and an enclosed body in a 
much smaller area than he or she can with a 
half-ton pickup truck and a trailer." 

TRAILER TIME. When it comes to using open-
style trailers to transport equipment, some 
contractors have found a successful solution 
by mounting a landscape bed directly on the 
chassis of a truck. 

"Our most popular length bed is the 14-

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.& D/A. WEISBURGER, INC. 
DEfENDÄlE SERVICE SINCE 1915 

(^ytKU^to^toe^ 

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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trailers 

foot model, and then we add a 5-foot dove-
tail slanting down to the ground to the end 
of that and a 4-foot drop down ramp," 
noted Terry Whitaker, sales manager, Wil-
Ro, Gallatin, Tenn. "Springs can then be 
added to the ramp's hinging system to assist 
technicians in lifting the ramp each time 
they load equipment to reduce worker's 
compensation claims." 

Nancy Hammond, fleet account man-
ager for Peterbilt Carolina, Charlotte, N.C., 
said landscape beds as Whitaker described 
are increasing in popularity in her market 
and throughout the southeastern part of the 
country. 

"Contractors really like the flatbed style 
with a 12- or 18-inch high side that can fold 
down," Hammond related. 

"Incorporating the drop-down sides lets 
contractors use a forklift for loading and 
unloading plant materials or pallets of sod," 
noted Whitaker. 

"Eliminating the trailer entirely saves 

DumpTrailers 

These units provide the capabilities of using many different style containers, i.e. open top (in 
sizes from 6 cubic yards up to 25 cubic yards), tool cribs (for on-site storage) and recycle-style 

containers. Also available are flat deck equipment carriers in sizes from 8 feet by 10 feet up to 8 
feet by 16 feet for hauling anything from lumber and supplies to front loaders and tractors. 

The units (containers/decks) roll completely off the trailer or truck and may be left at any 
location, giving contractors the convenience of having multiple containers at various job sites and 
the luxury of picking them up and hauling them to the landfill whenever necessary. 

The trailer-style models hydraulic lift and winch is powered by a gasoline engine, while the truck-
style models hydraulic lift and winch is powered by the PTO unit of the truck. Two control handles 
make operation very simple in that one-handle raises and lowers the tilt frame and the other handle 
operates the winch (on and off of fhe container). These units raise to an angle of approximately 52 
degrees, which will easily dump most any type of debris. 

The payload of the trailer models is about 3!4 tons, while the payload of the truck models depends 
on the chassis and gross vehicle weight of the truck. A minimum %-ton truck is required for pulling 
the trailer-style models, while a minimum 1-ton truck is required for mounting a truck hoist. No 
commercial dirver's license is required to operate and transport any of this equipment. - Holt 
Specialty Equipment, Eagleville, Tenn. 
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trailers 

Have any questions 
about trucks or trailers 

to ask contractors? 

the contractor some money and mainte-
nance time in terms of insurance, tires, tags 
and wiring, and there's less maintenance 
required for bearings, breaks and shocks 
with a chassis-mounted trailer," added 
Hammond. "Plus, it's much easier to ma-
neuver a truck with a mounted bed around 
a culdesac than it is to do when pulling a 
loaded trailer." 

Even after deciding on a trailer style to 
employ, contractors have some decisions to 
make in terms of outfitting trailer with various 
accessories. 

• • • • • • • 

Eliminating 
the trailer 

"Contractors have a number of options 
from installing heavier duty plywood side 
wall lining to tie down systems that secure 
equipment in place for transportation and a 
number of options for the floor deck," re-
marked Hemmer. 

"We recommend contractors use a metal 
floor for the trailer to 
make it easy to wash 
out any gas or oil spills 
or grass clippings and 
dirt that accumu-
lates," added 
Hammond. 

ON THE PRICE TAG. So 
many marketing, 
theft protection and 
functionality benefits 
don't come without a 
price, of course, so 
contractors can ex-
pect to pay more for a 
c h a s s i s - m o u n t e d 
trailer bed or enclosed 
trailer than they 
would pay for a tradi-
tional, open-style 
unit. 

nance time in 
terms of 
insurance, 
tires, tags and 
wiring, and 
there s less 
maintenance 
required. ' 

"A %-ton pickup 
truck and a 16-foot 

trailer will probably cost about $25,000 for 
a contractor, whereas a cabover body and a 
mounted body will cost about $27,000," 
recognized Whitaker. 

Hammond agreed that a landscape bed 
costs about $3,500 on average, and even 
those models can be enclosed for an addi-
tional $2,000 to $3,000 depending on the 
whether the sides are made of aluminum 
(which is less expensive) or fiberglass rein-
forced panels (which is more durable). 

Meanwhile, purchasing an enclosed 
trailer, which most manufacturers say will 
last eight to 10 years, to pull behind a 
pickup truck can cost anywhere from $7,500 
to $12,500 for a 20-foot model. ID 

The author is Editor 0/Lawn & Landscape 
magazine. 

ViHt on/I weAtite! 
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ANYBODY 
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PUT 
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TUFLEX MANUFACTURING CO. 
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landscape fabrics 

One function landscape fabric serves is weed control. When it is used in 
this capacity, it should separate the mulch from the soil and limit the 
maintenance required for beds. Photo: Reemay 

Landscape 

fabric} with its 

many functionsy 

can offer value 

to the landscape 

contractor. 

he green industry typically isn't 
the first that comes to mind 
when thinking of industry 

workers who may have an eye 
for fabric. In actuality, landscape 

contractors do need to be fabric savvy -
with landscape fabric, that is. 

There are many choices of fabric on 
the market today and several purposes it 
can be used for - weed control, erosion 
control and soil stabilization, for start-
ers. 

With these numerous options avail-
able, contractors need to be aware of 
what functions fabric can serve, which 
materials are suited for what applica-
tions and the steps to follow to make a 
fabric installation a success. 

By Angela 

Dyer 

FUNCTIONAL FABRIC. Among the many 
functions that fabrics serve, contractors 
often use them primarily for weed control and erosion control. 

"Landscape fabrics should be used to block weeds in landscape areas, around trees and 
under decks," Wright suggested. "If permeable enough, fabric may be used behind retaining 
walls for soil retention or under brick or block patios and walkways for stabilization. It can 
also be part of a blind drain system or used to wrap corrugated drain pipe to eliminate soil 
clogged drains. Most landscape fabrics must be covered with mulch or stone so this 
requirement sometimes limits its use." 

Livingston added that fabrics definitely cut down on the maintenance hours needed for 
weed control. "Fabrics are woven in a way to let the water and air move through them," he 
noted. "Because of this, materials can be very useful for someone who doesn't mind the 

(continued on page 112) 

www.lawnandlandscape.com 

http://www.lawnandlandscape.com


I l U i m V J A I I M A A A t A 

• H I l ^ r m i I t f W U I f V 

Online Trade Show 
www.lawnandlandscape.com 

S 
LOADERS 

http://www.kanga-loader.com 

R e i n c o 
HYDROGRASSING AND POWER M ILCHING MACHINERY 

http://www.reinco.com 

^ÊBBxetBmblic 
http://www.softwarerepublic.com 

CENTRAL PARTS WAREHOUSE 
"SNOWPLOW PARTS SPECIALISTS'- SINCE 1980! 

http://www.centralparts.com 

fntermec 
http://www.intermec.com A UMOVA Company 

Norand Mobile Systems 

FIBERGLASS PRODUCTS 

http://www.tuflexmfg.com 

http://www.heftee.com 
SI front 

runner 
LOEGERING N:\AiHOLLAI\D 

http://www.newholland.com http://www.loegering.< 

l 
http://www.frontrunnertech.com 

Automated Materials 
Application System 

http://www.blotech.com 

WALKERTT^MOWERS 
http://www.walkermowers.com fa 

http://www.toro.com 

http://www.wellscargo.com 

iCDELrfi http://www.planthealthcare.com 

m * - s 

FiNN 
CORPORATION 

http://www.finncorp.com 

W.E. can help you out iti!! 

http://www.wechapps.com 

¡CENTURY RAIN AID! 
http://www.rainaid.com 

^BRI-MAR 
— ^ • ¡ ^ • ^ • i MANUFACTURING INC 

3£ Hp re s5 ß/ower 
http://www.expressblower.com 

http://www.bri-mar.com 

Gtmm 
http://www.goossen.com 

n i i / i r n i f / i n n r n 
m ss X sss s — - -

M J I S I I L . U U U i f L.IM 
The World's Fastest Lawn Mower 

http://www.dixiechopper.com 

i 
Lofts Seed 

WEISRjDRGERGreen 

http://www.weisburger.com 

Where Great 
Grass Begins 

http://www.turf.com 

li Autodesk 

PRO 
Landscape 

Creative curb 
http://www.ccurb.com 

American 
Excelsior 
Company 
E A R T H S C I E N C E D I V I S I O N 

http://amerexcel.com/erosion.html 

shindaiwa 
c i t a u i 

http://www.shindaiwa.com 

http://www.autodesk.com/prolandscape 

ICQ mo L 
http://www.olyola.com 

S U P 
http://www.clip.com 

Contact your account manager today to be a part of the show, 800-456-0707. 

http://www.lawnandlandscape.com
http://www.kanga-loader.com
http://www.reinco.com
http://www.softwarerepublic.com
http://www.centralparts.com
http://www.intermec.com
http://www.tuflexmfg.com
http://www.heftee.com
http://www.newholland.com
http://www.frontrunnertech.com
http://www.blotech.com
http://www.walkermowers.com
http://www.toro.com
http://www.wellscargo.com
http://www.planthealthcare.com
http://www.finncorp.com
http://www.wechapps.com
http://www.rainaid.com
http://www.expressblower.com
http://www.bri-mar.com
http://www.goossen.com
http://www.dixiechopper.com
http://www.weisburger.com
http://www.turf.com
http://www.ccurb.com
http://amerexcel.com/erosion.html
http://www.shindaiwa.com
http://www.autodesk.com/prolandscape
http://www.olyola.com
http://www.clip.com


(continued from page 110) 

expense and wants the maintenance help." 
To determine when landscape fabrics are 

required on jobs, contractors must understand 
what types of jobs require fabric installations. 

According to Jane Wright, business unit 
manager for Reemay, Old Hickory, Tenn., a 
primary function of fabric is to block weeds, 
thus minimizing maintenance in the landscape. 

"The fabric should act as a separator," 
Wright explained. "In the case of beds, it 
offers weed control. In drainage, it is sepa-
rating soil from pipes or fields. Under walk-
ways, it is separating the soil or sand from 
brick or block." 

"We use fabric primarily for weed con-
trol in our nursery and for under hardscapes 
likes patios and walkways," commented 
Hendrikus Schraven, president of Hendrikus 
Schraven Landscape Construction & De-
sign, Issaquah, Wash. "We use it under 
patios so customers won't have large weeds 
like dandelions coming through any cracks 
in the hardscape." 

Material Mishaps 

Just as landscape fabrics have many purposes-weed control, erosion control and soil 
s tab i l izer- there are many mistakes contractors can make when installing the material. 

"The most common mistake made by contractors is buying a fabric based on price alone," 
stressed Jane Wright, business unit manager at Reemay, Old Hickory, Tenn. "To ensure maximum 
efficiency, the fabric must be strong enough to block weeds, yet porous enough to ensure the 
passage of necessary water and nutrients." 

According to Patrick Blackburn, national sales manager for Fabriscape, Chicago, III., occasionally 
contractors think fabric will kill the weeds when that isn't its purpose. 

"Contractors need to be sure to lay the material gently around the plant material," Blackburn 
added. "Also, for fabrics that aren't treated against ultraviolet rays, be sure to put down a lot of 
mulch or stone on the top of the material. If sun rays can get to the fabric, the ultraviolet rays will 
damage the fabric and cut down on its life expectancy." 

The landscape bed needs to be raked very smooth, added David Livingston, president of Green 
Earth Services, Columbia, S.C. This wil l reduce the chances of any weeds coming up out of the 
ground and into the fabric. 

" I t 's also important not to overlap too much," Livingston said. "Material shouldn't overlap more 
than 6 inches. If it does, it wil l hurt the potential water and air penetration to the roots." 

Along those lines, Blackburn also pointed out that that it is necessary to overlap some so that 
mulch or stone won't get in the seams between the fabric. - Angela Dyer 
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David Livingston, president of Green 
Earth Services, Columbia, S.C., uses fabric 
as a weed barrier under mulch. 

"We also use it for erosion control under 
stones by a drainage ditch, for example," 
Livingston stated. "First, we cover the ground 
with the fabric, then we lay stone down. 

"Fabric can also be used for slope stabi-
lization," he continued. "You can just pin 
fabric to the slope and this slows down 
erosion and keeps the ground in place." 

Contractors need to control erosion be-
fore it gets started, according to Todd Croke, 
assistant manager of technical services at 
North American Green, Evansville, Ind. 
"You want to stop it as soon as possible. 
That is when you want to use erosion con-
trol fabric." 

A MATTER OF CHOICE. Once a decision has 
been made as to whether or not fabric is a 
necessary element of a landscape job, it's 
time to choose a fabric. 

"Certain fabrics are better for different 
applications," mentioned Patrick Blackburn, 
national sales manager for Fabriscape, Chi-
cago, 111. "For good weed control, contrac-
tors may want a spun-bond material. If the 
fabric will be exposed to the sunlight, con-
t rac tors may 
want to use a 
material with 
an ultraviolet 
s t a b i l i z e r , 
which is usually 
a woven mate-
rial." 

"Woven ny-
lon fabrics are 
popular fabrics on the market," Livingston 
echoed. "There are other synthetic materials 
available as well, such as rayon." 

Wright explained that many landscape 
fabrics are made from polypropylene even 
though the manufacturing process for them 
will vary. When contractors are trying to 

make their fabric selection, she suggested 
four considerations. 

"First, the fabric must be permeable 
enough to pass moisture easily. This also 
prevents the wash-off of mulch," Wright 
recommended. "Second, fabric must have 

Price is always a factor in any decision and fabric 
is no different. For erosion control blanketsy 

Croke said the installed price may range any-
where from 45 cents to $7 per square yard. 

good tear strength to survive the rigors of 
installation. Third, its apparent opening 
size must be uniform in coverage to prevent 
weed penetration, and, finally, fabric must 
have good puncture strength to prevent 
rupture when loads are placed on it." 

Another consideration when choosing 
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the right material is the slope of the ground 
on which the fabric will be applied. 

"You have to know what type of applica-
tion the fabric is going to be used for before 
you purchase it," Blackburn pointed out. 
"For example, if the area is sloped, you will 
want a non-woven material for weed con-
trol because it will attach better to the 
ground. If you are placing the material on a 
level area, you may want a spun-bond mate-
rial because it has less 'grab' to it." 

When choosing a fabric specifically for 
erosion control, Croke explained some avail-
able options. 

"Products are temporary or permanent. 
You can use the temporary blankets in situ-
ations where vegetation would eventually 
be used for erosion control and the blanket 
is only necessary to get it started. The per-
manent variety is used to reinforce and aid 
the vegetation in erosion control," he noted, 
adding that the temporary blankets are ei-
ther photodegradable or biodegradable. 

'If the fabric will be exposed to the sunlighty 

contractors may want to use a material with an 
ultraviolet stabilizer; which is usually a woven 
material.y - Blackburn 

C r o k e 
added that 
fabrics are 
made of a 
polypropy-
lene netting 
and can 
have either a 
straw or coconut fiber, or a combination of 
both. Another option is a natural fiber net-
ting for environmentally-sensitive areas. 

"The coconut or straw fiber reduces the 
impact of raindrops on the ground," Croke 
remarked. "Since straw or coconut is part of 
the blanket and not just loosely thrown 
down on the ground, the water won't wash 
the straw or coconut away, which would 
mean the contractor would have to come 
back two or three more times and re-apply 
it. The straw or coconut also helps retain 
heat and moisture on the soil surface." 

Price is always a factor in any purchasing 
decision, and fabric is no different. For 

erosion control blankets, Croke said the 
installed price may range anywhere from 45 
cents to $7 per square yard. 

According to Blackburn, depending on 
the fabric type, pricing could range from 4 
to 10 cents per square foot. 

Livingston also mentioned that to install 
fabric, he has encountered prices as low as 
20 to 30 cents per square foot. 

TRICKS OF THE TRADE. After all of the options 
have been weighed and a final decision 
made, the installation is all that is left. Easy, 
right? It can be if the proper steps are taken. 

(continued on page 131) 
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L&L looks back 

As Lawn & Land-

scape magazine begins 

its 2&h year of 

publishing, we will be 

presenting a look back 

at the industry over 

the last two decades by 

revisiting some of the 

articles published in 

the pages 0/Lawn & 

Landscape soon after 

its inception. 

What DoYouThink? 
u 

• ave you watched the profes-
I sional lawn care, landscape and 

irrigation industry grow up over the 
last 20 years? If so, do you have any 
thoughts on what have been the most 
important changes - for better or for 
worse - that have occurred in that 
time? Or do you want to share your 
thoughts on what are the most 
important issues and challenges facing 
the industry as a whole for continued 
success in the next 20 years? 

Let us know by faxing us at 216/961-
0364 or e-mail us at bwest@gie.net, 
and we'll share them in a future issue. 

hile Lawn & Landscape got its start 
as American Lawn Applicator\t\. 1980, 

our current owner, GIE Publishers, 
also started a green industry publica-

tion in December 1981. ALA was eventually 
merged with Lawn Care Professional after we 
acquired ALA. 

A survey presented in the January 1983 issue 
of Lawn Care Professional noted that 64 percent 
^ ^ ^ ^ ^ ^ ^ ^ of all lawn care businesses 

averaged less than $50,000 
in business in 1981, with 
78.5 percent of them doing 
so prof i tab ly . (Lawn & 
Landscape's 1998 market re-
search found that just 9 per-
cent of the industry did less 
than $50,000 in business in 
1998, with 81.2 percent of 
the entire industry report-
ing some profitability.) The 
1981 survey found that the 
industry billed $1.5 billion 
in sales collectively, com-
pared to $61 billion in 1998. 

The 1981 survey also es-
timated that lawn care pro-
fessionals serviced 7 million 
lawns that year, with another 
21 million not being ser-
viced by contractors. 

Yellow Pages advertising 
was, as it is now, a tremen-
dously popular marketing 
method. More than 70 per-
cent of respondents in 1981 

used the Yellow Pages, followed in popularity 
by newspapers (49.2 percent) and direct mail 
(40.9 percent). 

Labor prices have obviously been on the rise 
since the early 1980s, as survey respondents 
then put the average labor cost for salaried 
workers at slightly less than $6 per hour, whereas 
many contractors today report paying more 
than $10 an hour for hourly personnel. 

PRICE CUTTING CONCERNS. "Price Slashing- Is It 
Everyone's Problem?" was the cover story of 
Lawn Care Professional in March 1983, and, 
obviously, no one has found a solution for this 
industry scourge as of yet. 

Contractors interviewed for this 1983 article 
sounded remarkably similar to their 1999 coun-
terparts as they lamented the frustrating fre-
quency with which competitors "stole" business 
via u n d e r - m e a s u r i n g lawns, in tense 
telemarketing or other unpopular approaches, 
and the struggling economy of the early 1980s 
wasn't helping matters. 

"The recession may be actually swelling the 
ranks by making the easy way out of cutthroating 
seem more attractive to legitimate, but strug-
gling, lawn care businessmen," wrote then-man-
aging editor, Tim Weidner. "Many lawn care 
operators see budding cutthroats enter their 
local market with low-price, high-volume tac-
tics, and they think that these people cannot 
possibly survive very long. In fact, most of these 
cutthroats do not survive because they don't 
possess enough business sense, but the few who 
do possess these skills continue to grow at an 
alarming rate." - Bob West I D 
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Dear Green Industry Professional, June 1999 

It's no secret that our industry is facing a severe labor shortage. In March, representatives from 18 of the 

nation's most prominent landscape companies came together at Husqvama Forest & Garden's North 

American headquarters in Charlotte, N .C. , for a two-day industry roundtable focusing on issues surround-

ing immigrant labor. Discussion at the event touched on a number of topics, with a central theme being the 

contractors' concerns that current federal legislation doesn't allow for reasonable opportunities to use 

legal immigrant labor. 

Landscape contractors who have attempted to work with legislators to fix this problem, 

however, say that those individuals responsible for making the laws don't adequately 

realize the significance of this industry's labor shortage. As a result, Lawn & Landscape 

magazine is contributing these two pages to initiate the gathering of necessary 

information from the industry to open legislators' eyes to the severity of this problem. 

For this effort to be successful, however, it is imperative that we maximize the number of 

responses to this survey. Otherwise it is easy for politicians to argue that the labor 

shortage must not be too severe of a problem if contractors can't 

take the time to fill out one short survey. Readers are asked, 

however, to only submit one completed survey per company so we can 

compile the most accurate data possible. This survey will also be distributed 

via national, regional and local green industry associations, and association 

executives and officers are encouraged to contact us at 8 0 0 / 4 5 6 - 0 7 0 7 or 

bwest@gie.net to request copies of the survey. 

W e have been told time and time again that the green industry is heading 

toward a real crisis that can threaten businesses' ability to grow and remain 

healthy. The time to act is now. Please turn to the next page and complete this 

survey and fax the page back to us at 2 1 6 / 9 6 1 - 0 3 6 4 . 

Best regards, 

( f / l t f & i (fooCsL-
Cindy Code, Group Publisher Bob West, Editor 

mailto:bwest@gie.net


Landscape/Lawn Care Industry 

1 . W h a t were your 1998 sales? 

2. W h a t is the current unemployment level in your local community? 
% 

3. Wha t different nationalities (i.e., Mexican, Colombian, Polish, etc.) do you 
currently employ? 

Please 
fax back to 
Bob West 

4 . Approximately how many of your employees (as of July 1, 1999) will be 
Hispanic? (% and number) 

% (actual number) 

5. How many employees do you estimate you will employ on: 
July 1, 1999? 
July 1, 2 0 0 2 ? 
July 1, 2 0 0 4 ? 

6 . How many more employees would you hire today if you had an unlimited 
supply? 

7 . How many more dollars in sales could your business have done in 1998 if you 
had this unlimited labor supply? 

8 . Wha t state are you located in? 

9. Are you participating in a recruiting program such as H2B for legal immigrants? 

10* Please feel free to share any additional comments, 

216/961-0364 



Ditth Witch 
Model 5000 
Trencher 
• 50-hp machine 
• Features a standard 
ground-drive foot control 
• Single handle controls 
the backfill blade 
• Has a "float" function 
for easier job site 
restoration 
• Can be equipped with a 
variety of work modules 
• Heavy duty, all-
hydrostatic design 
• Oil-cooled Deutz 
engine 
• Seat swivels 20 degrees 
Grde 200 on reader service 
card 

K-Rain K2 Sprinkler 
• Gear-driven 
• Has seven interchangeable 
27-degree trajectory nozzles 
and four low angle 12-degree 
nozzles 
• Has a 5-inch pop-up height 
• Includes an advanced seal 
design 
Grcle 201 on reader service card 

Vermeer 
Stump Cutter 
• Self-propelled stump 
cutter is mounted on rub-
ber tracks in its horsepower 
range 
• Designed to climb and 
descend inclines and travel 
through narrow openings 

Grasshopper 
Collection Systems 
• Quik-D-Tatch Vac unit 
attaches to Grasshopper 44-, 
48-, 52-, 61-and 72-inch 
outfronts decks 
• It is available with 8-, 12-, 
15-, and 25-cubic-foot rear-
mounted collectors 
• Moves a high volume of air 
to carry wet grass and 
dethatching debris to the 
collector 
• Easy conversion to non-
collection operation 
Grcle 203 on reader service card 

Rohmid Fertilizer 
• MACH 2 turf insecticide is 
now available in fertilizer 
formulations 
• In a class of chemical 
compounds called molt-
accelerating compounds 
• Interferes with the normal molt-
ing process of the targeted pests 
• Controls a variety of grubs and 
caterpillars 
• Can be applied at low use rates 
• Poses little risk to fish, birds 
or mammals 
Grcle 204 on reader service card 

• 50-hp diesel engine 
• Patented gear-driven cutter 
wheel system 
• Hydraulically-driven, two-
speed, ground-drive system 
• Features a swing-out 
operator's station 
• Two joysticks control zero-
turn radius steering and 
cutter wheel position 
Grcle 202 on reader service card 

Irritrol 
Controller 
• 24-station model is 
an expansion of the 
Total Control Series 
• Designed for light 
commercial and 
residential use 
• Offers programming flexibility 
• Controls a wide variety of watering requirements 
• Four independent programs offer concurrent operation capability 
Grde 205 on reader service card 

DTN Turf Manager 
Product Labels 
• Turf Manager provides 
satellite-delivered weather and 
specialty information 
• Label feature provides label 
text for 600 products 
• Labels contain complete 
information on types of plants, 
other areas for product use and 
pests that it controls 
• Provides critical rates, mixing 
and applications instruction 
• Storage and disposal 
information also available 
• Label printed directly from 
DTN system 
Grde 206 on reader service card 

Gehl Skid Loaders 
• Model 4635 features a 
standard 44-hp oil-cooled 
diesel engine 
• Model 4835 offers a 57-hp 

turbo diesel engine 
• Both models offer a choice 
of three control options 
• Standard equipment in-
cludes the All-Tach universal 
attachment mounting 

• Auxiliary hydraulic system 
enhances productivity 
Grde 207 on reader service card 

StoneWoy Asphalt 
Paver 
• Available in sandblasted 
or ground finish 
• Can be used for vehicular 
or pedestrian traffic 
Grde 208 on reader service card 
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Kohler engine 
• An electronic fuel injection 
system is now available on 
the Command Pro 26 hp 
engine 
• Fuel injection systems offer 
greater fuel efficiency and 
increased horsepower 
• Helps lower engine 
emissions through efficient 
use of fuel 
Grcle 209 on reader service card 

BlueBird 
Aerator 
• EasyScape 742 
Aerator offers 
productivity of 
more than 
37,000 square 
feet/hour 
• Free-wheeling tine design 
provides maneuverability 
• Handles tight turns 

• Two 
removable 
36-pound 
weights 
on each 
side 
improve 
stability 
• Internal 
weight 

system distributes weight over 
tine shaft 
Grcle 211 on reader service card 

Glenmac Stone Picker 
• Harley Model B is for large capacity stone 
removal 
• Ideal for large or small space site work 
• For tighter turning maneuverability 

• Picks up stones, roots and trash 
• 11 GPM @ 1500 psi hydraulic required 
• Picks up stones, roots and trash in a Yi-
to 18-inch diameter 
• Available in two models 
Grcle 210 on reader service card 

Caterpillar Skid 
Steer Loader Line 
• Line includes six models 
• Operator station has 

ergonomic features such as 
low-effort controls and sus-
pension seat 
• Pilot-operated joystick control 
• Hand throttle allows 
operator to set RPM at any 
desired speed 
Grcle 212 on reader service card 

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 

m a g a z i n e feafures its first organ ized , 

LIVE chat session via Lawn & Landscape Onl ine 

WHEN: Thursday, June 1 0 

WHERE: wwwJawnqndlandscape.com 

WHAT TIME: 8 p.m. to 9 p.m. EST 
W H O : Ha l Cranston, vice president of the western division at 

TruGreen-ChemLawn's landscape management division, Lawn & 

Landscape Editor Bob W e s t a n d Assistant Editor N icole 

Wisniewski 

U TOPIC: Consolidation in the green industry 

USE READER SERVICE # 8 6 
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Please Print 

Name 

Title 

Company, 

Address, 

City 

State, Zip, 

Phone, 

Fax 

Do you currently subscribe to 
Lawn & Landscape? 
Do you currently subscribe to 
T&O Service Tech? 

For even faster service, fax this card to us at 

E INFORMATION 
on advertised and featured products and 

services, circle the appropriate number below. 

l 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 77 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 57 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
n 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
16 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 67 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 47 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 6/99 through 9/99 

l a w M c a i i e 

Please Print 

Name 

Title 

Company, 

Address 

City 

State, Zip, 

Phone, 

Fax 

Do you currently subscribe to 
Lawn & Landscape? 
Do you currently subscribe to 
T&O Service Tech? 

For even faster service, fax this card to us at 
s i m m - T O M 

FOR MORE INFORMATION 
on advertised and featured products and 

services, circle the appropriate number below. 

1 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 77 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 57 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
11 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
16 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 67 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 47 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 6/99 through 9/99 
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Toro Arc 
Nozzle 
• 15ADJ easily adjusts 
spray patterns to fit 
landscape needs 
• Left edge is marked and 
an arrow on the adjust-
able range indicates right 
arc position 
• Features an adjustable 
arc from 0 to 330 degrees 
• Easy wet and dry 
adjustment 
• Operating water 
pressure ranges from 20 
to 50 psi 
Grde 213 on reader service 
card 

Soil 
Renovator 

Wikco Turf Spreader 

• RDH-60 has a quick 
attachment system 
• For use with skid-
steer loaders 
• Primary function is 
the fine cultivation of 
topsoil for seeding and 
reseeding 
• Rugged construction 
• Features patented self safety 
system that protects operators 
from flying debris 
• Uses the time-tested, oil-
bath chain drive system and 
hydraulic motor 
Circle 214 on reader service card 

• Model 800 estate turf spreader is 
a ground-driven fertilizer spreader 
• Has a durable poly hopper that 
won't corrode 
• Hopper has a 9-cubic-foot 
capacity 
• Will hold up to 800 pounds of lime or sand 
• Internal drag chain helps break up the material 
Circle 215 on reader service card 

P R 

\ 
\ J 

.y »T.. W* i i É r o f â e B H ^ 

Lesco Spreader 
• Mark II Rotary 100-pound 
spreader has a 3-position handle 
assembly 
• Large capacity polyethylene 
hopper 

• Stainless steel frame 
• 5-to-l sealed gear box 
• Two pattern adjustment slides 
for even distribution of products 
• Oversize tires add increased 
stability 
Grcle 216 on reader service card 

Summer 
Specials From... 

RA/AT^B/RR sale 
MTI 

( CLOCKS HEADS Buy The Box^ 
ESP-4...$79.00 
ESP-6 ..$83.00 
ESP-8 $111.00 

MiniPaw o r . 
MaxiPaw 

1804 4" Body $1 
^100-DV Valves $11.00 Bu*JxheJ 

BACKFLOW SALE 
1 " #950 
Dbl.Chk. 

$60qô 
1" #720 
P.V.B. 

$47.50 
I o*"» 
I I 

is] We Pay 
for U.P.S. 

Order by 1 p.m. 
SHIPS SAME DAY 

800-600-TURF 
CALL US AND SA VE! 7:30 am - 5 pm (8873) 

Pacific Time 

USE READER SERVICE # 8 4 USE READER SERVICE # 8 8 
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1-200-212-im 
Concrete Curb & Landscape Border Equipment 

Fax 949-587-9680 • 949-587-8488 • 5 Chrysler - Irvine CA 92618 

Low maintenance 
Create various shapes, sizes and colors 
Self-propelled, electric or gas powered 
Residential, commercial and golf course uses 
Add to your services and bottom line 
- material costs $.40 per foot 
Durable curbing is freeze thaw tolerant 

cur 
Creative 

fa. 
T 



HI PRODUCIS 

T U R B O T E C H N O L O G I E S , INC 
1 5 0 0 F i rs t Ave . . B e a v e r Fal ls . PA 1 5 0 1 0 

1 - 7 2 4 - 8 4 6 - 0 6 7 0 1 - 8 0 0 - 8 2 2 - 3 4 3 7 Fax 1 - 7 2 4 - 8 4 6 - 3 4 7 0 
wwv. turhoturf.com E-Mail turbotec@ccia.com 

2 Year Plant Protection! 

Systemic Control System 
for D e e r & R a b b i t 

Bio-Plex Organica 
1-800-441-3573 or Fax (717) 653-0816 

"NEW" CHECK OUT OUR NEW TURF SPRAYERS "NEW" 
Turbo Turf Sprayers are loaded with premium features. They feature 

Raven tanks, Hypro or Kappa pumps, Briggs or Honda engines. 
50Gdfrom$ 139600, 100 Got from $ 1705, 200 Gd from $ 1005.00, 300 Gd from $ 2206.00 

Fora free hydro seeding information pack, call: 

• TBS-2510 grass 
cutter/brushcutter 
weighs 12.4 pounds 
• Features the TH-97 
BRAIN fully automatic 
cutting head 
• Contains a wide 
radius safety guard 
adding protection from 
debris 
• Heavy-duty anti-
vibration system 
• Bearing supported, 
solid-steel drive shaft 
Circle 219 on reader service 
card 

L a n d s c a p e r s • N u r s e r i e s • G o l f C o u r s e s • G a r d e n C e n t e r s • E s t a t e s & P r o p e r t y M g m t . 

• Protection & Fertilization 
in One Systemic Tablet 

• Translocates to New Growth 
Automatically 

• Best Applied in Active 
Growth Cycle 

• Safe & Effective on Trees, 
Shrubs, Flowers, More 

• New or Existing Plantings, 
Install NOW! 

• Containers, Hanging 
Baskets, Planters, Land-
scapes, etc. 

a 

50 Gal, 650 sq/ft/load $ 1295 00 
100 Gal, 1300 sq/ft/load S 1995.00 
150 Gal. 2000 sq/ft/load $2795.00 
300 Gal, 4000 sq/ft/load $3995 00 

500 Gal, 6600 sq/ft/load $ 4795.00 
750 Gal, 1/4 Acre/load $ 7995 00 

1000 Gal, 1/3 Acre/load $ 9995 00 
1500 Gal, 1/2 Acre/load $19995 00 

Rain Bird Valves 
• 300 BPE and 300 BPES 
valves have a rugged hybrid 
construction 
• Features a brass body and 
glass-filled nylon bonnet 

• Manual 
internal/external 
bleed 
• One-piece 
solenoid design 
• Slow closing 
action prevents 

water hammer 
• Conforms to 
water pressures 
up to 200 psi 
Circle 217 on 
reader service 
card 

Woods Zero-Turn 
Radius Mower 

• The 6225 M o w n Machine offers a 25-hp 
Kohler engine 
• Features a 48-, 52-, 61- or 72-inch deck 
• Designed with a low, out-front, three-spindle 
deck 
• Allows for easy mowing under shrubs and low 
hanging branches 
• Floating deck kit allows free movement over 
terrain, while remaining parallel to the ground 
• Grass collection systems are available in 7.5-, 
15- and 25-cubic-foot models. 
Circle 218 on reader service card 

1 2 4 
USE READER SERVICE #89 
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Walker Boom 
Sprayer 
• SP6640 boom sprayer is 
easily mounted to all 36-, 42-
and 48-inch Walker decks 
• The sprayer also offers a 96-

inch spray pattern 
• Has a spray gun with a 20-
foot hose as well as an 
adjustable spray tip 
• Operators can spray a mist 
and adjust to a 35-foot stream 
• 25-gallon tank contains sump 
that allows for easy cleaning 
Grcle 222 on reader service card 

$35.00 

# 85550 
HP Do All 

f 
# 85700 ^ ^ 
MAG J ^ 
2000 

Spring 
Specials 

$65.00 

$75.00 

# 85200 
MAG - I 

Spring 
Specials 

300 Gallon Spray Rig 
$2500.00 

INTRODUCING 
GNC's all new ECONO line of complete spray rigs 

All units are equiped with the following 
GNC P-10 (3) Piston Pump 5.5 Honda Engine 
GNC Pressure Regulator 8.0 GPM @ 600 PSI 
GNC MAG -1 Spray Gun 300' 1/2 Hose 570 PSI & Reel 
GNC 600 PSI Gauge Quick adjust for belt tension 

P10-5.5HP/50 Gal Poly $995.00 
P10-5.5HP/100 Gal FG $1895.00 
P10-5.5HP/200 Gal FG $1995.00 

P10-5.5HP/300 Gal FG $2500.00 
P10-5.5HP/500 Gal FG $3500.00 

$125.00 

High Pressure Hose 
1/2" @ 570 PSI $ . 6 0 per Ft. 

GNC SAVES YOU MONEY !! 

Custom built sprayers availible. Call for a quote. 
Mastercard and Visa Accepted 

Catalogs Availible 
Hypro Products 40 % Discount 
Tee Jet Products 40 % Discount 

Mention Sales Series 0399FGG to Recieve Pricing 
Voice 800-462-2005 www.gncindustries.com Fax 870-248-9905 

USE READER SERVICE #91 

P10 8GPM 
$ 350.00 
$200.00 with 
any pump 
exchange 

any pump 
exchange 

P30 
25-30 GPM 
$ 1395.00 
$ 1000.00 with 
any pump 
exchange 

Hosetract 
Manual 20" Reels 
Elect. 20" Reels 

$199.98 
$399.98 

LAWN & LANDSCAPE • JUNE 1999 1 2 5 

John Deere 
Hedge Trimmers 
• H20D and H20S gas-
powered hedge trimmers 
weigh 12.5 pounds 
• Both models feature double-

recipro-
cating 
blades 
• Heavy-
duty, 
two-shoe 
clutch 
prevents 
blades 

from slipping 
• 24-inch, dual-sided blade on 
the H 2 0 D features backward 
and forward cutting motion 
Circle 220 on reader service card 

http://www.gncindustries.com


Brillion Seeder 
• Turfmaker Junior offers 
high-volume seeding and 

maximum maneuverability 
• Available in 4- and 6-foot 
seeding width models 
• 4-foot seeder has a 7-

bushel hopper capacity 
• 6-foot model has an 11-
bushel hopper capacity 
Grde 223 on reader service card 

< c T i r r f , _fa/icfsca/>e a/ic/ßrjiufiment ¿Ixfto 

V f m ' . _ _ 
\ f " 18 t h - 21 s t October, 1 9 9 9 

\ blational Agricultural Exhibition Centre, Beijing, P.R. China 

Organizers: 
^ '/£ 4 \ China National Seed Group Corporation 

Chiha National Forestry Machinery Association 
Beiiint V \ 

:ijing Zhongnong Exhibition Centre 
l ì ; 
« 

\ ^ Supporters: 
vChina-N|t ional Green Commission 

ina Nàtional Seed Association 
Grassland Association of China 

f China Qbuncil for the Promotion of International 
TradiHCCPIT), Sub-Council Agriculture 

• h S D e p t & f Garden, Beijing Municipal Government 
h 

' I f 
Overseas Co-Organizer: 

r Together Expo Limited (HK) 

REPLY SLIP 
For more information, please fill in the form below and return to: 

Together Expo Limited 
Units A & B, 14/F., Guangdong Tours Centre, 
18 Pennington Street, 
Causeway Bay, Hong Kong. 

Company Name: 
Contact Person: _ 
Tel: 

Business Nature: 
Fax: 

Ruud Lighting Round 
Bollard 
• Positions 
the lens on 
top of the 
fixture 
• Clear, UV-
resistant lens 
• Provides a 
70-degree main beam for uniform, low 
brightness 
• Spaces of 40 feet can be obtained by 
using these fixtures 
• H C Series is available with metal halide 
or high pressure sodium lamps from 35 
to 100 watt 
• A 13-watt fluorescent model is also 
offered 
• Protected from fading, peeling and 
corrosion with the DeltaGuard finish 
• Warranted for 7 years 
• Available in standard bronze, as well as 
optional black, white or verde green 
colors 
Grde 224 on reader service card HI 

G M C 1 Cabs 
• Provides high level of visibility and 
maneuverability 
• Fuel efficient engines 
• Overhead cam engine is direct injec-
tion, turbocharged and intercooled 
• Has a 4.75-liter displacement 
Grde 225 on reader service card 
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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 O H 44113. Fax: 216/961-0364. 

BUSINESS OPPORTUNITIES 

PUTTING GREENS 
Professional Synthetic Golf Greens 

O Keep your crews busy all year. 
O Buy manufacturer direct. 
O 300 sq. mile protected territory. 
O Carry no inventory. 
O Excellent add on service. 
O Many extras. 

VIDEO 

1-800-334-9005 

BIDDING FOR PROFIT 

A L L J P R O 

Grow Your Company and Accounts 

with Tips and Techniques from 

PROFITS UNLIMITED 
a Division of Waynes Lawn Service 

BIDDING & CONTRACTS ($42.95) 
Examples on bidding and contracts (residential and 
commercial markets). How-toson: 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 13-519.95) 

"Cold Call" introduction, bid proposals and cover 
letters, contracts, collections and several others for 
use as they are or as a framework to write your own. 

Mail check with your order, 
Print name and address to: 

#1 Profits Unlimited 
3 9 3 0 - B Bardstown Road 

Louisville, KY 4 0 2 1 8 
8 0 0 / 8 4 5 - 0 4 9 9 

Visa, MasterCa rd, Disco ver, 

American Express 

HOLIDAY AND EVENT DECORATING 

The Off-Season 
Solution 

^ A i . . 

WHOLESALE DISTRIBUTOR 

S r i fi 

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 Franchse Worldwide« 

C h r i s t m a s 
D e c o r 

x r 
OVER 200 LOCATIONS IN 46 STATES & CANADA 

1-800T687-9551 
www.christmasdecor.net 

HOLIDAY LIGHTING 

IDEAS 
d e c o r a t i n g 

The Quality Lighting Choice. 

* Illuminated Holiday Decorating 
dtp Distributorships Available 
* The Perfect Add-On Business 

For Your Operation 
dy High Quality-Low Startup 

Call Today (888) 200-5131 

MAKE MORE $$$$ 

P l W E R U P 
YOUR PROFITS 

WITH 

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 
one of the top 100 franchises in the U.S. T o learn more, 
contact us at 800 /989-5444 or www.nl-amer.com. 
Financing and discounts are available to qualified can-
didates. 

Needed to market environmentally friendly, liquid, 
slow-release fertilizer products direct from manufac-
turer. Ken Franke, P.O. Box 123, Plato, M N 55370; 
800/832-9635. FAX: 320/238-2390. 

SELLING YOUR BUSINESS? 
If you have thought about the possibility of selling your 
business, Professional Business Consultants can obtain 
purchase offers from numerous qualified potential buy-
ers without disclosing your identity. There is no cost for 
this as Consultant's fee is paid by the buyer. This is a 
FREE APPRAISAL of your business. 

CALL: 708 /744-6715 or FAX: 630 /910-8100 or RE-
PLYTO: P.B.C., 1 9 W 555 Central Avenue, Downers 
Grove, IL 60516. 

DISTRIBUTION OPPORTUNITIES 
Term-A-Rid 613™ 

Termite controlling mulch in colors. Looking for 
distributors and manufacturers. 

888 /414-3939 
Ask for Amos 

www.termarid.com 

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 construction and 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% construction, 20% maintenance and 
10% snow operations. Well run organization and well 
maintained fleet. The 1999 backlog exceeds $1M to 
date. Mail responses of interest with name and finan-
cial background to: Corporate Ventures, 271 Canton 
St., Stoughton, MA 02072. 

NURSERY/LANDSCAPING 
Nursery and 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 or good condition. Nearest chain-mart 
7 miles distant. $750 ,000 - call 770 /451-5666 and 
leave message. 

COMMERCIAL/RESIDENTIAL 
LANDSCAPE MAINTENANCE 
Commercial/Residential landscape maintenance com-
pany. Right outside Atlantic City, NJ. Catch the sec-
ond wave of Casino gambling coming this way. 20 ,000 
new residents coming in the next 2 years to this already 
rapidly growing area. Company has been established 
for 15 years serving the area. 80% commercial, 20% 
residential. $300,000+ in annual sales. Priced right for 
serious company, all equipment and accounts plus 
snow removal contracts. Send all responses to P.O. Box 
1252, Atlantic City, NJ 08401. 
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LANDSCAPE MAINTENANCE 
Mechanized hedge trimming business in Florida uses 
laser guided hedger to trim miles of formal hedges per 
day. Excellent add-on to existing business. Multiple 
municipal and commercial accounts. $90,000. Call 
941/746-3981 . 

COMPUTER SOFTWARE 
TRIMMER SOFTWARE 

TRIMMER 
Software for the Landscape Contractor 

An Estimating, 
Billing, 

Routing, 
Site Scheduling, 

and 
Customer Tracking 

Tool to Make 
Your Life Easier! 

Priced at just $495.00 

For a FREE Demo Disk contact us at 
TRIMS Software International, Inc. 
3110 North 19th Avenue, Suite 190 

Phoenix, AZ 85015 
(800) 608-7467 • Fax: (602) 277-8029 

www.trims.com 

CONSULTING 

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 today to insure your success tomorrow. 

Imagm 
HORTICULTURAL 

BUSINESS 
M A N A G E M E N T 

C O N S U L T I N G 

Short term 
assistance for 
long term 
success 

Tracy Morland 
P.O. Box 352 New Glarus, WI 53574 

(608) 527-5411 
morland@madison.tds.net 

EDUCATION/INSTRUCTION 

LANDSCAPE DESIGN 

TBE A SKILLED 
I LANDSCAPE 
• DESIGNER 

U N M A EHIRLII M U I H S CV 

I 
I FREE CAREER LITERATURE: 800-223-4542 | 

Name Age 

| Add«« Phone ( ) I 

Home study course. Cre-
ate beautiful lawns, gar-
dens, courtyards, plantings, 
and walkways. Start a profit-
able business of your own. 
Send or call 24 hours a day. 

I The School of Landscape Design, Dept. GTG668 I 
^PCDI , 430 Technology Pkwy., Norcross, GA 3 0 0 9 2 j 

FINANCING 

GOVERNMENT FINANCING 
LET T H E G O V E R N M E N T 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 

FREE 1999 MKILANDSCAPERS 
SUPERSTORE™ CATALOG 
Buy direct and save! Engines, equipment, parts and 
accessories. Call M O H A W K INDUSTRIES 800/724-
2229 for your FREE CATALOG. Up to 90-day terms. 
Trimmer line, Filters, blades, belts, safety supplies, 
hand tools and much more! 

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 - 8 0 0 - T H E - L A W N 

RADIOS HALF PRICE! 
M O T O R O L A - J O H N S O N 

K E N W O O D - U N I D E N - RADIUS 
escape NEXTEL go 900 w us 

Call: 800 /779-1905 

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

• Excellent profit margin 
• Beautiful product 
• A variety of shapes 
• Easy to install - fast! 
• Increase your landscaping business 

Call for free packet - ask for special landscaper discount. 
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 that all have mechanical agitation 
and a 600-gallon holding capacity. Going to each tank 
is a 10-gallon per minute P.T.O. Bean pump. These 
trucks are capable of hauling Lawn Caddys, aerators, 
and slice seeders. One of the trucks have no drop deck 
but are set up to spray trees. These trucks are built with 
almost all stainless steel and aluminum. Please call 800/ 
874-0253 

FREE 1999 PARTS CATALOG 
Free 1999 Parts Catalog loaded with high quality 
mower parts, engines, lots more! Call PRECO Today! 
800/428-8004 . 

HYDRO-MULCHERS 
HYDRO-MULCHERS® 

Hydro-Seeding Machines 
Strawblowers 

Most Brands & Sizes - New & Used 

James Lincoln Corp. 

( 8 0 0 ) 5 5 1 - 2 3 0 4 
www.jameslincoln.com 

LANDSCAPE DESIGN KIT 3 
«.LANDSCAPE DESIGN KIT 3 

48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$78.50 f $ 6 s / h VISA, MasterCard, or 
MO's shipped next day. Checks delay 

| shipment 3 weeks. CA add 7.75%tax. 
AMERICAN STAMP CO 

r Free Brochure 12290 Rising Rd. LL99, Wilton. CA 95693 
I Local cdls 916-687-7102 Voice or Fax TOLL FREE 8 7 7 - 6 8 7 - 7 1 0 2 

GROUNDS EQUIPMENT 
G r o u n d s E q u i p m e n t 

T i r e C h a n g e r s 
| w w w . w i k c o . c o m " " 

Or Call 800-872-8864 
^ • WIKCO INDUSTRIES. INC. • • 
4930 N 57th St.. Lincoln. Ne 68507 

- t e m c v e & u t e w w w . l a w n a n d l a n d s c a p e . c o m 
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MAGNETIC SIGNS 
Magnetic Signs For Your Vehicles 

As Low as $39.50 a pair. 
Call 847 /741-8899 

USED EQUIPMENT 
M O T O R O L A from $250 

M TX, GTX, MAXTRAC 800 /900 
with warranty call 800 /779-1905 

RAIN SENSOR 

Beau 
rains 

Fast, no-tools installation 

TURF SEED 
www.grass-seed.com 

EQUIPMENT FOR SALE 
W A L K E R R I D I N G M O W E R A N D D E C K , 
EXMARK MOWER. AUSTIN, TX AREA. REFER 
T O #N4237101 . CALL DIVERSIFIED FINANCIAL 
800/648-8026 EXT. 8058. 

HELP WANTED 

MANAGEMENT SEARCH 
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 
quiet and 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 # 3 1 0 - 1 5 7 

Atlanta, GA 30328-3161 
Toll Free 888 /375-7787 

Fax 770 /392-1772 
E-Mail: info@greensearch.com 

www.greensearch.com 

KEY EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained 
basis only. Candidate contact welcome, confidential 
and always free. Florapersonnel Inc., 1740 Lake 
Markham Road, Sanford, FL 32771. Phone 407 /320-
8177, Fax 407/320-8083. Email: Hortsearch@aol.com 
Website: http//www.florapersonnel.com 

SALESPERSON 

MOUNTAIN TOP 

Salesperson wanted for one of the largest tree care firms in the Detroit metro area, serving residential and 
commercial clients for over 30 years. We are looking for enthusiastic, career-minded individuals dedicated to 
professionalism and quality customer service. Starting base salary of $25 ,000.00 per year, plus a graduated 
commission structure ranging from 4-10% of sales. Benefits include: Paid holidays and vacation, paid personal 
days, medical (includingdental and prescriptions), life insurance, and pension plan. Your ability to manage and 
motivate yourself should earn you over $35,000.00 in the first year. Interested candidates should fax resume 
to (248) 349-6279 or mail to Mountain Top Tree Service, Inc., 7528 Chubb Road, Northville, MI 48167, or 
call (248) 349-1870. 

IRRIGATION PROFESSIONALS PROJECT MANAGEMENT 
Oasis Irrigation Systems, Inc. of Atlanta, GA, is accept-
ing resumes and inquiries for positions within our 
organization. We are looking for career minded people 
to fill immediate positions in the following areas: 

• Operations Manager 
• Sales/Manager 
• Service Technician 
• Installation Foreperson 
• Equipment Operator 

We offer excellent pay and benefits. Relocation ex-
penses considered. Come be a part of our family. Phone 
770/913-9033 , Fax 770-913-0180. 

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, Indianapolis, 
Pittsburgh, and St. Louis. We are accepting resumes 
for branch managers and branch manager trainees. 
Our trainee packages average $35 ,000 to $40,000 per 
year and our branch manager packages average $75,000 
to $80,000 per year. Both trainee and branch manager 
benefits include generous salaries, health benefits, new 
personal vehicles and a large year end bonus. Join a fast 

' that "rgally care$" frbput its em-

James Martin Associates, Inc., a well-established com-
mercial and residential landscape maintenance firm, is 
seeking a team-oriented person with 3-5 years experi-
ence 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. For immediate confidential con-
sideration, please send or fax resume and salary require-
ments to: 

JAMES MARTIN ASSOCIATES, INC. 
Attn: Chris Keenan 
59 East US Hwy. 45 

Vernon Hills, IL 60061 
Fax 847 /634-8298 

Phone: 847 /634-1660 

DIVISION MANAGER 

growing company I 
ployees! Branch manager applicants should have mana-
gerial experience, and trainee applicants should have 
assistant manager experience. All inquiries kept strictly 
confidential. Send or fax resume to: Kapp's Lawn 
Specialists, Michael Markovich, 4124 Clubview Dr., 
Fort Wayne, IN 46804. Fax: 219/432-7892 . 

EXCITING CAREER OPPORTUNITIES 
Munie Outdoor Services Inc., a well-established full 
service landscape maintenance and construction com-
pany located in the St. Louis area is searching for 
skilled, highly motivated individuals for key positions 
including Branch Manager, Assistant Production Man-
ager, Landscape Architect and Foreman for our Main-
tenance, Landscape Construction, and Golf and Sports 
Turf Construction divisions. We offer an excellent 
compensation and benefits package in addition to 
advancement opportunities. Please forward a resume 
to: Munie Outdoor Services, Inc., Attn: HR Manager, 
1000 Milburn School Rd., Caseyville, IL 62232, or fax 
to 618/632-5475 . EOE/AA. 

Award winning, full-service landscape management 
firm is seeking a motivated individual to build its senior 
management team. Located in the fast-paced San Fran-
cisco Bay Area, our growth has created the need for a 
division manager in maintenance. The top candidate 
will be a good communicator, organized, customer-
focused, and able to understand financial statements. 
An AA or BA degree is preferred with five years' 
experience in the commercial landscaping field. We 
offer generous salaries, profit distribution, company 
vehicle, health/dental/life insurance, and 401k with 
company match. For immediate, confidential consid-
eration mail, fax or E-mail resume to Gachina Land-
scape Management, Inc., 1130 O'Brien Dr., Menlo 
Park, CA 9 4 0 2 5 , Fax: 6 5 0 / 8 5 3 - 0 4 3 0 , E-mail: 
jobs@gachina.com 

NEED GOOD EMPLOYEES? JOB HUNTING? 
Need Good Employees? - advertise your openings, using 
Ferrell's Jobs in Horticulture, to cost-effectively con-
nect with more than 2,000 readers and find qualified em-
ployees. Job Hunting? - find employment in the Green 
Industries with the twice-a-month newspaper that lists 
more than 200 positions and internships available 
nationally - N O W ! 6 issues (3 months) $24.95. Free 
"position wanted" ad for 6 and 12 month subscribers. 
Student rates available. MC/VISA accepted. Call: 800/ 
428-2474 today! Visit our web site: www.hortjobs.com/ 

Call 800-456-0707 to advertise today! 
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CLASSIFIEDS 
SEASONAL COLOR MANAGER ACCOUNT MANAGER/ 

IRRIGATION TECHNICIAN 
PRODUCT MANAGER 

Florida Gulf Coast, growth oriented, landscape man-
agement company seeks experienced full-time color 
manager for resort property clientele. Individual must 
be self-motivated with excellent organization and com-
munication skills. Prefer hands-on experience and 
knowledge of southern, coastal growing conditions, 
and chemical certification. Responsibilities include 
procurement installation, maintenance, and general 
plant health care for new and mature properties. Please 
mail or fax your resume to: 

Byrne Landscape Management, Inc. 
P.O. Box 1098 

Santa Rosa Beach, FL 32459 
8 5 0 / 2 6 7 - 1 9 1 2 

Selected candidates will be contacted for further 
evaluation and possible interview. 

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

• Commercial Landscape Foremen 
• Production Supervisor, Commercial Landscape 
• Irrigation Foremen 
• Landscape Billing/Job Tracking 
• Tractor/Skid Steer Mechanic 

Send resume to The Metrolina Landscape Co., P.O. 
Box 669003, Charlotte, N C 28266 or call 704 /392-
9501. 

LANDSCAPEJOBS.COM 
1-888-729-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 

OPPORTUNITIES ABOUND 

TRUGREEN * ChemUWN * 
L A N D S C A P E D I V I S I O N 

"Changing the landscape of the 
landscaping industry " 

And we need YOU 
to build a strong foundation! 

We're HIRING across the nation. 

OPPORTUNITIES ABOUND: 
• Field Positions 
• Management Positions 
• Technical Positions 
• Administrative Positions 

Call today at 888-698-0200for 
more information 

M D Landscape Services, Inc. is currently seeking quali-
fied applicants for the positions of Account Manager 
and Irrigation Technician. Applicants must have at 
least five years experience in all phases of commercial 
landscape maintenance and installation or equivalent 
educational background. Must be self-motivated, pro-
fessional, team-oriented player with good communica-
tion skills and committed to customer service. Imme-
diate openings available, 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 . 

CAREER OPPORTUNITIES 
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 N W , Albuquer-
que, N M 87107. 505 /898-2105 (Fax). 

EXCITING CAREER OPPORTUNITIES 
FOR SERVICE INDUSTRY MANAGERS 
Come Join One ofthe 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 4 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 2 years 
experience working in the greens industry. 

Qualified applicants must have proven leadership abili-
ties, strong customer relations and interpersonal skills. 
We offer 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. 

JOIN A LEADER. Hunter Industries is seeking a 
Product Manager with Product or Brand Management 
experience to join our team in San Diego County. 
Plans, organizes and manages current products and 
product modifications. Meets with customers to obtain 
market data, analyzes findings and makes recommen-
dations on present and future product lines, pricing 
structures, packaging and promotions. Requires B.S. 
degree in business, engineering, landscape and irriga-
tion design or equivalent. MBA is preferred. Five to 
eight years progressive experience in a combination of 
marketing, product development or landscape irriga-

Please submit your resume and salary requirement to: 
Hunter Industries, Attn: Human Resources - 2212, 
1940 Diamond Street, San Marcos, CA 92069. EOE. 

LANDSCAPE CONSTRUCTION 
Exciting opportunities for sixteen year old environ-
mental contracting company in the Denver metro area 
that grew by 30% last year and is continuing to grow. 
We are seeking to fill the following positions immedi-
ately: 

• Landscape Project Manager 
• Landscape Maintenance Superintendent 
• Landscape Irrigation Superintendent 
• Landscape Designer/Architect for New Division! 
• Senior Estimator/Sales 
• Reclamation Project Manger 
• Reclamation Superintendent 

W e offer excellent wages, benefits, incentive program, 
and profit sharing. Company vehicle provided for 
some positions. Send resume with salary history to 
WSRI, 11730 Wadsworth Blvd., Broomfield, C O 
80020 or fax to 303/465-2478 . Check out our website 
at WSReclamation.com 

WANTED T 

HYDROSEEDERS & STRAWBLOWERS 
We buy, trade and sell new and used hydroseeders and 
straw blowers ONLINE. Call 800 /245-0551 for our 
catalog of hydromulching equipment and supplies, 
and go ONLINE for our latest used equipment list. 
HTTP://www.ErosionControlTech.com 
E-mail: Neil@ErosionControlTech.com 

n an a d in 
6ur classif ieds 

receive 
a free 
listing at 

wwwJawnandlandscape.com 
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(continuedfrom page 114) 

"There are two primary ways to install -
either before or after the plant material is 
installed," Livingston pointed out. "I be-
lieve it is easier to put the fabric down first 
and mark it where the plants will go. Then 
cut the fabric." 

Livingston outlined a five-step method 
for a smooth installation: 

1. Perform proper bed preparation. 
2. Stretch the fabric so it is taut. 
3. Use 6-inch staples to hold the material down. 
4. Cut the fabric to closely fit the bed's 

configuration. 
5. Mulch over the fabric. 
Proper bed preparation, which Living-

ston listed as the first step, consists of clear-
ing out grasses or weeds and then leveling 
the area, according to Blackburn. 

Schraven described the staples that 
Livingston mentioned as steel pins that are 
approximately 6 to 8 inches long. After 
Schraven lays the fabric, he pins it down 
every 2 or 3 feet. 

Blackburn added that these staples might 
not be necessary if the contractor is using a 
lot of stones that will hold the fabric in place 
without the use of steel staples. 

Schraven also mentioned another key to 
keep in mind during installation. "Nor-
mally, you will have the bed made, you lay 
the fabric, punch holes for the plants and lay 
the mulch after plants are planted," he noted. 
"If you puncture the fabric too much it 
won't be effective because there won't be 
enough material left to stay attached to the 
ground. This is why fabrics are ideal for 
large commercial properties where contrac-
tors are planting only a few trees or plants in 
a large area." 

This installation process is nearly identi-
cal for erosion control materials. 

"If you have a slope application, you can 
roll the material down the slope and secure 
it with staples," Croke suggested. "You can 
use steel or even plastic or wood biodegrad-
able staples. The choice would depend on 
the budget and the application. 

"Steel is the least expensive but in areas 
like parks or other environmentally-sensi-
tive areas," Croke added. "You may want to 
use the biodegradable staples so there won't 
be any damage to the environment." ID 

The author is Assistant Editor of Lawn & 
Landscape magazine. 
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Shindaiwa 2 0 , 2 1 25 

SNG 98 68 

Storm Irrigation 62 50 

Technical Resource 

Guide 103 

Toro Landscape Contractor 

Group 2 10 

Toro Sitework 

Systems 61 49 

Toyota 134 98 

Transitional Systems ... 84 53 

Tree Tech 100 69 

Tru-Cut 42 33 

Tuflex 109 80 

Turbo Technologies.. . . 124 89 

Turf Seed S2 150 

Valley View 60 48 

Vitamin Institute S16 157 

Walker Mfg 52 43 

Wills Cargo 46 38 

ZajacSeed S12 153 

Zaverl 112 

Zeneca Professional 

Products 101 19 

This ad index is provided as a service to our readers. We 
regret any omissions. 
*Denotes regional advertising 
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HOW WE DO IT AT. 

CUSTOMER SERVICE 
AT RAYMOW 
FROM T H E TIME I was 12 
and cut my first lawn, I knew I 
had to do something to make 
myself stand out from my 
friends who also cut lawns in 
the neighborhood. At that 
time, I didn't have access to 
"real" capital; it was just me, 
my mower and a trimmer. 
With that kind of equipment, I 
couldn't very well diversify my 
services. The only way I could 
add value to my service was to 
"do whatever it took" - a phi-
losophy instilled in me - to 
please my customer, all the 
while only having access to a 
mower and a string trimmer. 

Customer service has been 
Raymow's sole marketing tool 
from the beginning. For ex-
ample, our largest customer to-
day, generating almost V3 of 
this year's projected $3 million 
in revenue, was also one of my 
first customers more than a de-
cade ago, generating only a 
couple of hundred dollars per 
month. 

At Raymow, we have bro-
ken down our philoso-
phy into five key prin-
ciples: 1) responsive-
ness, 2) flexibility, 3) 
dependability, 4) diver-
sity and 5) exceptional 
quality service. 

To us, responsive-
ness encompasses time-
liness and accessibility. 
Our policy is that a su-
pervisor must respond 
to all service requests 
within 24 hours. This 
offers us a slight com-

petitive edge considering that 
many companies' supervisors 
are inaccessible. At Raymow, 
we view problematic situations 
as opportunities to let our cus-
tomers see first-hand that we 
don't just talk the walk, we 
walk the talk. 

You may be saying to your-
self, "How do they keep such 
demanding requirements on 
follow-up time?" Actually, it's 
pretty simple. Our $3 million 
in revenue comes from just 10 
customers. One contract covers 
a lot of bases. The limited cus-
tomer base we've crafted over 
the years make responsiveness 
an attainable goal. 

Another component of the 
customer service mix is flexibil-
ity. By flexibility, I am refer-
ring to the willingness to pro-
vide our customers with ser-
vices that don't necessarily fall 
"inside the box." For instance, 
one of our customers, a devel-
oper, was having a problem 
with his company's signs 
within a community. During 

1 . Responsiveness 

2. Flexibility 

3 . Dependability 

4 . Diversity 

5 . Exceptional quality service 

the early 
morning 
hours and late at night, 
someone was stealing the signs 
that directed potential 
homeowners to his model cen-
ters. So the customer asked us 
to take on the responsibility of 
putting up these signs early in 
the morning and taking them 
down in the evening, seven 
days a week. Of course, we 
willingly took on the responsi-
bility and have since been 
asked to perform various other 
value-added services for that 
customer, as well as for many 
others. Flexibility goes a long 
way toward your bottom line. 

Hand-in-hand with flexibil-
ity comes dependability, an-
other ingredient in the recipe 
of providing outstanding cus-
tomer service. When your cus-
tomers know they can depend 
on you to not be late, to not 
miss an appointment, to basi-
cally do what you say you're 
going to do, when you say 

you're going to do it, 
they come to trust you. 
And, as we all know, 
trust is the foundation of 
all relationships. 

The next customer 
service component, also 
along the lines of flex-
ibility and dependability, 
is diversification. Con-
trary to flexibility, when 
I speak of diversifying 
our services, I am prima-
rily referring to diversify-
ing service capabilities 

within normal expecta-
tions of the green industry. 
For instance, Raymow began 
asa grounds maintenance com-
pany, but about five years ago 
we started adding services to 
meet our customers' needs. 
Our customers began request-
ing that we submit a price to 
install a landscape here and 
there, to prune a few palm 
trees, to install an irrigation 
zone and so on - all the while 
knowing we were only a 
grounds maintenance outfit. 

Finally, Raymow's do-
whatever-it-takes philosophy 
comes full circle with our com-
mitment to provide excep-
tional quality service. In order 
to keep customers, you have to 
deliver quality. My customers 
know they are receiving qual-
ity because of the investment 
I've made in my people. 

From being timely to being 
flexible and dependable, my 
company's do whatever it takes 
philosophy has resulted in the 
establishment of long-term re-
lationships with my customers. 
So, instead of knocking on 
new doors, look to your cur-
rent accounts and see what op-
portunities lie there. Start with 
the little add-ons, learn to do 
them well, and then market 
them to your current custom-
ers. Soon you will be growing 
your company without grow-
ing your customer base. 
-Ray Bradley I f l 

The author is president of Ray-
mow Enterprises, Oldsmar, Fla. 
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5 % 
Let's be frank. A job interview requires taking 

some time off work. And no matter how much 

you rehearse, you're not going to fool anyone 

ECI C O N F I D E N T I A L J O B H O T L I N E 

1 - 8 8 8 - Q U R - T E A M 
APPLY BY PHONE IN JUST MINUTES. 

with that nasal voice and intermittent cough. 

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

looking for work at one of the 

horticulture service industry's 

premier companies, your 

twenty-four hour flu 

days are numbered . 

Because at ECI, you can 

complete your first interview 

over the phone, at your convenience. 

Simply dial our job hotline, answer a few 

questions and hang up. Forget cover letters. 

And better yet, forget digging through the 

closet for that suit you bought ten years ago. 

So give us a ring. You'll be interviewing with 

one of the most prestigious firms 

in the green industry. ECI offers 

nationally recognized leadership to 

foster any career and the fifty-year heritage to 

ensure stability. Plus, we're constantly growing, 

so opportunity abounds in Landscape and 

Irrigation Management, Interiorscaping, Tree Care 

and Golf Course/Sports Turf Maintenance. 

Think about it. One phone call could 

lead to work locally or across the 

nation. Allowing you to save a sick 

day for what it was originally 

intended. You know, 

like a baseball game 

or something. 

E N V I R O N M E N T A L C A R E , I N C 

passion f o r perfection.™ 
an equal opportunity employer by choice 

Or apply online at our website: www.envcare.com 

16 USE READER SERVICE #60 
a subsidiary pf environmental industries, ii 

http://www.envcare.com


The Tacoma knows the meaning of hard work. And working hard. With the 

The truck that 
highest standard payload of any truck in its class,* the Tacoma stands ready to do just 

mirrors your work ethic 
about any job that comes its way. And isn't that a true reflection of yourself? 

Tacoma • Fleet 

TOYOTA 

1 - 8 0 0 - G O - T O Y O T A • w w w . t o y o t a . c o m 
©1998 Toyota Motor Sales, U.S.A., Inc. Buckle Up! Do it for those who love you. 'Based on comparison of base 5-speed, regular-cab models. 

USE READER SERVICE # 9 8 

http://www.toyota.com

