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s .. Most utility loaders come with an additional price you

have to pay: the time it takes to learn how to use them.

Not the new Toro” Dingo® TX. Just 3 easy-to-operate controls and a comfortable

walk-behind operator position, means anyone on your crew can step right up
and get at the toughest jobs in minutes. With a dedicated track drive, the Dingo TX
provides full ground contact to power through the most demanding tasks. And separate, independent
hydraulic circuits puts full power where it’s needed - to the tracks, loader arms or any of&
the over 40 available Dingo attachments - using all available horsepower at all times.

For more information call 1-800-476-9673

IT'S ABOUT .
PRODUCTIVITY or contact your Toro Dingo dealer.
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“When | started 15 years ago, | didn’t know
how to run a business. | didn't even know what
job costing was.

After struggling two years, | knew | needed
help. | saw an ad for CLIP Software and
bought CLIP.

| also began attending the annual CLIP
Conferences. These conferences had a
profound impact on my business. With this
new found knowledge and CLIP Software to
back me up, | had the freedom to move on. |
put others in charge of billing, scheduling, and
routing. . . and | needed fewer people to do it!

CLIP lets me know my profitability on every job
| do, and gives me the tools | need to make
timely decisions.

Today, CLIP allows me to expand my customer
base and the services | offer, such as our new
lawn treatment program.

If you could lift the hood of my business and
look under it, you'd see CLIP."

Route Sheet

O INSTITUTE FOR IMDE

Send your

Rain days?
No problem!

crews out
fast.

Just press “Y"—Yes, Done!

Print your least profitable jobs
at the top!

IR

Business graphs and charts

CLIP knows exactly what to  With over 5,000 businesses depend-

bill & when to reschedule

Bruce Holding (center), Village Lawns, Inc., Montgomery, AL

Wi-;s What’s Under the Hood that Counts
FREE Demo—Call 800-635-8485

For more information on Village Lawns and other CL/P users, visit www.clip.com
ORr Ask Your LocaL DeaLer!
USE READER SERVICE #12

ing on CL/P daily, we don’t just talk,
we deliver.


http://www.clip.com
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Nursery material shortages during the past two years

have placed greater importance on how

contractors purchase their products. ............. 44
Getting Ahead of the Weeds

A number of factors go into maximizing

the effectiveness of a preemergence

herbicide program. ... 5 8
Installation Tips & Tricks

Avoiding the pitfalls of a disastrous installation job takes

planning and proper scheduling, good employees
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Irrigation Controllers

Contractors need to consider all of the elements associated
with each individual job to make sure every area of the
landscape gets the right amount of water

for the right amount of time. .....occ.....coums l 02

DeSantis Landscapes of Salem, Ore., has found that
growth is not measured in dollars alone. ...........

32

Telemarketing:
Friend or Foe?

Despite the negativity associated with
telemarketing, some contractors rely heavily

on this marketing approach fo grow their
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Ten of the industry's best representatives were
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“The educated differ from the uneducated
as much as the living differ from the

dead.” — Aristotle

I'can’t do it. I just can’t bring myself to write one of those columns about

the new millennium and the time for change and breaking free from the
8 8

past. To be honest, we’ve all been subjected to 12 months worth of those

columns, and that was probably 11 months too many.

[ am going to make one suggestion for you to consider, however, but
this has nothing to do with a new year, a new century or a new millen-
nium. This is a suggestion to help contractors — wherever you are - grow
your business and improve your skills.

Join an association.

Getting involved in an association , be it regional or national, is one of
the smartest things a contractor can do, and now is the time. Business has
slowed down for most of you in these winter months. That makes now
perfect for going to trade shows, conferences and association meetings.

['m sure some of you will read this and dismiss the idea of joining an
association because you don’t think these groups can help your business.
Before doing this, though, look at your market. In particular, focus on the
companies who have been in business for awhile, who are running the
best operations in your market, who are consistently doing the best work
and getting the best customers. How many of them belong to an associa-
tion? I'll bet they all do, and I don’t think that's just a coincidence.

In fact, I would bet there isn’t a company in this industry that has been

in business for more than 10 years and has been profitable but has never
belonged to a local, state or national association. (If such a company is out
there, I would love to hear from them.)
The majority of the associations operating today exist because a group
of contractors who compete with each other 365 days a year realized
they could all better themselves and raise the level of profession-
alism within their market by setting aside their differences and
sharing ideas with each other every once in awhile.

If you're completely satisfied with the way your business
is operating today and you're not interested in boosting
profits or growing, then don’t worry — associations may not
benefit you. But if you'd like to figure out the answer to that

business challenge that has frustrated you for the last few

months or if you'd like some reassurance that your estimat-

ing practices are accurate, there’s no better source of this

information than other contractors. And the best way to talk
to them is to join an association today.

Skt
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Trees can be

thought tree pest control changed a lot in the past century - forget
about the past millennium - YOU AIN'T SEEN NOTHING YET.
Tree pest control used to entail large spray rigs and drums and bags of pesticide.

with milliliters of

material,

without drift, without runoff, and without applicator exposure.

City
RALEIGH
WAUKESHA
COUNTRYSIDE
LIVONIA
ORLANDO
RALEIGH
JACKSONVILLE
DENVER
MIAMI
WEST CHESTER
RAPID CITY
ROCKVILLE
OKLAHOMA
CASPER
RALEIGH
TOTOWA
BAY SHORE
KANSAS CITY
INDIANAPOLIS
BLOOMINGTON
SILVERTON
ELKHORN
SPOKANE
SEATTLE
MT. KISCO
WATERBURY
STURBRIDGE
BEND
GRANTS PASS
RALEIGH
RALEIGH

State

NC
wi
IL
Mi
FL
NC
FL
co
FL
PA
SD
MD
OK
wy
NC
NJ
NY
MO
IN
MN
OR
NE
WA
WA
NY
CT
MA
OR
OR
NC
NC

Date
JANUARY 12
FEBRUARY 1
FEBRUARY 2
FEBRUARY 3
FEBRUARY 4
FEBRUARY 9
FEBRUARY 11
FEBRUARY 11
FEBRUARY 18
FEBRUARY 23
FEBRUARY 24
FEBRUARY 24
FEBRUARY 25
FEBRUARY 26
MARCH 1
MARCH 2
MARCH 2
MARCH 3
MARCH 7
MARCH 10
MARCH 16
MARCH 17
MARCH 21
MARCH 23
MARCH 23
MARCH 24
MARCH 27
MARCH 30
MARCH 31
APRIL 12
MAY 10

Phone

800-655-5910
800-423-3789
309-243-5815
800-423-3789
407-647-3335
800-655-5910
407-647-3335
800-747-8733
407-647-3335
610-644-3300
800-658-5457
301-881-8550
800-747-8733
800-658-5457
800-655-5910
973-227-0359
800-842-1104
800-747-8733
317-891-8411
800-747-8733
503-635-3916
402-289-3248
503-635-3916
503-635-3916
800-746-0776
800-746-0776
800-746-0776
503-635-3916
503-635-3916
800-655-5910
800-655-5910

And you can be part of the future by attending
one of Mauget's Micro-Injection Seminars go-
ing on this winter across the country. If you
are already a certified Mauget applicator, you
will learn about additional pests, diseases and
tree health problems solved by micro-injection.
Information on new products, expanded labels,
and refined use of the micro-injection treat-
ment system, all available in a one-day semi-
nar.

Don't get hung up in the past

Start the new millennium with the future of tree
health care, micro-injection by Mauget. We'll
award you with a special Year 2000 certifica-
tion.

(800-873- :5779)*
(B77-873-3457)

500 TREES Rx
8&77-TREE HLP

(New toll free technical
support Line)

"“’“’maugetwm

USE READER SERVICE #7113




L&L SURVEY
Lawn and landscape

Nursew mwey contractors Ub\'iously Nye' Nev. 100 percent
Shows Internet ke operating their Forsyth, Ga. -
Sales Potentid businesses in areas mm' COIo. 89 pm

CLEVELAND, OHIO - The world of e-com that are growing, as e e o i

merce has clearly altered the nature of re- more people equal Henry, Ga. 87 percent
tail shopping at a dramatic pace with the
growth of web sites like amazon.com and
priceline.com. Can the same transformation amining the list to the Paulding, Ga. 85 percent
take place regarding the sale of nursery right of the fast
material and sup
plies to landscape
contractors?

A Lawn &
Landscape survey
of nearly 300 con-
tractors found that
53.4 percent of

more customers. Ex- Douglas, Colo. 87 percent

Loudoun, Va. 83 percent
growing coun- Williamson, Texasg 83 percent
Gl 10. Collin, Texas 82 percent

plains why

Georgia has been such a hotbed of acquisitions, as four of the country’s 10
fastest growing counties can be found there. Contractors in certain parts of

Texas and Colorado should also be enjoying considerable growth.

them are either
“interested” or
“very interested"” in the idea of ordenng

plant material over the Intemet MERGERS & ACQUISITK)NS

Other points of interest from the survey: Mﬁinnis Merges

« Almost half of the respondents (47.3 per-

cent) purchase plant supplies from three to With Jenm mdllmies

Six suppliers
+ Slightly more than 63 percent of contrac- ALPHARETTA, GA - McGinniss Farms, one of the largest distributors
tors purchase additional products from
plant suppliers, with pesticides, hard-
scape materials, irrigation supplies and Southeast, expanded its market by merging with Jenco Wholesale
lighting supplies topping the list

+ Widely reported issues about the lack of
plant availability don't seem to be upset-
ting contractors, as respondents rated the
difficulty of purchasing materials a 5.7 (1-
10 scale with 10 being the least
difficult) this year

of nursery materials and other horticulture-related products in the

Nurseries, Carrollton, Texas, one of the largest nursery suppliers in the

South and Southwest.

Combining Jenco’s 10 locations in Texas, Oklahoma, Kansas and
Mississippi with McGinniss’ 19 locations in Georgia, Alabama, Tennes-
see, South Carolina and North Carolina creates a one-stop horticultural shop
forcontractorsthat hasplans for continued growth.

“We want to be a national player in this
industry, and the continued consolidation of
nursery growers and irrigation distributors has
created opportunities for us in both markets,”
explained Stan Walker, founder of McGinniss
Farms in 1987 and president and CEO of the
new, merged company. “There isn’t any one
company dominating in what we do in markets
all across the country, although we certainly do
have some competitors out there.

(continued on page 20)

Consolidation and the prospect of
Internet selling may significantly
change the nature of nursery distribu-

tion. Photo: Shemin Nurseries
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Just Because You Have a V-Twin Engine,
That Doesn’t Mean You Have Enough Power.

When it comes to engines, we all agree that more horsepower is better. Once again, we've engineered

our overhead valve engines to provide the highest torque and the most displacement in every class

(from 18hp to 25hp). While we were at it, we engineered them to require less service, which means

less down time, which means more money in your pocket. (lowest oil consumption in its
class and it runs cooler so it lasts longer)

Call us today and see for yourself why more people than ever

consider Robin Subaru engines.

The Life of the Jobh.

Robin
SUBARLU
The Life of the Jobh.

940 Lively Boulevard
Wood Dale, Illinois 60191
EH 63/64/65/72 Telephone: 630/350/8200
V-Twin Fax: 630/350/8212
18, 20.5, 22, & 25hp e-mail: sales@robinamerica.com
USE READER SERVICE #68 www.robinamerica.com
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IN THE NEW!

FFA, Industry
Team Up

INDIANAPOLIS, IND. - “Ibelieve there will
be more specialized courses of study and

more internships.” That’s how one contrac-
tors replied when asked how he expects the
recruiting process for lawn and landscape
employees to be different in 10 years.

Well, that contractor and others should
be pleased to know that the development of
the first-ever national green industry cur-
riculum for as many as 450,000 high school
students has begun through a partnership
between the National FFA Foundation and
several prominent green industry firms.

A total of $282,000 has been raised, largely
through donations from The Toro Company
Foundation, The Scotts Co., Zeneca Profes-
sional Products, the Northwest Turfgrass
Association and the United States Golf Asso-
ciation Foundation, to fund the curriculum
development.

(Contmued on page 16)

JAN. 17-20 Michigan Turfgrass Conference, Lansing, Mich. Contact: 517/321-1660
JAN. 18-20 Midwest Turf h*qn Indiz mapoh« Ind (,omact 765/494-8039
JAN. 18-20 MAGIC 2000 10 Annual Convention, Kansas City, Mo. Contact: 816/561

JAN 18-20 Mid-America Green Industry Council/Mid-America Green Industry Convention,
Kansas City, Mo (,ontact 816/561-5323.

JAN. 19-21 Mid-America Horticultural Trade Show, Chicago, 1ll. Contact: 847/5626-2010
JAN. 19-21 ldaho Nursery Association Horticultural Trade Show, Boise, Idaho

Contact: 800/462-4769

JAN. 19-22 A

Ft. Lauderdale, Fla

» Conference and T

ypical Plant Industry Exhibition,

wct: 703/736-9666

JAN. 20-21 Northem California Turf & Landscape Exposition, Santa Clara, Calif.
Contact: 510/605-9600

JAN. 20-22 WinterGreen 2000, Atlanta. Contact: 706/632-0100

JAN. 2328 Nebraska Nursery & Landscape Association/Nebraska Arborists
Association, Omaha, Neb. Contact: 816/233-1481

JAN. 24 25

Cont

Care Industry Merger & Acquisition Forum, San

JAN. 24-26 Ohlo Nursery & Landsrape Association CENTS Show and Nursery Short
Course, Columbus, Ohm Contact: 614/899-1195.
JAN. 24-28 Professional Horticulture Conference of

Virginia & Trade Show, Norfolk, Va

www.tr3rake.com

10 JANUARY 2000
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Box.Scraper
Gradmg Rake

7' wide TR3™
35-60 h.p. Tractor
995 Ibs.

Call for FREE Video 800-468-5296
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management
magazine
serving the
professional
landscape
contracting
marketplace.

professional

landscape
contracting

marketplace.

() Free one-year subscription to qualified contractors.
U.S. subscriptions only.

(I North America* 1 Year $35.00

(3 South America, Europe* 1 Year $98.00

[(J Other International* 1 Year $218.00

*Payment must be in U.S. currency and drawn on a U.S. bank

(ACheck Enclosed

QMCNISA  QAmex [ Novus/Discover

Exp. Signature

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

|.CONTRACTOR or SERVICES

Q1. Landscape Contractor
(maintenance & installation)

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

33. Lawn Maintenance Contractor

4. Omamental Shrub & Tree Service

Q5. Irrigation Contractor

(36. Landscape Architect

Q7. Other Contract Services (please
describe)

(prepayment required)

Phone Fax

[ Free one-year subscription to qualified contractors.
U.S. subscriptions only.

(I North America* 1 Year $35.00

(3 South America, Europe* 1 Year $98.00

(1 Other International* 1 Year $218.00

*Payment must be in U.S. currency and drawn on a U.S. bank

(ACheck Enclosed
QMCNISA QO Amex [ Novus/Discover

Exp. Signature

11.IN-HOUSE LAWN/CARE
MAINTENANCE

Q1. In-House Maintenance including:
Educational Facilities, Health Care

Facilities, Government Grounds, Parks
& Military Installations, Condominium

Complexes, Housing Developments,
Private Estates, Commercial &
Industrial Parks

KEEP UP TO DATE!
BSCRIBE TO LAWN & LANDSCAPE TODAY!

111.DISTRIBUTOR/
MANUFACTURER

Q1. Dealer

Q2. Distributor

Q3. Formulator

Q4. Manufacturer

IV.OTHERS ALLIED TO THE FIELD:
Q &Extens(i;qn nt ISatFedeml, Stat()!
unty, City, Regulatory Agency
Q2.School, %ollege, University
(3.Trade Association, Library
4.0thers (please describe)

2. What best describes your
title?
QOwner, Pres., Vice Pres., Corp.

cer

Q) Manager, Director, Supt.,
Foreman

QAgronomist, Horticulturist

Q Entomologist, Plant Pathologist

Q Serviceman, Technician, Crew
member

D%entist T.egearcher y

Q Company, Library copy on

QOther (please specify)

KEEP UP TO DATE!
SUBSCRIBE TO LAWN & LANDSCAPE TODAY!

1%
1. What is your primary business  111.DISTRIBUTOR/
at this location? (choose one) MANUFACTURER
Q1. Dealer
I.CONTRACTOR or SERVICES Q2. Distributor
Q1. Landscape Contractor Q3. Formulator
(maintenance & installation) Q4. Manufacturer
Q2. Chemical Lawn Care Company
(excluding mowing maintenance gmo#%ﬂ m Fsﬁf
service) ) y Ag'enu_v 3
Q3. Lawn Maintenance Contractor ngsucnhtyomc : w%%mg,?,%,sw )
Q4. Omamental Shrub & Tree Service  (213Trade Association, Library
Q5. Irrigation Contractor 4.0thers (please describe)
[36. Landscape Architect
Q7. Other Contract Services (please
dovcriy 2. What best describes your

(prepayment required)
Date

E-mail Address

Name

Title

Phone Fax
Company
Address
City State____ Zip

ILIN-HOUSE LAWN/CARE
MAINTENANCE

Q1. In-House Maintenance including:
Educational Facilities, Health Care

Facilities, Government Grounds, Parks
& Military Installations, Condominium

Complexes, Housing Developments,
Private Estates, Commercial &
Industrial Parks

title?
Q Owner, Pres., Vice Pres., Corp.

cer

Q Manager, Director, Supt.,
Foreman

QAgronomist, Horticulturist

Q Entomologist, Plant Pathologist

QServiceman, Technician, Crew
member

Q Scientist, Researcher

Q Company, Library copy only

QOther (please specify)
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TO ENSURE that your meeting date is published, send an announcement at

least 12 weeks in advance to Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113.

Contact: 757/523-4734.

JAN. 26-28 Iowa Nursery and Landscape Convention and
Trade Show, Des Moines, Iowa. Contact: 816/233-1481.

JAN. 27 Northeastern Pennsylvania Turf School & Trade Show,
University Park, Pa. Contact: 814/863-1368.

JAN. 27 NORCAL Spring Trade Show, San Mateo, Calif.
Contact: 530/458-3189.

JAN. 27-29 New England Grows, Boston. Contact: 508/653-
3009.

JAN. 27-29 Oklahoma State Nurserymen's Association Trade
Show, Tulsa, Okla. Contact: 405/942-5276.

JAN. 28-29 The Gulf States Horticultural Expo, Mobile, Ala.
Contact: 334/502-7777.

FEB. 2-4 [1.CA Effective Landscape Selling Seminar,
Willowbrook, Ill. Contact: 630/472-2851.

FEB. 3-5 PLCAA Management Conference, Tampa, Fla.
Contact: 800/458-3466.

FEB. 6-9 ALCA Executive Forum, Las Vegas. Contact: 800/
395-25622.

FEB. 9-10 New Jersey Trade Show, Somerset, N.J. Contact;
609/291-7070.

FEB. 9-1 1 Western Pennsylvania Turf Conference & Trade Show,
Monroeville, Pa. Contact: 412/848-1674.

FEB. 10-1 2 Turfgrass Producers International Midwinter
Conference, San Antonio, Texas. Contact: 800/405-TURF.

FEB. 13-15 Lawn & Landscape School of Management, Dallas,
Texas. Contact: 800/456-0707.

FEB. 14-20 Golf Course Superintendents Association of
America, New Orleans, La. Contact: 800/472-7878.

FEB. 16-17 California Landscape Contractors Association
Landscape Industry Show, Long Beach. Contact: 916/448-2522.
FEB. 21-25 International Erosion Control Association Confer-
ence and Trade Show, Palm Springs, Calif. Contact: 800/455-4322.
FEB. 23 New Jersey Landcape Trade Show and Conference,
Secaucus, N.J. Contact: 201/664-6310.

MAR. 6-9 New England Turfgrass Conference & Show,
Newport, R.I. Contact: 401/848-0004.

MAR. 9 New York State Turfgrass Association Western Regional
Conference, Buffalo, N.Y. Contact: 800/873-8873.

MAR. 9-12 Associated Landscape Contractors of America
Student Career Days, Starkville, Miss. Contact: 800/395-2522.
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When someone suggests you spend more money on a 1ess
effective preemergent, it’s time to hold on to your wallet.

jamid Company. ©1999 Always read and follow label directions.




Field trials confirm that PENDULUM
weed control than any other preemer
So, even when compared to premium
You can take that to the bank.
For the PENDULUM herbicide distributor
call 1-800-545-9525, ext. T2611. 3
Or visit our website at Wy

e I Rehe sad Mass Co.

ives you more dependable, broad-spectrum

— ucts, PENDULUM controls more weeds.

= PRV

~ Unmatched value. Unbeatable performance.




* Spreads and sprays over 6600 sq. ft. per minute
* One hand steering - zero turn radius maneuverability
* Stainless breakaway spray boom
* 100-Ib. variable speed spreader
* Interchangeable high pressure hand gun to low pressure wand
* Heavy duty variable speed hydrostatic drive
* 65-gal.tank 100 ft. hose reel and aluminum utility tray
e Eliminates operator fatigue
e Triple your productivity

Special lease
* $0 down

$489 per month * 36 months
* $1.00 buy out

With approved credit

www.groundtek.com ¢ Phone (407)656-1088 « Fax (407)656-5148
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FABRISCAPE

Fabrics & Erosion Control Products
PERFECT FOR

Professional Landscape
Service Needs!

The Retail
Garden Center!

FABRICS CUT
EASY FOR QUICK
INSTALLATION

FABRIC FOR
YOUR EVERY NEED!

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

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

E ntrol
Burlap * Jute ¢ FabriJute™ Erosion Control Netting ¢ Silt Fence

Bulk Rolls 3-15" Wide

gAB RISCAPE .-

LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS
4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 * 1-800-992-0550 * FAX: (708) 728-0482
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'Market Trends

(continued from page 12)

“We are trying to create increased visibility for the myriad careers
in the green industry by developing this curriculum,” explained Bill
Hoopes, director, training and development, Scotts Lawn Service,
Marysville, Ohio.

Jana Jaure, regional director for the FFA, explained that the cur-
riculum will be written during the next 12 to 15 months. After that, at
least one high school teacher from each of the 50 states will take part
in a “Train the Trainer” program so they understand the curriculum
and how to best teach it.

Hoopes said the curriculum steering committee hopes to have the

The International Society of Arboriculture
celebrated its 75" anniversary by raising money for
arboricultural research. At its annual conference, arborists
from across the country and around the world raised approxi-
mately $300,000. Next year's ISA Conference will take place
in Baltimore, Md.

Arthur “Buck” Jones, president of Arthur A. “Buck” Jones &
Associates, Grayson, Ga., received this year's Southern
Nursery Association Slater Wight Memorial Award,
which is given annually to the individual who has made a
significant contribution to the advancement of the industry in
the South and to the association.

The Pennsylvania Turfgrass Council announced
allocation of $175,000 to support Penn State University's
turfgrass science program. The Council designated its sup-
port for the three disciplines within the program: agronomy,
entomology and plant pathology. The funds can be used for
staff and research support for projects designed to solve
problems relating to turfgrass pests and other cultural prac-
tices used in the turfgrass industry.

The Professional Grounds Management So-
ciety clected its new officers who will each serve for a term
of one year: Randall Willis as president, Kevin O'Donnell as
first vice president, George Van Haasteren as second vice
president and Matt Vehr as treasurer.

The Ohio Lawn Care Association is sponsoring an
internship program organized to place horticulture and turf
management students in member companies, offering them
an opportunity to see and experience lawn care and mainte-
nance first hand.

LAWN & LANDSCAPE
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Garick Corporation named Ralf Engelbrecht as national sales
manager.

Eagle Point Software announced three new technical representa-
tives: Jim Reinbold as the Mountain representative, Dom
Reichle as the Northwest representative and H. Scott
Griffin as the Midwest representative.

Pat Holubetz was promoted to sales associate at Finn Corp.

Barenbrug Northeast announced the following promotions:
Michael Mulder o vice president - general manager, John
Carson to sales and marketing manager for the turf market and
Robert Macfarlane o territory manager. Gwyneth
Mansve joined Barenbrug Northeast as a marketing support
representative.

Roberts Supply added Gerry Sawyer to the company as a
sales representative.

William Harper joined Spectrum as region sales manager, Professional
Products, for the company’s central Florida region.

Rain Bird promoted Jamet Reilly to director of operations and Christine
Pappas to marketing communications manager.

(Top)Carson,
(Bottom)Harper

curriculum available in high schools for the
2001-2002 school year, with the potential for
ultimately offering the classes in more than
7,500 schools nationwide.

“Students will take classes that cover the
basic science education they need for the
lawn care, landscape or golf industries, and
then they’ll split off into functional courses
for their area of focus,” Hoopes added.

“The green industry wanted to find a
recruiting avenue to deal with the labor short-
age, and this curriculum will promote the
industry as a whole,” explained Jaure.

IN THE NEWS

TruGreen Changes
Interior Name

MEMPHIS, TENN. - TruGreen-ChemLawn
announced it changed the name of its inte-
rior division from TruGreen-ChemLawn
Plantscaping to TruGreen Interior PlantCare.
The change was made to differentiate the

(continued on page 20)

Sundance

KID Il Grinder

*Totally Enclosed Grinding Action-Safe and
efficient.
*Fewer Moving Parts Equals Less

WELLS CARGO

‘GREEN INDUSTRY
WORKHOBSE

TR
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Every Wells Cargo landscape
trailer is built with rugged durability
and hassle-free performance as standard
features. No shortcuts. No cutting corners. Just the
best built trailer you can own and customized the way
you want it. Thousands of units on the road are our
proof. Our comprehensive 3-Year Warranty Program is
your protection. Call (800) 348-7553 for a FREE information

Maintenance-Direct drive fo rotor.
*Portability-Transport with 3/4-ton pickup.
Excellent for curbside or job site grinding.
*Positive Feed-Hydraulic cylinder direct to feed
roll and hammers.
*Convenience-Low 4'6" loading height.
*Durability-Grinder weighs 8,600 pounds. Rotor
weighs 1,725 pounds.

*High Capacity-Up to 15 tons per hour. packet and nearest authorized Wells Cargo dealer
Sundance e o e

PO. Box 2437 » Greeley, CO 80632 " ‘ A 2E=Cl

970-339-9322 ,_ R
sundance @oneimage.com
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the lawn and landscape industry's most interactive web site...

Lawn & Landscape would

like to announce a series of new

informational features at
www.lawnandlandscape.com.

For more than two years

www. lawnandlandscape.com has supplemented

our magazine with additional stories and an

online archive of back issues. Now we’ll be pro-

viding weekly information from Novartis Ti
Ornamental Products, Gempler's and the A

ciated Landscape Contractors of America.

urf &

SSO-

(‘ NOVARTIS TechNotesisa

weekly update on pertinent landscape informa-

tion from around the country, including soil

temperatures, turf management tips and updates

on conditions like insect infestations
TR TT T
EMPLE will provide Lawn
& Landscape Online visitors with
regular information from its new
binder, “How to Avoid an INS Night-
mare.” This information will be of par-
ticular value to those contractors em-

ploying an Hispanic workforce

ALCA
s weekly “Driver

Safety Toolbox Talks" is for contractors
looking to improve training programs

and weekly tailgate talks.

Bulletin
Boards

DAILY ONLINE NEWS

The Daily Online News section is your source for

Lawn & Landscape up-to-the-minute information on stories affecting

Online’s bulletin
: CLICK ON THE
board is your fo-

rum for questions, ~ DAILY ONLINE
answers and com-  NEWS INDEX FOR A
P o LIST OF PREVIOUS
topics of late in-

LA ONLY ONLINE
clude irrigation
winterization, ARTICLES.

computer software

the lawn and landscape
industry. These stories
reflect important issues to
industry professionals as
they happen. Whether
you're looking for informa-
tion regarding the latest
industry acquisitions,

and pricing land- announcements from manufacturers or industry

scape services, If trends, this is the place to visit every day.

you have an
industry-related

question, you can post it online

Online
and have an expert or MARKETPLAGE

Che peer in the lawn and The Online Marketplace at

Tyl landscape industry an- www.lawnandlandscape.com is your
NCK ;

centis peverif 1S yost e an link to industry suppliers, products
S opinion, share it on .

Of1ei1 P X ) and services. The marketplace

T the discussion board ' q

; ; : features links to a wealth of informa-
'O and make your voice

NEWS NOW

= f

3 i WY heard. The bulletin
- ,i/‘l‘,]".z}:.

A a2 board is a great way to

to your
o J g connections across the
SIS. nation for free.

tion about computer products, hand-
held equipment, mowers, specialty

make contacts and products and more.

Be sure to register for www.lawnandlandscape.com’s News Now feature

by submitting your e-mail address in the “Join List” section located on the

lower left of the home page. By registering here, you will receive breaking

news stories just minutes after the Lawn & Landscape staff hears about

them. Your e-mail address will also be added to our list for

www.lawnandlandscape.com’s e-newsletter. - Cindy Code

109" 3deaspuejpUBUME] MMM
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Pallet Forks Digger Auger Brushcat Rotary Cutter
Easily lifts and carries a variety of Dig it coming or going! The new Drills 6- to 36-inch holes for posts, Cuts through the thickest grass
palletized material. Hydraulic Bobcat Digger attachment digs in poles and trees with speed and and brush; mulches branches and
positioning available. both forward and reverse and has plumb-line accuracy. saplings up to three inches in

a multitude of uses. diameter.

Your Bobcat® loader and compact excavator ~ Bobcat attachments are engineered and
become even more versatile and cost-effective  manufactured to fit perfectly with Bobcat loaders

with the addition of dozens of job-matched and excavators for optimum job performance,
. attachments — featuring the Bob-Tach™ and  dependability and durability. Make every
X-Change™ mounting systems for fast, secure jobsite run smoothly and more efficiently with
attachment changes. hard-working Bobcat attachments.
; For a FREE “Bobcat Advantage " video and 40-page Buyer's Guide,
call our 24-hour fax-back line: 1-800-662-1907 (ext. 702). “
BOBCAT Bobcat/Ingersoll Rand Company ¢ P.O. Box 6019 ?.' k
Fargo, ND 581086019 » (701) 241-8700 mqt
INGERSOLL-RAND www.bobcat.com/markets
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Market Trends

(continued from page 17)

interiorscape service from the company’s
chemical lawn care service. The company
has interiorscape operations in more than 50
cities across the country.

MERGERS & ACQUISITIONS

Case, New
Holland
Finalize Merger

CHICAGO, ILL. - Case Corp. and New Hol-
land announced the merger of the compa-
nies into CNH Global N.V, Racine, Wisc.
The estimated combined 1998 revenues of
Case and New Holland are about $12 billion,
said CNH President and CEO Steven Lamb.
“We are extremely excited about the oppor-
tunity in front of us,” Lamb said.

Part of CNH's strategy will include incor-
porating the global balance and strength of
the companies and emphasizing product dif-
ferentiation between the Case and New Hol-
land products. Case and New Holland equip-
ment will retain the brand names and be
known as a product line of CNH, Lamb said.
There is geographic recognition of the brand
names of Case and New Holland and CNH
wants to keep the market strengths those
names carry, he added.

Part of that product commonality will in-
clude a move toward making parts for simi-
lar Case and New Holland product lines in-
terchangeable to give the company more le-
verage when it comes to purchasing materi-
als and to keep costs down for the buyer.

B

McGinnis Merges with Jenco cmwimpn

“Now, we feel as though we're the domi-

nant player in two significant geographic mar- -

kets—theSoutheastand the Southwest,” Walker
noted. “But there are still many other oppor-
tunities for us in terms of additional acquisi-
tions or raw start-ups of new locations.”

Walker explained that the merger, com-
bined with some outside financing, provides
the new organization with additional capital
to finance additional growth.

Walker was also quick to point out, how-
ever, that he believes this deal will position
the combined entity to better serve the land-
scape contracting industry, which currently
represents about 95 percent of its business.

“This deal means that our plant procure-
ment power will get better, which will trans-
late to better prices, and we’ll also be able to
offer better service and more convenient lo-
cations for our customers,” he explained.
“For example, we've computerized every-
thing in our stores, and time is money to the

IN THE NEWS

GIE Show Strong
and Will Expand

BALTIMORE, MD. - The Green Industry
Expo continued its growth as almost 6,000
attendees visited the nearly 300 exhibitors
and sampled from more than 50 educational
events. The GIE Show is produced by the
Associated Landscape Contractors of
America, the Professional Lawn Care Asso-
ciation of America and the Professional

il

e B

Metro Atlanta Landscape & Turf Association - www.malta-inc.org
Swingle Tree & Lawn Care, Denver, Colo. - www.swingletree.com

Outdoor Power Equipment Institute - www.opei.org

Monsanto - www.monsanto.com

Environmental Protection Agency - www.epa.gov

Thomas Equipment - www.thomasloaders.com

Landscape Alternatives, Georgetown, Ky. - www.landscape-alternatives.com

To announce a new web site, e-mail nwisniewski@lawnandlandscape.com.

landscape contractor. So, if they can get in,
placeanorderand getout of the store quicker,
that’s better for them. SRR

“We're also in a stronger position with
growers to command better quality plants
and contract growing,” Walker continued.

Walker predicted continued consolida-
tion for the nursery and distribution indus-
tries in the not-to-distant future.

“I think the 80/20 rule will apply with 80
percent of nursery product coming from 20
percentof the players,” he forecasted. “There -
aren’t too many people in this industry who
can afford to write the big checks, so we're
becoming dependent on theinvestment com-
munity that hasn’t looked at this industry a
lot and doesn’t understand the issues we
deal with, like perishability of plants. Now,
we're starting to get some of this attention,
however, and outside investors are seeing
that this industry includes more than just
mom-and-pop garden centers.”

Grounds Management Society.

Next year's show, to be held Nov. 4-7 in
Indianapolis, Ind., will feature a new ele-
ment as will hold its Interior Landscape Con-
ference in conjuction with the GIE for the first
time.

ALCA attributed shifting the show from
its current January dates that coincide with
the Tropical Plant Industry Exhibition to the
increasing diversification the association is
seeing in its members’ services.

Nearly 30 percent of ALCA members of-
fer interior services, and ALCA expects this
number to grow.

“Clearly, members are meeting the client
requirements for one-stop shopping,” ob-
served Chris Raimondi, chairman of the
ALCA Interior Landscape Council and presi-
dent of Raimondi Horticultural Group,
Ridgewood, N.J. “Next year’s GIE will pro-
vide interior and exterior members valuable
information on this growing trend.”

Some interior contractors are concerned
that moving their show to November creates
challenges in the midst of holiday decorating
season, and ALCA said the GIE is exploring
moving show dates to October following next
year’s show. L
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' KOHLER AEGIS

ARN MORE ABOUT THE LATEST INNOVATION FROM KOHLER ENGINES, g ‘
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17, 20, AND 23 HP VERTICAL SHAFT TWINS

KOHLER. AEGIS™ IS THE FUTURE
OF LIQUID - COOLED.

Kohler leads the engine industry with a technologically -
advanced cooling system and a revolutionary air filtration
system. The new liquid-cooled V-twin KOHLER Aegis is a
breakthrough in design and innovation.

Kohler's advanced parallel-
flow liquid cooling system
provides superior engine
cooling through a patented
low profile heat exchanger.
This state-of-the-art radiator

‘ enables the engine fo run
55 | cooler by keeping oil

KOHLER Aegis 23HP
Ked-cou Y un sgie

temperatures low and running temperatures consistent. FEATURES BENEFITS
0il life is extended and internal engine wear is redu(ed, Advanced parallel-flow liquid cooling system . ... ...... Consistent running, lower oil ‘
increasing engine performance and reliability. The result ond head temperoues, long e,
; A - ond reliable, quiet operation
is less maintenance and greater savings.
Lorger displocement .................o.l. More power and torque
thon competition
MODEL SPECIFICATIONS Innovative i filtration system ................. Improved fitering ond more
ENGINE TYPE 4cyde, twin cyinder, V-configuration, overhead volve, liquid-cooled, capacity than compefition(+ 250%)
gasoline, pressure lubricated, with ol filter, vertical shaft, oluminum ) . :
heod and crankcase with catiron ylinde fners Compact integrated package . ................. Eosy to install, interchangeable
MODEL V560 V625 V675 footprint with Command™ twin
BORE in.(mm) | 287 73) 303 077) 315 (80) _ . ; T
STROKE in.(mm) | 264 (67) 264 (67) 264 67) Easy-to-remove blower housing ................ Easy to inspect, service and maintain
m(z?fw i m'h:(:;;; HIO 2 1 Y OV desiont o+ +:5555 550 snmmnnivivimesai e Increased power, gtemgr fuel
Maximom | 17.0(127) 00(149) 20(172) economy, no carbon build-up
— 1222183 52851?3} f?i%i%#i m No losh od |
— AL : i IS, e e e, justment, er loss,
MAXTORQUE _Ibs. f (m) @ 2400 RPM | 26.0(35.3) 300 (407) 320 (434) Hydroukc vove ... 0.0: . |ush o i
ORY WEGHT s kgl | 110052 10 (52 110 (52 R IONE:N00
b BRIEETT 21 2019 Full pressure lubricafion and full-flow fiter .. ... Constant protection, even and
DIMENSIONS in. (mm) : R
L.vm };: {:m :;g ::ﬁ} :9: ::m confinuous pnl distribution,
Heght | 188 (478) 188 (478) 188 (478) extended of changes
COMPRESSION R0 851 851 851 Fasy access service points . ................... Convenient access fo engine componens
during routing maintenance
Three-year limited warranty .................. One of the best in the business
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AstraZeneca and Novartis
Announce Agrochemical Merger

LONDON - The consolidation of the specialty pesti-
cide industry continued today as the boards of
AstraZeneca PLC.and Novartis AG announced that
they have each unanimously agreed to spin off their
agricultural chemical businesses and merge them into
the world’s first dedicated agribusiness company,

according to releases by both companies.

The companies announced that Novartis Crop Pro-
tection and Seeds businesses and Zeneca Agrochemi-
cals will be merged to create Syngenta AG. The merger
brings together companies that had combined sales in
1998 of $7.9 billion, which will be the world’s largest
agrichemical companys with combined 1998 sales of
$2.9 billion in NAFTA, $2.9 billion in Europe, $1.1
billion in Latin America, $0.8 billion in Asia/Pacific
and $0.3 billion for the rest of the world.

Ironically, Novartis was formed via the merger of
Ciba and Sandoz in early 1996. Now, the company has
decided to focus primarily on its growing health care
business, hence the spin off of its crop protection and
seeds businesses. Coincidentally, AstraZeneca was
formed via last year's merger between Astra and
Zeneca Professional Products.

Rumors of this deal have been circulating since the
third quarter of 1999. The fact that some sort of deal
would take place involving Novartis seemed likely
when Randy Williams, who was named vice president
of the global turfand ornamental business for Novartis
last June, commented at an October media event held
by Novartis that he didn’tknow if the company would
still be Novartis “12 months from now.”

According to statements made by the companies,
the development of Syngenta will be based on the
combination of the largest global sales and service
networks with the broadest and most attractive prod-
uct portfolio in crop protection and a leading position
in seeds. Syngenta will build on the most profitable
crop segments to create and capture increased value in
the agribusiness food chain through accelerated inno-
vation to meet the needs of growers, processors and
consumers.

Meanwhile, Novartis’ presence in the turf care
industry is represented by products such as its herbi-

cide Barricade, its insecticides Avid and Award, its
fungicides Alamo, Banner Maxx, Subdue, Compass
and Medallion, and its plant growth regulator Primo
Maxx. AstraZeneca's turf presence is represented pri-
marily by its line of chlorothalanil fungicides.

“The launch of Syngenta creates the first global
dedicated agribusiness company, a leader in its in-
dustry that will be well positioned for profitable
growth. Wehave an outstanding outlook based onour
rich and promising pipeline and our strong technol-
ogy platform,” said Novartis Chairman and CEO, Dr.

(continued on page 24)

MERGERS & ACQUISITIONS

Omni Facility Joins
the Consolidation Game

“SOUTH PLAINFIELD, N.J. - The consolidation of landscape

companies continued when one of the leading independent
c()m,padies was acquired by a company striving to be a complete

facility management group.

The Morrell Group, Atlanta, Ga., was acquired by Omni Facility
Resources, thereby ending industry speculation about the future of
Atlanta’s largest remaining independent landscape company.
George Morrell, founder of the company, will remain with the
organization along with the rest of his management team.

“The Morrell Group is a classic example of the companies
we're interested in,” explained Betty Browne, president and
CEO, Omni. “We're looking for leaders in their market with a
great management team, a great customer base and who are
looking for an investment in their company in order to fund
future growth. That's what we’ve been doing, and that's what
we'll continue to do.”

Omni, which entered the landscape industry with its 1998
acquisition of Heyser Landscaping, Norristown, Pa., also an-
nounced the acquisition of Smith Fox Associates, which is one of
the largest interior plant maintenance companies in the Philadel-
phia/Delaware markets. Smith Fox will operate as Smith Fox
Heyser Associates after merging with Heyser Landscaping’s
interior plant maintenance division.

(continued on page 24)
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You Can't Clean Up
This Season
If You Spend The Season
Cleaning Up.

o




Dimension® turf herbicide. It's the best value because of what it won't cost you.

Like about thirty-five bucks to shampoo a fluffy white pooch. Or eighty-five to clean a white

Berber carpet. What's it cost to repaint a white picket fence?

Scrub a concrete walk or driveway? You'll learn first-hand, if your

turf herbicide stains those items. And that messy yellow stuff
could end up costing you even more: If

the herbicide you use doesn’t

provide the best control
of crabgrass and other
weeds, you could be getting some -
unexpected calls from unhappy customers.
Dimension is labeled for use on ornamentals, so
you can use it on the lawn and landscape. It doesn't
stain, so you can apply
it with confidence right
up to concrete walks and driveways. Your customers won't
be seeing any more of those little fringes of crabgrass
along the edges of their turf. All they'll see is healthy, happy
lawn...and all you'll see is happy customers and a healthy
bottom line.
Clean up this season. Call 1-800-987-0467 or visit us at

www.dimensionpro.com for complete information.

DIVIENSION @2
o &)

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. DIMENSION® is a registered trademark of Rohm and Haas Company
©1999 Rohm and Haas Company T0-279

Nteton ot
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_ Breaking News

AstraZeneca (continued from page 21)

Daniel Vasella, in a statement released by the
company.

The merger is conditional on the share-
holder approvals of Novartis and
AstraZeneca and receipt of relevant regula-
tory clearances. Completion of the merger is
expected to take place in the second half of
2000. Representatives of the turf and orna-
mental business for both companies said
most plans for the future of the organization
are still being determined.

Syngenta willhave headquartersin Basel,
Switzerland, and Michael Pragnell, presently
CEO of Zeneca Agrochemicals, will be CEO
of Syngenta. Pragnell said, “Zeneca Agro-
chemicals and Novartis’ Agribusiness are an
ideal fit with complementary product port-
folios and a strong international sales and
marketing culture. - Scott Hunsberger

Omni (continued from page 21)

Omni’s acquisitions are of particular in-
terest because these acquisitions signify a
differentapproach to the consolidation game
than the strategy that has dominated land-
scape industry consolidation news to date.
Omni’s goal is to be a “true one-stop shop”
for its customers, according to Browne.

“One-stop shopping is growing based on
customer demand, and this is a trend that is
only growing instrength,” Browne explained.
“We saw the outsourcing of services move
from an experiment in business manage-
ment to something that is a given in the
corporate environment, and now we're see-
ing the next phase take place, which is ven-
dor reduction.”

Browne said Omni has revenues of about
$150 million and operates in 27 states, with
more than $30 million of that figure coming

from the landscape industry. Other revenues
come from services such as mechanical and
HVAC maintenance, air filter replacement
services and commercial janitorial services.

With future plans including a potential
public-stock offering, Browne said she expects
Omni to continue its aggressive growth plans.

“When we bought Heyser, it was operat-
ing in five states,” explained Browne, point-
ing out that the company wants to offer all of
its services to all of its customers. “Now
Heyser has offices in 16 states.”

Much of this growth has resulted from
offering landscape services out of the offices
of other Omni companies across the country.

Browne also noted that she expects to see
the pace of consolidation in the landscape
industry increase during the next 12 months.

“But]don’tthink we'll ever see the rate of
consolidation in the landscape industry that
we saw in 1998,” she noted. — Bob West

MERGERS & ACQUISITIONS

Ferris Goes the Simple Route

PR
PORT WASHINGTON, WIS. - The rapid consolidation trend in

Eg landscape industry continued with a twist when Simplicity

Manufacturing, a consumer lawn mower manufacturer, acquired

Ferris Industries, Munnsville, N.Y.

The deal includes the purchase of 100 percent of Ferris Indus- -

tries by Simplicity Mfg., including access to their distribution,
according to Warner Frazier, chairman and CEO, Simplicity Mfg.,
who pointed to the current rapid growth in the landscape contrac-
tor industry as a key reason for Simplicity making the deal.

“The market for commercial mowers is increasing at a faster
rate than the market for consumer mowers, so this acquisitionis an
opportunity for us to increase growth quickly,” Frazier explained.
“We looked to get into this market about 10 years ago when we
acquired a small commercial mower manufacturer that didn’t
have areal presence in the commercial market, but we learned that
you have to have a reputation for quality to grow in this market.
In Ferris, we're getting a good line of quality products and a good
reputation for product durability, innovation and after-market
service. We did a lot of research and were very comfortable with
Ferris’ product line based on the testing we did with contractors
and distributors.”

David Ferris, chairman, Ferris Industries, noted the fueled
demand for Ferris products and necessary increases in production
capacity as the reasons for selling his company.

“A firm such as Simplicity can provide the capital and manage- i

ment necessary to accelerate the product development and manufac-

turing modernization programs planned for Ferris in the near fu-

ture,” remarked Ferris, who's role in the organization will change into
a more consulting one as chairman emeritus.

Another reason for the acquisition, Frazier pointed out, is that
many of Simplicity’s dealers have been expanding their businesses to
include professional mowers as well as residential units.

“We pride ourselves on having a strong network of independently
owned retailers, and more of their time lately has been going toward
the commercial segment,” Frazier said. “So part of this acquisition has
to do with matching the needs of our distribution. Also, growth in the
big tractors that have always been a mainstay of our lines has been flat
as more cutters of large acreage are using the large, riding. commer-
cial-style machines to do the job instead.” '

Frazier said Simplicity’s current branding strategy is to heep the
Ferris name on the commercial mowers and continue to market them
through independent distribution. Plans for Ferris’ Criterion line for
homeowners have not yet been determined, according to Frazier.

Ferris Industries employs approximately 120 people and has
annual revenues of nearly $25 million, and the Ferris line includes a
wide variety of walk-behind and riding mowers with cutting decks
ranging from 36 to 72 inches in width. The company has enjoyed
significant growth in the last two years due to patented indepedent
suspension technology for riding mowers.

Simplicity Manufacturing employs nearly 500 people and dnsmb-
utes its consumer products, which include riding mowers, lawn and
garden tractors, chipper shredders, chipper vacuums, tillers and

snow throwers, through a worldwide network of independent deal-

ers and distributors. — Nicole Wisniewski -
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Guess Which Animal Won’t Track On Your Turf.

Gator (7.1 psi)

*Psi for a Gator 6x4 **Price of a standard Gator® 4x2 Utility Vehicle
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In Minor’

QUESTION: There are somany things that a

contractor has to focus on when starting a busi-

: mrmuoyoﬂﬁﬁnkm%key areas for us

to focus on?

ANSWER: There is no doubt that operating a
successful landscape company is a tremendous
challenge. Even in today’s growing economy
there are a number of issues that are difficult to
deal with from the labor shortage to low-priced
competition.

Having said that, there are still certain gen-
eral areas for all contractors to concern them-
selves with if they are interested in making their
business stronger and more profitable.

Following are 10 key areas for contractors to
focus on mastering in their business. My hope is
that these tips I share can be used by everyone
regardless of their level in business.

TIP NO. 1: Deliver quality and do it quickly.
This concept should be followed by everyone
including someone new to the business or a
seasoned industry professional.
Successful businesses realize that quality is
not enough. Quality is meeting or exceeding
customer expectations at a competitive

gxmenoughhmeand

\ v ¢
- J: :JJ

it at a competitive price.

Remember that quality is always de-
fined by the customer. You may think you
are doinga greatjob or doing all of the right
things, when in reality the customer thinks
something else is important. For example,
while you think green grass is important, it
may be seasonal color.

TIP NO. 2: Be obsessed with providing excep-
tional customer service.

The good landscape professionals have figured
out that it is necessary to have great quality, great
prices and great service.

The bottom line is to be obsessed with pro-
viding good service. Contractors have to live this
commitment everyday and have a passion for it.
And everyone around you has to buy into it, too.

If a contractor makes this commitment to
service and ties in quality, efficiency and re-
sponsiveness, then they will be at the top of the
industry. It doesn’t even matter which industry
itis or what position they are in, they will still be
a success.

TIP NO. 3: Set Goals.

If someone goes on a trip to an unfamiliar loca-
tion, what is the most important item they will
need before leaving? A map.

You need a map to get where you want to go.
It’s the same with your career and your life.
Everyone needs a road map. You have to have a
game plan for success and identify where you
want to go, when you want to get there and what
it is going to take to achieve it.

TIP NO. 4: Become an effective communicator.
The bottom line is, if you are a skilled communi-
cator there are simply more opportunities for

‘advancement.

~If someone can sit in front of a client and
clearly verbalize an issue or a situation, write a
letter that successfully explains their position or
evéﬂ put together a clear, concise proposal, then

hat person’s job will be significantly easier when
with clients.

y, if someone can communicate a

) n to his or her organization, get up and give

orsimply know the best way to praise

and repnmand employees, thenhe orshe will go

farther as a manager than someone who doesn’t
have these skills.
(continued on page 28)
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“Whether we’re working on

a residential, commercial or
industrial site, Millennium Ultra™
has given us exceptional control
over clover as well as other

weeds. Our number of callbacks
has decreased by 34% in the

three years we've been using the
product. I would recommend

it to anyone who wants

:'.\‘('t*l)[in/m/ results.”

Steve Leisring Vice President of Operations

Greenlon, Inc., Cincinnati, Ohio

Millennium Ultra is an extremely
effective, broad spectrum broadleaf
herbicide. Its state-of-the-art formulation
results in fewer callbacks, happier
customers and a product that's easier on
the environment. For rapid response
and outstanding effectiveness,

get Millennium Ultra.

werdale : / 5
:, Millennium //ira"
= L
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_In Minor's League

(continued from page 26)

TIP NO. 5: Develop multiple skills. p -

It goes without saying that the most valuable

employee in any company or industry can

do a variety of things and do them well.
For the green industry, developing mul-

tiple abilities may include having strong

horticultural skills, having good hiring skills tiow, 0 be sucoessiil i the Jawil S R L

t the Lawn & Landscape School of Management, David Minor, former owner
of Minor's Landscape Services, Fort Worth, Texas, listed his top ten tips on

or maybe even speaking Spanish. 1. Deliver quality and do it quickly.
_Learn and master a number of different 2. Be obsessed with providing exceptional customer service.
skills. Whether you are an owner, senior
manager or mid-level manager, there will 3. Set goals.
simply be more professional opportunities 4. “ Becomb: an. alfoctive comisamioutor:
for you based on the number of skills you are
competent at. 8. Develop multiple skills.

6. Leamn effective time management techniques.

TIP NO. 6: Learn effective time management

techniques. 7. Develop your leadership skills.

G,OOd e man.agement S o n.1akmg the 8. Understand that your attitude determines your altitude.
time to do the things thatare mostimportant.

These might not be the tasks that someone 9. Learn how to handle adversity.

w}zantls dtg do, but they are the tasks they 10. Always focus on continuous self-improvement.

should do.

- L+

(continued on page 30)

Roll over the tough jobs

Reliable, economical and easy to use, Brouwer
makes the ideal turf rollers for landscapers,
rental outlets and contractors. Ride with
the maneuverable TR224,with its 5.5 h.p.
Honda engine and 24" wide rollers. Or,
choose the compact TR130 walk-behind
roller, with its 5.5 h.p. Honda engine and
hydrostatic transmission for smooth
control. Both are gentle on turf and
provide easy handling around trees, shrubs
and flower beds.

TRISH | ling e gottatie

Nobody cuts it like Brouwer

289 N.Kurzen ¢ PO.Box 504 e Dalton,OH 446180504 e 330-8280200 e Fax 330-828-1008 e www.brouwerturf.com

USE READER SERVICE #17
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first time around—saving us

“For years, we had the same
problem every spring—how to
effectively control weeds while it
was still cool outside. We usually
had to reapply products to get the
desired control. That is until we
discovered Cool I’nl( er®. Cool

Power eliminates the weeds the
time and money.”

Denny Pennington Owner,

Des Moines, lowa

Often, when the temperatures are cool,
your ability to successfully control weeds
is hampered. No more. Cool Power, a
post-emergent herbicide, offers superior
weed control for cool
weather applications.
So whether it's wild
violets or dandelions,

weeds can't hide from Cool Power.

-
-

Y

COOL POWER’

nington Lawns
\
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(continued from page 28)

The best managers I know of canjugglea
number of tasks and do them well. They can
do this because they are organized and they
know the priorities of the moment.

TIP NO. 7: Develop your leadership skills.
A leader has a few certain traits. First, a
leader treats people fairly and decently. Sec-
ond, a leader is sensitive to his or her staff's
needs and wants. The people are at the top of
his or her priority list. Third, good leaders let
their people know that they are important.

We talk a lot in business about the cus-
tomer. Good leaders satisfy the internal cus-
tomer as well. The internal customers will
make or break an organization. The internal
customer is the company.

Leadership skill can be developed, but it
is something that one has to work at.

TIP NO. 8: Understand that your attitude
determines your altitude

Attitude is more than just being upbeat and
positive, although this is a great start. Atti-

tude involves dealing with the issues of the
day in the proper perspective and some-
times that is hard to do.

Have you ever consistently interacted
with people who always
seem upbeat and positive? If
so, what happened? If you
are like me, that person
rubbed off on you and made
you and everyone around
them better.

Everyone is in charge of
their own attitude. If your
attitude is positive and you
have your life in perspec-
tive, thenyouare on theright
path.

great service.

TIP NO. 9: Learn how to
handle adversity.

Thisindustry is tough. Itis for tough people.
The clients can be demanding. The employ-
ees can be problematic. The hours are often
long. The business can be stressful. If you
can handle adversity, you are on the right

The good landscape
professionals have
figured out that it
is necessary to have
great quality,

great prices and

path to success because there certainly will
be adversity.

TIP NO. 10: Always focus on continuous self-

improvement.

The best thing about
this journey is that it is
a journey that never
ends. People can al-
ways learn and be bet-
ter whether they are 22
years old or 62 years
old. There are always
opportunities to learn
and grow.

The path to success
isabumpy one.ButI'm
convinced that if you
choose the right path
and focus on the right things, you canbecome
the one person you dream you can be.

The author is a Contributing Editor to Lawn &
Landscape magazine. He can be reached at 817/
257-5608.
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OFESSIONAL
PERFORMANCE

OFESSIONAL
APPEARANCE

e

Everywhere You
Look - There We Are!

Ranked Among the Best

Franchise Opportunities in America!

s Ly

- External Piston Pump for Long Life

+ Durable Brass Valve & Brass Wand

+ Polyethylene Tanks with UV Protectant

« Stainless Steel Base

+ Quick Adjust Straps

« Most Parts Interchangeable Among Various Sizes.

! TWO YEAR
INEW VARRANTY AGAINST
MANUFACTURER DEFECTS.

Contact local distributor for complete details,

PARTS AVAILABILITY GUARANTEED

for further information, contact:

ITB CO., INC 1-800-866-1357
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GOLD Franchise| | Platinum| | The Top

- Proven Leaders in the Lawn Care Industry

- 17 year Track Record of Successes
N (L

- In-depth Training
nitro =green

« Exclusive Territory
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- Extensive Support
Call us at 888-431-1541
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Kevin Johnson General VRN o I ot N dTa s

Des Moines, lowa

“Late spring and summer are
when we encounter some of
our most difficult-to-control
weeds, such as spurge and
ground ivy. Horsepower®

E has given us the control we

? need with less reapplication.

! Customers expect us to kill
weeds the first time around,

| and Horsepower has helped us

: to deliver on that promise.”

When the weather gets warm,
Horsepower is the most effective way to get
command of those hard-to-control weeds. Its
highly effective, broad

spectrum formulation

also offers you a non-2,
4-D alternative. So use the
power of Horsepower to control

problem weeds in the summer.

e

Horsepower °

g
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A& a 1623 53th Ave., SE addition, the corporate world largely
Salem, Ore. 87301 to set up operations 40 miles north of
503/364-8376
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DeSANTIS _Cover Ston
LANDSCAPES by Bob West

HEADQUARTERS: Salem, Ore
FOUNDED: 1974

BUSINESS SERVICES:About 55
percent of sales come from residential
customers with 40 percent commercial
and 5 percent government. Sales are
from 47 percent installation work, 42
percent maintenance and 11 percent
iffigafion services

1999 REVENUES: $1.4 million
PROJECTED 2000 REVENUES: $1.7
million

EMPLOYEES: 32 yearround, 6
seasong|

THE COMPANY
MISSION STATEMENT: Create and
moainfain an environment of lasting
beauly, gain the frust and respect of our
community and continually improve

ourselves and our company

Tony DeSantis has traveled a route many other contractors know quite well. :

FUTURE CHALLENGES: Dealing with |

After deciding that a college degree wasn’t what he was interested in, he
ihe labor shortage, maintaining and & B2 08 ;

improving upon the company's culture worked a variety of jobs in a number of different industries before going to

and becoming better longterm manag- work for a local landscape company. There he found an occupation he loved

ers of the business and work he had a knack for. =
After spending four years with the company, DeSantis was convir@é_ihe

THE OWNER had what it takes to start his own landscape company, and, in 1974,,M

Landscapes was born in Salem, Ore.
TONY DeSANTIS “I quit my job and started the company in October, which wasn't%‘ -
BACKGROUND: Worked in o variety of timing on my part,” he recalled with a laugh. “I had a couple of jobsiinegheip ===
to start out, but then the first one stiffed me for half the money.® % ‘ e
DeSantis didn’t waver from his decision, however, in part due to thej
that he had a clear goal in mind. At
company four yeors lofer. Serves on the board “I never had any dreams of building some big company and
ok diteclors for the Salem Rotary Club. o local whole lot of money,” he noted. “I was just looking for personal sat
and running this business has helped me achieve that.”

capacifies and industries before working for o

Salem landscape company, Founded his own

evic group called “Today's Choices

Jomextow's Communily,” the Solem Chamber MARKET CAPPED. Those who have never been to Salem
of Commerce, ALCA and OLCA few things about the capital of Oregon in order to appreciate &

pisanms Lanpscares _ [RNRRCRINRASS
ment has a considerable presence in

JANUARY 2000 www.lawnandlandscape.com
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Tony DeSantis (front, far right) has built a culture around his employees that

includes a unique benefits package and solicits employee involvement. This
culture has resulted in an average employee tenure of greater than eight years.

Photo: Curtis Almquist

DeSantis Landscapes has found that growth is not

measured just in dollars alone.

‘b) DeSANTIS
LANDSCAPES

SANTIS
DRNDSCAPES

“MAKING A -
DIFFERENCE

64-8376

SALEM, OREGON




’m your go-to guy.
| carry all your tools. And keep you

in the green. I'm always on the job.
And hardly ever rest.




I live for work.

When your business relies on the growing
season, every day is a push for profit. We've
engineered the classic Sierra” to take the heat.
Even on your busiest days.

To start, the classic Sierra 3500 HD has a base
payload capacity up to 9,232 Ibs and is
available in three wheelbases. Its flat frame rails
are mounted close to the ground for easier
body installation. And you have a choice of the
standard 290 hp Vortec™ 7400 gas engine or
an available 6.5L turbo diesel with 195 hp.

You'll never have to
think twice about
what you load in the
back. Our standard
four-wheel antilock
brakes help you
maintain steering
control even during
adverse conditions.

The GMC*" classic
Sierra is relentless
power and reliability
at your command.

Bring me on the job.

Call GMC at 1-800-GMC-8782.
Or visit www.gmcforwork.com.

Do one thing. Do it well”

USE READER SERVICE #116
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When commercial contracts

= 1 200 3
(contmued from page 5

Portland, meaning the big-dollar commer-
cial jobs are limited in Salem

But DeSantis Landscapes has found a
niche in the market and amanner of building
relationships throughout the community that
have helped it grow to $1.4 million over the
last 25 years.

About 58 percent of the company’s total
sales come from construction revenues, which
include irrigation, water features, lighting
and hardscapes, with about 42 percent being
maintenance dollars.

Construction dollars are split about 70:30
in favor of the residential market, with de-

6ll X 6"
temporary

posting
signs

Permanent
signs that
promote

AERATION

IN PROGRESS

W LLTATE
REaPRY B ‘-
AND LAWN CARE

654-8999

PROMOTE

YOUR

BUSINESS

Temporary
and
permanent
SIGNS
exclusively
for the
green
industry

Ndw

Promote while
you work

* Promotewith
vehicle graphics

18" x 24"

U\ RN sicns §00-328-4009

Phone for a free catalog.
* Door hanger bags

* Aeration markers

* Promotional mower measures and

refrigerator magnets

* Quterwear
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what DeSantis is look-
ing for, community
involvement has been
a wonderful source of

opportunities (as well as

personal enrichment).

sign/build being the company’s preferred
type of construction contract. “We generally
won'tbid on a project unless we're invited to
or we have a very strong relationship,”
DeSantis explained.

Maintenance dollars are divided about
60:40 in favor of the commercial market, and
DeSantis said that while he would like to see
certain markets grow for the company, the
current mix works well.

“ At times, we think we'd like to do more
high-end residential work, but there isn’t a
whole lot of that here,” he explained. “We
would also like to do more commercial work,
but that's a challenge without going after bid
work or expanding into Portland and fight-
ing the competition there.”

Instead, DeSantis focuses on community
involvement, word-of-mouth referrals and
building relationships with local general con-
tractors to drive the business’ growth.

“We want to build relationships with
general contractors so they ask for us on jobs
they handle,” DeSantis related. “The best
and easiest way to build these relationships
is by working with the contractors so they
see who we are and what we do. Then we try
to be as helpful as possible for any client.

“Helping the contractor on the job in-
stead of causing headaches goes a long way
to building a relationship,” he continued.
“Wewon’tspend alotof money doing things
we weren't contracted for, but if the electri-
cian needs to dig a trench and we've got a
trencher already on the job, what does taking
a few minutes to help out really hurt?”

DeSantis said he also tries to build rela-
tionships with general contractors he hasn't
worked with by visiting their office periodi-
cally and identifying a person who repre-
sents a key contact at that organization.

“I'll stop in and see them every once in a
while so we're comfortable with each other
and we'll talk about what work they have

(continued on page 38)
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Take a look... .
~at the newest in reliability and innovation from Rain Bird®,
~ where we continue to elevate the industry performance
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from every product that bears the Rain Bird” name.
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(continued from page 36)

going on,” he pointed out. “I'm not trying to
sell to them, but I want to establish commu-
nication and let them know who we are.”
In fact, DeSantis said the company doesn’t
do much actual selling at all, which is both
good and bad.
“Not doing a lot of selling is good be-

cause then we're doing jobs that come to us
through relationships and referrals, and that's

"

the work you want to get,” he explained.
“Not doing a lot of selling is only bad if
you're taking every potential job that comes
in the door without qualifying that job to see
how well it fits your business.

IT CAN'T GET ANY
BETTER THAN THIS!

Dixon has dealt a winning hand with the 6025 and 7025 zero turning
radius commercial riding mowers! The 6025, a heavy-duty front-mount, sports
a pivoting deck in 48" or 60" cut widths. the 7025 is a tough mid-mount with a full
floating deck, available in 52" or 60" cut widths. Both are engineered to withstand
the rigors of commercial mowing with all-steel construction,

veliable 25hp Kohler engines and flip up

decks for easy service access.

Pros that make lawns their living
know that these durable timesavers
will deliver more jobs and
add more profit to the
bottom line.

Make sure the

odds are in your

favor with

a dependable

business part-

ner — Dixon

ZTR'.

u

The DIXON

6025

Commercial Mower

7025

Comisery iyl Mowee ¢

for a free brochure and the location of your nearest dealer

Call 1+800+264+6075 TODAY

www.dixon-ztr.com

Dixon Industries, Inc., A BLOUNT Intl. Inc. Company ® PO Box 1569 @ Cofteyville, KS 67337
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“Before we take any job, we look at it and
ask ourselves three questions,” he continued.
“Can we perform quality work on that job? Do
we have the personnel to do the job? Does the
client’s schedule fit with our schedule?”

DeSantis said the company also takes a
serious look at the potential client to make
sure they are getting involved with the right
type of person, and this is particularly im-
portant with residential clients.

“We're very careful with homeowners,”
he said. “The challenge is that with
homeowners you don’t usually know a lot
about them before they become clients. But
we use a pretty thorough questionnaire to
learn about them, find out how they’ve
worked with other contractors in the past
and look for any red flags.

“For example, if the potential client has
worked with a bunch of other contractors in
the past and has never been satisfied with
them, is the problem the contractors or the
homeowner?” DeSantis pointed out.

When contracts are what DeSantisis look-
ing for, community involvement has been a
wonderful source of opportunities (as well
as personal enrichment).

“Ijoined the Rotary Club some years ago,
and at the first meeting there was 200 mem-
bers, most of whom were wearing suits, and
I asked myself what in the world I was doing
there,” he recalled. “But, today, | can’t even
tell you how many jobs we’ve gotten out of
my involvement in that group.”

DeSantis said he can justify making this
time commitment to these groups because of
the money the company saves using its civic
involvement in place of a lot of advertising.

“People like to do business with people
they have some connection with and with
people they trust,” he remarked. “And it's
wonderful to be a part of an organization
that helps so many people. People in busi-
ness should be looking at issues other than
just their bottom line in order to maintain a
healthy balance in their whole life.

THE RIGHT GROWTH. While DeSantis
Landscape’s growth has been fairly consis-
tent over its 25 years in business, the num-
bers don’t tell the entire story of growth.

A large measure of the personal satisfaction
that DeSantis noted he was looking for through

his work has obviously come to him through
(contimued on page 40)
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Mrs. Fromberg
would like to
speak to you

about your
last lawn
care visit.

Mrs. Fromberg is actually a pussycat. Or
she was when you kept her lawn lush and
weed free with regular Trimec” applications.

But then you tried a cut-rate herbicide that
some slick-spieled salesperson swore was just
as good. And those pesky weeds came
creeping back.

Now that bargain herbicide is creeping into
your pockets, too, with call backs, canceled
contracts and a very unkittenlike Mrs.
Fromberg. Well, it's like we always say, you
can use Trimec" and be sure. Or try
something else and get burned.
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providing for the people that work for him.

“Without the people we're nothing, and
without happy people we're next to noth-
ing,” he observed. “People that are healthy,
happy and lead balanced lives do a better
job, they’re more dependable, they’re more
conscientious and they relate better to cus-

tomers, which is most important because
every employee we have out in the field is
my personal representative.”

The company’s commitment to its em-
ployees certainly is unique in the industry.
In addition to a complete benefits package
that includes a 401(k) and profit sharing

How productive is ¥ ¥
Z-manctewpetb(:n'? W

Mulch up to 700% faster!

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

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

WITH THE FINN BARK BLOWER
More than 15 cu. yd. per hour

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

ARLAND SHOV ARLCH SREADNG

F ki

CORPORATION
Innovative equipment
enhancing the world'’s landscape

1-800-543-7166
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program, the company makes personal loans
available at no interest for employee’s per-
sonal emergencies or to help pay for their
children’s education. DeSantis Landscapes
also offers flexible work hours for employees
involved as mentors in local schools and
provides an employee assistance plan that
gives employees access to confidential coun-
seling for personal issues.

“Yes, the costs of these programs can be
scary sometimes, but [ know there is a payoff
that | just cannot put down on paper,”
DeSantis noted. “If one of my employees
comes to work and he is having problems
with his marriage, then he is not going to be
a good employee. | think it behooves me to
give him the opportunity to get counseling.
Having the appropriate balance is so impor-
tant in all of our lives.”

DeSantis’ drive to help people grow within
the organization has led to the creation of an
environment of openness and empowerment
based on the Total Quality Management con-
cept that few companies can rival.

After hearing a presentation on TQM,
DeSantis hired the presenter to facilitate a
team-building session for the company. This
individual interviewed all of the employees
to measure their opinions about DeSantis
Landscapes and then conducted a two-day
retreat to go over the information gathered
through the interviews and help chart the
company'’s course for the future.

DeSantis said that a particular benefit of
this management strategy has been the envi-
ronment and culture that has developed in
the business, particularly as this environ-
ment has made employees feel empowered.

As part of the strategy, the company insti-
tuted monthly company-wide meetings that
included an outside facilitator. “Hiring that
outside facilitator was the most important
part of those meetings,” DeSantis related.
“Otherwise, the meetings would have been
me talking at the employees some more, and
this fresh voice and outside perspective
helped everyone feel like equal participants.”

Any issues relating to the business were
fair game for discussion at these meetings,
and every employee was encouraged to speak
his or her mind.

“Maybe the maintenance department was
getting behind and couldn’t keep up, sowe'd
discuss that and the construction guys would

(continued on page 42)
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YOU HAVE A BETTER
CHANCE OF SEEING
LITTLE GREEN MEN THAN
LITTLE GREEN WEEDS.

Use RegalKade® preemergent and nothing will emerge

that you don’t want. Nothing of this earth, anyway. No

poa-annua, crabgrass, goosegrass or spurge — RegalKade

is that good. While it's keeping down unidentified

-

growing objects, :M-;min your clothes, clubhouse

stays where you put it, without leaching from the soil
surface. And it works all season long on one applica-

tion. Unbelievable? Consider this — RegalKade sight-

ings are becoming commonplace all across the nation.
idence! Try it yourself and you too will

believe....You have been warned....




(continued from page 40)

offer to come in on a Saturday and help,”
DeSantis recalled. “Those meetings helped
everyone realize we're all in this together.

“TQM and empowerment has reinforced
the culture that is here as far as valuing
people, and it has given us all the tools to try
to understand how to value others and why
each of us feels valued,” DeSantis explained,
adding that the company’s mission state-
ment was developed through these regular
meetings and group involvement.

Overthe last few years, the monthly meet-
ings have been scaled back to quarterly meet-
ings, but now the maintenance department
and the construction department each meet
weekly to discuss developments within their
groups. In addition, key managers meet
weekly to make they are on the same page.

DeSantis is quick to caution, however,
that developing such a culture necessitates
constant managing challenges.

“The term ‘empowerment’ gets twisted
around to mean “total freedom,” and that's

not what it means at all,” he countered.
“Letting this happen is an easy trap for
people in the field and for management to
fall into, but empowerment needs to be a
result of people having an opportunity to
participate, to be involved and to make de-
cisions. But that all has to be done within the
parameters that were set out.”

DeSantis said the company has learned
some hard lessons about the fine line be-
tween letting people make their own deci-
sions and still retaining an environment
where the employees accept questions about
the decisions they make.

“Poor decisions get made if proper guide-
lines aren’t very clear for everyone to follow
and people aren’t trained in how to make
good decisions,” he explained, pointing to a
recent problem that led to the firing of two
foremen because of poor decision making.

“We found out that two individuals were
taking advantage of us by abusing the sys-
tem,” DeSantis painfully remarked. “These

have been the worst weeks Ive had in this
business because people were taking advan-
tage of this total freedom that was being
called empowerment.”

As a result, DeSantis said he and his man-
agers realized they were not providing suffi-
cient guidance and supervision in the field,
even though most of his crews were operat-
ing fine and not abusing the system.

“Maintenance work is so routine that
managers can easily fall into the trap of think-
ing everything is fine and they don’t have to
be in the field unless there are problems,” he
pointed out. “Well, that's not true.”

DeSantis remains committed to empow-
ering his employees through this all, and he
actually believes the company will come out
of this incident a stronger business.

“We've actually seen a boost in morale
since we let go of these individuals because
of the negativity they had created, and now
we can get back to being a strong, team-
oriented group,” he said. “As managers,

’

awn

Monkey

our software was designed with you in mind

EASY SET-UP, STRAIGHTFORWARD DESIGN, IMPECCABLE CUSTOMER SERVICE,
AND PRICED FROM $379 TO $749 - WITH UNLIMITED SUPPORT.

FULLY AUTOMATED SOFTWARE THAT INTEGRATES BILLING,
SCHEDULING, ROUTING, ACCOUNTING, ESTIMATING AND JOB COSTING.
FOR LAWN MAINTENANCE, SPRAYING AND LANDSCAPING PROFESSIONALS.

e

© LET US SHOW YOU A
CALL US TODAY FOR A FREE AND FULLY FUNCTIONAL TRIAL VERSION.

© 1999 GreenSun Co. Lid., Distributed by PreeTime Consulting & Importing

USE READER SERVICE #26

42 JANUARY 2000

YOUR BEST INVESTMENT
DOWN THE LINE

THE L-2 UNDERGROUND PIPE LAYER

ent

LINE. = WARD

R P C

USE READER SERVICE #27
LawN & LANDSCAPE




DVEer SLonn

we've made sure everyone knows that we
still believe in them, and now we all know
each other a little bit better than we did.”

LEARNING ABOUT SYSTEMS. Asking
DeSantis to look toward the future for his
company presents somewhat of a new chal-
lenge for him. He is quick to admit that long-
term strategic planning has not been one of
the company’s strengths thus far.

“We've always been looking at the very
short term,” he relates with a laugh. “But1'd
like to see us continue working on refining
our systems, so I'm trying to spend more
time on the business instead of in it.”

Strategic planning is part of that initia-
tive for the company, and a steering commit-
tee of five key managers has been estab-
lished to devise a plan for the future.

“I want to build an entity where no one
misses a beat if I'm not here,” DeSantis said.

In the meantime, systems such as the
flow of a customer work order through the
company will get his attention.

“We defined this process sequentially a
few years ago, and the system we use has
been working relatively well. But we need to
examine the process to make sure we're fol-
lowing all of the steps because bypassing
some of the steps is easy to do, and that
shows up either in weakened customer ser-
vice or lost profitability.”

Until all of the systems are in place and
the strategic plan has been completed,
DeSantis will continue to focus on his people
and his own personal sense of satisfaction.

“I'm not worried about figuring out how
to grow the business because that’s not my
goal,” he related. “Growth is good to pursue
and is necessary to keep people challenged,
but I talk to companies that grow 50 percent
in a year and I wonder how they do it. My
goal is to continually make the company
better and maintain a healthy bottom line.

“To me, being bigger can mean bigger
headaches unless you have the trained staff
to handle the work,” DeSantis remarked.
“And I think too many other contractors
think success is only determined by annual
sales and growth over the previous year, but
that’s not necessarily true. Success is what-
ever you want it to be.”

The author is Editor of Lawn & Landscape
magazine
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Mapping Assistant Assistant

Real Green Systems has developed the first mapping system Jl
for the Green Industry. With Mapping Assistant, a new module
that can be totally integrated with Lawn Assistant Il for
Windows, you can select your customers and have your truck

routes created auto-matically! Industry studies have proven
Mapping Assistant will increase your company's pro-ductivity by
at least 10 to 20%!

of the best software for the Green Industry!
(800)422-7478

8246 Goldie St.
Walled Lake MI, 48390
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COMMERCIAL QUALITY TREE CARE TRUCKS

T i ben RO SKID UNITS Want to hit a 100+ foot tree? We can

Tank sizes from 400-1200 gallons,
fiberglass, poly or stainless tanks, steel  Tank sizes from 50-300 gallon, steel,
or aluminum beds, PTO or gas engine  ajyminum or stainless frames, Honda
driven — multiple pumps and multiple  gngines, diaphragm or piston pumps —

* e et
custom built to fit customer's 3
PUMPS HOSE
A Udor A GreenGarde
A Hypro A Kuriyama
A FloJet A Arrow
A Shurflo A Synflex
A Ace A Goodyear

A MP o A Kanaflex
A Hydra-Cell WeSt?o%fg%g-g?o’ InC A Uni

TANKS Fax: 800-843-3281 » Website: www.westheffer.com GUNS

A Tuflex E-Mail: info@westheffer.com A JDO-CT

A Raven A FMC

A Ace A ChemLawn Gun
A Solar A TeeJdet

A Snyder A Talltree Guns

A Mid States ; ‘ A Root Feeders
A KBK onw $8995.00 A Spray Wands

A 8 Body with 2 Doors A 275 Gallon Capacity Split 185/90 A Honda 5.5 Electric Start Engine A
20 GPM, 200 PSI Diaphragm Pump A Hannay Electric Rewind Reel A GreenGarde Premium Spray
Hose A Stainless Steel Frame A Chemlawn Style Gun A Body & Sprayer Mounted to Customer’s 1-
Ton Pick-Up A Tested and Ready to Spray A 8’ Long 6’6” Wide A White FRP Sides & Front A One
Piece Translucent Roof A 48” Height A Roll-up Rear Door with Lock A 3" I-Beam Cross Sills A
FRP Floor A 24’ x 48" Swing Down Side Door A 2 Louver Vents in Front, 2 in Back A Skirting Sides
& Rear A Truck not Included
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A careful eye toward smart

design can make for a project with
| needs and longer viability.

Sustainable? What do you mean sustainable? There is a certain mystique about that term, no

doubt. Today’s consumer is more and more likely to request a landscape that is low input,

environmentally friendly and, oh yes, looks great as well.

Consumer demand, then, drives what has become a current term for a concept that has
been evolving for many years - the sustainable design. It's a way for landscape users to have
their cake and eat it, too. The issues addressed in a good sustainable landscape design are
enhanced aesthetic appeal, low maintenance costs, less water and pesticide usage, enhanced
open space and amenity value, and perhaps enhanced habitat value.

Why sustainable designs? Problems, needs, environmental con-
cerns and budget restrictions, that's why. All of these issues can be
addressed with a sustainable design. The sustainable design is
created with the mindset of common sense and horticultural knowl-
edge. In short, sustainability in landscaping involves organizing
and enriching outdoor space through the placement of plants and
structures in agreeable and useful relationships with the natural
environment. This framework sets the stage for the creation of space
that blends aesthetics, function and maintenance considerations

with existing landforms and parameters.
Why emphasize design at all? It’s a start, a plan, a purpose. The
The lower photo illustrates a problematic design design provides a logical, organized framework for creating a

because of the slope and thin stretch of turf, both of solution to problems at hand. Sustainable design will aid in the

: . determination of the best use and maximization of site features.
which are maintenance challenges. The top photo s 2 5 :
When these factors are considered, outdoor space is created and
shows low-mai e desi i 3 jio% 2 £ :

ows low-maintenance design options to handle enhanced, which maximizes the usefulness of the site.

such site problems. Photos: John Fech (continued on page 48)
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No, this isn’t a closeout sale. It's a brand new line of string frimmers from Honda. And

thanks fo some dramatic reductions, now you really can do more with less. JIN{eIEEETe [§leti{ela]

Honda's new trimmers take advantage of their 4-stroke engine’s combustion format fo

dramatically decrease noise. [iSaslESlelablETe [N(otilelall 4-stroke engines are well

known for producing fewer emissions than comparably sized 2-stroke engines, making

them very environmentally friendly. In fact, Honda’s trimmers meet all EPA and CARB

emission standards. [i¥elisi{clalelalel=N¢=Te WlexilelaW Honda's trimmers use straight

gasoline. eliminating the hassle of mixing gas and oil. And they can run two times longer

than comparable 2-stroke engines on the same amount of fuel! [iSifelkEleB(elile]s)

The engines also suppress spark plug carbon buildup and carburetor clogging, main-

taining like-new starting ease. [Rilel=Nt=Te[Sleailelal Starting under $320,

Honda’s hard-working. durable string trimmers are some of the

most efficient and cost-effective string trimmers available

HONDA
Lawn & Garden

For a free brochure and location of the Honda Lawn & Garden Dealer

nearest you call 1-800-426-7701

For optimum performance and safety, please read the owner’s manual before operating your Honda Power Equipment. ©1998 American Honda Motor Co., Inc
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When it comes to preventing the broadleaf

and grassy weeds that most often plague your
customers’ turfgrasses, PRE-M* preemergent
herbicide is right on target. Why pay more

for other products when, time after time, university
trials prove that PRE-M offers you better overall
performance combined with unmatched value?

Superior perfformance made PRE-M the
leading* preemergent herbicide. Superior G
value widens the gap. PRE-M is everything
you'd expect from LESCO?, the leading supplier
in the professional turf care industry.

Ask your LESCO professional or call
1-800-321-5325 to learn how you can earn
generous rebates for your PRE-M purchases.

Get behind the leading edge.

The Leading Edge.

*Source: Kline & Compaony report, US Acre Treatments by Turf Manogement

Alwoys read ond follow lobel directions

©1999 PREM® and LESCO® are registered irademarks of LESCO, In : ¢
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Sustainable Landscapes

(continued from page 45) . N :

The sustainable design is created
THE DESIGN PROCESS. So, how does  client’s favorite plants and ; :
one get started with sustainable design? installing them all over the with the mindset of common sense

Many avenues are available, including start- site. Rather, sustainable de-
ing from scratch or retrofitting an existing  sign is a creative, problem- and horticulture kNOWledQe-
landscape. Whatever the approach, the key  solving process that usually
consideration is to choose plants that last. involves seven stages: 2. Analyze facts and feelings
Good design is not about making a list of the 1. Accept the situation 3. Define goals and objectives
4. Generate ideas to achieve goals
5.Select “best” idea or combination of ideas
6. Implement ideas
\ 7. Evaluate design

The seven-stage process is circular; it is
ongoing and never ending. Feedback from
the client, previous owners, growers, neigh-
bors, subcontractors, etc., provides valuable
input into the overall process of achieving
sustainability. The circular process is ex-
tremely useful, ensuring that the design solu-
tion is appropriate by providing a basis for a
discussion of various possibilities.

The existing parameters and land forms
dictate the initial consideration of the pro-
cess. The best place tostartis withanaccurate
base map. The base map provides all of the
necessary information regarding the perma-
nent features of the area, including property
lines, easements, building footprints, con-
tours, utility locations, and existing plants. A
north arrow and graphic scale must be in-
cluded to provide reference when communi-
cating the eventual design to customers and
to retain accurate space relationships if the

- Sl .
Plex finished plan is reduced or enlarged.
é’o The overall design concept of a sustain-

able design will determined the program.

Quite simply, program components are a
000 listing of wants and desires of the stakehold-

ersofaproject. Early onin the design process,

p

Advanced growing solutions

@ BI0-PLEX TRANSPLANT CONCENTRATE ~ ® BI0-PLEX MYCORRHIZAE FUNGI they tend to be general. A typical program
* Decreases Plant Stress « Improves Transplant Survival statement for a sustainable design would
* Increases Plant Health, Vigor, Rooting « Decreases Transplant Stress include things such as minimized turf areas,
® BIO-PLEX PLANTING GEL « Improves Nutrient & Water Uptake b ¢ tal bl cortaint
* Bareroot Liners, Sod, Plantings, etc. « Decreases Plant Mortality c.rea - ornamt.en g . 3 ('m SRE e
@ BIO-PLEX TREE RINGS « 5 Formulations to Choose From tive plants, screening with native trees, etc.
« Portable Slow Drip Irrigation - 25 Gallon plus a NEW Label for Turfgrasses Specific plants are chosen at the end of the
O BIO-PLEX FERTILIZER TABLETS 1. Granular Transplant Root Inoculant design process, not the beginning,
* Standard NPK Formulations 2. Tablet Transplant Root Inoculant The next step is a site inventory / analysis.
* Natural Organic NPK Formulations 3. Soluble Injectable Root Inoculant This is best performed on site, gathering in-
© SYSTEMIC DEER & RABBIT CONTROL 4, Bulk Feforestation Tabiets- formation, taking notes and gaining a “sense
« Single Application, Two Year Control 5. Soluble Seedling Formulation

of place” in the landscape space. The inven-
tory is first, an identification of problem ar-

“‘ m m m eas as well as the assets of an area. Use a piece
of tracing paper and lay it over the base map.

\ More Information: 1-800-441-3573 / This provides for accurate note taking and

documentation of potential concerns or op-
(continued on page 50)
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Sustainable Landscapes

(contimued from page 48)

portunities for features. You might want to
photograph the area for future reference and
comparison. If the finished design turns out
well, you might want to use the before and
after photos to sell ajob to another customer.
The analysis comes later, an evaluation of
the importance of each specific condition.
For example, the soils, neighboring views
and existing buildings might be only a slight
concern, but the slope and prevailing winds
could be serious contentions.

A “bubble diagram” should be drawn
after the program is in place and the site is
analyzed. This will help put the written word
into a visual format. Again, working on trac-
ing paper over the base map, diagram the
site according to function. Traffic flow, high-
use areas, low-use areas, water features and
so on are all components that should be
drawn in at this point. Exacting detail is not
necessary in a bubble diagram. Circles and
ovals with a light colored shade will suffice.
Concept drawings are then developed, com-

Sustainability in

organizing and enriching outdoor

bining the program con-
siderations with the site
analysisinformationand
the original design con-
cept for the project.

AESTHETICS, FUNC-

TION, MAINTENANCE. The sustainable
design should enframe important views,
such as lakes, parks, skylines and other vis-
tas. In many cases, this can be accomplished
with the creation of wall planes along prop-
erty lines or between sections of the land-
scape. As the wall planes materialize, land-
scape depth should be developed. This is
doneby incorporating large shrubsand small
trees in front of taller ones, smaller shrubs
and hedges in front of the small trees, and
groundcovers and perennials in front of the
small shrubs. If this is implemented, the
space takes on a “layered” appearance.

Sustainable designs are much more aes-
thetically pleasing if space is defined clearly

space through

structures in agreeable and useful relation-

ships with the natural environment.

and simply. In large landscape spaces, berms
and existing landforms, such as rock
outcroppings and stream banks, can create
space. Of course, space definition can be
achieved through plantings and man-made
structures as well. When choosing the plants,
keep year-round interest in mind. This is
especially important for southern and transi-
tion zone landscapes, yet northern sites need
atleast three-season interest. The presence of
small fruits, attractive bark, interesting
seedheads and dominant textures canbe quite

attractive to users of the landscape.
The most powerful design element for
sustainable landscape design is mass/ void.
(continued on page 52)
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Finally, A Landscape Dozer That Works
Where You Need It Most.

The D21A-7 and D21P-7 compact dozers
aren’t just smaller, they're lighter. At under
9,250 lbs, they combine unmatched power and
| controllability with a reliable easy-to-transport
d design. From durable all rubber tracks, to
single lever 6-way PAT blades, these versatile
dozers are perfect for landscapers who demand

reliability and ease-of-use.

landscaping involves

the placement of plants and

® 8,710 to 9,220 lbs
* Fits Most Trailers
¢ Steel or Rubber Track Options
* Low Ground Pressure

Version Available
® Steering and Blade Control from
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FOR THE BEST AND MOST COMPLETE LINE OF HAND-FED CHIPPERS

The most productive, cost effective
whole tree chippers - towable and sell
propelled 147, 18" & 19" diameter capacity

chippers.
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Seven Models of hydraulic feed disc style chippers with
67,97, 12" & 18” diameter capacities

Models of conventional Drums

The NEW Intimidator hydraulic feed Drum chipper
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BY SMORACY

N
The most effective waste reducer and mulch
producer available - process stumps, logs, brush,
pallets, railroad ties, wet leaves, construction waste and

demolition material.
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Chipper chipbox combo  Big log and stump splitter

BANDIT iNnDUSTRIES, INCORPORATED

6750 MILLBROOK ROAD + REMUS, MI 49340 PHONE: (800) 952-0178 OR (517) 561-2270 + FAX: (517) 561-2273

E-Mail:

brushbandit@eclipsetel.com * Website: www.banditchippers.com
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Front-Deck Mower
Power Box Rake

Ideal for turf renovation
and over-seeding.

Great for de-thatching
existing turf.

Completely remove old
or worn turf for reseeding.
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*"SEED BED PREPARATION
For more information contact Glenmac today or call your nearest Harley dealer.
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Because of the dominance of turf in the tradi-
tional landscape, when relatively large orna-
mental beds are installed adjacent to large
turf expanses, the ornamentals become the
mass, and the turf, the void. Plants should
always be massed when practical to avoid a
lonely look to a solitary shrub or flower.
When smaller masses are implemented, be
sure to use odd numbers to avoid distraction
to the landscape user. Even numbers of speci-
mens present a natural “puzzle,” one that
the user of the landscape may attempt to
solve by dividing the even number in two.

Repetition of landscape elements can be
helpful aesthetically as well as from a mainte-
nance standpoint. Using more of less tends
to unify the overall landscape, creating a
more pleasing look than using entirely new
plants in each section of the landscape. The
plants chosen should be repeated, integrated
and overlapped with others to create a sense
of familiarity, yet maintain the clients” inter-
est as they move through the site.

A sustainable design must be functional
as well as attractive. Microclimates identi-
fied in the site analysis must be considered,
especially when plant selection takes place.
Northern and eastern exposures, especially
if shaded, create entirely different growing
conditions for plant materials than western
and southern exposures. Consider the num-
ber of hours of direct sunlight received, den-
sity of the overhead canopy, prevailing winds
and soil drainage of the microclimate.

In general, turf must be separated from
ornamental plants. The two plant types have
drastically different moisture and fertility
requirements, The sustainable design strives
to group plants according to similar needs.
Plants out of place are subjected to deficien-
cies or excesses simply because of location.
Ornamental plants placed in the middle of
turf areas are usually overfertilized and
overwatered. Similarly, narrow strips of turf
along side ornamental beds are difficult to
mow, fertilize and irrigate, and tend to re-
ceive less care than they require. Instead,
design beds for efficient machine use and
place plants within beds whenever possible,
minimizing scattered elements.

All plants require adequate drainage.
Drainage is a priority in a sustainable de-
sign, and should be noted as a problem in the
site inventory. Mitigation steps such as soil

(continued on page 56)
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Sustainable Landscapes

(continued from page 52)

amendment and drain tile installation must

be implemented to create good rooting con-
ditions. Once the conditions exist for good
plant growth, the sustainable design places
the right plant in the right place. Placement
and plant selection is crucial to the

plants have fewer insect and disease prob-
lems, requiring lower maintenance from the
client or the maintenance worker. Prop-
erly sized trees and shrubs need minimal
pruning, drought tolerant perennials need
minimal irrigation, etc.

related. Consider these criteria to the pro-
gram statement. Ifa clean, kept turfis impor-
tant, avoid plants with large persistent leaves,
fruits or seed pods that will create an untidy
appearance on the lawn. Genetic resistance
to fungi and insects is just as important for

sustainability of the landscape. Healthy

Plant selection criteria are not only site

ornamental plants as it is for turf cultivars.
Plants that are naturally resistant to pests
require much less maintenance than suscep-
tible ones in terms of time and cost of control
agents.

Sustainable landscape design requires the
consideration of many factors in a compre-

A landscape design

that doesn't
oualior hen.swe .approacl? m.order to reach the go.als
R A raids et forth in the beginning paragraphs. The wise

landscape contractor will take the time and
effort to inform themselves of the impor-
tance of the various facets involved in order
to produce a final project that benefits all
involved.

can end up with
plants in shaded
areas and
numerous mowing
obstacles, as seen
here. Photo: John The author is an extension educator at the Uni-
Fech versity of Nebraska, Lincoln.
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by Bob West A number of factors go

into maximizing the
effectiveness of a

preemergence herbicide

program.

Obviously, lawn care operators, even those in
the more northern climates, keep busy month
after month taking care of customers’ lawns
and battling the weeds that want to inhabit

those lawns.

Preemergence weed control products rep-
resent just one of the weapons available to the
lawn care professionals in this war, but the
effective use of that one weapon can often mean
the difference between victory and defeat.

“I spend thousands of dollars on preemer-
gence herbicides every year, and I wish I didn’t
have to put them down. But I just can’t see a
lawn care program without these products,”
remarked Rick Wolfe, president, Spring Green
Lawn & Tree Care, Niles, Mich.

{continued on page 60)

Some contractors prefer liquid formulations for pesticide applications, but concerns about product

freezing during spring applications in cool weather leads to use of granular products. Photo: Monsanto
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(continued from page 58)

“The preemergent application is an im-
portant aspect of the lawn care program
because the density of the turf hasn’t devel-
oped early in the spring,” agreed Kyle Miller,
senior technical specialist, American Cyana-
mid, Parsippany, N.J.

When a healthy, dense stand of turf is
present, lawn care operators have less to
worry about in terms of weed establishment
because the competition for space and nutri-
ents from the turf minimizes weed develop-
ment, explained Miller. Early in the spring,
however, many lawns lack that complete
turf coverage in a yard and even the tiniest
gaps in turf present opportunities for weeds
and a summer full of headaches.

WHEN THE TIME IS RIGHT. A contrac-
tor can buy the right product and make a text-
book application, but everything will be wasted
if the application isn’t timed correctly.
“Timing depends on the weeds the appli-
cator is trying to control,” pointed out Dom

RELATIONSHIP OF THE ACTIVE PRE-EMERGENT HERBICIDE ZONE,
GERMINATING WEEDS AND TURF ROOT SYSTEM

Active
pre-emergent |
herbicide zone

ZTO° AN ¢

AN

Riego, area technical development manager,
Monsanto, Indianapolis, Ind. “Most of the
weeds that LCOs are trying to control froma
preemergence standpoint are crabgrass,
which typically germinates when soil tem-
peratures get to around 60 degrees Fahren-
heit. Miss that mark and the crabgrass will
germinate and the product won't work.
“For other weeds, like goosegrass, the
application can be made a little bit later
because goosegrass germinates at warmer

soil temperatures,” Riego added.

NN IR

Turfgrass roots below the herbicide layer

! This image illustrates
Germinating
weed seeds
controlled in
herbicide layer

how preemergence
herbicides should form

a barrier to weed

germination while not

harming the turf.
Image: University of

Arizona

“Applicators don’t want to miss the win-
dow by delaying the application, but, fortu-
nately, the preemergence products we have
today have longer residuals,” explained Dr.
Jamie Breuninger, technical leader, Dow
AgroSciences turf and ornamental research
group, Indianapolis, Ind.

“I think one of the issues we're always
encountering with lawn care operators is
that sometimes they have to make some
preemergence applications a little too early

(continued on page 85)
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Walk-Behind Mowers
Despite their traditional, simplistic design, walk-behind mowers are an asset 4

to any contractor's eqUIPMENt fleet. ..ot

Over Hill, Over Dale

Mowing sloping embankments and hilly terrain can be dangerous and costly 8
for the contractor who doesn’t take the right precautions. ........ovcmmeurescusseceieecenas
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In its second year, the
Commercial Mower Buyers'
Guide, the first of eight
equipment buyers’ guides
from Lawn & Landscape
in 2000, takes an in-depth
look at mowers. This
includes operating them
safely, product specifications
and definitions to help

you u jith your purr/huing

decisions.

Cover photo courtesy of

Deere & Co.

WOULD YOU
LIKE TO...

* Mow Faster?

* Mow Cleaner?

®* Mow Using Less Horse Power?

* Mow Safer?

* Mow Without Clogging?

* Mow Without Windrowing?

* Mow Within 1.75"” on both sides?
* Mow in almost any

HOW?...

weather condition?

Rear Discharge Finishing Mowers
The most advanced
finishing mowers in the world

, Inc.
P.O. Box 6036
Rocky Mount, NC 27802-6036
800/334-6617
BEFCO Telefax: 252/977-9718
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By Nicole Wisniewski

Despite their

traditional, |

Even though Sam Burke refers to walk-behind mowers as ‘simple, low tech design’ machines, he doesn’tdeny
S/mphshc de— that they dominate his equipment fleet.

“Despite the popularity of compact riding machines, my crew likes walk-behind mowers,” explained
Burke, president, Landscape One, Hebron, Ky. “They like the feeling of being in control that walk-behind
sign, WO//(‘ mowers give. Even though I would like to buy more riding mowers because I feel that the purchase would
help employee fatigue, my employees tell me that fatigue isn't even a factor — they love their walk-behinds.”
) Mower manufacturer sales echoed contractors” propensity for walk-behind mowers. Bill Shea, vice
behl”d MOWETS president of sales and new product development, Ferris Industries, Munnsville, N.Y., which was recently sold
to Simplicity Mfg., Port Washington, Wis. (See Breaking News, page 21), said walk-behind sales at Ferris

are up 30 percent this year, while Encore Mfg, and Snapper also reported increased walk-behind sales.
are an assef fo Industry-wide statistics tell a different story, however. According to the Outdoor Power Equipment
Institute, shipments of commercial walk-behind units increased only 2.4 percent from fiscal year 1998 to
fiscal year 1999, while shipments of commercial riding units increased 35 percent, showing the growth and

any contractor’s

popularity of compact riders over walk-behind mowers.

fleet.

Durabiliny

hould be one of the

contractors look for in

& mower. Photo

& Textron Turf Care
and Specialty

' Producss
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While walk-behind mowers may be simplistic
in design when compared to compact riding mow-
ers and the newest in mower technology, they get
the job done and are still an asset to contractors’
maintenance jobs.

NEW FEATURES. When a contractor shops
for mowers, the first thing he or she should look at
is the durability of the machine, suggested Shea.

“Contractors need to make sure that all of the
components of the mower they are going to pur-
chase are quality and will last,” Shea said.

While durability and quality are a factor, manu-
facturers are adding features to enhance mower
performance and operator comfort.

On Ferris Industries” hydro walk-behind mow-
ers, an easy heightadjuster was added to the floating
deck because contractors were looking for an easier
way to adjust the height of cut, Shea remarked.

Because of the heightened awareness of envi-
ronmental sensitivity in the industry, environmen-
ally friendly gas tanks became a new feature on
Encore mowers, according to Forrester.

“More friendly fuel systems are larger and mean
less refueling out on a job,” Forrester explained.
“We're manufacturing machines with a better fuel
system early on because we feel that the industry
bureaucracy will dictate that better fuel systems
need to implemented industry wide.”

Forrester said 7-gauge reinforced deck plates
help make the deck spindles a level structure to
support the wheel motors in hydrostatic walk-
behind mowers.

“Reinforced top plates on decks are better than
welded deck plates because the heat used to weld a
picce on top of the deck adds additional stress and
encourages cracking,” Forrester explained. “And
with hollow crash bars on the front of the mower
instead of solid pieces, you can hit something and
the bar will bend inward. With a solid crash bar,
the deck tends to bend with the bar.”

Another new feature in walk-behind mowers is
adeck with a left cutter section that lifts up to allow
the machine to change from a 52-inch deck to a 36-
inch deck and fit through fence gates.

“Contractors have long complained about us-
ing a small mower in areas that are inside fences or
tight, hard-to-access properties,” said Rick Cuddihe,
vice president of sales, Great Dane Power Equip-
ment, Elm Grove, Wis. “The mower helps contrac-
tors increase productivity once they get inside the

gate. Plus, it takes up less space on a trailer.”

John Gabrielson, owner, John’s Custom Care,
Keller, Texas, said he noticed that walk-behind
mowers have easier access to parts that need extra
maintenance and that the gas cap is larger so less gas
is wasted from spillage.

HYDRO VS. BELT DRIVE. Whilc some
manufacturers claim to be selling more hydrostatic
mowers than gear drives, Outdoor Power Equip-
ment Institute 1999 figures tell a different story,
according to Bob Walker, president, Walker Mfg.,
Ft. Collins, Colo.

“OPEI 1999 figures show that 32 percent of
commercial intermediate walk-behind rotary rurf
mowers with 36-inch decks and larger sold are
hydrostaticand 68 percentare gear driven,” Walker
pointed out. “Cost could be a contributing factor.
Mowers with hydrostatic drives are $1,500 more
than their belt-driven counterparts.”

Brian Masterson, senior marketing manager,
Toro, Bloomington, Minn., agreed.

“The industry prefers gear-drive over hydro-
static-drive now,” Masterson said. “Gear-drive ma-
chines are more efficient and less expensive.”

Gabrielson pointed to price as the reason he
doesn't own hydrostatic mowers.

“For the price, I don’t notice an increase in
productivity with hydrostatic mowers,” Gabrielson
said. “If | want to increase productivity, | use a
riding mower.”

However, Bruce Tucker, president, Tucker En-
vironmental Contractors, Boca Raton, Fla., stopped
using gear-driven mowers a few years ago.

“We were always fixing something on our gear
drive walk-behinds,” Tucker said. “But we have
had zero problems with our hydrostatic mowers.”

“Gear-drive walk-behind mowers are too
sloppy,” agreed Burke. “The belts can slip, espe-
cially in bad weather, and they don’t have the
immediate response hydrostatic drives offer.”

Low-maintenance, longevity and durability are
a few of the words Rick Lemcke, co-owner, R. M.
Landscape Industries, Rochester, N.Y., used to
describe hydrostatic-drive, walk-behind mowers.

“Our hydrostatic mowers run in all types of
weather — they never fail us,” Lemcke exclaimed.
“Every year, we resell our mowers and we get more
money back from our hydrostatic mowers every
time. We're averagingabout 50 to 60 percentof our
purchase price back on hydrostatic mowers. Resell-

ing gear-drive mowers, we'd be lucky if we gor 20
cents on the dollar.”

THE FUTURE. The future, according to manu-
facturers and contractors, is all about increased
productivity. One way manufacturers are improv-
ing their mowers for longer lives is by focusing on
mower engines.

Offering more complete ranges of different
brandsand types of engines isimportant and will be
in the future, according to Masterson.

“Contractors want productivity,” Masterson
stressed. “Anything can go fast, but a machine has
to be able to process a certain quality of cut as well
— productivity isn’t just a speed issue. Contractors
also want more choices in other areas, such as the
ability to bag, the ability to recycle or the ability to
side discharge.”

Just as he was turned on to hydrostatic-drive,
walk-behind mowers, Tucker said he thinks he'll
feel the same way about water-cooled engines.

“Right now, we change the oil on our machines
with air-cooled engines every 50 hours,” Tucker
explained. “I have heard that contractors using
water-cooled engines change the oil even less fre-
quently — maybe even up to every 100 hours.
Water-cooled engines costabout $1,500 more than
air-cooled engines, but I think with less down time
spent maintaining the equipment, that extra cost
could be made up quickly.”

The future will also mean less noise, according
to Peter Whurr, vice president of product manage-
ment, Textron Turf Care & Specialty Products,
Racine, Wis., and water-cooled engines may help
contribute to that.

“A lot of contractors have been asking us to
reduce the noise level on our new machines,” Whurr
said. “Water-cooled engines will have some form of
noise deadening affect.”

Other future improvements contractors would
like to see include easier access to the deck and
constructing a machine to make blade changing go
more smoothly.

“We change our blades every morning,” said
Lemcke, “This process takes about 20 to 30 min-
utes per machine. If manufacturers could make
blade changinga quicker process for me, thatwould

P . ) Ll
save me some time in the morning. 2

The author is Associate Editor of Lawn & Landscape

magazine.
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Now there are more reasons to
get attached to a Steiner.

What makes the Steiner the hardest working turf tractor you can
own? Start with unmatched versatility. With 20 available Quick-Hitch
x::%;iowm attachments, including a new V-blade and core aerator, the Steiner does
Muiching Mower the work of up to 20 single-purpose machines. In minutes, it becomes a
chipper/shredder, snow blower, lawn sweeper, edger. Whatever the
job, the Steiner gets it done.
You'll find more compelling reasons behind the attach-
ments. One turn behind the wheel tells you that nothing
moves like a Steiner. Constant four wheel drive and a fully
articulated frame allow you to tightly maneuver around
obstacles, while the floating cutting deck follows every
crease and curve. o
Best of all, the Steiner is designed,
engineered and built with pride for years of
dependable service. Find out why, for
versatility, performance and

long-term valu.c, pe(.)ple get Disc Edger
attached to their Steiners. Visit s )
your authorized dealer today.

| STEINER |

A turf tractor with a different twist * i

StEINER TURF EQUIPMENT, INC. Aol Mot
289 N. Kurzen Rd. + PO.Box 504 + Dalton, OH 44618 + Phone: 330/828-0200 - www.steinerturf.com

Power Blower h

Rotary Mower

Lawn
Sweeper

Power Angle Blade

Stump Cutter
Mig, in Dafton, OH
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It all adds up to more profits. Don't buy another
W zero-tum, outfront or mid-size walk until you
- check out the complete line of maintenance-
free Gravely mowers at www.gravely.com.
Or call 800-GRAVELY for a dealer near you.

IF IT DOESN'T SAY ZERO MAINTENANCE, IT ISN'T A GRAVELY.

t started with the 260Z. Now every Gravely
|comes with maintenance-free Gravely XL
Spindles” and stay-sharp Tungsten™ carbide ‘
blades — our exclusive zero-maintenance :
components that save you up to $4000 a
year® Less downtime. More mowing time.

"Gravely XL Spindles are guaranteed not to
need greasing or replacament for 2 years.
Saves an estimated 100 hours or maintenance
annually ($40 an hour average labor rate).

A DIVISION OF ARIENS GOMPANY
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Mowing slops
ing embank-
ments and hilly
ferrain can be
dangerous
and costly for
the contractor
who doesn't
fake the right

precautions.

embankments can belp reduce machine damage

and employee injury. Phato: John Deere

Landscape contractors don’t have a choice when it comes to mowing various gradations of terrain — no matter how
challenging. As the Nike slogan inspires, they ‘Just Do It’ to get the job done and to satisfy the customer. But are
they doing it safely and productively?

“We almost lost a few machines in a lake because we tried to mow the lawn along an embankment when it was
wetand slippery,” related Bruce Tucker, principal, Tucker Environmental Contractors, Boca Raton, Fla. “Cutting
a lawn is not more important than employee safety. If we wouldn't have implemented procedures to follow when
mowing steep embankments, we might have had additional employee injuries and lost some machinery as well.”

According to many mower manufacturers and landscape contractors, properly utilizing a mower's safety features
and following safe practices while mowing challenging areas, such as steep slopes, riverbanks, narrow spaces or rolling con-

tours, can save a contractor not only valuable time going over terrain that was improperly cut, but a possible injury as well.

CHOOSE YOUR WEAPON WISELY. “Hilly terrain and pond areas add depth to a landscape,” noted Bill
Lowe, marketing product manager, Snapper Mowers, McDonough, Ga. “And landscape architects use them and
add or delete them to design a landscape for proper water drainage and flow of traffic, not for ease of mowing.”
Since there isn’t much control in the development or change in rolling hills and riverbanks, choosing the right
mower with the right features to use on these areas can be the most important aspect of completing a job correctly.
“On steep areas, contractors tend to feel more comfortable using a walk-behind mower,” Lowe explained.
“Contractors have more control on really steep areas using a walk-behind and the operator isn't in as much
jeopardy,” added Bob Walker, president, Walker Mfg., Ft. Collins, Colo. “Most walk-behinds have a shut-off feature
so if the contractor slips and lets go of the mower handles, the machine and its blades automatically stop.”
While walk-behind mowers are a good choice for steep areas, they aren’t always the most productive, especially
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Implementing safety procedures for

employees to follow when mowing stecp




if the area being mowed is vast, Walker said.

“Inalargearea, contractors can give up productiv-
ity if they don't use a riding mower,” he remarked.

In general, zero-turning radius mowers are not
able to handleassteep of slopesas tractor-style mowers
that have steerable wheels, Walker said.

“On azero-turning radius mower, total depen-
dency rests on the rear wheel traction controls for
stopping, steering and mancuvering the machine,”
pointed out Bill Shea, vice president of sales and
new product development, Ferris Industries,
Munnsville, N.Y. “So when the rear wheelsslip, the
front wheels will go wherever gravity takes them.”

“Usually the wheel that begins to slip is the one
that has the least weight on it,” Walker added.

Mower manufacturers and contractors have
been attempting to even out this weight ratio.
Contractors will actually add weight to the mower
wheels and manufacturers are developing mower
features that will even out the weight from one end
of the machine to the other. For example, Ferris
Industries claims that their riding mower with
independent suspension “maintains the same weight
ration on all four wheels, keepingall four wheels on
the ground on uneven turf,” Shea said.

One of the biggest problems a mower can have
when dealing with steep hills is a lack of traction,
according to Walker.

“The machine should have the ability to be
controlled. It needs to contour without scalping

and cutting into the ground or skipping and leaving
areas uncut,” Walker explained.

To avoid scalping or skipping, Walker sug-
gested contractors look for decks that have not only
the ability to float up and down but also the ability
to twist and rotate side to side.

“Some decks don’t have these combined capa-
bilities and are fairly rigid moving side to side,” he
said. “Without the extra ease of moving side to side
or diagonally, a mower will only be able to contour
in an up and down motion properly.”

A lack of traction means a contractor won't be
able to mow side to side on a steep hill - the most
visually appealing way, pointed out Jim Forrester,
distribution manager, Encore, Beatrice, Neb. Con-
tractors will mow hills crossways, an approach
called diamond mowing, to compensate for this
lack of traction and still maintain a nice looking cut.

“Also, the smaller the deck size used in con-
toured areas,” Walker continued, “the greater the
ability for a closer cut because smaller decks have a
better terrain following ability than larger decks.”

While deck size is important, so is deck suspen-
sion, which will vary on front cut and mid-mount
mowers, Walker said.

“A mid-mount mower is not going to have the
kind of suspension available in a floating deck
design that a front-mount
mower has because the mid-
mount deck hangs beneath the
mower in between the wheels so
there’s not as much opportu-
nity for suspension,” he ex-
plained. “So, whatever hap-
pens to the mower body on a
mid-mount usually happens
to the deck as well. A front-
mount is usually mounted on
its own suspension system.”

Besides asmaller machine,
Tucker suggested that con-
tractors look for machines that
are lower to the ground with a -
balanced structure. traction.

When it comes to mow-
ing on slopes, however, con-
tractors shouldn’t be concerned about equipment
they purchase as long as they follow the operator’s
instructions, pointed out Peter Whurr, vice presi-
dent of product management, Textron Turfcare &
Specialty Products, Racine, Wis. Before being sold,

ne of the

b ggest /);'()/)/ems

have when deal-
ing with steep
hills is a lack of

commercial machines are tested on a certain degree
of slope, Whurr said.

“Our product must go through a slope perfor-
mance test so that when we stipulate proper mower
operating procedures in our manual, we know the
product will perform to certain design perimeters,”
Whurr said.

Whetheracontractor uses awalk-behind or riding
mower on steep slopes, a demonstration before pur-
chase is essential, especially after a contractor has
identified a difficult area to mow, Walker said.

“Contractors should not buy equipment for a
certain area until they test it on the property it's
going to be used on to ensure it will work,” Shea
recommended. “Most dealers will come to the site
with the machinery for a demonstration.”

ROPS. A safety feature developed on mowers for
the purpose of protecting operators from injury in
case the machine tips over while mowing hills is the
Rollover Protection System or ROPS, Some gov-
ernment sites recommend that their grounds man-
agers only use machines with ROPS. Walker said
safety experts tend to agree that a similar safety
mechanism needs to be implemented industry-wide.

“If a machine is used often on slopes, then an
advantageous move from an end user would be to
make sure that mower has a
certified ROPS structure on
it,” Whurr agreed.

While there are certain
benefits to ROPS as long as it
is certified and used correctly,
which means the operator
needs to wear the seat belt that

a mower can

comes along with it, manu-
facturers haven't noticed asig-
nificant safety improvement
because of the additional roll
bar. In fact, Walker said a
machine with ROPS may not
always be the best choice for
contractors.

“First of all, if a machine
has a roll bar, it has to have a
seat belt to be a certified
ROPS,” Walker explained. “Most contractors are
getting on and off the machine so much all day that
they don’t take the time to rebuckle their seat belts.
The seat belt is a key part to the ROPS ‘safety’
feature, but for a contractor, who needs to get on
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m Its inspiration was the passion to build the best. Four

years and four million pounds of pressure later, it’s finally ready.
Introducing the 7-Iron™ mower deck from John Deere. Stamped
from a single sheet of incredibly thick 7-gauge (.177 inch) steel,
in the industry’s largest press, its perfectly smooth and impossibly
strong shell (shown to the left) has no welds to break, or irreqular

areas to catch clippings. A full-length front baffle ‘A

eliminates any dead space and brushes grass into an
p. ideal vertical position. An almost unimaginable
| 'L depth (5.75 inches at maximum (8') creates a

superior vacuum in which to cut. A multi-step electrostatic paint

A diamond isn’t the only thing
formed by tons of pressure.

process (impressive for the automotive industry, let alone mowing)
guards against rust. While features such as a rubber deflector shield
and aluminum spindle hubs further prove its
engineering excellence. (Rubber
is more flexible than steel, and
aluminum die casting more
precise.) Available in 48-, 54-,
and 60-inch widths, and only from

your local John Deere dealer, the 7-Iron deck is simply the best
i in the world. To see for yourself, call 1-800-537-8233
Jomoesa; or visit www.deere.com for a dealer near you.
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Nothing Runs Like a Deere
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and off the machine, it’s not efficient.

“We can't say thar roll bars have never saved
anybody,” Walker continued, “but there is some
controversy. Think about if someone were to roll
into a riverbank wearing their seat belt in complete
compliance with ROPS and then couldn’t unhook
theirseatbelt to get off of the machine and drowned.
The issue concerning whether ROPS is actually
considered rollover ‘protection’ is debatable after
looking at every aspect of the system and the
potential accidents that could happen.”

Also, ROPS makes the machine taller, which
means it can get hung up on low trees and bushes,
Walker added.

However, a safety mechanism like ROPS also
goes through the same extensive testing as a ma-
chine without ROPS, Whurr explained, so con-
tractors should have no reason to fearadding itonto
a machine for safety reasons.

“Just as we test mowers in maneuverability,

dynamic and static tests, we test mowers with

ROPS in a similar ‘worst possible condition on an

X-degree of slope” rest,” Whurr said.

MOWING RIGHT. Mowing an area correctly
and cautiously is just as important as choosing the
proper machine. Most manufacturers include safe
mower practices in their mower manuals, and ac-
cording to Tucker, contractors should be imple-
menting their own safety guidelines.

The first step is to judge whether the slope is too
dangerous to mow, advised Rick Lemcke, co-owner,
R.M. Landscape Industries, Rochester, N.Y.

“During our safety training, we show our
employees the maximum slope a walk-behind can
take,” Lemcke explained. “If the area looks steep
enough to sled down, we recommend that itshouldn’t
be mowed. We would rather suggest a client change
the gradation of the area with landscaping or add
groudcover as a less expensive alternative to maintain-
ing that arca by mowing it.”

After determining that the slope is a safe

(" We're getting more attached to )
commercial mowers every day!

)
ﬂ

EEEE)
h )

* Commercial Turf Sweepers

* Tractor Mounted Sweepers

* Self-Propelled Sweepers

+ Clean snow, dirt & debris

* Remove thatch & clippings

* Year-round versatility
1-800-715-5313

www.sweepster.comJJ

USE READER SERVICE #164

INCREASE PRODUCTIVITY WITH JRCO

Attachments for commercial mowers: Aerator, blower carrier, leaf plow, transporter

ELECTRIC BROADCAST SPREADER
Stainless steel frame; 2.2 cu. ft./130 Ib. capacity
New England Grows Booth 916, Boston, MA
Mid-Am Trade Show Booth 579, Chicago, IL

TINE RAKE™ DETHATCHER
Dethatch while you mow

Call for nearest dealer
J rco 1-800-966-8442
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enough degree to mow, a contractor should walk
the slope first to look for holes and/or obstacles
that might get in the way, said Ken Raney, adver-
tising manager, Excel Industries, Hesston, Kan.

And, before going up a hill, an operator should
spend ample time mancuvering the mower on flat
ground first to get a feel for how it operates under
normal conditions, Walker suggested.

When using zero-turn radius riding mowers,
Tucker shared that he never makes a true zero-
degree turn, especially on a hill.

“On an embankment, we never twrn com-
pletelyaround,” Tucker said. “We'llmoveina ‘pull
up and pull back’ motion instead.”

The best bet for mowing a dangerous area may
be using a walk-behind, Lemcke pointed out.

“Even though riding mowers tend to feel more
stable than walk-behinds, they can slipand aren'tas
flexible,” Lemcke explained.

If the ground along a slope is wet, heavy equip-
ment should not be used on it, Tucker warned.

“Using heavy equipment on wet ground creates
ruts and makes the job look sloppy,” Tucker noted.
“Instead, we'll take a 24-inch walk-behind mower
and a weed cater and mow the embankments by
hand to be safe.”

“A 36-inch walk-behind can mow most turf
even if the turf is o wet,” added Sam Burke,
president, Landscape One, Hebron, Ky.

When the decision comes down to employee
safety vs. getting the job done, Burke said employee
safety comes first.

“We educate our customers and explain to
them that we have discretion over how and when to
mow,” Burke said. “If we can’t mow an area one
day because of employee safety or potential prop-
erty damage, 99 percent of our customers under-
stand that the area cannot be cur. [f the site is a high
visibility commercial site and needs to be cut, we'll
use 2 weed eater to do it, but we'll charge an extra
10 percent for having to mow under these condi-
tions, and most of our customers understand the
reason for the extra cost.”

“If our employees don't feel comfortable mow-
ing a sloping area, we tell them not to mow it and
ask them to put the information in their job re-
port,” echoed Tucker. “We also ask employees for
their thoughts on ways they or other employees
migho feel safer mowing that area.”

The author is Assoctate Editor of Lawn & Landscape

magazine.
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AIR-COOLED ENGINE - cngines thar circulate air
through the chamber to carry heat away.

ANTI-SCALP WHEELS — simall rollers affixed to
the bottom of the mowing deck to prevent deck
from gouging the ground. Adjustable gauge wheels
offer the same benefit but can be manually ad-
justed and set within a range of 3 inches.

AUTOMATIC BLADE STOP (ABS) - A safery
feature that stops the blade automarically when a
handle or foot pedal is released, but the engine
keeps running. Required safety equipment avail-
able on all mowers.

BAGGING - the ability to take clippings and trans-
port them from the cutting chamber via a chute to
an attached bag that sits between the handles (or
behind the riding mower). Placing the bag be-
tween the handles instead of on the side makes it
easier to trim using either side of the mower.

DECK SIZE — the deck size refers to the width of
the cutting chamber the blade operates in.

DIAMOND MOWING - mowing diagonally up
and down a steep hill to compensate for a lack of
mower traction and to give the cut lawn a neat
appearance.

DISC DRIVE - with disc drive, a friction plate
rides againstadrive plate allowing the operator to
change forward speeds without clutching (as
required with gear drives).

ELECTRIC START AND BACK-UP RECOIL -
with electric start, operator uses key to start the
engine instead of using a starter rope that needs
to be manually pulled then recoils.

ERGONOMICS - swudy of physical effects of
operating power equipment on the body through
vibration and forces exerted on areas such as
wrists, arms and back.

FRONT-MOUNT - riding mowers with the cut-
ting deck in front of the operator’s seat.

GAUGE - thc measurement of thickness of steel,
most commonly used in mower decks; the nu-
meric measurement of the gauge of steel is in-
versely related to the width of the steel itself.

Define

GEAR-DRIVE - mowers where the drive wheels are
powered by gears; requires shifting of gears by operators.

HEIGHT-OF-CUT ADJUSTMENTS - ability o
raise and lower the cutting height of the machine
allowing operator to cut grass at optimum length.

HORSEPOWER - 1 unit for measuring the power
of engines. One horsepower is equal ro the force
requred to raise 33,000 pounds at the rate of 1
foot per minute.

HYDROSTATIC DRIVE - mowers with drive
wheels that are powered by hydrostatic pumps;
dual hydrostatic drive offers operators zero-turn
radius capabilities.

INDEPENDENT SUSPENSION - 2 system of con-
trol arms and coil springs on the front or rear drive
wheels allowing each wheel to move up and down
independently, smoothing out rough, uneven turf.

LIQUID-COOLED ENGINE - cngines that circu-
late a liquid, generally water, through the cham-
ber to carry heat away.

MID-MOUNT OR BELLY MOUNT - riding mow-
ers with the cutting deck directly beneath the
operator’s seat,

MULCHING - practice of cutting and recutting
grass clippings in one pass over a lawn to mini-
mize the size of the grass clippings and accelerate
the rate at which the clippings decompose; this
process is also referred to as grasscycling.

OPERATOR PRESENCE CONTROL (OPC, en-
gine-kill system) — on all walk-behind mowers, a
handle must be engaged to start the engine and,
when the handle is released, automatically stops
theengine. The “engine-kill mechanism® on most
riding mowers is under the seat.

PISTOL GRIPS - onc method of steering walk-
behind mowers; operator has rightand lefthandles
that apply braking pressure to the corresponding
drive tires.

PIVOTING FRONT FRAME OR FRONT AXLE
~ this feature allows all four wheels (or front axle
wheels) to remain on the ground while the deck
conform to the contours of the lawn, giving a
smooth, even cut.

PUSH AND SELF-PROPELLED - a push walk-
behind mower requires the operator to manually
push the machine without the benefit of a drive
system. This type of mower is usually for flat
lawns less than %% acre. A self-propelled walk
mower comes with an additional handle that,
when engaged, operates a belt that makes trans-
mission pull the machine along by driving the
rear wheels. Self-propelled models are better for
lawns more than % acre or lawns with hills.

REAR DISCHARGE BAGGING — with a truc rear
discharge model, the clippings exit the cutting
chamber via the rear of the deck directly into the
bag that sits between the handles. Rear discharge
bagging is excellent for bagging grass in geo-
graphic areas where the grass is often wet.

SIDE DISCHARGE - cuts and transports grass
clippings to side discharge chute attached on the
right-hand side of mower. Chute evenly disperses
clippings back into lawn.

SLOPE ANGLE/DEGREES -

1:1 = 100 percent = 45 degrees
2:1 = 50 percent = 26.6 degrees
2.2:1 = 40 percent = 21/8 degrees
3:1 = 33.3 percent = 18/4 degrees

((read: one 1o one (run vs. rise) equals a 100 percent
slope and 45 degree angle))

SMOOTH TURN DIFFERENTIAL - on sclf-
propelled walk mowers, it's a gear mechanism
that allows for smooth, tight turns without dam-
aging the lawn. Essentially, when turning, one
rear wheel remains stationary while the other
wheels turn until turn/pivort is completed.

STRIPING — the process of creating patterns in the
turf while mowing.

THATCH - long grass clippings thatr are not
bagged or properly mulched and form a layer on
the soil that may stunt new grass growth. Thatch
can also result over time due to the natural
defoliation of the lawn.

3-IN-1 CONVERTIBILITY — mower is designed to
be used in any of three operations: mulching,
bagging and side discharge. Additional accessory
kits may be required depending on model.

WINROWING - thc process of leaving a line of
grass clippings after they are discharged from the
mower deck.

ZERO-TURN RADIUS - the capability of some
mowers to turn 180 degrees within their own
radius; ro be a true zero-turn machine, a mower
must have dual hydrostatic pumps controlling
the drive wheels independently; can be a walk-
behind or riding mower.

This list was compiled with the help of Snapper, Ferris
Industries and Excel Industries.
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A NEW WAY OF WALKING.

The all-new Hustler™ Hydro WalkBehind will give your operators every ergonomic
advantage. It will keep them comfortable and productive longer than any other
walk-behind mower. It will make your operation more productive and more profitable.

— Instant, on-demand,

Sl o o : variable speed control, 9
?m mew?(:d}eﬁn cut . forward and reverse e | (

nore grass, in less time, with less / \

effort. Long term, it will cut more

Sealed bearings
guaranteed for life

Heaviest deck spindle
on any walk-behind

lfh/ J /
A2l =
X, -

18"x8.00" turl-tread drive

tires, the largest on any
walk-behind anywhere, for

a smoother ride, better
flotation, and reduced psi

Oversized, pneumatic front caster A deck 33% stronger
wheels, the largest in the industry. than any competitor s

stability on slopes ‘
No numbness. Hustler s patented H-Bar™ steering means no cramped =
N . forearms, no more numbed fingers. No speed levers to
O Cr p .g' frustrate productivity. Just twist the H-Bar, and go
No more bIISters- True zero-degree, counter-rotational turning

A wide stance for enhanced

EASY TO LEARN: training time measured in minutes
EASY TO OPERATE: beats pistol grips hands down
MORE PRODUCTIVE: effortless control for easy trimming

SAFER: fully intuitive, firm grasp of controls throughout the mowing process
I G

HUSTLER

EXCEL INDUSTRIES, INC. | HESSTON, KS 67062 | www.excelhustier.com Out Hustle all the rest™

HUSTLER HYDRO WALK-BEHIND
SHIWWINL ONINLS ¥O4 AIAN IHL STLYNINITI
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As part of the second
annual Commercial
Mower Buyers’ Guide,
Lawn & Landscape

is providing an over-
view of the products
many mower manufac-
turers are currently
offering professional
contractors.

Included in this
guide is a listing of
companies that partici-
pated, along with each
organization’s contact
information. Also, fol-
lowing is a compilation
of each manufacturer’s
walk-behind mowers,
riding mowers, attach-

ments and accessories.

ALAMO INDUSTRIAL
1502 £. Wolout

Sequin, Texos 78155
800/882-5762

ww dlamendustral com

AMERICAN HONDA
MOTOR €O.

4900 Marconi Drive
Apharetto, Ga. 300058847
800/426-7701
www.honda.com

BLACK ROCK MFG.
1153 Industrial Blvd.
Lovisville, Ky. 40219
800/314-8984
www.blockrockmfg.com

COUNTRY CLIPPER
§13 W, Englsh
Corydon, lowo 50049
800/344.8237

DIXIE CHOPPER
6302 . County Rood
100 North

Coatesville, Ind. 46121
800/233-7596
www_dixiechopper.com

DIXON INDUSTRIES
Airport Industriol Pork,
P.0. Box 1569
Coffeyville, Kan. 67337
800/264-6075
www_dixon-2tr.com

Listine

EASTMAN INDUSTRIES
Hover Mowes

87 Bell S1.

Portlond, Maine 04103
800/760-1680
www_hovermower.com

ENCORE MFG. €0.

P.0. Box 888

2415 Ashiond Ave.
Beatrice, Neb. 68310
800/267-4255

Www gncoreequipment.com

EXCEL INDUSTRIES
P.0. Box 7000
Hesston, Kon. 67062
800/3954757
www_excelhustler.com

EXMARK MFG. €O.
2101 Ashiond Ave.
Beatrice, Neb. 683100808
402/223-6300
www,exmark.com

FERRIS INDUSTRIES

23 Milford St.

Hamilton, N.Y. 13346
800/9336175 ext. 267
www independentsuspension.com

GIANT-VAC MFG.

P.0. Box 195

South Windbom, Conn. 06266
86074237741

www_giontvoc.com

THE GRASSHOPPER €0.
P.0. Box 637

Moundridge, Kan. 67107
316/345:8621
www.grasshoppermower.com

GREAT DANE POWER
EQUIPMENT

305 S. New Albany St.
Sellershurg, Ind. 471720104
704 /8466617
wiww.greatdanemowers. com

HECK

122 W. Second, Box 134
Peobody, Kan. 66866
800/835-7805

HOWARD PRICE
TURF EQUIPMENT
18155 Edison Ave.
Chesterfield, Mo. 63005
314/532-7000

HUSQVARNA

9006 Perimeter Woods Drive
Charlotte, N.C. 28216
B00/GET-SAWS
www,husqvama.com

JOHN DEERE COMMERCIAL
& CONSUMER EQUIPMENT
DIVISION

4401 Blond Rd.

Roleigh, N.C. 27609
B00/537-9233
www.degre.com

JUNGLE Jin'S
ACCESSORY PRODUCTS
12300 Aken Rood
Loutswille, Ky, 40223
502/244-7934

www junglefimsap.com

KUBOTA TRACTOR
CORP,

3401 Del Amo Blvd.
Torrance, Calf. 90509
888,/458-2682
www.kuboto.com

LESCO

20005 Loke Rd.

Rocky River, Obio 44116
800/321-5325
www_lesco. com

LEVELACQ, LLC

23 F. Clrke Circle, Unit 14
Bethel, Conn. 06801
888/538-7437

MTD PRODUCTS
P.0. Box 361131
Clevelond, Ohio 44136
888/420:3693
www.midpro.com

RICH MFG.

P.0. Box 145
Thomtown, Ind. 46071
165/436-2744

SCAG POWER
EQUIPMENT

1000 Metolaaft O,
Mayvie, Wi 53050
920/387-0100
Wiw,5(0g.com

SNAPPER
535 Macon Roed

Heonaugh, Go. 30253
888/7627737

WIWW.SN0pper.com

STEINER TURF
EQUIPMENT

289 N. Kurzen Rd.
P.0. Box 504
Datton, Ohio 44618
330/828-0200
www_steinerturf.com

TEXTRON TURF CARE &
SPECIALTY PRODUCTS
1721 Packard Ave.

Rocine, Wis. 534032564
888 /9221085

Wi Hesp.Jexion.com

TORO €O.

8100 Lynde Ave.
Bloomington, Min. 55420
800/348.2424
WWw.1060.com

Los Angeles, Colf. 90065
323/2584135

WALKER MFG. €O.
5925 E. Hormooy Rd.
Fort Collins, Colo. 80528
970/221-5614

ww. walkermowers.com

WOODS EQUIPMENT CO.
6944 Newborg Rood
Rockford, IlL 61108
B15/732:2141
www.woodsonline.com

WRIGHT MFG.
18761 . Frederick Ave.
Gaithersborg, Md. 20879
301/33040086
www.wiightmfg.com

YAZOO/KEES POWER
P.0. Box 4449

Jocksan, Miss. 39296
800/723-9496 ext. 337
www.yazookses.com
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“Fast autiful Mowing

FAST

Walker completes the job fast using a balance of
consistent ground speed, quick maneuvering, and
trimming ability. In many applications, Walker wins
the job time race, even in comparison

|
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Shloss Au

to larger mowers with faster ground zurich, swsmmm
speed (it is job time that counts). ! : ~,. ‘,

“\' T d 3‘5
EASY S; 4 s 4 ?

Walker takes care of the operator
with comfortable seating, good
visibility, and easy-to-operate,
responsive controls providing full

n %w
productivity and best use of labor. _.'

BEAUTIFUL et 3 Ll

While “mow and blow” may be an

acceptable standard for some mowing

jobs, Walker offers beautiful mowing, vacuuming,
mulching, and manicuring for discrimi-

; nating customers. Some of the most
K beautiful grounds in the world are
‘) .. mowed by Walker.

i. 'f' We invite you to see a demon-
stration of Walker’s

O “Fast, Easy, Beautiful”
mowing on your property.
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WALKER MANUFACTURING CO.

, 5925 E. HARMONY ROAD * DEPT. L & L

, FORT COLLINS, CO 80528

1 (800) 279-8537 » www.walkermowers.com

i Residential Propeﬂy Kalispell, Montana Independent, Family Owned Company Designing and Producing Commercial Riding Mowers since 1980
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WAILK-BEHIND MODELS

AMERICAN HONDA MOTOH CO.

21 inches Push mower Air-cooled N/A

21 inches Gcs Gear Ya Air-cooled N/A

21 inches Gas Gear Yes Air-cooled N/A BBC

21 inches Gas Hydrostatic Yes Air-cooled N/A BBC

36, 48, 54 ond 60 inches Gos Hydrostatic Yes Air-cooled N/A “No Tool” quick height adjustment, Hour meter

36 and 48 inches Gear Air-cooled N/A “No Tool” quick height adjustment, Hour meter

BLACK ROCK MANUFACTURING

32 inches 12.5-hp air-cooled No Kawasaki engine

36 inches Gus Gent Yos 12.5-hp air-cooled No Kawasoki engine

48 inches Gos Both Yes 14-hp air-cooled Yes Kawasaki engine

52 inches Gos Both Yes 17-hp air-cooled Yts Kawasaki engine

61 inches Gas Both 17-hp air-cooled Kawasaki engine

BOB-CAT - TEXTRON TUHFGAHE AND SPECIAI.l Y PRODUCTS

32, 36, 48, 54 or 61 inches Air-cooled 4 engine options, side-discharge cutting decks

32, 36, 48, 54 or 61 inches Gas Hydrostutx I(/ Air-cooled Yos 4 engine options, side-discharge cutting decks,
infinitely variable ground speed

21 inches Gos Push mower N/A N/A No Accessories include a metal screen or polyester
mesh grass catcher

BUNTON - TEXTHON TURFCARE AND SPEGIAIJ Y PRODUCTS

36 or 48 inches Eco Plate Mulch Kit  Air-cooled Five forward speeds, side-discharge decks

36, 48, 54 or 61 inches Gcs Geor Eco Plate Mulch Kit  Air-cooled ch 3 engine options, stand-up sulky attachement
available, side-discharge cutting decks

36, 48, 54 or 61 inches Gas Hydrostatic Eco Plate Mulch Kit  Air-cooled Yes Twin speed levers, 4 engine options, side
discharge cutting decks

21 inches Gas Push mower N/A N/A No Cutting height adjustments from .5 to
3.5 inches in .5-inch increments

EASTMAN |NDUSTHIES HUVEH MOWEH

19 or 16 inches Air-cooled Hover

ENCORE MFG. 00 .

32, 36, 48, 52 and 60 inches Gas Gear/Hydrostatic Yes Air-cooled Yes - hydrostatic

EXCEL INDUSTRIES

37 and 48 inches Hydrostatic Yes Air-cooled Yes H-bar steering, 15-gallon gas tank

48 and 54 inches Hydrostatic Yes Air-cooled Yes H-bar steering, 17-gallon gas tank

EXMARK MFG 00

21 and 32 inches Yes Air-cooled No Quick height adijust, FeatherLite grip tension

36 inches Gns Gear Yes Air-cooled Yes Quick height adjust, FeatherLite grip tension

48, 52 and 60 inches Hydrostatic Yes Air-cooled Yes Quick height adjust, FeatherLite grip tension

FERRIS INDUSTRIES

36, 48 and 52 inches Gear Yes Air-cooled N/A Simple drive wheel assembly with individually
replaceable parts

36 and 48 inches Gas Hydrostatic Yes Air-cooled N/A Eaton commercial specification transaxle

48, 52 and 61 inches Gas Hydrostatic Yes Air-cooled N/A Self-contained Eaton transmissions and wide,
low stance for traction and stability

GIANT—VAG MANUFACTURlNG

32, 36, 48 and 52 inches Gear/Hydrostatic Air-cooled N/A

GREAT DANE POWER EﬂUlPMENT

36 inches Hydrostatic Air-cooled Yes

48 inches Gos Hydrostatic Yes Air-cooled Yes

52 inches Gos Hydrostatic ch Air-cooled Yes

61 inches Hydrostatic Air-cooled Yes

HOWARD PRICE TURF EﬂUlPMENT

36 to 48 inches Air-cooled Yes

36 10 60 inches Hydtoslam ch Air-cooled Yes Floating deck

HUSQVARNA

36 and 48 inches Gear Yes Air-cooled Yes 14-hp engine

36 inches Gcs Hydrostatic Yes Air-cooled Yes 14-hp engine

48 inches Gaos Hydrostatic Yes Air-cooled Yes 17-hp engine

MI8  sanuary 2000 LAWN & LANDSCAPE




WAIK-BEHIND MODELS

JOHN DEE

36, 48 and 54 inches Gas Hydrostatic Yes Air-cooled No Two-wheel steerable sulky
36, 48 and 54 inches Gas Hydrostatic Yes Air-cooled No Available reverse kit
- LESCO
| 32,36,48 ond 52inches  Gas Gear Yes Air-cooled N/A Parking break
’ 36 48 52ond 54inches  Gas Hydrostatic Yes Air-cooled Yes Porking break
, Gas Hydrostatic No Air-cooled Yes Parking break
| MTD PRODUCTS
21 inches Gos Gear Yes Air-cooled N/A 3-in-1
| Sbinches as Gear Yes Air-cooled No 5.speed
48 mdns Gas Hydrostatic Yes Air-cooled Yes E-PTO
’ Gos Hydrostafic Yes Air-cooled Yes Floating deck
HICH MFG.
Gas Hydrostatic Yes Air-cooled Yes (an ride
52 mdns Gu Hydrostatic Yas Air-cooled Yes Con ride
61 inches Hydrostatic Air-cooled Yes Con ride
SCAG POWEH EQUIPMEHT
32, 36, 48 and 52 inches Air-cooled No
36, 48, 52, 61 and 72 inches Gns Hydrosllmt Ys Air-cooled Yes
SNAPPER
36, 48, 52 and 61 inches Gos Hydroslmn ch N/A Yls
36 48, 52 and 61 inches Gos N/A
TORO LANDSGAPE CONTRACTOR EQUIPMENT
32, 36 and 48 inches Air-cooled Fixed decks, 3-in-1 (side-discharge, bagging,
d 52 inches Gas Hydrostai Recycler Mulching  Air-cooled mm?:nm
ggﬁ ﬁj §; 4 ond Sin Gas s RecydorMuhing  Arcooled Floating decks, 3-in-1 decks
21 inches Gas Push mower Recycler Mulching  Air-cooled
21 inches Gas Transmission Recycler Mulching  Air-cooled

mmmm’mfun

613 West English » Corydon, 1A 50060
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VWALK-BEHIND AND RIDING MODELS

21 inches Push mower Mulch Air-cooled
TRU-CUT
21 inches N/A Yes Air-cooled

"HLM\ ” k\)L/LL

BLACK ROCK MANUFACTURING

48 inches Hydrostatic Yes

52 inches Gos Hydrostatic Yos An-toolod ch

61 inches Hydrostatic Air-cooled

BOB-CAT - TEXTRON TURFGAHE AND SPEClAI.I Y PRODUCTS

42 or 48 inches Hydrostatic Eco Plate Mulch Kit  Air-cooled 42- or 48-inch side and reardischarge

52.5 or 61 inches Gus Hydrostatic Eco Plote Mulch Kit  Air-cooled Yls 2 engine options, side-discharge cutting decks

72 inches Gos Hydrostatic N/A Liquid-cooled Yes Height of cut adjusts from 1 to 5 inches with electric

deck lift, productivity up to 5 acres per hour

BUNTON - TEXTRON TURFGARE AND SPEGIAI.'I'Y PRODUCTS

48 inches Hydrostatic 3-2-1 warranty, side-dischorge or collection decks

52.5 or 61 inches Gas Hydrostatic &o ﬂm Mulch Kit AmoM ch 3-2-1 warranty, 2 engine options, electric deck lift
for curb climbing, side-discharge cutting decks

72 inches Gas Hydrostatic N/A Liquid-cooled Yes 3-2-1 warranty, height of cut ud|usts from 1105
inches, side-discharge cutting decks

COUNTRY GI.IPPEH

48 and 60 inches Hydrostatic Yes Air-cooled Yes Front-mount, flip-up deck

52 and 60 inches Gus Hydrostatic Yes Air-cooled Yes Mid-mount with tilt-up deck and either single-stick
or twin-stick steering control

DIXIE BHOPPER

42 ond 50 inches Hydrostatic Yes Air-cooled Yes

60 and 72 inches Hydrostatic Yes Both Yes

DIXON INDUSTRIES

48, 52 and 60 inches Hydrostatic Yes Air-cooled Yes Flip-up deck

ENCORE MFG CO.

42, 48 and 52 inches Hydrostatic Yes Air-cooled Yes

61 inches Gos/Diml Hydrostatic Yes Air/Liquid-cooled Yes

EXCEL INDUSTRIES

40, 48, 54 and 60 inches Hydrostatic Yes Air-cooled Yes H-bar steering

51 and 60 inches Gcs Hydrostatic Yes Air-cooled Yes Catchers

60 and 72 inches Gas Hydrostatic Yes Air-cooled Yes Catchers

60 and 72 inches Gos/Diesel  Hydrostatic Yes Liquid-cooled Yes Catchers

EXMARK MFG CO.

44 and 48 inches Hydrostatic Yes Air-cooled Yes Full flotation decks, high speed operation

52, 60 and 72 inches Gus Hydrostatic Yes Air/Liquid-cooled Yes Full flotation decks, high speed operafion

USE READER SERVICE #159
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WAILK-BEHIND MODELS

Il GASOR  HYDROSTATIC  MULCHING LIQUID OR AIR-  ZERO-TURN  OTHER KEY
52 and 61 inches Hydrostatic Yes Air-cooled N/A Indoponden's:m:ion
52 and 61 inches Gcs Hydrostatic Yes Air-cooled N/A Drive system i industrial series Sundstrand
pump and white 1%-inch axle, 5-bolt wheel motors
61 and 72 inches Hydrostatic Air-cooled N/A Patented electric lift raises cutter deck with flip switch
44 - 72 inches Hydrostatic Air-cooled Yes Quik-D-Tatch Mounting System, FlipUp Deck option
44 - 72 inches Hydrostatic Liquid-cooled Yes Quik-D-Tatch Mounting System, FlipUp Deck option
48 inches Hydrostatic n Air-cooled Yes
52 inches Hydrostatic Yes Air-cooled Yes
61 inches Gm Hydrostatic Yes Air-cooled
36 inches Gas Gear/Hydrostatic Yes Air-cooled N/A
88 inches Gas/Diesel  Gear/Hydrostatic Yes Air/Liquid-cooled Yes Flex Deck
55 inches Gas/Diesel  Hydrostatic Yes Air/Liquid-cooled Yes Flex Deck
72 inches Diml Hydrostatic Ys Air/Liquid-cooled Yes Flex Deck
91 inches Hydrostatic Air/Liquid-cooled Yes Flex Deck
5210 72 inches Hydrostatic Air/\iquid-cooled Yes Off-set deck
60 to 72 inches Hydrostatic Ys Liquid-cooled Yes
52inch n Hydrostatic Yes Air-cooled Yes 23-hp engine
52 ond 6I inches Ges Hydrostafic Yes Air-cooled Yes 25-hp engine
I -r~
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JOHN DEERE

38 and 48 inches Hydrostatic No
48, 54 and 60 inches Gos/DmoI Hydrostun( No
48, 54 ond 60 inches Gus rogeor” No
54 and 60 inches Baz Drive “Hydrogear” llo
60 and 72 inches Hydrostatic
KUBOTA TRACTOR GORP
40 inches Hydrostatic
44 inches Hydrostatic Yes
48 inches Gcs Hydrostatic Yes
LESCO
54 inches Gas Hydrostatic Yes
60 inches Gas Hydrostatic No
60 ond 72 inches Diesel Hydrostatic No
MTD PRO
54 inches Gos Hydrostatic Yes
60 inches Gos Hydrostatic No
RlCH MFG
8 inches Hydrostatic Yes
SZ inches Gus Hydrostatic Yes
61 inches Hydrostatic
SCAG POWEH EQUIPMENT
40,48, 52 61 ond 72 inches  Gas Hydrostatic
52, 61 and 72 inches Gos Hydrostatic Yos
SNAPPER
52, 61 or 73 inches Gcs/Dusol Hydrostatic Yes
52 61 or 73 inches Hydrostatic
§TEINER TURF HEQU“’MENT
ik Gns/Dmol ks
48, 60 and 72 inches Hydrostatic
TORO LANDSCAPE CONTRAGTOH EQUIPMENT
44 and 52 inches Hydrostatic Mulching Kits
52, 62 and 72 inches Gos Hydrostatic Roqdu Mulching Kits
48 inches Hydrostatic Recycler Mulching Kits
WAI.KER MFG CO.
36 — 54 inches Hydrostatic Yes
42 - 62 inches Gos Hydrostatic ch
42 - 62 inches i Hydrostatic
WOO0DS E(!!.NPMENT 00
50 to 60 inches Hydrostatic
48 t0 72 inches Gos/Dnsol Hydrostatic Yos
40 inches Hydrostatic

WRIGHT MANUFACTURING

36,42, 48, 52 and 61 inches  Gas

YAZOO/KEES POWER

52 inches
52 inches
61 inches Gos

M22

JANUARY 2000

Hydrostatic

Yes
Geor Yes
Gear Yes

Air-cooled
Liquid-cooled
Air-cooled
Air-cooled
Liquid-cooled

Air-cooled
Air-cooled
Liquid-cooled

Air-cooled
Air-cooled
Liquid-cooled

Air-cooled

Air-cooled

Air-cooled
Air-cooled
Air-cooled

Air-cooled
Liquid-cooled

Air-cooled/liquid-cooled
Air-cooled

N/A
A; -cooled/Liquid-cooled

Air-cooled

Au/hqund cooled/
electronic fuel injection

Air-cooled

Air-cooled
Air-cooled
Liquid-cooled

Air-cooled
Air-cooled, Liquid-cooled
Air-cooled

Air-cooled

Air-cooled
Air-cooled

Air-cooled

Yes
N/A

Yes
Yes
Yes

Y
Yes
Yes

Yes

Optional material collection system
Hydraulic weight mmshr system
Twin cylmder 20-hp engine

9 mph mowing 10-gallon tank
Optional hydmusf“d ht transfer valve

Cushion ride auto throttle
Cushion ride auto throttle

Floating axle
Floating oxle
Four-wheel drive

Floating deck
nmﬁg deck

(on walk
Con walk
Con walk

Flip-up deck

20- or 23-hp Kohler engines or 17-, 19- or 23-hp
Kawasaki engines

23- or 25-hp air-cooled or 26-hp electronic fuel
injection Koﬁler engines or 22-hp liquid-cooled
Kawasaki engine

20- and 25-hp Kohler engines

Mid-mount
Front-mount
Residentiol unit

Stand-on

22-hp
25-hp
25-hp

LAWN & LANDSCAPE




THE NEW

COUGAR

iad S

SUPERIOR COMMERCIAL :.:c . microsae
PERFORMANCE IN 0 oiied e compective
machines.
A COMP Acr P ACKAGE " M Productive. Over 21 acres per day

keeps your crews productive and earning
more revenue,

M Fast. With a ground speed of 8.5 MPH
gt ) you get finished fast and on to the next job.

"'{*?C"”jar 8 M Reliable. The new Cougar’s cutter blades

are driven by dependable Scag spindles.No
gear boxes, or shear bolts to fail. Keeps you
in the field cutting longer and out of the
maintenance shop.

M Industry’s Strongest Warranty. Scag's
new compact Cougar is backed by the
strongest limited warranty in the business.
Three years on deck and spindles. Two
years on hydraulic drive,

~ This Cat Can Cut I#!

The new Cougar from Scag is

& the only real choice for the com-

"0 mercial cutter who wants to raise

A productivity and profitability to
: new levels.

See your Scag Dealer today for a
demo on the newest Cat from Scag.

The only real choice for the commercial cutter! Simply the Best
USE READER SERVICE #162

www.scag.com 2000 All Rights Reserved. Scag Power Equipment, Division of Metalcraft of Mayville, Wl 53050 00-02




HOICE CUTS

(USDC APPROVED)

GO AHEAD, FEEL FREE TO CHOOSE

Now more than ever you need to keep your options open as to what equipment you use and how much
it costs you. Dixie Chopper can help by giving you the freedom of choice. Take your pick of a 42" or 50"
cut with a 19 horsepower Kawasaki engine, the price is the same. All Dixie Chopper machines have a
lifetime warranty on the frame and front caster bearings along with an available five year extended drive
train warranty. You also get our promise of being the best mower available for the combination of Price,
Performance, and Reliability, along with our 30 day money back guarantee. If within 30 days of purchas-
ing your new Dixie Chopper you find another machine of equal cut and horsepower that will outperform
your Dixie Chopper for production mowing, we'll gladly refund your money.

nIvir npnnnen
Ullllh U'lII' (]

K i1s areg of K ki Motor Corp. Dide Chopper is a registered trademark of Magic Circle Corporation and may
rot be used without permission. Pricing shown above is for models LX1901-42 and X1901-50 oniy. Model X1901-50 pictured. Extended The WOf/d§ fastest Lawn Mower
drive train Y at additional cost. Prices subject 1o change without notice. Copyright 1999. Al rights reserved. WWW.dIXIGChOppel’COI’n

USE READER SERVICE #163 800-233-7596
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ore contractors’ are incorporating split applications into their preemer-
gence herbicide programs, which means they split the applications into
two applications spread out by roughly six weeks in the spring. This approach was
addressed by Dr. John Thomas, senior technical specialist for the American Cyanamid
Turf and Ornamental Group, Parsippany, N.J.

“The benefits of split applications depend on your location, weather conditions, turf
conditions and target weeds. Where cool-season grasses are grown, a split application
is usually not needed if a rate of 2 to 3 pounds of active ingredient per acre is applied
in the spring just before crabgrass germination. However, if a lower rate is used in
early spring, a second application six to eight weeks later offers extended control.
Studies at Purdue University showing that crabgrass can germinate through August
provide support for this practice.

“The extended germination period for crabgrass and other weeds takes on more
importance in warm-season grass areas.

“Split applications may also be useful when turf is a weak, thin stand subject to heavy
weed pressure. In this case, there is little tolerance for application or timing errors and a
second application six to eight weeks after the first will be beneficial.” — Bob West

Preemergent Control

(continued from page 58)

in order to get to all of their accounts in the
limited window of opportunity they have,”
added Miller. “As a result, some lawns get
applications early in the season and the prod-
uct might not deliver as much control or
control for as long as the applicator wants,
and that may call for an additional applica-
tion of postemergence products or create
control problems in the summer.”

Miller also noted that early applications
can create more challenges if they end up
being followed by a difficult summer, such
as the summer of 1999.

“A lack of rain means the turf will be less
competitive and LCOs are likely to see more
weed breakthrough,” he explained. “That's
the time when you really want your preemer-
gence product to still be working for you.”

Breuninger also recommended that lawn
care operators be sensitive to the areas of a
property that tend to be most susceptible to
crabgrass problems.

“Crabgrass often shows up along the

USE READER SERVICE #38
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Say, "JD9.," It Isn't

fooled by cheap imitations. Only the Green Gardee
JD9 spray gun is the genuine article!

Only the JD9 is ruggedly-built and precision
machined for day-in, day-out use.

Only the JD9 has a full range of
interchangeable parts and a complete

line of accessory nozzles and fittings.

And it's crafted for comfortable use all day long.

| Complement Your JD9 Spray Gun
- with a Flow Mastero

Accurately measure rate, flow

and total amounts applied.

With the flow meter and JD9
gun, you're in complete control.

Manufacturing Company
Green Garde® Division (‘ green
Michigan Ave * Chicago, IL 60611
0 "*745-@92 Fax: 1-312-644-7989 ’
0 www.hdhudson.com

garde-
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Preemergent Control

edges of turf and sidewalks or driveways
because these areas are likely to heat up
because of the sunlight on the hard surface,”
Breuninger explained. “This extra heat can
lead to thinner turf in these areas and let
more sunlight get down to the soil layer and
breakdown the preemergence product, which
makes it easier for weeds to develop.”

The answer to this problem is not neces-
sarily to apply extra preemergence product,
however, Breuninger cautioned. “Applying
a 3x rate or something above the labeled rate
will just damage the turf and help the weeds
develop,” he said.

DOING THE SPLITS. The practice of mak-
ing split applications (multiple applications
of preemergence product during the year)
has become increasingly popular.

“There is no doubt the southern part of
the United States is almost entirely split ap-
plications because of the length of the weed
germination season,” observed Miller. “Some

nother aspect to preemer-
gence weed control use is

within landscape beds. In these cases,

contractors have to be particularly
careful when selecting products and
making the applications in order to
ensure they don't damage the plants

that are supposed to be growing in the

bed. But beds can be particularly
susceptible to weed infestation
because of the lack of turfgrass
covering the bed's surface and

southern companies even do three or four
preemergence applications during the year.

“Some companies within the transition
zone and northern states are doing split ap-

providing weed resistance.

“I think the liquid products tend to
perform better in the beds,” related John
Smith, president, Better Lawns & Land-
scape, Jacksonville, Fla. “But I do like to use
the granular products in beds when we're
planting a new bed or renovating an existing
bed and we put down a layer of preemer-
gence granular herbicide under the mulch.
This gives us more control over the
application and longer control.”

“We make preemergence applications to

into Beds

plications to make sure they don’t have any
callbacks,” Miller continued, explaining that
the splitapplications in these areas generally
consist of an initial application based on the

VEW OLSON WaterWell
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OLDHAM

CHEMICALS COMPANY, INC.
OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.
* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

INSECTICIDES « FUNGICIDES « HERBICIDES

SAFETY EQUIPMENT « SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118
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beds three times each season, " related Paul
Jackson, owner, Nitrolawn, Sherwood, Ore.
“We were just doing a spring and a fall
application, but we have a lot of problems due
to the rain we get and people planting in the

protecting yourself against a really bad sum-
mer,” he added. “If the weather is bad in the
summer, a lot of applicators may end up
wishing they had made that second applica-

tion. The applicators who are making split
applications part of their regular program
are just making sure they’ll have enough
product down for a tough season.”

Riegoalso observed thatsome LCOs have
taken to reducing the rate in their round one
when planning to apply the preemergent in
a split application.

“Forexample, if the productis labeled for
3 pounds to be applied, the contractor might
split that into an application of 2 pounds and
an application of 1 pound or two applica-
tions of 1% pounds,” he explained. “Doing
this helps the contractor distribute his or her
costs for the product and, if there hasn’t been
any weed pressure when the time arrives for
the second application, the contractor may
decide that second application isn’t neces-
sary and avoid putting un-necessary prod-

beds and disturbing the barrier."

: As a result, Jackson said they will plan
applications to take place before and after
people tend to plant in their beds so the first
application keeps out the weeds initially and
the second application, which is at a
reduced rate, addresses any weed pressure

' resulting from the disturbance to the initial

preemergent barrier. - Bob West

product’s standard rate and a later, second
application at the full or a reduced rate to get
through the summer.

“The benefit of the split application is

Preemergent Control

uct in the ground.”

FALL GUYS. One idea that has stirred up
some debate among lawn care contractors in
the last few years is the notion of a fall
application of preemergence herbicide. The
reasoning behind the idea is that the product
won't break down much during the cool
winter months and each application made
during the fall is one less application that has
to be made during the hectic spring.
“Making fall applications does provide a
wider window to work in and lets contrac-
tors service more customers,” recognized
Riego. “The disadvantages of fall applica-
tions are that the compounds to be used to
last through the winter can be more expen-
sive and if the weather doesn’t cooperate the
product can end up breaking down during
the fall, thereby wasting the application.”
Contractors are also reluctant to make
applications of a product that they might not
get paid for, as can be case when a customer

HUDSON.
CFVaIve“’

Less sprayer pumping, too!

* Reduces number of times manual sprayer needs to be p
* Regulates pressure for steady, even flow.

« Shuts off spray if pressure falls below set amount.

» Allows for constant, precisely calibrated spray app

* Reduces drift and spray waste — environmentally sound.
* Makes operator training faster and easier. th
* Available in: 15,21, 29 and 44 psi (1, 1.5, 2 and 3 BAR.)

Think of the work and money
you'll save in just one day!

H. D. HUDSON MANUFACTURING COMPANY

Professional Division

500 N. Michigan Ave * Chicago, IL 60611-3769
Phone: 1-800-745-2392 Fax: 1-312-644-7989
E-mail: Valve@hdhudson.com www.hdhudson.com
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Preemergent Control

cancels a service during the winter afterafall
preemergence application has been made.
“Fall applications for crabgrass control
are not particularly common but tend to be a
little more common in situations where the

TAKING FORM. Another issue for con-
tractors to consider is the best formulation to
use - liquid or granular?

The general consensus is that contractors
are fairly evenly divided between the two

When o healthy, dense stand of turf is present,

lawn care operators have less to worry about in
terms of weed establishment because the

competition for space and nutrients from the turf

minimizes weed development.

applicator knows he or she will still be caring
for the property the next spring, like on golf
noted Miller,
adding that even then applicators have to be
concerned about re-seeding options if they

courses or municipalities,”

have extensive winter kill of the turf.

formulations with factors such as geographic
location and application timing weighing
heavily on the formulation decision.

“I use granular products because some-
times I can start applications in February
because of warm weather instead of our

regular March application dates,” noted
Wolfe. “I don’t want to apply liquid product
that could freeze if the weather changes.

“But then we switch to liquid formula-
tions once I don’t have to worry about the
weather,” Wolfe added, saying he believes
liquid formulations are more effective solong
astheyareapplied correctly. “Wedoadouble
overlap spray with liquid formulations to
make sure we have complete coverage.”

Oneadvantage of using the granular prod-
ucts, however, is that technicians can see
where the granular product goes when it hits
the ground.

“Liquid products hit the ground and dis-
appear into the turf and the soil,” related
Riego. “Granular products may also be easier
to apply because the spreaders are easier to
calibrate correctly than a lot of the spray
systems are.” LL

The author is Editor of Lawn & Landscape

magazine.

spring Is The Time For
Tree Tech® Microinjections!

From Tree Tech® Microinjection Systems comes
a full line of nationally labeled insecticides, fungicides,
bactericides and fertilizers in leakproof microinjection units.

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

1879 SW 18th Ave
Williston, FL 32696
1-800-622-2831
e-mail: info@treetech.net
website: www.treetech.net

Tree Tech® Environmentally Sound Tree Health Care for the 215t century and beyond.

Labels, MSDS Sheets and Other Information Available at www.treetech.net

88  JanuarYy 2000

USE READER SERVICE #42

LAwN & LANDSCAPE


mailto:info@treetech.net
http://www.treetech.net
http://www.treetech.net

t ¢ I « tl n ; Having good people, staying on schedule and
X 0 : v oo = ' = Al LR
= » by Nlcole Wlsnlezvskl / 2 : comtmunicating with customers are three key

areas to focus on during an installation job

Photo: Yardmaster

Avoiding the pitfalls

of a disastrous

When a landscape installation job is rushed - as most of Chris Pompeo’s jobs are
because of the fast track construction going on in Warren, Mich. - landscape installation ]Ob

contractorsare forced to think on their toes to make the best of challenging situations.

: . MO AT takes planning and

And, sometimes, according to Pompeo, vice president of operations, Landscape

America Inc,, nothing good can come from rushing. proper scheduling,
Consider, for instance, this example: On one of Pompeo’s past jobs, building

construction was hurried and the painting of the building overhangs was forgotten gOOd ernployees [lnd

until after the landscaping was installed. Not a problem - as long as the plant

material was covered up beforehand to protect it from paint splatter. increased
“Unfortunately, the builder covered the plant material with a clear plastic that acted
as a magnifying glass with the sun, burning all of the plant material,” Pompeo lamented. communication

Although the disaster wasted money, time and labor, the next time a similar
situation arose, Pompeo knew to warn the builders first, telling them to use cloth tarp
to cover plant materials instead of clear plastic.

“Builders aren’t plant people,” Pompeo said, “so they aren’t used to working
with plant material. Contractors cannot forget that.”

To secure a successful installation job every time - despite all of the obstacles that
tend to interfere — landscape contractors need to tuck the following installation tips

(continued on page 92)
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|Brown Patch, Leaf Spot,

ﬂGray Leaf Spot, Red Thread, covers 2.45 acres of turf.

Scab on crabapple and flowering

Rust, and more.

Effective for all turf areas and all
species, Compass fungicide delivers
the value of a contact, the power of a
systemic. In fact, it's the best Brown
Patch value ever developed. Compass

also goes on to control important

cherry trees.

Compass gives you preventive
and curative options.

Compass delivers the highest efficacy
against Brown Patch and a broad

spectrum of diseases at the lowest

use rates ever. One pound of

New technology,
yet competitively priced.

With unique mesostemic power,

Compass delivers locked in, broad-
spectrum control at a price you

can afford.




Just in time, a reduced-risk
fungicide that is
environmentally sound.

Compass has been classified as
reduced-risk. So you can

use it with confidence.

Mesostemic power
ensures locked-in,
rainfast disease
control up to 28 days.

Compass securely locks into

the plant surface due to its high affinity
with the surface. Forming a protective
reservoir of fungicide on the plant
surface, it resists washing
off, thus ensuring long-

lasting disease control.

Important: Always read and follow
label instructions before puvchasmg
or using these products. ©199
Novartis Crop Protection, Inc., Turl &
Ornamental Products, Greensboro,
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Novartis logo are trademarks of
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(continued from page 89)

and tricks into their back pockets and be
mindful of them before and during each
installation project.

#1. THE RIGHT KIND OF PERSON.
When it comes to installation, experienced
people are an asset to the job.

“A landscape contractor doesn’t want to
put an inexperienced employee on an instal-
lation project,” Pompeo said. “There’s more
to installation than just digging a hole and
placing the plant into the soil. If a contractor
doesn’t have an experienced crew or crew
leader, that could mean a short, unhealthy
life for the installed plant material.”

Qualified, trained employees should un-
derstand that the soil condition, the type of
plant, whether it likes or hates water and the
amount of sun/shade it thrives in are detri-
mental to a plant’s survival.

“Not installing plant material properly,
abusing plant material, not understanding
plant requirements for proper installation,

planting too close to a building, planting too
deep or notamending the soil after planting,
are some of the most common mistakes made
on an installation project,” explained David
Knauff, founder/president, Yes, We Care
Landscaping, Wilmette, I11.

Kevin Robertshaw, installation,
TruGreen LandCare - Ruppert Landscape
Co., Gainesville, Va., said he tries to make
sure he has one specialist in each position on
his team. Although employing specialists
ensures quality landscape installation jobs,
Robertshaw said it can also be a challenge
because when one person leaves, he has to

If your employees
understand the final design
before beginning the
installation, the job

can go much smoother and

mistakes can be minimized.

find another person who has that specialty to
replace him or her or train someone on that
specific specialty.

“We try to instill a small-business phi-
losophy by creating highly specialized posi-
tions,” Robertshaw explained. “Replacing
specialty positions is very difficult.”

Making sure a foreman, supervisor or
specialist understands the final design be-
fore the installation can make the job go more
smoothly, Knauff pointed out.

“Along with proper communication with
the foreman of a job, a properly trained crew

(continued on page 94)

A BOSS THAT CLEANS UP BUT
ISN'T AFRAID TO GET DIRTY.

INTRODUCING THE NEW BOSS SKID STEER POWER-V.

[he only thing more versatile than a skid

-
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steer is a skid steer with a BOSS Power-V
Plow. Not only is it multiposition, it5
also multiuse. Place it in virtually any
position to clear snow one day, move
dirt and gravel the next. The optional
hydraulic side-to-side tilt adapts to
any surface. And it mounts on any
skid steer with a universal tool
carrier, giving you more power
and control than buckets
or straight-blade attachments
Get the mover that’ shaking
things up—the Skid Steer
>ower-V Plow from BOSS

®SSH

800-286-4155
www.bossplow.com
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(continued from page 92)

is essential,” Knauff said.

Good people is the No. 1 reason for suc-
cess at Garden Gate Landscaping, according
to Charlie Bowers, president of the Silver
Spring, Md.-based company.

In the entire design/build process, Bowers
said he focuses on a team triangle: the sales

person/ designer, the crew leader and the cus-

tomer. He came up with this concept after
realizing that he was wasting money onmiddle
managers who confused the team atmo-
sphere and discouraged employee growth.
“We eliminated the middle managers
and developed self-managed teams, which
helped us to clarify employee responsibili-
(continued on page 96)

Try something new! Discover Ramrod Mini-Skid Loaders to increase the productivity of
all your jobs. Ramrod Equipment has special labor saving packages specifically
designed for landscaping, irrigation, fencing, small contracting and light construction,
grounds maintenance, turf and small farming industries. The many uses of the
Taskmaster Series are limited only by the user's imagination. The Ramrod Taskmaster
Series has many unique features such as safe-load self leveling arms, louvered front
panel to shield engine components, and protective side panels for operator safety.

Call today for a demonstration! Try them... try us!
We dare you to compare * DEALER INQUIRIES WELCOME

Ramrod Equipment

1-800-667-1581 « www.ramrodequip.com
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Workin
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hen working on an installa-

tractors will have to bring in subcontrac-
tors to perform a part of the job.

According to the Green Industry
Expo “Subcontracting to Increase Land-
scape Construction” seminar panel
members Richard Sperber, president,
Valley Crest Landscape, Calabasas, Ca-
lif.; Steve Murray, Duke-Weeks Land-
scape Service, Atlanta, Ga.; Rick
Doesburg, president, Thornton Gardens,
Maineville, Ohio, and Bruce Hunt, vice
president, The Brickman Group, Chi-
cago, Ill., there are some simple dos and
don'ts landscape contractors can follow
when hiring subcontractors.

DO:

1. Choose subcontractors based on the
quality of the work they've performed.

2. Make sure the subcontractors are fully
licensed and insured.

3. Provide complete documentation of all
initial contract agreements and changes
throughout the project.

4. Keep a positive working relationship.
5. Show appreciation for work well done.
6. Keep a safe, clean working environ-
ment and make sure your subcontractors
do the same.

7. Make the installation schedule in
advance and give copies to your
subcontractors so everyone is aware of
the deadlines.

8. Make sure the subcontractors are
aware of all of the job details and the
amount of work involved in the project.

DON'T:

1. Don’t keep subcontractors in the dark
about deadlines.

2. Don't quantify labor/materials for
subcontractors - let them do it. You can
do it as well in order to make sure yours
matches theirs as a way to check if they
understand the scope of the project and
aren't missing anything.

3. Don't delay disputes. — Nicole
Wisniewski

LAawN & LANDSCAPE
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(continued from page 94)

ties and grow our company,” Bowers en-
thused. “The teams are focused on the areas
we have a lot of knowledge in. Then we
outsource other areas that we need butaren’t
so knowledgeable in, such as architecture.”

Creating these teams meant Bowers could
reward his employees with responsibility,
authority and training, which encouraged

them to work harder to meet their goals.

“I tried to make sure my people are in a
job that suits them best,” Bowers said. “I also
make sure | clarify the consequences of ex-
ceeding or falling short of company goals.”

# 2. STAYING ON SCHEDULE. To be

done in the right order and completed on

THE
ORIGINAL
L-SHAPED
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Contractors

Bric-Edg makes
Paver work easier
and will increase

delivery on small or

in the world.

for Landscape
Contractors

in U.S. and Canada
E-Mail: olyola@aol.com

™
=

V E R

UNDER st
PAVER [Eals

Designed for Use by 4
I Landscape and Masonry 4

your profit margin. | /
We guarantee prompt (| \

large orders anywhere \

8 Styles of Edging

* Low Profile or Round Top
« Black Vinyl and Poly
« Safe for All Projects

Call for your nearest distributor
1-800-EDGINGS (334-4647)

& Website: www.olyola.com A
124 E. ST. CHARLES ROAD VILLA PARK, IL 60181 « 1-(630) 833-3033 » FAX: 1-(630) 833-0816

|
i o OF PAVER
No cutting or

snhipping needed
// -/- to make curves.
» New
2 KEYHOLE NO SALES
DESIGN TO

<4 MAKES
Rves CHAIN STORES

EASIER

/

d M

7 SALES, INC.

USE READER SERVICE #50

96  JANUARY 2000

time, a landscape installation job needs to be
scheduled properly.

“The landscape contractor is typically the
last person to leave the property,” Pompeo
explained. “If the job construction went bad
from day one, then the contractor who had
six weeks to do a job may now have four
weeks or even two weeks, depending on
how late the project has become because of
building construction delays.”

A situation like this can get tricky, espe-
cially in an area where weather is detrimen-
tal to the success of new plant installation
and growth. In this case, Pompeo said, some-
times a building manager who’s running
late on other aspects of the job will ask a
landscape contractor to do the landscape
work long before it should be done.

“A landscape contractor may be asked to
do his or her job after only the foundation to
a home or building has been built,” Pompeo
related. “This can cause problems because
the landscape contractor is now trying to
install material whenitshouldn’tbeinstalled.
Once during an installation project of ours,
we had to install the material before the
builder cleaned off the brick of the building.
Well, brick is washed with acid, and obvi-
ously this destroyed all the plant material. If
they would have used a detergent-based
cleanserinstead, the plants would have been
fine. So, when changes in planning are some-
times unavoidable, proper communication
is what gets you through the project.”

Tim Petro, director of landscape opera-
tions, Smallwood Design Group /Smallwood
Landscape, Naples, Fla., had a similar situa-
tion when the building painters decided to
wash off their paintbrushes and palletsin the
neatly planted landscape beds he just fin-
ished installing the day before.

To avoid such problems, landscape con-
tractors should meet with the building or
project manager as early as possible to find
out the scheduled date for the completion of
the project, Petro suggested. If the project is
arenovation, the landscape contractorshould
find out when the client expects it tobe done.

Once the expected completion date of a
project is known, landscape contractors
should get together with their subcontrac-
tors and set up a schedule with them - dis-
cussing when each of them should arrive to
and leave from the property, Petro noted.

(continued on page 100)
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And for every season, Grasshopper has just the right attachments.

» Make a clean sweep with Quik-D-Tatch Vac® collection systems. Mulch, bag or
discharge with the same deck for superior results in varying conditions.

« All-season grounds maintenance systems put Grasshopper zero-radius
maneuverability to work all year long. QDT™ mounting system lets you change
attachments in minutes without tools.
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Hydra-Smooth™ controls in no time. Mow all day with little or no fatigue.
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(continued from page 96)

After the schedule is finalized, contrac-
tors should make sure the plant material will
arrive on the property in the order needed,
Pompeo stressed.

“The rule of thumb is to put the
hardscaping, such as paving, walls or side-
walks, in first,” Pompeo said.

When materials arrive out of order, the

project installation order is affected, and in
some cases, this can negatively affect the
project deadline.

“Landscape beds cannot be installed be-
fore lighting because to install the lighting,
thebedsneed tobe dugup,” Petroexplained.

For a big job, Robertshaw said, ideally,
he has one month to buy the material.
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Having a good relationship with a key
plant material vendor can help to ensure that
the best material is available and ready when
needed, said Knauff.

“A vendor can make or break you on an
installation project,” Knauff explained. “If
you install the best plant material available,
the end result will be a great looking land-
scape and a very happy customer.”

# 3. GETTING TO KNOW YOU. Taking
the time to talk with clients and getting to know
them and what they are expecting from the job
can also influence a project.

“Communication with the client is the
key to the success of an installation project,”
Knauff said. “Communication includes not
only listening to the client at the beginning of
the project, but also communicating with the
client as the project moves toward comple-
tion to ensure the proper end result.”

If contractors know their customers, ac-
cording to Petro, then they can figure out
when the best time to show up on their prop-
erty is or whether they want the site left
immaculately clean every night or whether
they don’t mind that it is “in construction.”

“Leaving the site in shambles after the
day’s work is complete is never a good idea,”
Knauff advised.

Also, when a landscape contractor knows
their installation clients and establishes a
relationship with them, communication be-
comes easier when there is an issue about the
installation that needs to be discussed.

Contractorsshould know their clients well
enough to be comfortable discussing changes
in plant material or scheduling and deadline
problems, Petro suggested.

“I try to establish a relationship with my
clients to the point where I know their dog's
name,” Petro said. “So, no matter how bad of
aday they are having or how challenging the
news that I have to tell them about the land-
scape installation project is, Thave something
I can bring up to lighten the conversation -
have a personal connection with them.”

And, stressed Knauff, communication
doesn’tstop after the installation is complete.

“Clients need to know what to do to main-
tain the landscape and what their responsi-
bilities are,” Knauff said. LL

The author is Associate Editor of Lawn & Land-

scape magazine.
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by Nicole Wisniewski

According to Kevin Gordon, senior product development manager, Hunter Industries,

San Marcos, Calif., after years of gaining experience working with irrigation controllers,

Contractors need

to consider all

landscape contractors develop a ‘rule of thumb’ as to how much water should be put

of the elements

down daily or weekly in their local service areas.

The problem with this theory, Gordon explained, is that contractors follow their ‘rule
of thumb’ and then leave the rest up to the homeowner to figure out.

“A‘rule of thumb’ as far as water compensation goes in a landscape cannot and will
not work for every landscape in a certain area,” Gordon said. “Each landscape is different
and contractors should be looking at the water needs of every job individually.”

Elements such as soil type, moisture loss, angle of slope, amount of sunlight, degree
of shade and wind and type of plant material are all factors that can change slightly or
dramatically from landscape to landscape. To program anirrigation controller efficiently for
each landscape, contractors need to consider and address each of these factors.

associated with
each individual
job to make sure
every area of the
landscape gets the

THE CONTROLLER. There are two classifications of controllers contractors have to
choose from when trying to fit the right controller to each of their customers: electrome-

chanical and digital.
“Digital gives you more flexibility and more programs while electromechanical
(continued on page 104)

right amount of
water for the right

amount of time.
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While digital controllers
are increasingly popular
due to their added features,
they are also more difficult
for homeowners to learn to

use. Photo: Rain Bird Sales.
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Programming Guidelines

offers simplicity with a single program,”
Gordon explained.

Ninety percent of the industry uses digi-
tal controllers, according to Gordon, but he
doesn’texpect electromechanical controllers
to completely disappear from the market.

“There are times when electromechanical

controllers are the better choice,” Gordon
said. “If you have a customer who won’t use
an ATM machine to withdraw cash, then
they probably won’t be comfortable with a
digital controller. The type of controller con-
tractors choose to install in each of their
landscapes will be contingent on their cus-

Blanket apply ferfilizer,
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*Reduce pesticide costs

by 50% or more oy k.
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tomers’ specific needs. Every other aspect of
programming the controller is dependent on
the selection of the controller itself.”

The placement of the controller is also
important. They should be placed where they
are easy to reach, such as obstruction-free on
agarage wall at eye level, Gordon suggested.

Contractors should ask themselves two
questions before deciding where to place the
controller, Gordon said: ‘Where are the valve

A Look Inside

Evapo

he evapotranspiration rate (ET)

is the measure of the amount of

water that is lost to the atmosphere by
evaporation from the soil and transpira-
tion from plant material and it is
generally expressed in inches per day. If
- landscape contractors can obtain the ET
rate in their area of the country, they
can calculate precisely how much water
needs to be added to the landscape
weekly and program the controller
accordingly, according to Chip Kah,
president, K-Rain, Riviera Beach, Fla.

The evapotranspiration rate multi-
plied by seven, representing the number
of days in a week, will give the contrac-
tor the rate of moisture lost in a
landscape weekly.

The following list details the average
moisture loss per day in different areas
across the United States. Contractors
should keep in mind that hot, dry sunny
days have a higher ET rate than cool,
misty days and therefore will need
increased station run times.

« Average cool, humid environment
loses between .1 and .15 inches of
moisture per day.

» Average cool, dry environment
loses between .15 and .25 inches of
moisture per day.

« Average warm, humid environment
loses between .15 and .2 inches of
moisture per day.

LAwN & LANDSCAPE
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wires coming from?’ and ‘Where is the power
source coming from?’

“You want to mount a controller close to
the electricity so a bunch of large extension
cords aren’t needed just to connectitand you
don’t want to mount a controller to a wall if
you can’t get the valve wires through that
wall,” he said. “Also, the controller should
always be placed at eye level - most contrac-

THE ELEMENTS. If a professional, experi-
enced contractor is installing a landscape
and irrigation system, then typically plants
will be grouped together according to water
needs as well as other environmental needs,
which is the proper way to install a land-
scape. When an irrigation contractor installs

a system on an existing landscape, hope-
fully, the contractor who installed the plant
material kept this in mind.

“The sharp irrigation and nursery con-
tractors typically try to put similar plant

material on the same irrigation zone,” re-
(continued on page 108)

tors place them too low, ” Gordon added.

+ Average warm, dry environment
loses between .2 and .25 inches of
moisture per day.

+ Average hot, humid environment,
such as Florida, loses between .2 and .3
inches of moisture per day.

+ Average hot, dry environment, such
as Arizona, loses between .3 and .4 inches
of moisture per day.

But, Kah warned, daily moisture loss
isn’t the only factor to consider when
programming an irrigation controller.
Aspects, such as humidity, temperature,
total hours of sunlight and soil conditions,
can change how much and how often
water is put down in a landscape.

“For example, let's say you installed a
system in Florida that is designed to put
down %-inch of water per hour,” Kah said.
“St. Augustinegrass in Florida loses 2
inches of moisture per week in a 7-day
period assuming that there is no rainfall
that week. Based on these facts, you need
to put down the 2 inches lost that week
S0 you can program your controller
accordingly. You'd probably put down
Ya-inch to ¥2-inch water every other day.
But don't forget to take into account the
soil conditions In the area. In Florida, the
soil is sandy, so it will easily soak up V-
inch of water at one time, but clay soil
doesn’t soak up the water as easily and
runoff could occur if too much water is
added too quickly " = Nicole Wisniewski

LAWN & LANDSCAPE
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(continued from page 105)

marked Chip Kah, president, K-Rain, Riviera
Beach, Fla.

“If a landscape isn’t designed properly,
then an irrigation controller cannot be pro-
grammed properly,” added Dave Shane,
Mid-Atlantic area specification manager,
Rain Bird Sales, Tucson, Ariz. “In this case,

before installing a system, a contractor may
recommend the customer have his or her
landscape reinstalled based on zones.”
Then contractors need to take into con-
sideration whether the plant material is new
or mature because the difference means dif-
ferent watering requirements, Kah said.

ANYBODY
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“Newly installed plant material will need
more water more frequently,” Kah recom-
mended. “Typically, more mature trees and
shrubs can survive longer durations in be-
tween waterings because they have a well-
established root system and can gather water
from a larger area — not just the first 8 to 12
inches of the soil.”

Properly grouping plant material and
determining its age can help a contractor
then figure out how the weather, sunlight,
sloping areas and shade or wind will affect
the material and water it accordingly.

SOIL CONDITIONS. Since overwatering
is just as big of a problem as underwatering,
contractors need to make sure they know the
facts about soil type and infiltration (how
quickly the soil accepts the water) on the
landscape being irrigated to prevent fungal
growth and plant disease, Gordon stressed.

The more dense the soil, the better it holds
moisture, Kah stated.

“Soil with alot of clay holds moisture well
and can be watered less frequently to prevent
runoff while sandy soil doesn’t hold mois-
ture well and should be watered more fre-
quently,” Kah explained.

Runoff occurs when the soil won’t accept
all of the water applied and the excess water
puddles up on top of the soil until it runs off
into the sidewalk or another area of the land-
scape. This can be a problem with clay and
rocky soils, said Joe Cortopassi, vice presi-
dent/general manager, Green Turf Irriga-
tion, St. Louis, Mo.

To determine the maximum amount of
water needed before runoff occurs in a zone
and to calculate the appropriate run time for
aparticular zone, Michael Schmitt, chief tech-
nical officer, WaterWise, Calabasas, Calif.,
suggested a contractor turn onazone and use
a stop watch to measure how many minutes
of water the zone needs before runoff occurs.

Another way to avoid runoff, Kah said, is
by calculating precipitation and evapotrans-
piration (ET) rates (see A Look Inside Evapo-
transpiration on page 104) to determine how
much water was lost in a particular area so it
can be replaced accordingly.

COMMERCIAL VS. RESIDENTIAL. De-
spite obvious acreage differences, program-
ming an irrigation controller for a commer-
cial property is different from programming

LAWN & LANDSCAPE



a controller for a residential property.
Onaresidential property, usable turf needs
to be a consideration, according to Gordon.
“A contractor doesn’t want to program
an irrigation controller to run on a Friday or
Saturday so that the turf is soggy on the
weekend,” Gordon explained. “Homeowners
want usable turf, particularly on the week-
ends. Contractors need to be considerate of
their customers’ lifestyles when program-
ming the controller while at the same time
meeting the landscape’s watering needs.”
Onacommercial property, there are more
stipulations to be aware of and the watering
window is limited, remarked Cortopassi.
“Commercial accounts usually don’t want
the irrigation system running during busi-
ness hours because of runoff and because
they don’t want vehicular and foot traffic
affected by the irrigation system’s sched-
ule,” Cortopassi explained.
This can be a challenge, especially when
on a commercial property a contractor may

notbe dealing with an in-house maintenance
manager who can monitor the system daily.

“A problem can arise in the early spring
or late fall in some areas where cold snaps
sneak in and can freeze water left in the
pipes,” Cortopassi said. “The reason for cau-
tion is because if an employee or customer of
that commercial client comes walking up the
sidewalk and slips on ice caused by runoff
water that froze from the cold, then a lawsuit
could ensue.”

“On commercial properties, the general
ruleis that theirrigation program needs to be
scheduled during the watering window and
the hardscapes need to remain dry at all
times,” Gordon added.

To avoid problems like runoff, drip or
subsurface irrigation is often used on com-
mercial properties, particularly glass build-
ings, according to Cortopassi, becauseitruns
on an hourly basis, doesn’t affect traffic and
isn’t affected by wind, therefore water isn't
carried away by a gust of wind to spray the

glass windows of the building or the
hardscapes surrounding it.

Residential properties canalso utilize drip
irrigation for plant material that needs wa-
tering at the roots and not on the leaves, such
as rose bushes, Cortopassi said.

AFTER INSTALLATION. Afterasystemis
installed, a contractor’s work isn’t finished,
according to Schmitt.

“Maintenance contractors generally in-
clude the monitoring and adjustment of con-
trollers as part of their services,” Schmitt
explained. “Installation contractors are told
how long they are to maintain the site prior
to turning it over to the owner. Programs
should be adjusted as often as possible. Ata
minimum, | would recommend weekly up-
dates to the controller program, generally
immediately after a mowing.”

The author is Associate Editor of Lawn & Land-
scape magazine.

® | ow maintenance
® Create various shapes, sizes and colors
® Self-propelled, electric or gas powered
® Residential, commercial and golf course uses
e Add to your services and bottom line

- material costs $.40 per foot
® Durable curbing is freeze thaw tolerant
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_Telemar J?JBE_ Despite the

by Bob West negativity
associated with

telemarketing,

Telemarketing. Some folks consider it a dirty word. And everyone has received one of some contractors

those annoying phone calls while eating dinner that oftentimes ends up witha terse, “No, .
rely heavily on
I'm not interested,” and a firm hanging up of the phone.

Many contractors critical of telemarketing view the practice as little more than offering thlS marketlng
bare-bones service at ridiculously low prices. Others see telemarketing as a sign of a
company’s lack of interest in building relationships with clients and servicing their needs. approach to grow

Some industry veterans, however, are quick to point out that telemarketing, when
managu'i effectively and strategically, can be instrumental in healthy and profitable the"a buSInesseS.
growth for lawn care companies.

TALKING FROM EXPERIENCE. |im Campanella, president, The Lawn Dawg,
Hudson, N.H., has watched his company grow to a profitable three-branch operation
almost entirely on the strength of its telemarketing efforts.

How can telemarketing do this? Campanella reported that his

telemarketing efforts have generated an average of seven to eight
leads per hour of telemarketing over the last three years, and his
sales personnel have turned 22 percent of those leads into sales.
Sound hard to believe?
Tom Walczyk owns Emerald Earth, a Middletown,
Conn.-based lawn care company servicing approximately

-

£\ 1

700 customers and also relies almost exclusively on
telemarketing. He reports average closing rates be-
tween 23 and 25 percenton comparable lead generation.

So how do these two contractors turn random
phone calls into business? For starters, most of the
telemarketing calls their companies make aren't
truly random.

(continuedon page 117)

Telemarketi

ng

)

—
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Call 800/456-07

Educational Schedule-At-A-Glance

SUNDAY, FEBRUARY 13

1:00 - 4:00 PM Registration Desk
Attendee Nerworking Lounge
2:00 - 4:00 PM Pre-Conference Workshops

Managing a Multi-Cultural Workforce (Jennifer Thomas)
All You Need to Know About Computers and the Web (Bill Cox)

5:00 - 6:30 PM Opening Session

Cactus Rolling: Taking Stress Out of the Workplace

(Dr. Stephen Douglas)
6:30 - 8:00 PM School of Management Welcome Reception

MONDAY, FEBRUARY 14

7:00 AM Registration Desk
7:00 AM Continental Breakfast
7:30 - 8:45 AM Breakfast Workshop

Strategic Planning: Part | (Jim Huston)

9:00 - 10:25 AM  General Session

Managing Growth Effectively (Craig Ruppert and Chris Davitz)

10:25 - 10:45 AM  Refreshment Break
10:45 - 12:00 noon Concurrent Educational Sessions

M1 10 Ways to Succeed at Customer Service (Lioyd Smigel)

M2 Open Book Management (Phil Fogarty)
M3 New Profit Opportunities (Roger Braswell)

M4 Motivating Employees: A Different Approach (Bill Hoopes)

12:00 - 1:15 PM Contractor Rounduable Lunch

1:30 - 2:45 PM Concurrent Educational Sessions
M5 Leadership Principles (Bill Hoopes)
MG Repeat M2 (Phil Fogarty)

M7 Designing an Operations Blueprint (Jack Mattingly)

M8 Repeat M3 (Roger Braswell)
2:45 - 3:05 PM Refreshment Break
3:05 - 5:30 PM General Session

All You Need To Know Abour Estimating and Bidding

(Jerry Gaeta)
5:30 - 6:30 PM Networking Cockrail Reception

TUESDAY, FEBRUARY 15

7:00 AM Registration Desk
7:00 AM Continental Breakfast
7:30 - 8:45 AM Breakfast Workshop

Strategic Planning: Part Il (Jim Huston)

9:00 - 10:30 AM  General Session

Strategies for Increasing Your Profitability (David Minor)

10:30 - 10:45 AM  Refreshment Break
10:45 - 12:00 noon Concurrent Educational Sessions

T1 Benchmarking Your Performance (Judy Guido)

T2 Valuing Your Business (Ed Wanditke)

T3 Organizing Maintenance Crews (Tony Bass)
12:00 - 1:15 PM  Contractor Roundtable Lunch
1:30 - 2:45 PM Concurrent Educational Sessions

T4 Stand Alone or Franchise: What To Do? (Ed Wandtke)

T5 Maximizing Margins (Dick Bare)

T6 Managing Equipment Smartly (Mike Rorie)
2:45 - 3:05 PM Refreshment Break
3:05 - 4:20 PM Concurrent Educational Sessions

T7 Employee Incentive Programs (Rick Upchurch &

David St. John)

T8 Marketing Principles for Your Business (7ony Bass)

T9 Repeat M7 (Jack Mattingly)

SUNDAY, FEBRUARY 13 %
= 1:00-4:00 PM

Attendee Networking Lounge
Sponsored by Woods Equipment

= 2:00 -4:00 PM

Pre-Conference Workshops

Managing A Mulii-Cullural Workdforee

This information-filled session will help managers develop the requisite skills
necessary to effectively manage a multi-cultural workforce. After this session
you'll have a better understanding of what motivates Hispanic/Latino work-
ers, learn steps to better communication and expand your knowledge of the
cultural values of Hispanic/Latino workers.

Jennifer Thomas, Spanish Training Services, Evanston, lll.

All You Need to Know About Computers and the Web
Have questions on how to upgrade your computer system to keep pace with
your rapidly growing operations? Want to know the best way to put your
company on the Internet and design a web site that meets your marketing
needs? Want to expand your service offerings and customer base through e-
commerce? If the answer is yes then join us for this in-depth workshop. You'll
take home the information you need to upgrade your company’s computer
systems and web site.

Bill Cox, Lawn & Landscape magazine, Cleveland, Ohio
Sponsored by www.lawnandlandscape.com

= 5:00 - 6:30 PM
Opening Keynote Session

Cactus Rolling: Taking Stress Out of the
Workplace
Dr. Stephen Douglas

Stress. It is an issue everyone deals with on a daily basis
and how you handle stress is important to you, your  Dr. Stephen
family, your employces and your company. Hear inter-  Douglas
nationally recognized psychological and organizational

development specialist Dr. Stephen Douglas share his unique view on how to
manage stress in the workplace. This is not your typical clinical presentation
with a laundry list of recommendations on stress managenient but instead one
highlighted by humor and sharing real-life situations. Dr. Douglas will keep
you laughing and learning throughout the program.

Sponsored By Kawasaki
= 6:30 - 8:00 PM

School of Management Welcome Reception
Sponsored by Aquascape Designs

MONDAY, FEBRUARY 14 .

= 7:00 - 8:00 AM
Continental Breakfast
Sponsored by Snapper

= 7:30 - 8:45 AM
Breakfast Workshop
A Guide fo Sirategic Planning: Part |
Jam Huslon
Smith Huston, Inc.

Successfully arriving where you want to go as an organi-  Jim Huston
zation and how you get there is dependent upon design-
ing and implementing the proper strategic plan. This comprehensive two-
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D7 To Register!

part session will put you to work with noted management consultant and author Jim
Huston in developing a strategic plan for your company. Huston will help you analyze the
various aspects of your operation and incorporate that information into a dynamic
strategic action plan, After attending this two-part session you'll have the skills to:

- Prepare and write an effective strategic plan for your company.

- Learn how to involve your management team and employees in the planning process.
« Work with your management staff to implement your strategic plan as a viral and
dynamic tool.

- Analyze your company’s structure and identify strength and weakness areas.

- Organize your company structure for maximum efficiency and future growth.

= 9:00-10:25 AM

Morning General Session

Managing Growth
Effectively

Craig Ruppert & Chris Davitt
Ruppert Nurseries

Craig Ruppert  Chris Davitt

Your company is growing. Your revenue is rising and your account base continues to
expand. You've added more employees and you've purchased new, better equipment.
Sound like a perfect situation? On the surface yes, but if you dig deeper you'll discover you
may have problems. You've added to your overhead significantly with additional employ-
ces, equipment and related costs, and you've changed the makeup of your company. And
because of your success you have become more visible and the competition is nipping at
your heels even more. How do you manage this growth process? If you want that answer
then this session is for you. Hear from industry veterans Craig Ruppert and Chris Davitr
who've been there and lived it. They'll share concepts on how to manage your company’s
growth effectively so it keeps in step with your overall plan and market conditions.

Sponsored by Toro

n 10:45 AM - 12:00 noon

Concurrent Sessions

M1 10 Ways To Succeed at Customer Service

Bringing a group of new customers through the front door is good. Letting the same
number get out the back door because your follow-up was poor or you didn’t deliver what
was promised in the contract is bad. And, typically, the difference between a satisfied and
dissatisficd customer is a pleasant phone call or quick response to a problem. Learn 10
practical strategies that you can take home and implement in your company that will make
your customer service efforts shine.

Sple:kor: Uoyd Smigel, Care Management Consultants, Oceanside,
Calif.

M2 Open Book Management

There is never such a thing as oo much information. Today companies of all sizes are
taking an “open book" approach to management and sharing additional business related
and financial information with employees. Learn how to use the “open book” style of
management and make it a useful educarional and motivational tool for employees.

Speaker: Phil Fogarty, JP Horizons, Painesville, Ohio

M3 Creating New Business Opportunities

One of the biggest challenges facing lawn and landscape contractors today is finding new
markets for their services, This valuable session thar will show you creative, innovative
methods to unearth new business opportunities and turn previously unknown accounts
into profitable, long-term customers for your company,

Speaker: Roger Braswell, TruGreen LandCare, Memphis, Tenn.

M4 Motivating Employees: A Different Approach

Managing and motivating employees is a challenging task for managers in the lawn and
landscape contracting industry. How do you raise the level of service your employees
provide customers and have them enthusiastically buy into your company goals? Learn
how to share the keys to motivating employees and getting them to work as ream.

Speaker: Bill Hoopes, Scotts Lawn Service, Marysville, Ohio

m 12:00 noon~- 1:15 PM

Contractor Roundtable Lunch

s 1:30-2:45 PM

Concurrent Sessions

M5 Leadership Principles

It all starts at the top. Every company needs an effective leader to
guide it on the road to success. In this informartive session you'll
analyze various styles of leadership that have been successfully used
to drive companies to reach the next level. Identify what style is best
suited to your strengths as a leader and how you can maximize your
talents to be a more effective, knowledgeable and valuable manager.
Speaker: Bill Hoopes, Scotts Lawn Service,
Marysville, Ohio

Mé Open Book Management (repeat ses-
sion)
For session description see Session M2

M7 Designing an Operations Blueprint

Learn how to properly analyze your company's operational struc-
ture and spot areas where waste and duplicity commonly occur.
From route scheduling and sales follow-up procedures to equip-
ment and product inventory, keeping an eye to the vital elements of
your company's day-to-day operations is essential to building a well
run and profitable organization.

Speaker: Jack Mattingly, Mattingly & Associates,
Woodstock, Ga.

Mg Creating New Business Opportunities
(repeat session)

For session description see Session M3

= 3:05-5:30 PM

Afternoon General Session

All You Need To Know About
Bidding and Estimating

Jerry Gaeta
Vander Kooi & Associates

Proper estimating and bidding is at the core of

every landscape contractor’s business operation. If you do it prop-
erly you end up with a satisfied chain of individuals — customers,
employees and suppliers. If you do it wrong the results can create
problems up and down that chain and cost your company money
and customers, To secure better control over the bidding and
estimating process we've brought in Jerry Gaeta from Vander Kooi
& Associates to share with the formula for successful bidding and
estimating based on the widely used and respected “Vander Kooi
System.” This in-depth session is one you will not want to miss and
will cover:

- Four Things A Good Pricing System Does For A Company

- Labor Costing

- Equipment Costing

- Handling The Labor Burden

« Overhead Allocation

« Generating Profit

Sponsored by Shindaiwa

s 5:30 - 6:30 PM

Networking Cocktail Reception




-

TUESDAY, FEBRUARY 15
= 7:00 - 8:00 AM

Continental Breakfast
Sponsored by Great Dane Power Equipment

m 7:30 - 8:45 AM
Breakfast Workshop

A Guide to Strategic Planning: Part Ii
Jim Huston
Smith Huston, Inc.

Continuation of Monday Session. For a complete session description sce the Monday
session listing.

= 9:00-10:30 AM

General Session
Strategies for Increasing Your Profitability
David Minor

In today’s botrom line oriented economy many businesses focus their
efforts on making the balance sheet as attractive as possible. However
it takes more than a sharp pencil to make your balance sheer a true
representation of your company's financial standing. It requires an

analysis of how you run your company on a daily basis and the David Minor
willingness to be flexible when necessary and the strength to hold the

line when you have to. In this informative session join one of the industry’s most
successful entrepreneurs, David Minor, as he shares strategies that will allow you to
increase your company’s profitability while maintaining high quality service. Learn how
to look at key areas of your operation and position them and your company to succeed.

Sponsored by Echo
= 10:45 AM - 12:00 noon

Concurrent Sessions

T1 Benchmarking Your Performance

How do you currently measure your company’s performance? How do you measure
your competition’s performance? Securing the answers to those questions is important
if you want to see your company grow. Find out the steps involved in benchmarking your
company’s performance and that of your competition. Learn how to interpret and use
the information collected to help your company grow.

Speaker: Judy Guido, TruGreen LandCare, Memphis, Tenn.

T2 Valuing Your Business

What is your business worth? That is a question every small business owner asks from
time to time. Knowing that information is important not only if you are considering
selling your business or acquiring another company, but also when you are applying for
a loan to expand your business. Learn how to accurately determine the value of your
business and gu( your company in the best financial position possible.

Speaker: td Wandtke, Wandtke & Associates, Columbus, Ohio

T3 Organizing Maintenance Crews

Properly organizing your company’s maintenance crews is a major component in setting
up a successful operational structure. In this informative session you'll learn how to
determine the size and makeup of the crew, learn tips for improved scheduling and how
to maximize the labor time of your crews with an eye to the bottom line.

Speaker: Tony Bass, Bass Custom Landscapes, Bonaire, Ga.

= 12:00-1:15PM

Contractor Roundtable Lunch
Sponsored by AgrEvo

School of Management Sponsor Partners
() AgrEvo creEaTgpane Hunfer

UECHLO © Husqvarna

m 1:30 - 2:45 PM

Concurrent Sessions

T4 Stand Alone or Franchise: What to Do?

Are you trying to decide if going it on your own is worth it? Is being part
of a franchise organization the better route? Hear the pros and cons of
being on your own or being part of a franchise operation. See where your
company would benefit most and how to go about making this important
decision.

Speaker: Ed Wandike, Wandtke & Associates, Colum-
bus, Ohio

TS5 Maximizing Margins

Improving your company’s balance sheet takes more than juggling the
numbers at the end of the month. It takes close examination at the
operational and financial details in all areas of your business. From
employee salaries and benefits to equipment and product expenses, all
these items impact your margins. Learn how to prioritize your expenses,
identify areas where the belt can be tightened and improve your profits.

Speaker: Dick Bare, Arbor-Nomics, Norcross, Ga.

T6 Managing Equipment Smartly

Equipment is the lifeblood of the landscape contractor — without the
proper tools not much gets done. Managing equipment inventory and
usage wisely is a key component to a company’s productivity and
profitability. Discover how to maximize efficient use of equipment to
minimize unnecessary labor costs and related expenditures.

Speaker: Mike Rorie, Groundmasters, Cincinnati, Ohio

= 3:05-4:20 PM

Concurrent Sessions

7 Employee Incentive Programs

In today’s competitive job marker where unemployment is low and the

demand for skilled workers high, keeping good employees is a challenge.

Discover strategies for developing unique and attractive employee incen-

tive plans that will help keep your employees onboard longer and boost
rofits.

gpockor: Rick Upchurch, Nature Scapes, Lilburn, Ga.,

& Dave St. John, GreenSearch, Atlanta, Ga.

T8 Marketing Principles for Your Business

From cable television to personalized direct mail pieces, contractors are
flexing their marketing muscle more readily than in years past. You'll
review key points on how to “target” market your services to specific
customer groups and receive a bigger bang for your marketing dollar,
Speaker: Tony Bass, Bass Custom Landscapes,
Bonaire, Ga.

T© Designing an Operations Blueprint (repeat
session)
For session description see session M7.

Speaker: Jack Mattingly, Mattingly & Associates,
Woodstock, Ga.
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Hotel Information

Ablock of rooms has been reserved for
School of Management attendees at
the Dallas Marriott Quorum. Located
in the heart of lively north Dallas, the
Marriott is surrounded by numerous
restaurants and is a free five-minute
shuttle ride to the world famous Gal-
leria Mall. Attendees should make their
reservations directly with the hotel on
or before January 24, 2000 to receive
the special conference room rate of
$115 per night (single/double). Please
ask for the School of Management
Conference rate. For reservations call
the Dallas Marriott Quorum at 972/
661-2800.

Discount Travel Information

School of Management has arranged for special dis-
count airfare on American Airlines, the official airline
of the School of Management. To take advantage of the
discount rates, please contact the School of
Management’s Travel Coordinator Robin Stancik at
800/209-3218 berween the hours of 8:30 AM and 6:00

PM Eastern. Her e-mail address is robinstan@aol.com.

Airport Transportation

Confirmations

All registrations postmarked by
January 28, 2000 will be acknowl

edged by mail. Registrations received

after that date should be picked up

at the School of Management Reg-
istration Desk at the Dallas Marriort
Quorum starting Sunday, February

13, 2000 ac 1:00 p.m.

The Dallas Marriott Quorum is located off the Dallas Tollway North approximately 20 minutes from

Dallas Fort Worth International Airport and 15 minutes to Dallas Love Field. Super Shuttle service
is available from both airports. From Dallas Forth Worth International it is $19 one-way per person
and $6 for each additional person. From Love Field it is $12 one-way. Prices are subject to change

without norice.

Cancellation/Substitution/Refund Policy

All cancellations must be made in writing. A full refund will be accepted if postmarked by January 28, 2000. Those received seven
to 14 days before the conference are subject to a $50 cancellation fee. No refund less than seven days before conference. Advancement
payment is required for the golf tournament and no cancellations after February 4, 2000. No on-site refunds. Attendees can notify Lawn
& Landscape at any time that another individual will attend the conference or social events in their place.

Conference Special Events

Lawn & Landscape Tournament
of Champions Golf Outing

Sunday, February 13 = 8:00 AM

lunch, prizes and transportation)

‘Spend a morning testing your golf skills at the 2°¢ Annual
Lawn & Landscape Tournament of Champions Golf
Outing. The tournament format is a scramble with the
winning team taking home special trophies. Cost for the
outing is $80 and includes greens fees, cart rental,
practice balls, lunch, prizes and transportation to and
from the course. Advance registration and payment is
required. Registration deadline is February 3, 2000.

Why I Come To The School
of Management...

“The School of Management Conference was extremely
U informative and well-organized. The speakers really knew
‘their stuff’ and the topics timely. My partnerand I learned

some fresh ideas that will certainly help our business grow.”

Susan Wright

Let Go... Let Us Lawn & Garden Care

Highland, Maryland
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13-15, 2000

Dallas Marriott Quorum

(Please print or type. Form may be photocopied for additional registrants; one form per person) Dallas Texas

First Name Last Name

Name As It Will Appear On Badge

Title Company

Address

City State Zip Code
Phone

E-mail Address

Payment Information

___Check Enclosed (payable to School of Management)
___BilMy: __ VISA __ MasterCard ___ American Express __ Discover

Card Number Expiration Date

Billing Address

Name On Card

Signature

Please Note: Registrations will NOT be processed until payment information is received. All faxed and phone registra-
tions MUST include credit card information. Check must be drawn in U.S. dollars and drawn from a U.S. Bank. There

will be a $25 fee for returned checks.

Registration Information

Number Total
Full Conference Registration ..............coccoevussereeseisssennans $195 =
(Includes all educational sessions, conference materials,
receptions, lunches, breakfasts, refreshment breaks)
Group Conference Registration $165 =
(Three or more from same company)
One-Day Registration $105 =
Tournament of Champions Golf Outing .......c..cccoveevvennen $80 =
TOTAL |

By Mail: Complete form and mail, with payment, to School of Management,
4012 Bridge Ave., Cleveland, OH 44113

By Fax: Complete form and fax, with credit card information, to 216/961-0364

By Phone: Call 800/456-0707

School of
Management
Registration
Check List

~ Completed
Registration Form

v Included Method
of Payment

v/ Made Hotel
Reservation at
Dallas Marriott
Quorum

v Called for Discount
Travel Information

¥ Told a Friend To
Register For School
of Management

For Office Use Only

Date Received

Registration#

Payment Type

Amount
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(continued from page 110)

Both Campanella and Walczyk empha-
sized the importance of being as selective as
possible with the names you telemarket to.

“Telemarketing is effective when done
correctly, and part of doing this correctly is
managing the lists you call off of,” explained
Walczyk, who contracts withatelemarketing
service to make the calls for him.

Campanellasaid he plans histelemarketing
approach by prioritizing the streets of
homeowners he wants to target in order to
achieve greater sales and route density and
to minimize bad leads. From there, phone
numbers can be gathered from the local phone
book or from a marketing service.

“But make sure you're not telemarketing to
people who are already your customers, be-
cause you don’t want torisk upsetting them,”
Campanella added.

The Lawn Dawg handlesitstelemarketing
effortsinternally, and Campanella explained
that the telemarketing process begins in the
fall of each year with list preparation.

Campanella described list preparation as
a two-step process. The first step is to decide
what areas of town to market into based on
demographics and desired route density.

“We literally drive up and down every
single street in a new town before starting
our marketing there to decide whether ornot
we want tomarket to each streetbased on the
likelihood those people will become custom-
ers,” said Campanella, saying the ‘scouting’
process takes a day or two each year. “Then
we put those streets into a perfect route order
to organize the order calls are made so we
develop a density for following up on leads
and for servicing new customers.

“With conventional direct mail, the Yel-
low Pages or referrals, the odds aren’t as
good that you'll develop the route density
you want,” he continued.

The second step of the preparation is
cross referencing a new list purchased each
fall against his current database,

“Then we replace any new names, make
any address changes and update phone num-
ber changes,” he explained. “About 30 per-
cent of this information changes each year,
soif youdontupdate your records each year
then you can only get in touch with 70 per-
cent of your potential contacts.”

Another key to the telemarketing cam-
paign is hiring reliable people to make the
calls and keeping them onboard throughout

LAwN & LANDSCAPE

the calling period, which is one reason why
some companies outsource this work.

“Our goal is to have each sales represen-
tative handle 30 to 40 leads per day, so we
assignone telemarketer to each sales rep that
we have,” Campanella pointed out.

And contractors need to prepare the call-
ers as much as possible in order to make the

job easier and to boost lead generation.
“Callers have to be prepared because of
all of the rejections and wisecracks they are
going to encounter,” related Walczyk.
Partof preparing the callers to be success-
ful is keeping the script they read from as
simple as possible (see Read from the Script,
page 118). Campanella said simplifying the

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

The Turf Tracker

Skid Mount Units
Whether you need the Turf Tracker to
dramatically increase productivity, a custom
built skid sprayer or truck, C&S can build
the right equipment at the right price!

Pick-up Units

Custom Trucks
(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956

www.csturfequip.com

USE READER SERVICE #51
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script makes hiring callers easier and helps
them become more comfortable with the task.

Campanella’s telemarketers have a set
schedule to follow. People being called for
the first time are called between 5 p.m. and 6
p.m. each night while people receiving fol-
low-up calls are called between 6:30 p.m.
and 8:30 p.m. that night.

MAKING A LEAD A SALE. Generating
all of the leads in the world is a wonderful
idea, but contractors obviously don’t make
money off of leads alone. Devising a plan for
lead conversion is just as important as the
plan for lead generation.

“We start calling in mid-January, and
you should make sure you don’t call too
early when peoplearen’teven thinking about
spring and lawn care,” Campanella noted.

Campanella recommended getting an
estimate in the homeowner’s hands within
72 hours of the original phone call, but he
also pointed out that his employees are in-

f a manager hires someone to
perform a certain job but then
expects the new employee to

perform much more complicated tasks,

that manager should be held respon-
sible when that employee fails.

Jim Campanella, president, The
Lawn Dawg, Hudson, N.H., employs
the same philosophy regarding the
responsibilities of the people making
telemarketing calls for his company.

“Salespeople sell, telemarketers
don't,” he emphasized. “Otherwise,
the amount of leads the telemarketers
generate will go down dramatically,
which will negatively affect caller
morale.”

Campanella said these employees
are generally difficult to motivate and
have to be managed closely.

“Callers have to understand they are
temporary employees from the start, and
then you have to micromanage them and
know how to do the job yourself, otherwise
they will be on the phone calling friends
instead of potential customers,” Campanella
remarked, adding that whoever manages the
callers should stay at the office as long as
callers are there making calls each night.

Simplifying the script callers read from
can be a key to boosting their productivity,
and here is a sample script that telemar-
keters for The Lawn Dawg commonly use:

“Hello Mr./Mrs. , my name is

and I'm calling from The Lawn
Dawg, a professional lawn care service. The
reason for my brief call is that we'll be in
your neighborhood this week dropping off
some free price and program information to
some of your neighbors and I was wonder-
ing if we could drop off a free estimate for

from the Script

“Patented”

The Spade

2-Year
Warranty!

Baldness

* Designed to aid in planting of large trees and shrubs.

® Attaches to any brand skid loader.

* End back breaking labor - let spade dig hole and wrap it up!

© Almost no maintenance - replace digging teeth and go.

® Great for construction of retaining walls and digging in horizontal banks.

© Need additional soil or compost for your tree? The spade is a 1/2-yard
bucket already attached to loader - just haul it in.

© As compared to the auger, which leaves the walls of the hole flat, the
spade scores the hole so that the tree enjoys maximum root growth.

Due to enormous response our production costs enable s fo pass our savings
on to you! We are now offering the spade for $975.% plus shipping.

For more information or to order call:

TRIPLE D ENTERPRISES
1-800-478-7077
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Cure for Turfgrass

When your course or commercial turfgrass suffers from
bald spots, the remedy is the 48-inch Gandy Overseeder.
It's the proven way to grow turf. Use it to dethatch, too.

The Gandy Overseeder has 24 outlets seeding on 2-inch
spacings. Sawtooth cutter blades prepare the ground for
seed. Gandy'’s precise metering system evenly and
accurately distributes any kind of turfgrass seed -- even
bentgrass -- to each outlet. Separate disc or shoe openers
help postion seed for fast germination. The superior seed-to-
soil contact results in thicker, faster turf growth.

Unit is 540 PTO-driven and slip
clutch protected for tractors with as
little as 18 HP. Pneumatic tires won't ,
mar turf like skids do on other units. 4
Can be ordered as dethatcher only. It's Gandy
Trailing gang rollers or fiber brushes
are op?ic?nalg This year, cure Owatonna, MN 55060
turfgrass baldness forever.  800/443-2476  507/451-5430
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you also. There’s no obligation and you don't
even have to be home ~ we can place this
right in your door. Would this be okay?

[F RESPOND “NO:" Are you currently
using another service or do you fertilize your
own lawn?

(Regardless of their answer, re-offer
delivery of information for price comparison
purposes.)

[F RESPOND “YES:" Is your correct
address ?

Did you use another service last year? If
s0, who?

Did you have any problems with the lawn
last year, such as weeds, crabgrass, grubs,
ete.?

Someone will be out within the next few
days. They'll measure your lawn and leave
an exact price quote and program informa-
tion

Thank you for considering The Lawn Dawg.

structed just to leave a quote on the
door instead of knocking on the door
and giving the quote directly to them.

“We've already bothered them once
with the phone call, so we don’t want to
seem like a nuisance,” he noted. “We just
want to get a price in their hands and let
our salespeople go to work.”

A follow-up phone call is made the
next night by the telemarketing callers,
and, again, they have a specific process
to follow.

“We're not looking to close a sale with
this call as much as we are looking to build a
relationship,” Campanella noted.

The goal of the follow-up call is to get
answers to the following questions:

* Did you get the lead?

* Are you interested in the service?

* How did you treat your lawn last year?

* Can we set an appointment to discuss
this further?

“Remember, we're making these calls in

CICIIALIKE LI

January, so we don't have to close right
away,” Campanella added. “We want to
sell at the prospect’s pace, not ours.”
Walezyk also cautioned contractors to
be realistic about the quality of customers
telemarketing can produce and to seriously
consider who is sent out to close the sales.
“Closing rates on telemarketing leads
can be deceptive because you pick up
some one-application sales or customers
who have to be ‘re-sold” before every ap-
plication,” he explained. “And, if you're us-
ing independent sales representatives, you
could end up just ‘renting’ customers since
the sales people are more interested in an
immediate close than a long-term customer
because they get paid onhow much they sell.
“Training your technicians who care for
the properties to handle the sales can avoid
this problem,” Walczyk continued. “Plus, you
won'thave toworry about false sales promises,
because the technician will not sell the cus-
tomer on something he or she cannot deliver.”

ARE YOU READY TO MEET THE PRODUCTIVITY DEMANDS OF THE NEW MII.I.EIIHIIIM?

We can show you how to save time and

money and increase your competitive
edge with one compact, multi functional
machine with attachments

Web Site: http://www.kanga-loader.com
11219 5. Mingo, Bixby, 0K 74008 « Dealer enquiries invited

available for every job

Phone for FREE VIDEO & INFORMATION
Phone (918) 629 7230 Fax (918) 461 0996

LAwN & LANDSCAPE
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Telemarketing callers who are trained
properly can make sure that a prospect who
tells the caller he or she isnt interested in the
service isn’t a wasted call.

“You want the
homeowner wasn't interested in your ser-

caller to record why a

vice or have the salesperson record why you
couldn’t close on the lead for future use,”
Walczyk explained. “If the family has pre-
paid for service for next year, note that so
you can call them earlier next year.

“And, if you're using an outside service
to make the calls for you, make sure your
sales people keep of list of leads you're given
that turn out to be bad leads from people
who say they never asked for an estimate or
Walczyk
added. “Then you can get credit from your

never even received an initial call,”

telemarketing service if they are charging
you based on the lead, so long as you nego-
tiate this when you sign up for the service.”
Campanella also recommended using
(continued on page 136)

on Nichols, president of Yes, Marketing, Columbus, Ohio, oversaw Bare-
foot Grass' telemarketing efforts for a number of years. He and other in-
dustry veterans offered these telemarketing keys:
« Identify yourself - be honest about who you are and why you are calling. That's
the only way to begin a relationship with a customer
- Don't try to hide your company's identification to get through caller ID systems.
Doing this will just upset the homeowner when they find out who you are, and if
they see who you are ahead of time and still pick up the phone then you're probably
already halfway to a sale.
« Do not call random lists that aren't prepared specifically for your use,
+ Use no more than a seven-month-old list.
» Don't leave messages on answering machines or voicemails for a first call
- Don't offer promotions associated with telemarketing because that extends the
length of the phone call and limits the number of people called.
« Send any direct mail pieces you have to people who can't be reached by phone
- Do some competitive shopping for any lists you buy for telemarketing and get the
best price so long as the list you purchase can be broken down the way you need it.
« Don't deliver estimates off of leads until you can accurately assess the condition of
the turf, especially in areas where lawns may be covered with snow early in the year.
- Bob West
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23RD ANNUAL TRADE SHOW AND CONFERENCE
“Meeting the Needs of the Green Industry Professional”

Wednesday, February 23, 2000
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Kristen Hampshire

Landscaping with wild flowers and native
grasses may not be simple, but the benefits

are worth the work.

Customers and contractors are discovering the increas-
ing benefits of seeding wildflowers and native grasses -
environmentaland maintenance advantages that are in-
creasing the demand for naturalistic groundcover. An
alternative to traditional turf, the varying wildflower
grass blends create a kaleidoscope landscape with an

ecological edge that makes the option appealing.

“The landscape market is driven by the customers or
the property managers, and more of them are asking for
landscapes with wild flowers and native grasses,” ob-
served Neil Diboll, owner and president of Prairie Nurs-
ery, Westfield, Wis. “The wild flowers are showy, and the
grasses are desirable because of their texture, structure
and fall color that they bring to the landscape. The
flowers are appealing for their overall color.”

Contractors are choosing to plant the wild grasses for
their naturalistic appeal, and others are seeding the wild-
flowers and native grasses as a sort of trouble-shooter, Diboll noted. Once grown, these plants ~ The lively colors that wild
serve as effective buffer strips between intensively managed areas and water features, protect flowers produce can vary from
water quality by filtering applied products, curb erosion and are ideal for problematic areas

. B : e year-to-year and bring an
like heavy clay soil mix and dry sandy soils that cannot establish turf.

o R Z g% 2 e ) ’ additional dynamic to the
There are many advantages - first and foremost is that native grasses offer an ecologically 3

sound landscape that reduces the use of pesticides and fertilizers, although planting natural- landscape.
istic landscapes does not eliminate the need for them,” Diboll said.

atave
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Turfco Sells |
Lawn Equipment
Factory Direct

Turfco Manufacturing Inc., based in Minneapolis, has announced
a new direct purchase program for its lawn care products line. The
new program will be available to landscapers and lawn care firms
involved in commercial turf maintenance.

The new “Turfco Direct” program began November 15, 1999,
with important new features for buyers, such as:

* 90-day “same as cash”
purchase option
* No payment for 120 days

* 14-day“satisfaction
assured”approval period

* Extended two-year new
equipment warranty period 4

* A new “Parts Direct” overnight

delivery program

* Toll-free phone ordering

at 800-679-8201
* Online ordering and purchase
options at www.turfco.com
Direct delivery now for b ey Preshien Kinkead,
saves you time and money. 4

“This new program was developed after very deliberate and
careful market analysis,” said George Kinkead, Turfco President.
“The fast pace of product development and improvements makes
it imperative that new products be made available to end users as
rapidly as possible. For example, Turfco has introduced 12 new
products to the market just in the past seven years. Yet, the “main-
line” dealer operations focus most of their efforts on their primary
product lines, so renovation and specialty products tend to get lost
in the shuffle”

Kinkead says offering both products and replacement parts directly
to customers will shorten their turn-around time for getting new
equipment into operation, as well as getting machines back to
work quicker. “Our product designs now make it possible for
equipment owners and operators to make most repairs and adjust-
ments right in the field, using regular hand tools.”

Kinkead continued “Our turn-around time will be shorter and
our factory will be more responsive. The company’s golf course
products will continue to be marketed through our existing
distribution channels.”

The new “Turfco Direct” phone number is (800) 679-8201.

Fax requests and orders can be sent to (612) 785-0556, mailed to
Turfco Manufacturing, Inc., 1655 101st Ave. N.E., Minneapolis,
MN 55449-4420 or e-mailed to sales @turfco.com. For fast, imme-
diate savings, visit the company’s website at www.turfco.com.

The new “Turfco Direct” program will
include Turfco’s lawn aerators, sod
cutters, edgers and lawn overseeder.

ADVERTISEMENT
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| Wildflowers _______J

Blends of perennials and grasses create different mixes for each
customer, with standard mixes typically containing 15 to 20
flower species and two to four ornamental grasses, Diboll ex-
plained. Generally, there is a combination of flowers and grasses
in bloom because perennials bloom for a few weeks or a month
at a time.

“A lot of customers use transplants to create native gardens
so they don’t have to worry about whether or not they’ll be
hearty,” he added. “Some people will mix these gardens with
existing perennials - they want to be careful that they don’t have
8-foot-tall grasses on a neighbor’s property line, which is why
we recommend transplants for residential areas.”

Norm Poppe, general manager of Applewood Seed Com-
pany, Arvada, Colo., said custom blending by suppliers for
customers is common, whether for height, usage, strictly native
plants, single-color mixes or high-color mixes. Suppliers of
these plants also carry pre-mixed blends to take some of the
guesswork out
of the process
for contractors.
For example,
Poppe said
Applewood in-
troduced a se-

ries of new other contractors are

blends of native

Some contractors are choosing
to plant these wild grasses for

their naturalistic appeal, while

LS sceding the wild flowers and
year.
“The con- . {:
i native grasses as a sort o
tractor doesn’t
have to do as
much custom
blending be-
cause the four different mixes we already have and the indi-

trouble-shooter.

vidual species we offer cover the bases,” he said. “The end user
doesn’t have to have as much knowledge to determine how
much of each species is required.”

The part of working with these plants that contractors might
find most challenging - site preparation - also makes some
consumers impatient. Diboll said the bulk of the labor related to
native grass installations is required at this point in the process,
which leaves a less-than-desirable appearance for a little while.
Contractors first must completely remove weeds from the ground
surface before planting, which can take up to one year and
require up to three herbicide sprayings in a season in order to
plant in the fall or following spring. Because perennials are slow
growing, the growth only needs to be mowed two or three times
the first year before annual burning can begin in the third year.
Most wildflowers are perennials in native grasses, and they
require three growing seasons to reach maturity.

“Our society is all about instant gratification, and working
with these plants does not represent that type of project,” Diboll
warned. “A lot of contractors don’t want to take the time and tell
customers not to do this - this is slow success. Sometimes clients
say they don’t want to wait a year.”

LAwWN & LANDSCAPE
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But Diboll said in a turf-type situation,
if the land is sprayed in the fall and stripped
or dethatched, the surface will be ready for
planting in the spring. Generally, the “win-
dow of opportunity” for seeding is be-
tween March 1 and June 30.

Despite the initial care wild grasses de-
mand, the labor required to maintain the
landscape s still minimal, Poppe said. Con-
tractors see cost savings because the wild-
flowers need little mowing and watering.
Water conservation also attracts many
homeowners to this type of groundcover.

And wildflowers and native grasses
bring a different appearance to landscapes
each year. Weather, maintenance, soil con-
dition and wildlife are variables that de-
termine the presentation of the plants,
Poppe mentioned.

This unpredictability, however, is what
leads some contractors to shy away from
planting the grasses.

“Some are not really comfortable with

these plants because they don’t have as
much familiarity with them as they do
with other materials - they tend to stick
with what they know,” he observed. “You
know that a tree or a lawn will be a tree or
a lawn in five years, while a wildflower
meadow will change over time from vari-
ous conditions.”

Anever-changing, natural landscape is
typically the goal of people who choose to
plant wildflowers, Poppe said.

“The biggest thing we see is that con-
tractors usually aren’t familiar with plant-
ing ecosystems,” he noted. “Most contrac-
tors install mono-culture plantings
grouped together with turf, ornamentals
and shrubs. Oftentimes, they are not fa-
miliar with planting an ecosystem, the re-
lations between various species, and that
some input will benefit some species and
cause detriment to others from water to
planting rates. It takes a happy medium to
keep an ecosystem at a functional rate.”

The Midwest and Northeast are the most
popular regions for wildflower and native
grass growth, Diboll said. And the distinc-
tion between generic wildflowers and na-
tive wildflowers depends on the area of
the country. Perennial prairie flowers have
grown for hundreds of years in the Mid-
west, while many of the wildflowers that
are sold commercially are annuals thatlack
staying power. For a consumer planting a
long-term meadow, perennials that adapt
to the region are essential for a permanent,
low-maintenance landscape.

“These plants last for decades,” Diboll
pointed out. “They create a wildlife habi-
tat for birds and butterflies, meanwhile
creating an ecosystem that is beautiful.
You can get all seasons of interest with
flowers in the summer and grasses in the
fall and winter.” — Kristen Hampshire
The author is a Contributing Editor to Lawn &
Landscape magazine.

multiple job sites and for
countless other applications.

» 9,000-Ib. capacity

« Designed for smaller
trucks: no commercial
driver’s license required

« Equips one truck to
perform multiple functions

= Containers and equipment
platforms also available

* Hook hoists also available
in 13,000 thru 60,000 Ib.
capacities.

G-05-452

The Galbreath U3 Hook Hoist lets one truck do the
work of several. It offers a cost-efficient way
of transporting equipment and materials to

[NCREASE YOUR PROFIT MARGIN WITH THE U9 Hook Host

TOLL FREL

DOES IT ALL!

CALL 17-00Tep

or visit our web site at m.ga!btealmm.com

©1999 Gaibreath, Inc

LAwN & LANDSCAPE
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Environmental Leadership
by Bob West

Vv

Ten of the industry’s best representatives were honored

by AgrEvo Environmental Health and Lawn &
Landscape magazine for their environmental focus.

The
Envelope

Please...

The 1999 Environmental Leadership winners were:

DAVE HANSON, Environmental Care, Calabasas, Calif.

TIM DOPPEL, Atwood Lawn Care, Sterling Heights, Mich
NORMAN GOLDENBERG, TruGreen-ChemLawn, Memphis, Tenn.
TOM TOLKACZ, Swingie Tree & Landscape Care, Denver, Colo.
PHIL FOGARTY, Crowley's Vegetation Management, Cleveland, Ohio
MICHAEL KERNAGHAN, The Weed Man, Mississauga, Ontario
LAURIE BROCCOLO, Broccolo Tree & Lawn Care, Rochester, N.Y
CHRIS SENSKE, Senske
Tree & Lawn Care,
Kennewick, Wash.

THE DAVEY INSTI-
TUTE, Davey Tree

Expert Co., Kent, Ohio
MARK SCHLOSSBERG,
Pro-Lawns-Plus,
Baltimore, Md.

Mark Schlossberg wasn’t satisfied with what
a group of 10 environmental stewards have

accomplished thus far.

Afteraccepting his award as part of the first-
ever Environmental Leadership Awards, spon-
sored by AgrEvo Environmental Health and
Lawn & Landscape magazine, Schlossberg chal-
lenged his co-winners.

“Iam very proud of what we have all done
thus far, but we have to keep working at telling
our story to the public and the media so people
understand what it is that we do,” Schlossberg
encouraged the contractors and guests at the
awards banquet. “We've made a lot of progress
already, but there is still along, long way to go.”

Schlossberg and the nine other recipients
received their awards at a reception held at
the Hard Rock Café in Baltimore, Md., during
the 1999 Green Industry Expo.

Michael McDermott, business group di-
rectorfor AgrEvo Environmental Health, congratu-
lated each of the winners and noted that lawn
and landscape professionals aren’t publicly
recognized often enough for the work that
they do to protect and serve the environment.

“AgrEvo salutes these environmental stew-
ardsand encourages all industry personnel to
remember that our work begins and ends
with the environment around us,” he said.

Individuals interested in nominating
someone for next year’s Leadership Award
should contact Lawn & Landscape’s Bob West
at 800/456-0707 ext. 239 or email him at
bwest@lawnandlandscape.com.

Dave Hanson

(right) talks to
the assembled
recipients and
guests about
what being an
environmental
leader means to
him as AgrEvo's
Mike
McDermott
(center) and
Lawn &
Landscape's
Bob West (left)
listen. Photo:
Stuart

Zolotorow.

HONORED
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Lesco 48- and
54-inch “Float
Deck” Rotary
Mower

* Features a floating deck, pneumatic
caster wheels and a fully articulating front
axle

* Hydro drive mowers with dual hydro
pumps allows zero-turning radius, while
allowing for positive reverse and eliminat-
ing belt slippage in wet conditions.

¢ Twin ground-speed control levers en-
sure straight-line tracking

* Upper handle assembly adjusts to ac-
commodate various size operators

¢ 5-gallon fuel tank

® 48-inch cutting deck model is powered
by a 17-hp electric-start Kawasaki engine
and 54-inch model with a 20-hp electric-
start Kohler engine

Circle 200 on reader service card

Under

* The design of the spreader
allows for one-man operation
and maintenance

¢ Available in both steel and
stainless steel

¢ Allows for the consistent
and even spread of ice control
material

Circle 201 on reader service
card

Kawasaki
Backpack
Blower

* Features a 3.2-hp Kawasaki en-
gine that blows leaves and debris
with a maximum volume of 380
cfm and a maximum air velocity of
180 mph

¢ Four-point rubber engine mount system
* High-density padded backrest and a wide, padded shoulder harness to mini-

mize vibration

¢ Includes an offset carrying handle and large 2-pint fuel tank
* Noise suppression features include a muffler with glass wool lining and a large
volume air cleaner, plastic engine shroud, fan and fan casing

Circle 202 on reader service card

Otterbine Ozone
Generator for
Ponds

¢ Removes nutrients, minerals and sus-
pended solids from the water column by
adding a molecular charge to the molecules
causing them to become heavy and fall out
of suspension

* Ozone also kills pathogens and single cell
plants by bursting the cell wall

* Uses the corona discharge method as op-
posed to UV

* Cost per gram of ozone produced is 70 to 80
percent lower than other systems and the en-
ergy cost to produce ozone is less
* Provides safety protection

in the form of a door inter-

lock switch that shuts down

the power

when the ozone generator’s
cabinet door is opened

* Will not produce ozone

b , sketching tool
unless the mixing system is « Helps artists of all lev-
?}f;r::ng prid . els render quality per-
is oxygen airflow ? &
spective drawings and

* Because it quickly reverts
back to oxygen, ozone is in-
herently safe to use

Circle 203 on reader service
card

carryall

Intromark
ANDORAY

* Compact drawing and

glggbaryier

* Root control system

* Prevents root intrusion problems in re-
taining walls and foundations

* Guaranteed for 15 years

* Porous, durable geotextile fabric with
permanently attached nodules containing
trifluralin, a non-system herbicide that is
classified by the EPA as Class IV - less
toxic than table salt

* Redirects root growth away from the re-
taining wall site without causing root dam-
age

Circle 204 on reader service card

scale reproductions with proper proportions -
* Can be easily transported in a purse, pocket, backpack or

Circle 205 on reader service card
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Kano Laboratories Kreen

* Internal engine cleaner that is added to gas and oil every one thou-

sand miles

* Effective on gas and diesel engines

¢ Uses four-way cleaning power that reaches the upper cylinder,
crankcase, lower piston rings and valve stems

* Dissolved the carbon build-up on valve stems

Vermeer
Trencher
Products

¢ LM-11 vibratory plow with
Porta-Bore attachment can be
used on irrigation, has 715

Circle 206 on reader service card

Mate

patibility agents

Resource One
Riverside First

* Blend of methylated seed oil, nonionic
surfactant, ammoniated nitrogen and com-

* Provides growers with the necessary ad-
juvants needed to help increase weed con-
trol from the reduced herbicide rates used
in sugar beet microrates

* Raises the spray solution pH to help
overcome precipitates and spray nozzles
plugging problems caused by the
microrate herbicides

* Available in 2 x 2.5 gallons and mini-

pounds of optimized weight
over the floatation tracs and is
powered by an 11.5-hp, one
cylinder Kawasaki engine
¢ The V6500 trencher/ plow is powered
by a rubber-mounted Cummins engine
for reduced vibration and the 65-hp ma-
chine has high torque rise for digging
and plowing
¢ The V-120 utility trencher/plow combo
has a rubber-mounted 116-hp Cummins
diesel engine for digging and plowing and

* Formulated to enhance the performance bulk
of many herbicides

Circle 207 on reader service card

trenches in depths down to 72 inches
Circle 208 on reader service card

LAWN AND LANDSCAPE
CoMPANIES HAVE
GENERATED OVER

SLO00000

IN SALES FROM
CLC LABS SOIL
TESTING!

Ler Us SHow You How!

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

CLC LABS

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the
Turf & Ornamental Professional.

USE READER SERVICE #63
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HYDRO SEEDING SYSTEMS
arsy
{own

Easy Lawn Advantages
* Best Agitation :
* Best Performance
* Highest Mulch Capacity
* Longest Warranty
+ Lowest Maintenance

Model shown: HD3503

SEE US AT THESE SHOWS:
2000 Plants Indianapolis, IN
MID-AM Chicago, IL
SCLTA Columbia, SC
Model shown: m  PROGREEN Denver, CO
HD9003 CENTS Columbus, OH
- Virginia Turf Richmond, VA
CONEX Milwaukee, WI
CONEX Charlotte, NC
CONEX Chantily, VA

Wil i !l

=

LARGE OR SMALL... EAsy LawN HAs A UNiT FOr You

CALL 800-638-1769

USE READER SERVICE #64
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Ski

Landscape Tanaka Grass
Pinchers Trimmer/Brush Cutter
¢ Model TBC-270PF

* Combines high fuel efficiency with low emissions

* Powered by Tanaka’s 26-cc, 1.4-hp PureFire low
emission 2-stroke engine that reduces emission levels

* Tree handling system

* Attaches to skid-steer loaders,
articulators or tractors

* Enables operator to unload a truck or

transport or set a tree in a pre-dug hole by 70 percent and increases fuel efficiency by 30 per- {
Circle 209 on reader service card cent

. ¢ Certified to the CARB Tier I1/ Year 2000 emissions

g s . standards

* Weighs 13.2 pounds

* Contains an anti-vibration system located at the
engine and handle to provide smooth cutting power
* Solid steel drive shaft

* Features the BRAIN® fully automatic cutting head that automatically senses
when more line is needed

* Warranty covers one-year coverage for professionals

Circle 210 on reader service card

l /\\DS( APING E ESTIMATE
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CASCADIA LINDSCAPING LANDSC APING PROM - ] li!!ﬂ
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Work Order/Invoice
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CASCADU LANDSCAPING

PHONK (301) 5356788 =g M a1

Call today r" J J,r" landscaper's  1-800-367-6327

foryour N HUEal JSample Pack!  ext.50880  www.nebs.com

i USE READER SERVICE #65
LAwN & LANDSCAPE JANUARY 2000 127



- ® Manual or power rewind reels to handle
~ single %-inch through 1-inch L.D. hose
* Choose gear-driven crank rewind or chain
and sprocket drive powered by an electric,
 hydraulic or compressed air motor
* Crank rewind reels will be supplied with
pinion brake and power rewind reels with a
- comet brake
~ * Standard inlet is a 90-degree ball bearing
 swivel joint with 1-inch female NPT threads
# Standard outlet is 1-inch femail NPT threads
* Optional rollers may be purchased as acces-
sory items
_ ® Operate at pressures to 1,000 psi and handle
product temperatures from - 80 degrees Fahr-
‘enheit to +185 degrees Fahrenheit
~ Circle 211 on reader service card

Earth &
Turf Multi-
Spread

* First unit exclusively de-
signed to spread a variety
of compost and
topdressing materials

* Features a 42-inch gate
width to fit through small
openings

* Boasts a 15-cubic-foot hopper that
spreads topdressing material by
moving it to the rear of the topdresser via a

heavy rubber belt

* Adjustable spring tines and finely ad-
justed thrower paddles help break-up ma-
terial to ensure an even and uniform

spread pattern

L
Chain Saw
* Gasoline powered with a sound pressure
rating of 68 dB(A) measured at 50 feet

* Modified air filter cover
* Rubber grommet on cylinder cooling

* Has a spread pattern of up to 66 inches fins

Circle 212 on reader service card

Circle 213 on reader service card

CALIFORNIA
LANDSsCAPE
CONTRACTORS
-ASSOCIATION

B WHGHTS Next?

Learn how we, as an industry, can
continue to succeed in these exciting

and ever-changing times

The 2000 Landscape Industry Show is the place to find

everything to insure continued success, including;

* Expanded seminar series :

* Over 600 exhibits

* The most advanced equipment,
products and services... all in one place

» Get one-on-one with all the factory experts

* Network with colleagues, get invaluable feedback...
and have fun!

Admission is free with pre-registration. For more

information on registration, seminars and hotels, call

916.448.2522 or visit our website at www.clca.org

Long Beach Convention Center
Wi nesday, Februory 16 8am 1o 5pm
Thursday, February 17 sam to 4pm

$5 on-site registration begins each day at 7am

USE READER SERVICE #66
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GET ONLINE

Lcwn & Landscape Online attracts thousands of
visitors monthly, which equates to an audience
of savvy lawn and landscape professionals.

New staffing commitments and the

introduction of the Virtual Training School
will mean more educational information for
contractors and more marketing
opportunities for suppliers.

or information about marketing partnerships
with Lawn & Landscape Online, contact

your Lawn & Landscape sales representative
at 800/456-0707.

LAwN & LANDSCAPE
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Rain Bird E-Class Bear Cat Chipper
Controllers = « Model 73413

* A 13- or 20-hp chipper capable of de-
! : vouring branches up to 4 inches in diameter
.Feahfm o f:om'pletely If‘d ; ‘ent Prog ” & through a wide hopper and chipper opening
date diverse irrigation applications including lawns, shrubs
and drip irrigation systems

* Come with a standard chute and adjust-
%30 ot sequise fises of batieries able deflector, rotating a full 360 degrees
* Reliable “no battery,” 24-hour memory and time backup ::1: ::C:lr:lce)’r VOVrl'ljvr; g(l)l:Chng chips into a
¥ R e e ity Yl ying ¢ * Four reversible tool steel chipping blades
LT T g o bammoral Alfemateis are mounted to a 140-pound disc that is 20
.aDeI fazu'lt‘;:'.ograml outlaslts 2‘4;hdour s mend inches in diameter and 1% inches thick to
devour branches and small trees
* Highway towable with a 2-inch ball cou-
pler, 44-inch wheel base and Torflex sus-

Becker-Underwood v cionissn s PRI
mins, amino acids and beneficial bacteria * Has a 27-inch and 28-inch feed hopper
U lgath Ferilizer * Used in spray application programs to and 5%-inch x 7-inch chipper opening that

reduce stress and stimulate root growth defies side limbs
* A dry, soluble combination of chelated iron,  through enhanced water and nutrient up- ¢ Adjustable cutter bar with four revers-
chelated manganese, chelated zinc, natural hu-  take and correct micronutrient deficiencies ible edges
mic substance, seaweed extract, yucca and a Circle 215 on reader service card Circle 216 on reader service card

SNOWPLOW OWNERS JFlow To Fertilize New Effective Training Video
FREE PARTS CATALOG!

Discounted parts for all major brands
of Snowplows and Salt Spreaders

Properly educate your technicians, both current and new, on
professional methods in using a broadcast spreader. Methods
described in this tape are drawn from over 16 years of experience.
This training tape emphasizes detail, accuracy and safe
handling of materials. Benefits include:

Winser 19965 List & Net Prices

CENTRAL PARTS WAREWOUSE
*Snowplow Parts Specialists” - Since 1980!

* Save time on training
* Less mistakes by new technicians
* Professional skills retain customer base

Includes test and reference guide. To order send $39.95 plus
$4.95 shipping to: Keilt Enterprises 3155 S. Fox St., Englewood,

CO 80110 or call toll free1-888-839-3433 Visa and Mastercard.
Colorado residents add 3% sales tax.
Length:13 min.

USE READER SERVICE #67

New Plows Smng@ $21 00.00 Introducing the EBS 100/200 Detachable Spreaders

Fits Most Commercial Mowers, Utility Vehicles or Tractors

V-B S !
% SPtadend$2895.00 g * Rebuidable Electric Motor (Sealed Ball Bearings)
"Mini" Salt Spreaders $749.00 § * Variable Speed
Low Profile Headlight Kit $89.95 fl *Just Seconds to Mount or Dismount
Y . * Stainless Steel Frame
Pro-Wing Kits $166.50 * Heavy Duty Polyethylene Hopper
* Rubber Sealed Electrical on/off Switch
ik o e E « Large Capacity (100 or 200 Ibs. Fertiizer)
o Reserve your FRE CALL TODAY!

copy of our 99/00 Parts Catalog
Central Parts Warehouse

1-800-761-1700

Lawn Power & Equipment
(407) 656-1088

www.groundtek.com

USE READER SERVICE #70 USE READER SERVICE #69
LAwN & LANDSCAPE JANUARY 2000 129



http://www.groundtek.com

Toro 210 and 220

Handle

* New locking handle
ball valve shutoff for
use with 2-inch and
smaller backflow

Series Brass
Valves

¢ 210 and 220 Series brass valves operate at
220 psi

* EXReg pressure regulating module fits
into 220 Series valves and regulates down
to flows as low as 5 gallons per minute

* 220 Series includes a self-flushing, 12-

mesh, stainless steel filter screen

preventers

* Designed to allow the ball valve handles on backflow preventers to be locked

in the open position
* Prevents accidental closure of the shutoff valves

* Desirable in outdoor locations where the possibility of vandalism exists
* Also available for use on the bypass line of a double check detector assembly
to prevent the closure of the ball valves in the bypass line, which could cause the

meter to be isolated, preventing the registration of flow on the meter

Circle 217 on reader service card

» Feature a standard, built-in Schrader valve
for downstream pressure verification

* 210 Series valves include performance at
220 psi, a 120-mesh, stainless steel filter, a
fabric-reinforced diaphragm and solenoid
with captured hex plunger

* 220 Series valves available in 1- to 3-inch
electric and normally open hydraulic
models

Circle 218 on reader service card

| for your current. chfe, only
d tech support, updates and

asily communicate Route
oUr Hispanic employees?
ye ng double entry in 2 different
Pﬂkuses?
u wish you could have a software company
: iouandgnwswifhywmyourcom

Mention this ad for a 10% Discount

USE READER SERVICE #72
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T ERST A  I R EEe

SS

"Since I added a HS-500-E,
my business has grown
from *1100 perweek

s11 000 DE

|

You can be Jor itself in the first i
Hydro Seeding Jew weels and Turbo !
for only $198 Turf® is simple to run. 1
down and just I even sent my wife !
S ks to run it.* |
98 Mo, Bob Jerszyk, i
with our HS-300E. Millury, MA ‘

1500 Flrst Ave Beaver Falls, PA 15010
1-800-822-3437 ''»

| www.turboturf.com %@gz =

—
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Arborlock Tree Staking System
* For securing stakes to a tree or palm'’s collar
* Includes three single notched support
blocks and preattached protective padding

* Two 4-foot UV resistant cable ties are included
with the system and longer ties are available

Textron Bunton
BZT 31 Mower

¢ Zero-turn rotary mower with liquid-cooled

gas engine

* 3-cylinder, 31-hp Briggs & Stratton

Daihatsu engine
* 72-inch cutting deck

* Optional rollover protection system

(ROPS) available

* 0 to 9.5 mph forward travel

® 24 x 12 - 12 tires

Circle 219 on reader service card

Scag Ulti

g Ultimate Belt-

Drive !
Walk-Behind

* Easily adjustable floating cutting deck

* Change cutting heights from 1 inch to 4 %

inches, no tools required

* Self-adjusting, spring-loaded idler pulleys

* “Adjust-A-Grip” feature allows operator

to adjust hand force grip requirement

* 36-inch cutting deck with 15 hp Kohler en-

gine or 48-inch cutting deck with 17 hp

Kawasaki engine

Circle 221 on reader service card

* No excess material where it is not needed
means no excess moisture around the bark
of the tree, reducing the risk of fungus or
disease

Circle 220 on reader service card

Weather-matic
SiFi Controller

* Measures real-time evapotranspiration
¢ Audit Based Control and SiFi controller
technology manages water

* Automates water conversation using in-
put of a professional irrigation contractor
¢ Provides maintenance-free, year-round
automatic water budgeting

* Patent-pending technology

Circle 222 on reader service card
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Power Blower

Slip Scoop

Trencher

V 3

Lawn
Sweeper

\ |

Power Angle Blade

3

Stump Cutter
Mig. in Dalton, OH

Now there are more reasons to
get attached to a Steiner.

What makes the Steiner the hardest working turf tractor you can
own? Start with unmatched versatility. With 20 available Quick-Hitch
attachments, including a new V-blade and core aerator, the Steiner does
the work of up to 20 single-purpose machines. In minutes, it becomes a
chipper/shredder, snow blower, lawn mower, edger. Whatever
the job, the Steiner gets it done.

You'll find more compelling reasons behind the
attachments. One turn behind the wheel tells you that
nothing moves like a Steiner. Constant four wheel drive

and a fully articulated frame allow you to tightly
maneuver around obstacles, while the floating cutting
deck follows every crease and curve.

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

_STEINER

A turf tractor with a different twist

Model 430 Max
with V-Blade

STEINER TURF EQUIPMENT, INC.
PO, Box 504 - Dalton, OH 44618 -

289 N. Kurzen Rd. -

Phone: 330/828-0200

t

Rotary Sweeper

Aerator

i1

Rotary Mower

Chipper
Shredder

L

Disc Edger

)

Reel Mower

LAWN & LANDSCAPE
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partner in Pine Ridge Enterprises, Wal-
achines, especially when they are
idge’s Bark Blowers from Finn
Corp., Cincinnati, Ohio. The machines apply mulch,
compost and soil mixtures through 4-inch flexible hose
with an “aim-and-shoot” technique.

“The only time the machine is idle is when we get
snow,” said Kijewski. “We use it for mulch applications
and for overseeding patchy lawns in lieu of a total
renovation. Plus, now we can install interior and roof-
top gardens, which gives us a competitive edge.”

Kijewski said the company has boosted mulch ap-
plications from 1,500 cubic yards to 3,500 cubic yards
with the new machines.

And the advantages of versatile equipment are sev-

Automated
mulching
machines
can boost
productiv-
ity, profit-
ability and
job quality
while also
reducing a
contractor’s
dependence
on manual labor. Photo:

Finn Corp

eral, not the least of which is increased profit through
higher production and reduced reliance on labor.

“With this equipment, one operator can get as much
done at the end of a day as at the beginning because it
is easy to operate and is not physically demanding,”
said Kijewski. “We can take a crew of one or two to
operate the Bark Blower and do the work it used to take
eight or 10 people to do.”

Software that

has Answers!

CompuScapes software has
answers for the demanding, growing
professional who wants a finely
tuned organization, delivering peak
performance and quality in products
and services.

CompuScapes software provides...
+ estimates and proposals
job cost analysis

*

mLMService

Franchise Territories Now Available
For a FREE OPPORTUNITY KIT call... 937 /644-7297

workorders & service requests
routing & scheduling

USE READER SERVICE #76

customer invoicing
complete accounting
handheld computers
+ much more...

* ¢ ¢ 0 0

"CompuScapes has made
my company more efficient,
competitive, organized and
most of all profitable.”

James J. Sharp
Sharps Landscaping, Inc.

CompuScapes

(800) 350-3534

www.compuscapes.com
KStarting at $2,995 Rental & Finance available /

Call 800.346.2001 for a free video and demo

Ride-Ox Sprayer Spreader
You will LOVE it or we will buy it back!

Costs only $4,000

Does 100,000 sq. ft./hr.
Also great on small lawns
Amazing hill hugging ability
Stainless steel construction
Advanced spray features

USE READER SERVICE #75
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Do you currently subscribe to
Lawn & Landscape?

Zip

Do you currently subscribe to
Lawn & Landscape?

FREE PRODUCT INFO

FREE PRODUCT INFO

For even faster service, fax this card to us at

216-961-0364

FOR MORE INFORMATION
on advertised and featured products and
services, circle the appropriate number below.
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The units give the company the ability to better
serve customers as well. “We're in and out before cus-
tomers know we've even been there,” observed Kijewski.
“And, with the hose application, we don’t trample the
lawns with equipment and a large crew.”

Pine Ridge started with the smallest model Bark

Advantages of

Blower, then traded up twice to larger sized truck- versatile equipmenf

mounted units.

“We are going to get the 40-cubic-yard unit this are increased proﬁt

spring and keep our latest truck-mounted unit, so
we'llhave more than twice our current capacity,” said throu g h h |g her
Kijewski. “Every time we doajob, it'slike earning and
advertising at the same time. People come up to us on pFOCI uction and
almost every job and want us to do their work too.”

Kijewski also said the Bark Blower has improved Y [IT Y Be L 1T

customer service. “Because the work is so easy to do,
we make three mulch applications in summer and fall on labor.
to keep mulch beds looking fresh,” he said.

Pine Ridge also has a speedy technique for mulch-
ing islands in parking lots. “One man drives the Bark
Blower fromisland to island. Using a short hose, mulch
is applied in about five minutes. Then a crewmember

don’t interfere with traffic flow.”
Kijewski expects to further expand the Pine Ridge
business with a larger Bark Blower. “The 40-yard unit

will allow us toservice local sports fields,
especially for top dressing and
overseeding in a single application,” he
explained. “The fact that sports fields
are wide-open flat areas makes it ideal
for one man to apply soil mixtures to
cover worn areas.”

Perhapsbestof all, the machines have
paid for themselves within one year.
“Sometimes you find a piece of equip-
ment that is unique enough to be its own
profit center. That's what we’ve found
with the Bark Blower. We're simply tak-
ing advantage of the machine’s capabili-
ties to grow ourbusiness,” Kijewski con-
cluded. - Mark Nicholas

The author is with Gaul Advertising.

Circle 223 on reader service card

sweeps up, and we're done. The client likes that we
Made in USA

Z::‘l TOOL MFG

THE CONTRACTOR’S CHOICE FOR SHOVELS
Top Quality Landscaping Tools

Call us: 1 '800-454-7868

www.zactools.com

USE READER SERVICE #79

Protect Your Turf ... with the
Handbook of Turfgrass Insect Pests!

This comprehensive handbook outlines fundamental
approaches to turfgrass pest management that can prevent
and control insect pest damage to turfgrass.

The handbook will help you correcly diagnose your pest
problems and implement preventive measures. It offers
detailed descriptions of insects, injury, and specific pest
management options, contains numerous color photos
and illustrations, and a directory of resources. 140 pp.

(Price: Non-ESA members $35; ESA members $28. S&H not
included.)

To order, contact the Entomological Society of America at
301-731-4535, ext. 3010

New Millennium
Special

Offer Good Through Jan. 15, 2000

EBS00

Back Pack Blower

$339.00
T-260

String Trimmer

$272.00

We Accept Most Major Credit Cards
F.O.B. Dallas, Texas

LOXGEORN

1-800-284-0205
1-972-406-0222

USE READER SERVICE #80

LAWN & LANDSCAPE
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add the winning touch to your landscape proposals

* 11,500 pictures * 5,000 plants

« complete with data, culture * export pictures in common
information & more Windows® formats

* expert search engine * extensive printing capabilities

1-800-560-6186 www.horticopia.com

USE READER SERVICE #81
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All classified advertising is $1.00 per word. For
box numbers, add $1.50 plus six words. Classi-
fied Display ads $115.00 per column inch. Stan-
dard 2-Color available 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 accompa-
nied by check or money order covering full
payment. Submit ads to: L&L, 4012 Bridge Ave.,
Cleveland OH 44113, Fax: 216/961-0364.

Business Opportunities

* Buy Manufacturer Direct
* Save 70%
* True Ball Roll & Holding

FREE VIDEO
1-800-334-9005

www.allprogreens.com B

Reasons to call us:

* Keep good employees all year long

* Huge profit center

* Exclusive protected territorics

* Carry NO inventory

* Residential and commercial

* Excellent add on service

* Utilize existing equipment

* Fastest growing segment of golf industry

* Many extras

1-800-334-9005

NO BROKER

FREE
APPRAISAL FEES

Professional Business Consultants

Merger & Acquisition Specialists
Professional Business Consultants can obtain
purchase offers from Qualified Buyers without
disclosing your identity. Consultants’ fees are
paid by the buyer.

CALL: 708/744-6715 » FAX: 630/910-8100
or mail
19 W. 555 CENTRAL AVENUE
DOWNERS GROVE, IL 60516

Run an ad in our classifieds and
receive a free listing at

www.lawnandlandscape.com

BIDDING FOR PROFIT

Grow Your Company and Accounts
with Tips and Techniques from

PROFITS UNLIMITED

a Division of Wayne’s Lawn Service

BIDDING & CONTRACTS ($42.95)
Examples on bidding and contracts (residential and
commercial markets). How-to’s on: Determining your
cost of operation; Applying these costs to your bid-
ding process; Calculating your cost. Bidding Strate-
gies on: Mowing, Landscaping, Mulching, Power
Seeding, Snow Removal and many more.

CONTRACTS & GOALS ($29.95)
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages of using contracts; Responses
to common customer objections to signing contracts.

MARKETING & SALES ($34.95)
Aspects of marketing and selling your service. Con-
tains many forms of marketing found to be success-
ful and those found to be ineffective.

LETTERS FOR SUCCESS
(set of 13 - $19.95)
“Cold Call” introduction, bid proposals and cover
letters, contracts, collections and several others for
use as they are or as a framework to write your own

Mail check with your order,
Print name and address to:
#1 Profits Unlimited
3930-B Bardstown Road
Louisville, KY 40218
800/845-0499
WaynesLawn1@aol.com
Visa, MasterCard, Discover,
American Express

HOLIDAY LIGHTING

YOUR PROFITS

WITH

decorating
The Quality Lighting Choice

* Illuminated Holiday Decorating

* Distributorships Available

* The Perfect Add-On Business
For Your Operation

* High Quality-Low Startup

Call Today (888) 200-5131

y o
_—

ACL
CONKLIN PRODUCTS

Energetic person needed to market environmentally
friendly liquid slow-release fertilizer and 0-0-25-175,
chelated micro-nutrients, drift control, surfactants
and many other products to turf and landscape in-
dustry. Buy direct from manufacturer. Free Catalog
800/832-9635, Fax 320/238-2390. E-mail:
kfranke@clear.lakes.com

Businesses for Sale

Commercial landscape maintenance company lo-
cated in rapidly growing Central Florida area. 70
percent landscape maintenance, 15 percent landscape
installation, 11 percent irrigation and 4 percent tree
service. Sales in excess of $1.3M. Impressive growth
record. Please fax inquiries to 978/323-4424.

TREE & LAWN CARE CO.

LONG ISLAND, NEW YORK

One of the area’s largest, privately owned tree and
lawn care companies established 14 years on Long
Island’s North Shore “Gold Coast.” Over 5,000 cus-
tomer base and annual sales averaging $1.8 million
since 1995. State of the art spray fleet consists of 11
trucks, all with multiple tanks. $1.6 million. Princi-
pals only. Respond in writing to: P.O. Box 1478,
Melville, NY 11747.

LANDSCAPE, MAINTENANCE

& IRRIGATION

High-growth, Central Florida area. Well-established
business with gross revenue of $300k+, 85 percent
commercial accounts with annual contracts. Five-day
week operation. Sales price $130k with 25 percent
downto qualified buyer. Call W. Allen at 813/933-9393.

LANDSCAPE COMPANY

22-year-old landscape company in Dallas. Operation
includes landscaping (all phases), garden center and
plant growing farm. Fax inquiries 214 /341-4859.

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 employ-
ee loyalty and enthusiasm have never been better.

Imagine... You're more involved than ever and suill
have more time for other things.

We provide assistance to accomplish the improve-
ments that are needed roday to ensure your success
tomorrow.

Imagine. ..
HORTICULTURAL | Short term
BUSINESS | assistance for
MANAGEMENT | long term
CONSULTING | success

Tracy Morland
P.O. Box 352 New Glarus, W1 53574
608/527-5411
morland@madison.tds.net

LAwWN & LANDSCAPE
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| BE A LANDSCAPE !
| DESIGNER '

I Accredited home
study career train-
I ing. You'll learn
how to create
I beautiful lawns,
I courtyards,
walkways,
| plantings, and
gardens. Learn all
I about profession-
I al landscape de-

sign techniques, grasses, plants, grow-
| ing conditions, soil, more. Start an at-
i
|
|
i
i
|
|

home landscape design business. Find
out more: send or call 24 hours a day.

|
i
FREE CAREER LITERATURE: |
CALL 800-223-4542 :
|
!
|

Name

Age Phone C )

Address

City/State Zip

THE SCHOOL OF LANDSCAPE DESIGN
I Dept. GTA668, 430 Technolo% Pkwy.
PCDI, Norcross, Georgia 30092

TRAINING/MOTIVATIONAL
SEMINARS

Swiss Precision Enterprises dedicated to help you
succeed! Training and motivational seminars tailored
to the needs of your company or organization. Semi-
nars given by Kurt Eidam who has 22 years experi-
ence in the Green Industry.
www.ida.net/biz/sda/ch
e-mail: swiss@ida.net
208/652-7831

Financing

LET THE GOVERNMENT FINANCE your small
business. Grants/loans to $800,000. Free recorded
message: 707/448-0270. (NK8)

For Sale
LANDSCAPE DESIGN KIT 3
2 s

22 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",

k| $78.50 + $6 s/h VISA, MasterCard, or

MO's shipped next day. Checks delay

M shipment 3 weeks. CA add 7.75%tax.

4
; =8 AMERICAN STAMP CO.

evwn’ Froe Brochure 12290 Rising Rd. LL99, Wilton, CA 95693

Local calls 916- 687-7102 Voice or Fax TOLL FREE 877-687-7102

ES
ACU
LANDSCAPE DESIGN

WHOLESALE SNOW

PLOW SUPPLIES

STOCK UP NOW AND BE READY FOR WINTER
Cutting Edges Buy 4 Get One FREE!

Poly 8’ Snow Deflectors Buy 3 Get One FREE!
Buyers Tailgate Spreader Reg. Price $769
Great quantity discounts on popular parts
for Meyer & Western Plows.

Trip Springs, Blade Guides, Hydraulic Fluid,
Hinge Pins, Hitch Pins, Hydraulic Hose & More!
We also carry a complete line of
Landscaping Supplies,

Lawn/Pest Spray, Irrigation, Engines and more.
Call Today for ordering information or
for a FREE CATALOG 800/498-2795

HYDRO-MULCHERS

HYDRO-MULCHERS®
HYDRO-SEEDERS
STRAWBLOWERS

Most Brands & Sizes - New & Used

800/551-2304

www.jameslincoln.com

MOTOROLA & KENWOOD

from $225 with warranty
escape NEXTEL go 900 w us

car: 800/779-1905

www.aatwoway.com

BOWIE STRAW BLOWER

Bowie Straw Blower
Trailer Mounted
Low Hours (113)
4 Cylinder Wisconsin
$7000.00
Call Steve 270/782-1438

VEHICLE MONITORING

I l

Affordable Truck Tracking
$395
800/779-1905
www.mobiletimeclock.com

EQUIPMENT FOR SALE
96 Valley Pivot 3T, Refer to D3365401. Call Diversi-
fied Financial 800/648-8026, Ext. 8058.

Call
800/456-0707

toa&amfdefo&q/

LAWN SPRAY TANK

600-gallon stainless lawn spray tank, jet agitation,
frame mount, painted, running deck, dry storage,
wash tank, pumps, hoses, reels. Good condition.
$1,200/ offer. 309/ 663-6385 for more information.

MESH MOWER BAGS

Call For Our FREE |
Catalog With

Your Jobs Easier,
| Safer and Faster!

More Than Just Cha

(800) 816-2427
 www.wechapps.com

BUFFALOGRASS SEED

4

| JUEERLOCRAS S
) IS E - E - D
“NATURE'S BEST TURFTYPE
BUFFALOGRASS”

® ® &

Conserve Water & Chemicals

Low Maintenance
% TOPGUN & PLAINS X TEXOKA
PVP Approved

BAMERT SEED CO.

Muleshoe, Texas

1-800-262-9892
or 806-272-5506

50+ Varieties of Native Grass Seed

natives@bamertseed.com
www.bamertseed.com

Help Wanted

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 communica-
tion skills, self-motivation and strong desire to suc-
ceed. Excellent benefits, profit sharing and relocation
allowance. Please mail or fax resume to: Heads Up
Landscape Contractors, Inc., 7525 Second Street NW,
Albuquerque, NM 87107. 505/898-2105 (Fax).
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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

LOCATE IN ONE OF FIVE
GREAT CITIES!

Tell us what city you prefer! We are a leading lawn
care company that has been in business for 30 years
with locations in Cleveland, Fort Wayne, Indianapo-
lis, Pittsburgh, and St. Louis. We are accepting re-
sumes for branch managers and branch manager
trainees. Our trainee packages average $35,000 to
$40,000 per year and our branch manager packages
average $75,000 to $80,000 per year. Both trainee and
branch manager benefits include generous salaries,
health benefits, new personal vehicles and a large

year end bonus. Join a fast growing company that

~ 2 its empl ! Branch manager
applicants should have managerial 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; or call Mike at 219/436-

4336 for more information.

PROJECT MANAGEMENT

James Martin Associates, Inc., a well-established
commercial and residential landscape maintenance
firm, is seeking a team-oriented person with 3 to 5
years experience in maintenance project management
to join the landscape maintenance department. The
successful candidate will possess experience in
project and client management, contract negotiations,
client prospecting, estimating and a solid under-
standing of the grounds management industry. For
immediate confidential consideration, please send or
fax resume and salary requirements 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

OPERATIONS MANAGER

Tovar’s Landscape Contractor’s Inc., located 25 miles
west of Chicago, seeking a self-motivated operations
manager with 5 to 10 years industry experience. Can-
didate must have strong management skills and fa-
miliar with remote locations. Responsible for com-
plete operations including scheduling, purchasing
and supervision of field personnel. Salary based on
experience. Please forward resume to: TLC, 977 Eliza-
beth St., Elgin, IL 60120 or Fax: 847/695-0417.

LANDSCAPE MANAGEMENT

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in: CO,
CT, DE, FL, GA, IL, IN, MD, MO, NJ, NY, NC, OH,
PA, TX, VA, WL Fax: 301/987-1565.

Email: jobs@brickmangroup.com

Web site: www.brickmangroup.com

EXCITING CAREER

OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Come Join One of the Largest Vegetation Management
Companies in the United States

DeAngelo Brothers, Inc. is experiencing tremendous
growth throughout the country creating the follow-
ing openings:
Branch Managers
(Various locations throughout the USA)
(Immediate openings in
New England and Virginia areas)

Responsible for managing day to day operations,
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a minimum
of 2 years experience working in the green industry.

Qualified applicants must have proven leadership
abilities, strong customer relations and interpersonal
skills. We offer excellent salary, bonus, and benefits
packages, including 401k and company paid medi-
cal coverage. For career opportunity and confiden-
tial consideration, send or fax resume, including geo-
graphic 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.

LANDSCAPEJOBS.COM

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

POSITIONS AVAILABLE

Western States Reclamation, Inc. is a sixteen-year-old
landscape, revegetation, and erosion control com-
pany in Broomfield, Colorado, who is recognized for
our excellent work. We seek to fill the following po-
sitions:

¢ Project Manager Revegetation/Landscape

¢ Estimators - Senior and Entry Level

¢ Irrigation Superintendent

* Landscape Superintendent

¢ Reclamation Superintendent/Foreman
If you are qualified, you will receive above average
wages, excellent medical benefits, 401k / profit shar-
ing, company vehicle (Superintendents and Project
Managers), relocation allowance, incentive program
and working in a great team environment. All posi-
tions are full-time year round. Check our website at
www.WSreclamation.com Send resume to WSRI,
11730 Wadsworth Blvd., Broomfield, CO 80020, fax
303/465-2478.

GREENINDUSTRYJOBS.COM

www.irrigationjobs.com
www.treecarejobs.com
www.nurseryjobs.com
www.landscapingcareers.com
Search Jobs and Resumes

IRRIGATION

BRANCH MANAGER/
SERVICE TECHNICIANS

Qasis Irrigation Systems, Inc., a well-established, full-
service irrigation company in Atlanta, Ga., and Char-
lotte, N.C., seeks energetic, highly motivated, and
well-organized people to join our team in the follow-
ing positions:

Atlanta

eService Technicians

¢ Commercial Foremen

*Residential Foremen

Charlotte
*Branch Manager
*Residential Salesperson
*Service Manager
If you are qualified you will receive above average
wages, excellent medical benefits, relocation allow-
ance, incentive program and working in a great team
environment. All positions are full-time and year
round. Mail, fax or e-mail resume to:
4958 Winters Chapel Road
Atlanta, GA 30360
Fax 770/913-0180
E-mail: 49580asis@aol.com

CAREER OPPORTUNITY

Why choose SavaLawn?

At SavalLawn, we are expanding
throughout the northeast. Our team
is growing along with us, propelled
by our career advancement programs,
tuition reimbursement and creative
compensation packages.

If professional growth is
important to you, call Savalawn.

Phone: (800) 666-4873, ext.153
Fax: (914) 244-1364

Visit our website!

ko (ke

Saval.awn

www.savalawn.com
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VEGETATION CONTROL

CHEMICAL SALES REPRESENTATIVE

Come join one of the largest Vegetation Management
companies in the United States

DeAngelo Brothers, Inc. has immediate openings for
Chemical Sales Representatives throughout the
United States.

Responsibilities include direct marketing of DBI's full
product line of chemicals and related equipment
throughout a regional territory. Horticulture or re-
lated degree desired, with a working knowledge of
Vegetation Management Chemicals. (Minimum two
years experience). Qualified applicants must have
strong interpersonal and communication skills. Ap-
plicants will work out of a DBI Regional Office and
must enjoy travel. We offer an excellent salary and
benefits package, including 401k and company paid
medical coverage.

Please forward resume for confidential consideration,
and include salary history and geographic preference
in cover letter. Send or fax resumes to:

DEANGELO BROS., INC.
Attn: Charles Sizer
100 N. Conahan Dr.
Hazleton, PA 18201
Fax: 570/459-5500
EOE/AAP/M-F

MANAGEMENT SEARCH

Looking for
Greener Pastures?

« Outgrown your current position and responsibilities?
« Limited career opportunities where you live?

« Ready to take on a more challenging employer?

« Not sure where these opp pities are?

Website: www. g

eensearch.com
E-mail: info@greensearch.com
Toll free: 888-375-7787
Fax 770-392-1772

GreenSearch
Specialists In Providing Managers for the Green Industry ®
A Division of FSJ Services, Inc.

6690 Roswell Road, #310-157, Atlanta, GA 30328-3161

TREE AND SHRUB CARE

Spray Technician/Plant Health Care Monitor. Plant
ID and knowledge of insect pests and diseases de-
sirable. Will consider trainee. Work involves insect
and disease control on ornamental plants in south-
eastern PA. This can be a career position or can lead
to other positions within the company. Top pay and
benefits. Keystone Tree Experts, 215/348-4444 or
email to employment@keystonetree.com

BRANCH MANAGER
LAWN AND TREE CARE COMPANY
BOSTON, MA area
One of Massachusetts largest independent lawn and
tree service companies is accepting resumes for a
Branch Manager’s position. Individual will be re-
sponsible for day-to-day operations, supervising
staff, sales and service. Candidates need to have 5
years experience in the lawn care industry, be a good
communicator, have organizational skills, and an
appreciation for great customer service.

The Lawn Company offers excellent benefits includ-
ing health and dental insurance, profit sharing, and
401K. Please send resumes with salary history to Ed
McGuire, The Lawn Company, P.O. Box 1430, South
Dennis, MA 02660.

EMPLOYMENT

OPPORTUNITIES AVAILABLE
The Green Plan, Inc., a fifteen-year-old, full-service
landscape, tree care and irrigation company located

at the base of the Colorado Rocky Mountains is con-
tinuing to grow and expand operations.

Current Positions Available:
¢ Chemical Division Manager
* Licensed Tree and Lawn Spray Technicians
* Irrigation Service Technicians
¢ Landscape Maintenance Foreman
¢ Landscape Installation Foreman
¢ Tree Climbers and Bucket Operators

Positions include excellent compensation, year
around employment, 401k and full benefits. Imme-
diate openings available with a quality ALCA Mem-
ber firm. Please forward resume to the fax number
or address below.

THE GREEN PLAN, INC.
P.O. Box 17338
Boulder, Colorado 80308
303/938-8230 Phone
303/938-8137 Fax
tgp@eazy.net

ACADEMIC
SPECIALIST-NURSERY and
LANDSCAPE INTEGRATOR
Michigan State University is pleased to offer a non-
tenure track position in the IPM Program. The suc-
cessful candidate will collaborate with members of
the multi-faceted Nursery and Landscape Industry
and MSU colleagues to address problems and en-
hance adoption of viable Integrated Crop Manage-
ment strategies. The application deadline is Jan. 15,
2000, or until a suitable candidate is found. MS. re-
quired, Ph.D. desired in Horticulture, Landscape
Management, Entomology, Plant Pathology, Weed
Science, IPM or a related field. Experience/interest
in integrated management systems, research, educa-
tion, and grant writing is required, with practical
knowledge and field experience in landscape man-
agement systems desired. Excellent communication
skills are essential. Competitive salary and benefits.
For more information: Charles E. Edson, IPM Pro-
gram, B18 Food Safety & Toxicology Bldg, Michigan
State University, East Lansing, MI 48824. Phone:
517/353-5134.

MSU is an affirmative-action,
equal-opportunity institution.

POSITIONS AVAILABLE

24-year-old established garden center and landscape
nursery on 18 acres experiencing significant growth
has positions available in the following areas:

* DIRECTOR OF RETAIL OPERATIONS - Senior
retail management experience required - Creative
vision with an eye to the 21* Century, strong train-
ing, supervisory and communication skills
needed - help us to expand our product catego-
ries, private labeling, E-commerce and more

* BUYER - Trees/Shrubs - Assist our buyer pur-
chasing a wide variety of trees/shrubs — some
traveling required

» RETAIL SALES - Sell all phases of the nursery
operation plus all types of garden products and
gifts

* TREE AND SHRUB SALES - Sell in the nursery
retail operation - horticulture experience is
necessary

* LANDSCAPE SALES - Experienced individual
with excellent sales background in the landscape
field, good tree and shrub knowledge required,
strong ethics

* PRODUCTION PROJECT MANAGERS - man-
age upscale landscape jobs from inception to
completion, client customer service skills, abil-
ity to read plans, manage crews and possess
equipment knowledge

* IRRIGATION MANAGER(S) - for installations,
repairs and service. Experience in all aspects of
irrigation; customer service skills required. Year-
round employment

We are looking for talented individuals excited by
and dedicated to horticulture with a focus on doing
the right thing for the customer and who seek op-
portunity with a dynamic, rapidly expanding com-
pany. We are interested in professionals who are
highly motivated and consider themselves self-start-
ers. Excellent benefit package and competitive sala-
ries. Fax resume to Marders 516/537-7023 or e-mail
to humanresources@marders.com Bridgehampton,
NY. Eastern End of Long Island. Visit our website at
www.marders.com GET EXCITED ABOUT GOING
TO WORK!

TREE CLIMBER NEEDED

Tree Works Environmental Tree Care, Inc. is looking
for qualified tree care professionals to become a part
of a growing team of arborists. All applicants must
meet the following criteria for consideration:

¢ Must LOVE to climb

¢ Must have current CDL

* Must have 5 years experience

¢ Certification a plus
Starting pay is $15.00 per hour $18.00 per hour for a
certified arborist. Full benefit package. Send resume
to: Tree Works ETC, Inc., 3915 Misty Court, Land
O’Lakes, FL 34639 or to fax call 813/973-1931.

A DIVISION OF OMNI FACILITY RESOURCES,
INC., THE FASTEST GROWING SERVICE COM-
PANY IN THE INDUSTRY; has career opportunities
available for strong management and sales candi-
dates to join our full service landscape team. Offices
located throughout the East Coast and the Midwest.
SALARY COMMENSURATE WITH EXPERIENCE,
PLUS A FULL CORPORATE BENEFITS PACKAGE.
CALL 800/462-0343 OR FAX RESUME TO 610/630-
1288.
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CAREER OPPORTUNITIES

Well-established, full-service design/build firm in
Northeast New Jersey seeks energetic, highly moti-
vated and well-organized people to join our com-
pany. Candidates should have minimum 3 to 5 years
experience in landscape industry with strong empha-
sis on sales and customer service for both residential
and commercial accounts.

¢ Department Manager - Irrigation should have
superior technical knowledge to coordinate un-
derground sprinkler installations and service,
systems operations and analysis of system
deficiencies.
Department Manager - Maintenance & Lawn/
Tree Care needs thorough knowledge of insect/
disease identification and control. State Certifi-
cation 3A /3B desirable. Strong Commercial and
Residential Maintenance experience.
Department Manager - Design/Construction
should have extensive landscape sales/ manage-
ment/production experience. A degree in Hor-
ticulture or Landscape Design desired.
All candidates should have excellent communication
skills plus strong supervisory and organizational
ability. Responsibilities include estimating; sales;
scheduling and supervising crews; purchasing and
inventory; and budget and profit control. Competi-
tive salary and benefits. Growth potential. Mail or
fax resume to: Personnel Dept., Jacobsen Landscape
Design and Construction, 413 Godwin Avenue, Mid-
land Park, NJ 07432. Fax 201/444-4334.

EXCITING CAREER
OPPORTUNITIES
A Green Care Company providing
* Residential to large scale commercial
construction
* High profile maintenance
* Snow/ice management

in the Chicago North Shore and Northwest subur-
ban area.

We have a professional approach in a casual atmo-
sphere - where WORK IS FUN.

A fast pace, growing company where'you can learn
and grow - dedicated to customer service.

Work can be boring - not here - we want profession-
als who want to use total talents and ideas. If you
can communicate, listen, are innovative and compas-
sionate, we are looking for you.

If you want to be part of the management team in a
medium sized company that is going and growing
and have talent and experience we are looking for
the following:

* Construction Supervisors
¢ Landscape Architects

* Maintenance Managers

¢ Maintenance Supervisors
* Production Assistants

* Sales Managers

We have competitive salaries and benefits with a
variety of incentives.
Please send your resume and history to:
P.O. Box 7166
Libertyville, IL 60048

COME JOIN THE

COMPLETE TEAM!
“One of the Washington, D.C., area’s largest,
award-winning, full-service companies ...”

Due to rapid growth, we are now SEEKING
High energy, goal driven, visionary, talent for
The following positions:

Landscape Maintenance Sales Managers:
Individuals must possess the following:
¢ Strong Landscape Maintenance Sales Background
* Very Motivated and Reliable
* Excellent Communication Skills
* Well Organized and Articulate
* Highly Team-Oriented with Good Leadership
Skills

Applications and resumes will be accepted for the
following positions as well:
* Landscape Designers/ Architects
¢ Landscape Construction Sales/Estimators
* Landscape Maintenance Division Managers and
Foreman
* Landscape Construction Supervisors and Fore-
man
¢ Irrigation Technicians

Successful applicants shall receive top compensation,
great benefits package (including 401k), along with
exceptional incentive program. Relocation is not a
problem; we'll cover relocation expenses for the right
applicants.

Send or fax resume NOW to:
Human Resources Department
COMPLETE INDUSTRIES INC.
P.O. Box 1584
Bowie, MD 20717
Phone: 800/383-0440
Fax: 301/390-5600

PROFESSIONAL SALES

PERSON NEEDED
Large full service landscape contracting design/build
firm seeks a highly motivated individual with a mini-
mum of 2 years sales experience. Position consists of
client prospecting, estimating, professional presen-
tations and follow up. Experience and education in
the landscape industry required. Excellent earning
potential with full benefits. Salary compensation
package tied to performance. Send resume to:
TERRAFIRMA INC,, 3780 E. Morgan Rd., Ypsilanti,
MI 48197, or call David Silverman at 734/434-3811.

IRRIGATION PROFESSIONALS

Rain One Inc. of Central Ohio is accepting resumes
and inquiries for key positions within our organiza-
tion. We are looking for candidates with at least 5
years experience to fill immediate positions in the
following areas:

* Service Technician

* Commercial Installation Foreperson

* Residential Installation Foreperson
We offer excellent pay, benefits, off season employ-
ment opportunities, and a great family atmosphere.
Relocation expenses considered. Phone - 614/759-
1196 or Fax - 614/759-7099.

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Start-Ups and Franchises are our Specialty!

competitive rates, comprehensive coverage
and payment plans designed for your
specific business needs.

If you provide any of the following services we can
design a program for your company:

Installation Snow Removal
Renovation Right of Way
Fertilization Holiday Lighting
Herb./Pest. App. Irrig. Install./Serv.
Tree & Shrub Serv. Mowing & Maint.
Spill Clean Up

Contact one of our Green Industry
Specialists for a quote at
1-800-888-2398 or by fax at
1-614-221-2203

M.F.P. INSURANCE AGENCY, INC.

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 sup-
plies, and go ONLINE for our latest used equipment
list.
HTTP:/ / www.ErosionControlTech.com
E-mail: Neil@ErosionControlTech.com
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ewsletter

Forsmanysyears after establishing our design/build
landscapearchitecture firm on Chicago’saffluent North
Shore, we refrained from engaging in strategic public
relations and promotional activities. Confident that our
high quality work would, over time, speak foritself, we be-

lieved our business would grow along with our reputation.
A few years ago, however, we contracted withalocal
public relations firm to see what might be achieved by
sharing information about our company, our employ-
ees and our accomplishments. One key element of our
PR campaignisafour-page, full-color newsletter, mailed
twice a year (in spring and fall, before and after the
growing season). We print 1,000 copies of the newslet-
terand mail it to approximately 600 customers, and
then distribute the rest

—

1. Content should be useful and informative.

2. Good photography is key: “Every picture
tells a story.”

3. Utilize company “experts” as much as

4. Keep design consistent and identifiable from
issue to issue.

5. Allow time for revisions. Proofread carefully.

To create the framework for each newsletter we first
meet with a freelance writer to talk about the questions
our clients are asking most frequently, as well as issues
related to the Midwest’s growing season. Then we
identify the best resources to explain each topic - usu-
ally people on our staff - and schedule interviews.
Additional research is done on the Internet or by inter-
viewing clients who have solved a specific problem.
Each article is sent in draft form to the respective “ex-
perts” for review and editing. When all of the copy has
been approved by the appropriate staff member, a final
draft is reviewed by our senior management
and approved or revised as necessary.

For the first issue, we weren't sure about

to community lead-
ersand the greenin-
dustry trade and
consumer media.

Our newsletter is
designed to provide
information home-
owners will find use-
ful planning and main-
taining their landscape.
Articles range from ex-
plaining gardening tech-
niques to the challenges
of growing ina Midwest-
ernclimate. In most cases,
these articles are illus-
trated with color photos
taken during various
growing seasons at proper-
ties we developed.

From start to finish, the
newsletter takes about 30
days to produce. To have a

public relations firm write,
produce and print 1,000 copies of one issue, the cost is
about $2,500, not including photography.

the the balance between visual and textual
information. After receiving good feedback
on the visual portion of the newsletter, we
added more photography. This year, we
used nine photos in each newsletter.

The availability of professional photog-
raphy also allows our company to remain
“top of mind” among the editors at local

newspapers, as well asmany garden, shel-
ter and lifestyle publications. And an ex-

e panded photo library provides our sales

staff with images to show prospective
clients and use to support applications
for regional and national competitions.
Since the debut of our newsletter in
1997, our business has grown by more
than 30 percent. Clients tell us they
anticipate its arrival, and many go out
of their way to mention an aspect of
the newsletter that they found of
particular interest or to suggest top-
ics for us to address in a future
newsletter. - Scott Byron L

The author is president of Scott Byron & Co., Lake Bluff,
1.
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NITROFORM®

Proven Performance
far Soil and Turf

N itroform® does much
more than make your
turf green. It delivers value
throughout the growing sea-
g o . son and beyond. Nitroform®
T A AR - : is a steady, long-feeding and
. predictable nitrogen source.
‘ b e — A 2 Released by soil bacteria, it
X ‘M i . = , g nurtures‘ the life of the soil,
| - -y — — as the nitrogen becomes
' available when it's needed
most. Because the carbon:
nitrogen-linked polymers
range from sparingly
soluble to water insoluble,
Nitroform® is highly resistant
to leaching. The enhanced
microbial activity keeps thatch
in check while influencing
significant root development
for stronger turf. Nitroform’s®
low salt index of (10) takes
the worry out of burning
and streaking.

- -

Lo g e W
Do not simply fertilize your

turf, enrich the life of the
soil...nourish both with high
value premium nitrogen
Nitroform®. For more infor-
mation on Nitroform®, contact
us at 1-888-370-1874.

/)) )

nu-gro

Nu-Gro Technologies, Inc.
2680 Horizon Dr. SE, Suite F5
Grand Rapids, MI 49546
www.nugrotech.com

Photo: Hamilton Golf and Country Club,
Ancaster Ontario Canada (18th green)
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Earn Tools That
Enhance Your Business

When You Join the Hunter
Preferred Contractor Program

Here's a great way fo pick up the latest

business tools. Like a new office computer,

a fax-printer, a mobile phone, even
training programs that enhance your
professional skills. By joining the Hunter
Preferred Contractor Program youll earn
valuable points every time you purchase
Hunter products. You can use these points
for Business Development Tools like office
equipment. Or you can choose from
hundreds of other prizes - from trenchers
and trucks to leisure benefits, like big
screen TVs, boats and holiday trips.
Enroll in the Hunter Preferred Contractor
Program today. You'll win with the

industry’s most reliable products, plus

earn poinls for every purchase!

~— -~

. '
Take the First Step and Sign Up Today i

» Open fo all professional contractors Hunter

» Earn points with every Hunter purchase
e See your Hunter distributor for details
» Or call Hunter at 800-733-2823

Hunter

- Confracior Progil]
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You must enroll in Hunter's Preferred
Contractor Progrom before you can start
earning points, Call Hunter today fo sign
up and fo receive the Member’s Catalog
a 32.page fullcolor booklet showing
program prizes and business opportunities

Contractor Program
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