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IT TAKES JUST 
MINUTE 

U TO MASTER 
Most utility loaders come with an additional price you 

have to pay: the time it takes to learn how to use them. 
wr "¿2 • 

Not the newToro® Dingo® T X . 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 T X 

provides full ground contact to power through the most demanding tasks. And separate, independent 

hydraulic circuits puts full power where i t s needed - to the tracks, loader arms or any o f 

the over 4 0 available Dingo a t tachments - using all available horsepower at all times. ^ ^ 

For more information call 1 - 8 0 0 - 4 7 6 - 9 6 7 3 - / 

or contact your Toro Dingo dealer. 

i r s ABOUT 
PRODUCTIVITY TORO 

45 1999 T h e Tun» Company 



t m m e m c u t s 

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. 

Kawasaki is a registered trademark of Kawasaki Motor Corp. Dixie Chopper is a registered trademark of Magic Circle Corporation and may 
not be used without permission. Pricing shown above is for models LX1901-42 and X1901-50 only. Model X1901-50 pictured. Extended 
drive train warranty available at additional cost. Prices subject to change without notice. Copyright 1999. All rights reserved. 

USE READER SERVICE # 8 9 

n _ i i f / r n u n n n z o 
UKAKL. U u U i i~L.ii 

The World's Fastest Lawn Mower 
www.dixiechopper.com 

800-233-7596 

http://www.dixiechopper.com
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Dawg-Gone Good 
Paying close attention to marketing plus valuing technicians equals 

rapid growth for The Lawn Dawg 

LAWN & LANDSCAPE (ISSN 1046-

154X) is published 12 times per year. 

Copyright 2000 G.I.E. Media, Inc. 

4012 Bridge Ave., Cleveland, Ohio 

44113. All rights reserved. No part 

of this publication may be repro-

duced or transmitted by any means 

without written permission from the 

publisher. One-year subscription 

rates, $30 in the United States, $35 

in Canada and $98 in other foreign 

countries. One-year foreign airmail 

rate: $218. Two-year subscription 

rate: $42. Subscriptions and classi-

fied advertising should be ad-

dressed to the Cleveland office. 

Periodicals postage paid at Cleve-

land, Ohio, and additional mailing 

offices. Postmaster send address 

changes to LAWN & LANDSCAPE, 

4012 Bridge Avenue, Cleveland, 

Ohio 44113. 

A Flexible Schedule 
Regularly tweaking, developing and restructuring a 

route management program instead of having one 

that's set in stone can be more productive and 

cost effective 48 

What the 
Doctor 
Ordered 
The new emphasis 

toward prescription 

fertilization 

programs and 

focusing on 

Dynamic 
Designs 
A range of 

award-winning 

landscape firms share some of their tips and 

suggestions for producing designs that deliver the 

greatest impact 7 8 

Let There Be Light 
Installation of lighting has become a popular add-on 

service. In order to de-

liver a successful instal-

lation, contractors must 

learn the proper tech-

niques, plan ahead and 

use high-quality 

fixtures. 84 
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It doesn't take much to keep Happy Valley happy. 

Just a pine of the active ingredient DeltaGard® keeps every yard 
in the town insect free. And there's no magic involved. Only science. DeltaGard brand 

h h h t ; ¡1 deltamethrin is the world's most active pyrethroid, which means it effectively 

U m U m i I controls a broad spectrum of insects at some of the lowest concentrations on 

the planet. Something that will make your customers very happy. 

To keep lawns and ornamentals free from ants, fleas, ticks and more than 50 other insect species, 

simply spray water based DeltaGard' T&O 5SC Insecticide at between 0.03 and 0.08 lb ai/A. That's so low 

only the insects will know it's there. 



Increase the dose, 0.08 to 0.13 lb ai/A and stop chinch bugs, adult billbugs and other hard to control 

species dead in their tracks. 

Need granules? DeltaGard T&O Granular Insecticide is in a class by itself. Low dose, water soluble 

and very low odor, it controls a broad spectrum of insects (including chinch bugs and fire ants) in 

lawns, flower beds and interior plantscapes, and around perimeters and ornamentals. Depending on 

conditions, it provides a long residual. 

As you see, it doesn't take much to keep Happy Valley, or your customers, happy. Just a little 

DeltaGard. Anything more is a whole lot less. Pest control everyone can feel good about. 

USE READER SERVICE # 9 6 
A v e n t i s E n v i r o n m e n t a l S c i e n c e U S A L P I C h i p c o P r o f e s s i o n a l P r o d u c t s / 9 5 C h e s t n u t R i d g e R o a d I M o n t v a l e . N J 0 7 6 4 5 I 2 0 1 - 3 0 7 - 9 7 0 0 
R e m e m b e r t o r e a d a n d f o l l o w l a b e l d i r e c t i o n s c a r e f u l l y . D e l t a G a r d is a r e g i s t e r e d t r a d e m a r k o f t h e A v e n t i s G r o u p . © 2 0 0 0 A v e n t i s . 
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You Better 
Be a Geek 

"I walk slowly, but I never walk 

backward." - Abraham Lincoln 

Not many people would associate the landscape industry with technology, 

and understandably so. Especially in today's age of .com companies, video 

conferencing and computerized navigation in cars, cutting lawns doesn't 

scream cutting edge. 

I don't think that's a real problem if the general public thinks that way. As 
an industry, we have bigger public perception battles to fight first - pesticide 
safety comes to mind - before we worry about convincing the public how 
technologically savvy we are. But today's contractors better not lose sight of 
what technology can do for them if they are going to move forward. 

I was fortunate enough to write this year's Crystal Ball Report, produced 
by the Associated Landscape Contractors of America. The subject was "Imple-
menting Technological Change in Your Company," which essentially relates 
to computerization - a challenge for much of this industry. 

Representatives from some of the industry's leading companies spent 
three days discussing nothing but technology-related issues and how they 
pertain to the landscape industry. What technology exists today for contrac-
tors to use? How can contractors enjoy the greatest benefits from technology? 
How can contractors know how much to spend on computers and software? 
What does the Internet mean for our industry? 

The discussions were interesting and stimulating, to say the least, and 
made clear that computerization is an issue every manager and owner should 

dedicate some time and thought to. One of the reasons why we haven't 
seen much technology created for the landscape industry until the 

last few years has been contractors' resistance to implementing it 
in their businesses. That mentality won't work in today's world 
where there is greater need for efficiency and productivity. 

Technology doesn't have to overwhelm or re-shape your 
business if you haven't become part of the computer culture. 
Using computers can be as simple as automating your billing 

I procedure. Once you see the potential of technology, I imagine 
this will be just a first of many steps. And the key is that this first 

^ step will be one moving forward. Because although it may not 
seem possible, not moving forward is equivalent to moving back-
ward in today's industry. 10 
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^ ^ ^ Computational fluid dynamics meet streamlined automotive styling 

% A K % K ^ ^ in Kohler's compact, l iquid-cooled powerhouse - KOHLER® Aegis. 

W W # % V L h Precision engineering, technological breakthroughs and innovative 

features make up the integrated, low-profile design of KOHLER Aegis 17, 20 and 23 HP engines. 

The result: easy starts, long-life design, quiet operation, peak performance and fuel efficiency. All covered 

by an unprecedented three-year warranty. Brace yourself for the next wave of liquid-cooled technology. 

KOHLER AEGIS liquid-cooled, vertical shaft, V-twin engines 
•Advanced liquid cooling system means lower oil and head temperatures, 
longer life and quiet, reliable operation. 

• Innovative air filtration system for cleaner combustion, maximum power and 
longer servicing intervals. 

• Removable blower housing offers easy top-down access to service points 
for routine maintenance. 

KOHLER a 
Seek the innovationDemand the power. ' 

www.kohlerengines.com/aegis/turf 1-800-544-2444 Ext. EG6 

USE READER SERVICE # 9 0 

http://www.kohlerengines.com/aegis/turf


INDUSTRY NEWS Lawn & Landscape Wins Editorial, Graphic Awards 
BOSTON - Once again, the staff of 

Lawn & Landscape was recognized for 

continued editorial and graphic excel-

lence at the 11th annual Turf & Orna-

mental Communicators Association 

(TOCA) meeting. 

Lawn & Landscape received the fol-

lowing awards in this year's competi-

tion: First Place - Single Page Design, 

Merit Award - State of the Industry Re-

port, Merit Award - The Morrell Group 

operations profile and Merit Award -

Electronic publishing, Web site design. 

In addition, a new TOCA award in-

troduced this year recognized the over-

all best in writing and design from 

among nearly 200 entries. This placed 

each writing and design entry, regard-

less of category and type of piece, in 

competition against each other. Lawn 

& Landscape was especially honored 

when its graphic artist, Charlotte 

Turcotte, received the Best of Design 

award for her single page editorial de-

sign mentioned above. 

More landscape contrac-

tors are using computers 

to manage their day-to-

day businesses. Only 11.3 

percent of respondents to 

a Lawn & Landscape reader 

survey reported that they 

didn't use a computer in 

their businesses. 

The survey also reported that 66.8 percent of contractors have Internet access. Most of 
these contractors - 76.7 percent - use the Internet for e-mail, while 74.6 percent use it for 
research; 53.8 percent use it to gather news; 25.1 percent use it to sell or buy items; and 7.2 
percent use it to network on bulletin boards and in chat rooms. 

FRANCHISE OPPORTUNITY 

Making it Real 
Tim Hanauer is a big believer in the capabilities of 

landscape design and imaging software. "Imaging is 

the greatest thing to happen to residential landscape 

design in a long time because most clients don't under-

stand how to read a blueprint, and not every designer 

is a good Tenderer," noted Hanauer, president of Earth Graphics, a 

Greensboro, N.C.-based organization looking to franchise landscape 

design operations with a computer-focused design model. 
"Digital imaging is the one approach that makes sense for every 

landscape designer," said Hanauer, a veteran landscape designer himself. 
"We've seen an increase of 30 percent in our sales close rate on jobs when 
we've used imaging as opposed to making proposals without it." 

The Earth Graphics system looks to combine imaging capabilities with 
a modified van to develop a national presence. 

"Our model is built around a single goal of providing customers same-
day landscape design that starts in the morning when the designers arrive 
on the property and ends in the afternoon or evening when the designers 
present designs to clients," Hanauer explained. "To do this, the de-
signer has to have an office on site, and that's why we have the van set 
up, so the designer can do the work without leaving the property. 

"The design departments are usually cost centers that create a 
product that will hopefully create revenue down the road," he 
continued. "We want to help designers make money doing designs." 

More information is available at www.earthg.com or by calling 877/ 
327-8441. 
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KEEP UP TO DATE! 
SUBSCRIBE TO LAWN i LANDSCAPE TOOAY! 

The leading 
management 
magazine 
serving the 
professional 
landscape 
contracting 
marketplace. 

l̂wiMandscaoe 
• H I V I I w •%• I H W H I f V . 
• Free one-year subscription to qualified contractors. 

U.S. subscriptions only. 
• N o r t h America* 1 Year $35.00 
• South America, Europe' 1 Year $98.00 
• Other International' 1 Year $218.00 
•Payment must be in U.S. currency and drawn on a U.S. bank 
•Check Enclosed 
• MCA/ISA • Amex • Novus/Discover 

This section must be completed to process your subscription 

Exp. Signature. 
(prepayment required) 

Date 

E-mail Address 

Name 

Title 

Phone_ Fax_ 

Company^ 

Address __ 

City State Z i p . 

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

I.CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

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

(excluding mowing maintenance 
service) 

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

describe) 

II.IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 1. in-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & 
Industrial Parks 

III. DISTRIBUTOR/ 
MANUFACTURER 

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

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

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

2 . What best describes your 
title? 

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

•Manager, Director, Supt., 
Foreman 

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

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

6/00 

• 4 -

FINE-TUNE YOUR BUSINESS MANAGEMENT SKUS. 
Interior—~ 

FOR I ANDSCAPF PROFF5SIONAI S 

Interior 
Business... for 
landscape 
professionals. 
Brought to 
you by 

Lswn& 

Ldndscspe. 

• Free one-year subscription to professional interior 
landscape contractors. U.S. subscriptions only. 
• North America'1 Year $15.00 
• South America, Europe' 1 Year $35.00 
• Other International' 1 Year $100.00 
•Payment must be in U.S. currency and drawn on a U.S. bank 

•Check Enclosed 

• MCA/ISA • Amex • Novus/Discover 

Exp. Signature 

SUBSCRIBE TO 
INTERIOR BUSINESS 

TODAY! 
This section must be completed to process your subscription 

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

(prepayment required) 

Date 

E-mail Address 

Name 

Title 

Phone^ Fax_ 

Company, 

Address^ 

City _State_ Zip. 

I.C0NTRACT0R SERVICES 
• 1 . Interior Landscape Contractor 

(maintenance & installation) 
• 2 . Interior Landscape Contractor 

(installation only) 
• 3 . Interior Landscape Contractor 

(maintenance only) 
• 4 . Interior Landscape Design 
• 5 . In-house Interior Contractor 
• 6 . Grower 
•7.0ther Contract Services 
(please describe) 

III. DISTRIBUTOR/ 
MANUFACTURER 
• I .Dealer ^.Distributor 
• 3 . Formulator Ü4. Manufacturer 

IV.0THERS ALLIED 
TO THE FIELD: 
• 1.School, College, University 
•2.Trade Association, Library 
J3.0thers (please describe) 

L e What best describes 
your title? 

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

• Manager, Director, 
Supervisor 

• Horticulturist 
•Service Personnel, 

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

6/00 
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TURF SEED NEWS J.R. Simplot/ Former Owner Bid for ABT 
HENDERSON, Nev. - Five months after fil-
ing for Chapter 11 bankruptcy, AgriBioTech 
(ABT) has put itself up for sale, and so far, 
Kenneth Budd and J.R. Simplot Co. have 
submitted bids to acquire the company's turf 
seed assets and Specialty Division, which 
ABT estimated at a $65 million value. 

While Budd, former president and chief 
operating officer of ABT, and J.R. Simplot 
Co., Post Falls, Idaho, submitted separate 
bids and ABT has recognized those bids, the 
acquisition process is nowhere near comple-
tion. According to Fred Zerza, vice president 
of public relations, J.R. Simplot Co., compet-
ing bids can still be submitted. Once a bid is 
approved, the purchaser has a legal right to 
due diligence and can either submit a lower 
bid or decline the offer. 

"Simplot has bid on certain assets of ABT, 

J U N E 1 6 , J U L Y 1 4 , 1 8 Massachusetts Pesticide Exam, 
Waltham, Mass. Contact: 617/626-1786. 
J U N E 2 1 UMASS Turf Research Field Day, South Deerfield, Mass. 
Contact: 413/545-3066. 
JUNE 2 1 Scouting for Pests and Problems of Woody Ornamentals in 
the Landscape, Amherst, Mass. Contact. 413/545-0895. 
J U N E 2 2 - 2 3 Certified Landscape Technician Exterior Exam, 
Raleigh, N.C. Contact: 919/266-1777. 
J U N E 2 2 - 2 5 Outdoor Power Equipment Institute's Annual 
Meeting, Napa, Calif. Contact: 703/549-7600. 
J U L Y 7 - 8 Tennessee Nurserymen's Association Trade Show, 
Nashville, Tenn. Contact: 615/476-3951. 
J U L Y 1 2 Ohio Lawn Care Association Summer Diagnostic Seminar, 
Columbus, Ohio. Contact: 800/510-5296. 
J U L Y 1 3 - 1 6 American Nursery & Landscape Association Annual 
Convention, Vancouver, British Columbia. Contact: 202/789-5980. 
J U L Y 19 Metropolitan Detroit Landscape Association Mid-Summer 
Outdoor Expo, Novi, Mich. Contact: 248/646-4992. 
J U L Y 2 2 - 2 4 International Lawn, Garden & Power Equipment 
Expo, Louisville, Ky. Contact: 800/558-8767. 
JULY 2 4 - 2 5 PLCAA Legislative Day on the Hill, Washington, D.C. 
Contact: 800/458-3466. 

TO ENSURE 

that your 

meeting date is 

published, send 

an announce-

ment at least 12 

weeks in 

advance to 

Lawn & Land-
scape Calendar, 

4012 Bridge Ave., 

Cleveland, 

OH 44113. 

Temporary /Seasona l Labor Visas 
We Specialize in Work Permits for the: 

• Green Industry 

• Hotel/ Resort Golf Course 

• Construction Industry 

Mark your calendars for September, 2000 to begin process for 2001! 

Receive work visas for your peak season and have a loyal, productive labor force that you personally choose! 
Every day you delay shortens the duration o f your visa! 

Call now for information packet and a quote. 
Join us in our fifth year of obtaining and maintaining a legal work force. 

You can trust that our experience and motivation is sincere and our customer service is unbeatable! 

çffolep (Enterprises 
"Coulee (888) 623 728S Austin (SI2)282 3237 

ç^asciS12)2820938 

* Other Industries are also eligible for this type of work permit... call us now to find out if your company is eligible. 

USE READER SERVICE #1 1 
L A W N & L A N D S C A P E JUNE 2000 1 3 



but we don't characterize it as an agreement 
in principle because our bid is subject to due 
diligence and board approval," Zerza said. 
"And we're not necessarily the exclusive 
bidder. We have not reached a definitive 
agreement by any measure, and we won't 
until due diligence is completed." 

In a previous announcement, ABT re-
ported that as a part of the transaction, the 
purchaser is expected to assume the 
company's obligations under contracts with 

its growers, which includes purchasing ex-
isting turf seed inventory in the growers' 
possession. After this announcement, vari-
ous purchase packages were submitted to 
Development Specialists, Inc. (DSI), the bank-
ruptcy reorganization group overseeing 
ABT's operations. Other companies, whose 
names were not released, also submitted bids. 
The exact details of the J.R. Simplot Co. and 
Budd bids were confidential at presstime 
and will be made public at a later date, 

according to Zerza. DSI reports it will stop 
taking bids for the company in June. 

Reports released about the sale of ABT to 
J.R. Simplot Co. also quote a $65 million 
purchase price, plus the assumption of li-
abilities. This amount, according to Zerza, is 
speculative. "Our bid is much lower than 
that," he said. "The actual amount won't be 
defined until due diligence is completed." 

If J.R. Simplot Co. won the bid, Zerza said 
ABT's turf and horticulture assets would 
become part of Simplot Turf & Horticulture, 
a division of J.R. Simplot Co., and current 
management would remain in charge of the 
new addition. 

Despite ABT's dramatic failure, Zerza said 
if the acquisition pans out, J.R. Simplot Co. 
plans to ease the current financial turmoil 
seed growers face. "We have no control over 
what has happened," Zerza said. "But we 
will do what we can to re-establish stability." 

Other seed companies declined to com-
ment about ABT or the outstanding bids 
made on the company. 

(continued on page 16) 

A l i 
Dan's Landscaping & Lawn Care - www.danslandscaping.com 

The Lawn Doctor - www.lawndoctor.com 

Erosion Control Technologies - www.erosioncontroltech.com 

Excel Industries www.excelhustler.com 

Professional Grounds Management Society - www.pgms.org 

Portable Power Equipment Manufacturers Association - www.ppema.org 

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

ToN2B,0rNQUtN2t 
TklllSThAftMRiAll 
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"Are you having a difficult time 
finding minimum or low wage 
legal workers? Let me help you 
get the low wage labor force that 
you need, just as I did for scores 
of other companies last year." 

Legal and low wage Mexican workers 
with H2 B visas may be the answer 

to your labor needs! 

As to* is $175* lit tfst 
CBased on a quantity of 100 visas or more. Does not include bus fare, 

Mexican processing and consulate fees, or Mexican recruiting fees.) Call toll free for more information 

1-800-164-5870 
The Law Office Of Robert Kershaw 

1825 Fortvie*, Suite 101. Austin, Tex» 7870» (512) 583-0007, Fax: (512) 383-0009 

Licensed by the Texas Supreme Court 
Not certified by the Texas Board Of Legal Specialization 

USE YOUR 

MOST VALUABLE TOOL 

FOR CUSTOMER 

SATISFACTION AND 

RETENTION — 

-< 

P 
c 

n 
c 
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CLC LABS SOIL 
TESTING! 

Call 614/888-1663 
and Start Today! 

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

Exclusive Labora tory Services for the 
Turf & Ornamental Professional. 

USE READER SERVICE # 1 2 
1 4 JUNE 2 0 0 0 

USE READER SERVICE # 1 3 
LAWN & LANDSCAPE 
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mailto:nwisniewski@lawnandlandscape.com


H E R I T A G E " Fungic ide. 
T h e R i gh t Cho ice fo r ( 

Leading off the line-up of disease 

control products this year is 

HERITAGE fungicide with its broad 

spectrum disease control and these 

winning points: 

• Provides preventative and 
curative activity 

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

• Only systemic strobilurin 

• Reduced risk to environmental 
resources 

• Low-risk toxicological profile 

• Extended spray intervals, low use rates 

• Enhances turf quality 

uality Tur f . 

HERITAGE fungicide for a 

winning turf season in your disease 

management program. 

For more information, contact your 

authorized Zeneca Agent, or call 

Zeneca Professional Products Toll 

Free at 1 -888-617-7690 . Labels and 

MSDSs available 24 hours a day, seven 

days a week via Fax on Demand. 

Please call 1 -800-640-2362 . 

w w w . z e n e c a p r o f p r o d . c o m 

USE READER SERVICE # 3 9 

Z E N E C A Professional Products 

Always read and follow label directions carefully. 
HERITAGE* is a registered trademark of a Zeneca company. 
© 2000 Zeneca Ag Products Inc. Zeneca Professional Products is a business of Zeneca Ag Products Inc. ZPP-HER-057 

http://www.zenecaprofprod.com


(continued from page 14) 

INDUSTRY NEWS Consolidation Strikes Again 
ALPHARETTA, Ga. - Demonstrating the 
dynamic state of distribution, McGinnis 
Farms recently acquired Pipe 'n Heads, the 
Piano, Texas-based wholesale distributor of 
irrigation products. 

Made through Jenco Wholesale Nurser-
ies, a McGinnis Farms-owned subsidiary, 
the acquisition further establishes McGinnis 
as a successful full-line distributor of nurs-
ery, landscape and irrigation products. The 
addition of Pipe 'n Head's 13 sales opera-
tions brings the McGinnis Farms distribu-
tion network to 44 locations throughout 10 
Southeastern and South Central states. 

Following the company's Jenco acquisi-
tion in late 1999, this move is an opportunity 
to shore up additional product lines for value-
added service and increased buying power, 
according to Stan Walker, president. 

(continued on page 20) 

S t e v e R u s c o n i was named grower services supervisor for Jacklin 

Seed Co. 

Scag Power Equipment announced the following appointments: 

John Crowson to vice president, sales and marketing; D a v i d 
Sugden to vice president, product development; Todd W a n i e to 

manager, research and development and C h r i s F r a m e to manager of 
marketing and strategic technology. 

Tim Lacy was named director of customer and facility develop-

ment and D a v e H e e g a r d was hired as director of professional 

sales for Pursell Technologies, Inc. 

The American Nursery & Landscape Association named Sharon 
S c h e c h t e l assistant director of marketing and membership develop-

ment and E r i c a P i g g o t t industry relations coordinator. 
W e n d y P r o u d was promoted to product manager at Monrovia. 
The Drip Store promoted G l e n n Z o l l n e r to vice president of operations. 

James C ig ler was appointed manager of technical and standards programs at the 

Portable Power Equipment Manufacturers Association. 

B r i a n B l a i r was hired as technical sales representative at Growth Products. 

Rusconi (top), 
Crowson 
(bottom) 

We Supply Green Thumbs, 
Worldwide. 

Free 
.Catalog! 

9 Forestry Suppliers. Inc. All rights reserved. 195 

For more than fifty years, Forestry Suppliers. Inc. has been outfitting 
Outdoor professionals like yourself with the finest instruments, tools, 

f and equipment they need to be more productive and make doing their 
jobs faster and easier 
For lawn and landscape applications. Forestry Suppliers, Inc. is your 
one-stop source for quality products from mulch colorants and rain 
gauges to soil probes and sprayers. And that's only the beginning! Our 
Arboriculture. Horticulture and Landscape catalog features 96 pages 
packed with quality products and timely reference. Each product is 
backed by our own friendly customer service, superior technical sup-
port. and a 100% satisfaction guarantee. 

To discover Forestry Suppliers. Inc. for yourself, call today and request 
your free copy of Catalog 51. You'll see that we've got exactly what 
you need, when you need it! 

Catalog Request Line: 1-800-360-7788 
Catalog Request FAX: 1 -800-543-4203 
Sales Department: 1-800-647-5368 

www.forestry-suppliers.com 

slrindaiwa 
EB630 

Introducing The New Shindaiwa 
EB630 

Shindaiwa's new EB630 Backpack 
Blower is setting new standards of 
blower performance. 

4 À 
$ 399.00 

FREE FREIGHT 
within contiguous 48 states 

To order call 
1-800-861-0029 

or order online 
www.alamia.com 

1 6 JUNE 2 0 0 0 
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SOMETIMES YOU'VE GOT TO 
CHANGE YOUR NAME, IF YOU'RE 

GOING TO PLAY THE GAME. 

FLORISTS' MUTUAL IS CHANGING ITS NAME TO FMI. 
If your name doesn't describe what you do and how you approach your business, it's time to make a 
change. Today, the time has come for Florists' Mutual. When we founded our company more than a 
century ago, our name described us perfectly. But we've grown and changed since those early days. 
Today we still provide superior service to florists of all kinds, but we also serve landscape contractors, 
interior landscapers, growers, nurseries, garden centers—the entire horticultural industry. 

STARTING TODAY, IT'S A BRAND NEW BALLGAME. 
It's a new game, a bigger game, a better game. So we've changed our name. What hasn't 
changed, of course, is our commitment to meeting and exceeding the needs of each and 
every one of our customers. And we think you'll agree, that's a winning idea. 
Call 1-800-851-7740 or visit us on the web at www.fmi-insurance.com. A 

FMI 
N S U R A N C E SPECIALISTS FOR THE HORTICULTURAL INDUSTRY"" S I N C E 1 8 8 7 

USE READER SERVICE #91 
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ALWAYS R E A D A N D F O L L O W LABEL D I R E C T I O N S © 2 0 0 0 Bayer C o r p o r a t i o n Printed in U . S . A . 0 0 S 1 9 A 0 2 M 

Some products live up to standards. Others set them. When Bayer brought the chloronicotinyl class of chemistry to the 

turf market with M E R I T s Insecticide, it revolutionized grub control. Six years later, MERIT provides longer soil residual 

and broader spectrum grub control than anyone else. And one application is still all it takes to control grubs through the fall. 



Which makes MERIT the highest level of grub protection around. For more 
information, contact Bayer Corporation, Garden & Professional Care, Box 4913, 
Kansas City, MO 64120. (800) 842-8020. www.protect-your-turf.com 

W H E N W E 

I N V E N T E D M E R I T 

W E H A D N O I D E A 

H O W H I G H 

W E ' D S E T T H E 

B A R . 

MERIT Bayer® 

USE READER SERVICE # 1 0 4 

http://www.protect-your-turf.com


(continued from page 16) 
As part of the deal, Pipe 'n Heads, for the 

most part, will maintain its company iden-
tity. "They have a valuable name and we will 
retain that," Walker said, noting that Jenco 
will gradually add nursery and landscape 
supplies to all of Pipe 'n Head's stores as well 
as establish new full-service stores. 

This acquisition fits into McGinnis Farms' 
long-term plan to become a full-line national 
player on the distributor level, Walker said. 
"This acquisition strengthens our market 
presence and overall market share," he said, 
adding that the market trend toward full-
line, full-service distributors is one that will 
clearly continue. "In the long term, the land-
scape industry will support the full-service, 
one-stop shop," Walker said. "As industries 
consolidate, value-added operations will be 
what will survive." 

Looking ahead, Walker said McGinnis 
Farms will continue to focus on the national 
level and will consider expansion into other 
markets, including possibly the West Coast, 

(continued on page 25) 

Florida Nurserymen & Growers Association's (FNGA) board of directors 
proposed a name change to its members. With a two-thirds vote of active and affiliate 
members at FNGA's annual meeting in June, the group's new name will be the Florida 
Nursery & Landscape Association, a name intended to more closely reflect the make-up of 
the industry and the association since its addition of members from the now-dissolved 
Florida Landscape Designers Association (FLDA). 

Ron and Sara Damgaard, owners of Lakewood Landscape Partners, Des Plaines, 111., do-
nated 825,000 to and were named founding ambassadors of the American Land-
s c a p e C o n t r a c t o r s of A m e r i c a Educational Foundation. A founding ambassador 
title means that the Damgaards were one of the first 25 people to contribute at this dona-
tion level to the foundation, which ALCA launched at its 1998 annual conference. 

The Ohio Lawn Care Association elected its new officers. Joe Reynolds is presi-
dent and will continue to serve as a member of the board. Fred Schillinger is vice presi-
dent; Kim Kellogg is the secretary/treasurer; Mark Grunkemeyer is the immediate past 
president; Jamie Heydiner, Bill Hoopes and Paul Jacquemin will serve three-year board 
member terms; and Don Mutters has been re-elected for his second board member term. 

MTl 
Ra/nH Bird sale 

Summer 
Specials From... 

CLOCKS 
ESP-4 $80e* 
E S P - 6 $ 8 5 & 

ESP-8...$115M 

HEADS Buy The Box 
MiniPaw or ^ Q 

MaxiPaw 
1 8 0 4 4 " Body $ 1 % 

00 
ea. 

» — V ' 1 T u u u y y . ea. 

100-DV Valves $1 f^f Bu
B

y
0^he

v Box V 

BACKFLOW SALE 

Ä1 " #950 
Dbl.Chk. 

^ $ 60 00 

$48— ~ 
R E = l Ì* 

We Pay 
for U.P.S. 

Order by 1 p.m. 
SHIPS SAME DAY 

800-600-TURF 
CALL US AND SA VE! 7:30 am -5 pm (8873) 

Pacific Time 

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 

I 1 - 8 0 0 8 8 8 - 5 5 0 2 i r 

PO BOX 18358 
3701 NEW GETWELL ROAD 

MEMPHIS, TN 38118 
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2 0 JUNE 2 0 0 0 

USE READER SERVICE # 1 7 
LAWN & LANDSCAPE 



INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT EXPOSITION 

SATURDAY - MONDAY 
JULY 22-24, 2 0 0 0 

KENTUCKY EXPOSITION CENTER 
LOUISVILLE, KENTUCKY USA 

See back panel for info on the EXPO's popular Trucks of the Industry Giveaway sponsored by 
Ford, Nissan North America, and GMC Fleet Commercial & GMC Trucks. 

Six Flags Kentucky Kingdom Caesars Riverboat Casino 



K I C K UP Y O U R HEELS JULY 22-24 

J 

Caesars casino riverboat open around the clock 
Discount tickets to see the RiverBats, AAA 
affiliate of the Cincinnati Reds, in the new 
Louisville Slugger Field 
NASCAR racing and World Championship 
Wrestling Friday night (July 21) 
Outdoor demo area open daily 
Technician certification 

/ 

1. To avoid the $ 2 5 on-site registration fee, please 
complete and return the form attached before July 17. 
Badges will be mailed to those who send in the form 
by June 12. If the form is received in the EXPO office 
after June 12, you may pick up your EXPO 2000 badges 
at the Kentucky Exposition Center. 

2 . Photocopy the form as needed for additional room 
reservations or EXPO registrations, and keep a photocopy 
of your registration for your files and tax records. 

3 C h i l d r e n under 16 at EXPO 2 0 0 0 must be accompa -
nied by an adult at all times. In the registration area, pick 
up a free badge for each child. Do not pre-register children. 

4 . Using the map and rate chart , select a hotel. 
If you have questions about hotels, call the Louisville 
Convention and Visitors Bureau, Monday - Friday, 9:00 a.m. 
to 4:00 p.m., E.D.T., 800-743-3100. (In Kentucky or 
outside the U.S. call 502-561-3100.) Reservations will not 

5 . M a i l to : E X P O 2 0 0 0 , do Sellere Expositions, 
550 S. Fourth Avenue, Suite 200, Louisville, KY 40202-2504 
USA Phone 800-558-8767 or 502-562-1962. 

6 . For airline discounts, you or your travel agent 
can call: 

Delta Air Lines, 800-241-6760 Refer to file DMN 157552A 
Southwest Airlines, 800-433-5368 Refer to ID code W2930 
US Airways, 877-874-7687 Refer to Gold File 49141321 

D E A D L I N E S : 
To receive free admission badges by mail, please send 
in the form on the next page by June 12. If you can't meet 
that deadline, you can pick up your badge(s) at the show. 
Here are the other deadlines you should be aware of: 

• Tq makg hotel rgq-yauons through the EXPQ registration 
form - June 26. 

• To avoid the $25 on-site registration fee - July 17. 

^ o w fur) tfce 
( a w should a l l o w ! 

• Free seminars on Saturday and Sunday 
• Tech Center 
• Hotel and airline discounts 
• Sight-seeing tours to the Ky. Horse Park, 

Newport Aquarium and more. See ticket info 
on the website (http://expo.mow.org) or call 
800-558-8767. 

• Brand-new products of 600 companies 

DOUBLE/ 
DOUBLE 

QUAD 

* The Camberly Brown Hotel $ 136 S 136 $ 136 $153 $153 
Courtyard by Marriott 

Downtown 
S 119 S 119 $ 119 $ 119 $ 119 

Club Hotel by Doubletree 
Downtown 

S 109 $ 109 $ 109 $ 119 $ 119 

* Gait House S 91 $ 101 $ 101 $ 111 $ 121 
Gait House East S 101 S 111 $ 111 $ 121 $ 131 

* Holiday Inn Downtown S 99 S 99 $ 119 $ 119 $ 119 
1 - Hyatt Regency S 136 S 136 $ 147 $ 147 $ 147 

• * The Inn at Jewish S 105 S 105 $ 105 $ 115 $ 115 
Quality Inn & Suites ) 99 $ 99 $ 99 $ 109 $ 109 
Seelbach Hilton Hotel S 128 S 128 $ 138 $ 148 $ 158 

• Hampton Inn (New Albany, IN) S 99 $ 99 $ 99 $ 109 $ 109 
* Holiday Inn Lakeview 

(Clarksville, IN) 
$ 103 $ 103 $ 103 $ 110 $ 110 

Ramada Inn Riverside 
(Jeffersonville, IN) 

$ 90 $ 90 $ 90 $ 90 $ 90 

c Amerisuites S 109 S 109 $ 109 $ 119 $ 119 
Best Western Brownsboro S 95 S 95 $ 95 $ 95 $ 95 

• Breckinridge Inn Hotel S 85 S 85 $ 85 $ 85 $ 85 
Comfort Suites S 109 S 109 $ 109 $ 109 $ 109 
Courtyard Mariott East S 134 S 134 $ 134 $ 144 $ 144 
Four Points Hotel & Suites S 129 S 129 $ 129 $ 129 $ 129 
Hilton Garden Inn Louisville S 94 $ 94 ) 94 S 94 $ 94 
Microtel Inn S 76 S 76 $ 76 $ 86 $ 86 

• Radisson Louisville East S 89 $ 89 $ 89 $ 99 $ 99 
D Days Inn East S 73 S 73 $ 73 $ 83 $ 83 

Days Inn Southeast S 70 S 70 $ 70 $ 75 $ 75 
Fairfield Inn by Marriott East S 85 S 85 $ 85 $ 85 $ 85 
Holiday Inn Express $ 89 S 89 $ 89 $ 89 $ 89 
Holiday Inn Southeast S 93 S 93 $ 93 $ 93 $ 93 

• Holiday Inn Hurstbourne S 99 $ 99 $ 99 $ 99 $ 99 
* Marriott East S 159 $ 159 $ 159 $ 159 $ 159 

H * Red Carpet Inn S 56 S 56 $ 56 $ 59 $ 59 
Sleep Inn East S 85 S 85 $ 85 $ 85 $ 85 
Travelodge Hurstbourne $ 80 $ 80 $ 80 

E Best Western Ashton Suites S 109 S 109 $ 109 $ 117 $125 
Comfort Inn (Brooks, KY) S 79 S 79 $ 79 $ 79 $ 79 
Comfort Inn Airport S 75 S 75 $ 95 $ 95 $ 95 

1 * Days Inn Central S 70 S 70 $ 70 $ 75 $ 75 

• * Executive Inn S 117 $117 $117 $ 117 $ 117 
1 * Executive West S 117 $117 $ 117 $117 $ 117 
9 * Holiday Inn Airport East S 126 $ 126 $ 126 $ 126 $ 126 
1 * Holiday Inn Airport South S 110 

Quality Inn & Suites S 99 $ 99 $ 99 $ 109 $ 109 
Ramada Inn (Limited) S 120 $ 120 $ 120 $ 130 $ 130 

1 * Ramada Plaza Hotel (Bishop Ln.) $ 109 $ 109 $ 109 $ 109 $ 109 
1 * Sleep Inn Airport (Preston) S 85 $ 85 $ 85 $ 85 $ 85 
F * Holiday Inn Southwest S 110 $ 110 $ 110 $ 110 $ 110 

*EXP0 2000 shuttle service is provided free between the Kentucky Exposition Center and 
all hotels listed with an asterisk (*). Lists of nearby churches and synagogues are available 
through the hotels. 

V B i * * 
' o 

1 - 2 6 4 Downtown Louisville 

Kentucky Exposition Center 

F International ^ ^ 
A i r p o r t J ^ . • * 

http://expo.mow.org


Name 

REGISTRATION FORM 
No Fee If You Register Before Monday, July 17! 

If you have already registered, please give this to an associate. 

No. of years 
attending 

EXPO 
(list for each attendee) 

Narr îe 

i i 
Name 

Company EXPO started 
in 1984 

Address 

City State 

Country outside the US 

After completing form, close at the fold 
and secure the bottom with a piece of 

tape. Place postage stamp on mail 
panel and drop in the mail! 

Province Zip code E-mail Address 

Phone Fax 

Hotel Reservations 
Using the map and rate chart on the facing page, please list your hotel 
choices. Every effort will be make to accommodate your request, based 
on availability. 

fold here 

I. 2. 

3.. 4. 

I will need a total of rooms. (If you need more than 3 rooms, 
please attach list.) List last names of those occupying each room along 
with the room type, arrival and departure dates. 

Last Names Rm.Type* Arrival Date Departure Date 

Rm. I 

Rm.2 

Rm 3. 
* Room Type: single (I bed/1 person), double (I bed/ 2 people), dbl/dbl (2 beds/ 2 people), 
Triple (2 beds/ 3 people), quad (2 beds/ 4 people). 

Acknowledgment will be sent from the Louisville Convention & Visitors 
Bureau, followed by hotel confirmation. A first-night deposit will be 
required; your acknowledgment will provide the address. For credit card 
deposits only ~ By signing below, I authorize the assigned hotel to charge 
my credit card for the first night's deposit 

- J Visa L I MasterCard Q American Express Q Other 

Signature: 

Name on card: 

Card number: Exp. Date 

If you have questions about hotels, call 800-743-3100 or 502-561 -3100. 
The deadline to make hotel reservations with this form is June 26,2000. 

Check only the one 
that best describes 

your business: 

11 • Servicing 
Consumer 

12 • Servicing 
Commercial 

13 • Check if both 11 and 12 
apply 

I4D Retailer 
15 • Distributor - Consumer 
I6D Distributor - Commercial 
I7D Check if both I5andl6 

apply 
I8D Merchandiser/Buyer 
I9D Manufacturers 

Representative/Agent 
20 • Trade Visitor (Non-

exhibiting manufacturers, 
ad agencies, etc.) 

21 • Editor/Publisher 
22 • Media Sales 
23 • Lawn and Landscape 

Professional 
24 • Equipment Rental Dealer 
25 • Lawn and Garden Ctr. 
26 • General Contractor 



You could be the lucky owner of a 
brand-new Nissan, Chevy or Ford Pick-up! 

EXPO 2000 is giving away three trucks - one 
from each of these manufacturers: GM Fleet 
and Commercial Chevrolet & GMC Trucks, 
Nissan North America Inc., and Ford Commercial 
Truck. No purchase necessary. Visit the truck 
manufacturers' booths for entry forms. The 
drawings will be held on Monday, July 24, 2000. T R U C K S OF T H E 

I N D U S T R Y 
G I V E A W A Y 

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

Trucks of the Industry Giveaway sponsored by Ford, Nissan N o r t h Amer ica , 
G M C Fleet Commerc ia l & G M C Trucks, along w i th Power Equipment Trade and Turf magazines. 

EXPO 2000 is sponsored by the Outdoor Power Equipment Institute, Inc. If you have questions about the show, 
check the website at http://expo.mow.org or contact Sellers Expositions. 800-558-8767 (toll-free) or 502-562-1962. 

E X P ® M M 
INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT EXPOSITION 

Postage 
Required 

Post Office will 
not deliver 

without proper 
postage. 

INTERNATIONAL LAWN GARDEN & 
POWER EQUIPMENT EXPO 
SELLERS EXPOSITIONS 
550 S 4TH ST STE 200 
LOUISVILLE KY 40202-2504 

I.I..III.....I.III I,I„I,I,I,I,II,„.I..I.I.I.IIm..II..I 

http://expo.mow.org


(continued from page 20) 

Mid-Atlantic and Northeast regions. 
McGinnis Farms' future growth will likely 
come from other distributorships and busi-
nesses available for acquisition, since this is 
the company's preferred method of expan-
sion, Walker said, adding that McGinnis has 
a number of start-ups in the works as well. 

INDUSTRY NEWS VW&R Pursues Turf Industry 
AUSTIN, TEXAS - Van Waters & Rogers 
(VW&R), one of the largest distributors of spe-
cialty chemical products for the structural pest 
control industry, continued its initiative to 
develop a presence in the turf and ornamen-
tal market by acquiring Turf Industries, Dal-
las, Texas. Turf Industries adds two loca-
tions to VW&R's more than 110 locations 
across the country, and the company has 
plans for additional acquisitions to further 
strengthen its position in the turf industry. 

John Bolano, vice president of VW&R's 

Professional Products & Services, said this 
acquisition "sets the pace for our growth as a 
key national distributor to the professional 
turf and ornamental marketplace." 

Frank Gasperini, industry manager, turf 
and ornamentals for VW&R, acknowledged 
that the company's plan is to be a key player in 
the turf industry nationally - beginning with 
the Sun Belt. "Acquisition is the primary way 
we've grown our pest control business in the 
last 20 years, and now we're the leading 
distributor in the pest control market," he re-
lated. "The fact that we're looking for good 
acquisitions to take us into the turf market isn't 
a secret, and most of our people with turf 

expertise are in Florida and California, so we 
think that's a logical place to focus initially." 

Gasperini noted that the turf industry's 
growth potential, combined with the limited 
remaining growth potential for distributors 
in the pest control industry, made the 
company's new focus an obvious move. "The 
turf market is probably four times the size of 
the pest control industry in terms of distribu-
tor sales potential, and our locations are in 
urban and suburban areas that lawn and 
landscape companies are located in already," 
he explained, adding that approximately two-
thirds of VW&R's North American locations 
currently handle some turf business. 

MISSION STATEMENT 
Lawn & Landscape magazine delivers superior, total coverage of the continually evolving 

professional lawn and landscape contractor market, from in-depth business trends and 

technical research reports to market analysis and new product introductions. For 20 years, 

Lawn & Landscape has provided industry presidents, business owners and top-level 

managers the most up-to-date information needed to effectively run their businesses. 

Mower 
Sullu/ 
Available at these distributors: 
Beta Power Products 508-393-1624 
Maine, Vermont, N. Hampshire, 
Massachusetts, Rhode Island, Connecticut 
Gateway Power 314-429-6777 
Missouri 
Alamia 303-752-4652 
Colorado 
PACE, Inc. 800-686-3128 
Michigan, Ohio, Indiana, Illinois 

• Heavy welded steel construction 
• Large platform with extra foot space 
• 7 day return policy, 1 year warranty 
• Best valued sulky on the market 

Call 1 - 8 0 0 - 3 7 3 - 5 5 4 2 
for more information on Mower Sulky 

Roberts Supply, Inc. 800-373-5542 
Florida, Georgia, Alabama, Tennessee, 
N Carolina, S. Carolina 
Blue Grass Lawn & Garden 502-933-1724 
Kentucky 
Smith South Central 318-539-2594 
Mississippi, Louisiana, Arkansas, East Texas 
Turf Equipment 
Idaho - 208-331-0074 
Utah - 800-566-8873 
Tri-State & Irrigation 319-332-6684 
Iowa 
Niemeyer Corporation 610-431-7200 
West Virginia, Virginia 
Lawn Care - 717-445-8431 
Pennsylvania, New York, New Jersey, 
Delaware, Maryland 

USE READER SERVICE # 1 9 

Il O R I ! C 0 l ' I • 
add the winning touch to your landscape proposals 

• 11,500 pictures 
• complete with data, culture 

information & more 
• expert search engine 

1-800-560-6186 

• 5,000 plants 
• export pictures in common 

Windows® formats 
• extensive printing capabilities 

www.horticopia.com 
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INDUSTRY NEWS 
TruGreen-ChemLawn 
Buys Leisure Lawn 
DAYTON, OHIO - TruGreen-ChemLawn 
continued to distance itself from the rest of 
the lawn care industry with the acquisition 
of Leisure Lawn. 

Representatives from Leisure Lawn, 
which was founded in 1970 and marketed 
itself as the "nation's largest privately held 
lawn care company," weren't available for 
comment, but the chemical lawn care com-
pany had 1999 revenue of about $22 million 
from 11 different markets, including: Cleve-
land, Ohio; Cincinnati, Ohio; Columbus, 
Ohio; Chicago, 111.; Indianapolis, Ind.; St. 
Louis, Mo.; Detroit, Mich.; Washington, D.C.; 
and Atlanta, Ga. 

Lawn & Landscape also learned that 
TruGreen-ChemLawn was not the only com-
pany interested in acquiring Leisure Lawn. 
Scotts Lawn Service, Marysville, Ohio, is 
also believed to have submitted a bid to 
acquire the company. ID 

i y j j 5 j 9 t o t h e e d i t o r 
To the Editor: 
While GIE Publishers and ALA (what is today Lawn & Landscape) were getting underway 
in 1980, my husband was bootstrapping a one-man operation at Marco Island, Fla. What 
was a 1978 ElCamino, an open bed smowmobile trailer and a couple mowing tractors now 
is now a three-division company with 45 employees, a fleet of trucks and scores of 
mowers. It's been a great 20 years, and over time we feel like we've "seen it all." 

Of the many obstacles to be overcome by South Florida landscape maintenance 
providers, the labor shortage looms as the single greatest challenge to growth and 
prosperity for our company, and we believe this is true for everyone in our industry. 

Lawmakers hold us to ever-higher safety standards, place noise abatement and 
pollution standards on equipment, ask us to restrict our use of water and fertilizer, 
increase taxes, and then withhold from us our single most important means of production 
- the immigrant laborers who are so willing, ready and able to help our national economy 
reach new levels of productivity. Surely lawmakers know that small business enterprise is 
absolutely essential to the health of our country's economy. What can they be thinking? 

The next 20 years? Working longer, faster, smarter, and harder is no longer the answer. 
We must take action outside of our own small venues. Our strength is in numbers! 

Patrick and Lee Warner 
Professional Lawn Services, Inc. 
Naples, Fla. 

www.tr3rake.com • Call for Free Video (8, 
. . _ „ / » a i f i 

3-in-ONE! 
• Scarifier 
• Box Scraper 
• Grading Rake 

iMH* 
V v ' • in! No 5,806,605 

Scarify • Rip Vegetation • Push/Pull Soil • Finish Grade • Prepare Seedbeds 
' t V HydroSeed Innovations. Inc. 
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Aventis 

CAMPUS GROUNDS 
MANAGER 
MASTERMINDED 
ESPIONAGE PIOT 
"Somehow he knew every-thing" says awed crew "it was uncanny. 

Keith Macdonald's work crews at Bridgewater State College campus swear he's a master spy, or psychic. "He knows when 
we've sprayed off an area with Finale1 Herbicide without us even telling him," said a crew member "sometimes only 24 
hours after the job's done." Keith laughs. "When it gets busy and I can't check with everyone, I simply drive around and see 
the results. It only takes a day or two for Finale to work. A month later, the area's still clear." But it wasn't always so easy. As 
assistant facilities director on the Massachusetts campus, Keith used to use the leading systemic herbicide. "It took 2 weeks 
before I knew I had a take," he says, "drove me crazy." Keith also likes Finale's ability to create perfectly clean edges around 
beds and baseball fields. "It's the no-creep feature," he says, "the one my crews apply to me." 

Pest control everyone can feel good about. 

Finale Aventis E n v i r o n m e n t a l Science USA L P I Chipco Professional Products / 95 Chestnut Ridge Road I M o n t v a l e , NJ 0 7 6 4 5 1 2 0 1 - 3 0 7 - 9 7 0 0 
R e m e m b e r to read a n d follow label directions carefully. F i n a l e is a registered t r a d e m a r k of the Aventis G r o u p . © 2000 Aventis. - j 
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DRIP IRRIGATION 

Getting Hip to Drip 
No new, radical technology, drip irrigation is an effective, 

beneficial svstem that dates back to ancient times. Drip 

was even used in the Hanging Gardens of Babylon, where 

porous containers of water were hung over gardens to 

slowly drip over a long period of time, according 

Drip irrigation is 

now commonly used 

in such landscape 

applications as 

flower beds and 

under shrubs. 

Photo: 

Olson Irrigation 

to Kathleen Baldwin, vice president, Olson Irrigation, 

Santee, Calif. 

In modern times, drip irrigation's use in the landscape 
has been driven primarily by the issue of water conserva-
tion. Many contractors and homeowners have turned to 
drip during a crisis situation, such as a drought, only to 
find out just how easy, economical and beneficial it can 
be, Baldwin noted. "Increasingly, drip is almost a house-
hold word, especially in areas like California and Florida, 
where water is an absolute necessity and in short sup-
ply," she said. 

Drip irrigation is suited to practically any landscape 
application, according to Kurt Maloney, director of mar-
keting and sales, landscape division, Netafim Irrigation, 
Fresno, Calif. "There's hardly any area that couldn't be 

HELPFUL TIPS 

The 
Benefits 
of Drip 

drip irrigated," he said. 
From shrub beds and 
median strips to 
trees and smaller turf 
areas, drip is suited for 
almost every applica-
tion imaginable, 
Maloney noted. "You 
can cover any shape 
and any area." 

Mike Astram, owner, 
Northern Designs, 
Milford, Conn., how-
ever, wouldn't recom-
mend using drip irriga-
tion on a large turf area. 
"I wouldn't do a soccer 
field with it," he said. 
"If you have a problem, 
how do you fix it? Drip 
irrigation would have 
to be spaced 12 inches 
apart with a drip tube every 12 inches," he said, noting 

that a large-scale application such as this would be 
too much of a maintenance headache for most 
landscape contractors. 

Drip irrigation is now almost a necessity in 
commercial applications, Baldwin noted. "Drip is 
much less intrusive than a conventional irrigation 
system. You don't even know if s there, and you can 
irrigate while business is going on as usual," she 
said. "You're also not as apt to have damage done 
by people kicking in or breaking off heads." 

Drip irrigation's numerous 

advantages include: 

• Water conservation 

• Healthier plants 

• Reduced chance of 

water-borne disease 

• Reduced soil erosion 

• Less expensive than a 

conventional system 

• Unlimited operating 

hours 

• Lower liability from 

runoff and spray 

Source: The Complete 
Irrigation Workbook, 
Larry Keesen 

MANY PROS AND A FEW CONS. Drip 
irrigation provides many benefits, the most obvi-
ous of which is saving water. "The water conserva-
tion issue is so big we hardly even mention it," 
Maloney pointed out. "It's easily understood." 

Drip systems make highly efficient use of wa-
ter, Astram said, who noted that he's a big propo-
nent of drip irrigation with his customers. "With 
the type of water shortages that we have, we're 
really trying to push this." 

(continued on page 30) 
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Keep Your Crew Productive 
With The Most Reliable Rotor on the Market 

A Hunter distributor recently told us about a contractor in his town who 

purchased a truckload of off-brand rotors... because the price was right. 

Trouble was, his crew didn't want any part of them. They were used to 

working with Hunters and only wanted the easy-to-install,easy-to-adjust 

PGPs. Some people call that "brand loyalty." We call it good planning. 

PGPs save installation time, cut back on callbacks and deliver years of quiet, 

reliable service. The bottomline: Keep the crew happy and productive 

with PGPs. It's good for your business... and your customers. 

Hunter Industries® The Irrigation Innovators • Call today for a free catalog 800-733-2823 or see Hunter at www.Hunterlndustries.com 
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(continued from page 28) 
Since they're installed below ground and 

don't use sprinklers, drip systems are unaf-
fected by wind or water evaporation issues. 
Running at low pressure, they also require 
less water to operate than a conventional 
system. "You don't need large quantities of 
water with drip," Astram said. 

Baldwin agreed, noting that depending 
on such variables as soil and weather condi-
tions, water savings with drip can range 
anywhere from 10 to 60 percent compared to 
a conventional system. 

Another benefit to drip is that, in contrast 
to a conventional system, the window of 
time for irrigating is unlimited since contrac-
tors don't need to worry about spraying 
passersby or buildings, Astram pointed out. 

Drip irrigation also reduces the chances 
of weed germination, said Baldwin, who 
noted that when water is haphazardly dis-
tributed out of a sprinkler, seeds are more 
easily germinated, causing weed growth and 
possibly spreading water-borne diseases. 
With drip irrigation, though, "you get pre-

cise control of water," she said, 
pointing out that less fertilizer 
may even be required since the 
water goes right to a plant's roots. 

Drip irrigation's most appar-
ent drawback is the fact that it's 
unapparent - a contractor can't 
readily tell if a system is func-
tioning properly. "You can't tell 
from a quick look if a system is 
working or not," Baldwin said. 
"Because contractors can't see 
the water, they often think the 
landscape is not getting enough." 

Astram agreed that this is a particular 
challenge. "With drip, you don't have a vi-
sual confirmation," he said. 

Unlike a conventional system that is 
simple to visually check periodically, with 
drip, a contractor must diligently monitor 
the system and soil moisture levels on a 
regular basis. Otherwise, "a problem is not 
always obvious until a plant shows signs 
of stress. You could have a plant wilting 
before you know something is wrong " 

"A lot of people think dr ip is 

more expensive, more labor 

intensive and h i g h e r 

m a i n t e n a n c e than • 

conventional system but 

it's not." - Mike Astram 

Baldwin said. "But usually something will 
give you a clue." 

Above all, she advised landscape contrac-
tors to "have a little faith," she said. "Just 
because you can't see the system working 
doesn't mean than it's not." 

Working with drip does have a few other 
drawbacks, depending on whom you 
ask. A drip system often has more compo-
nents than a conventional system, which some 
landscape contractors find irksome. 

(continued on page 32) 

For further information cali: 
SKI LANDSCAPE 

317 897 5885 

Work smarter not harder with Pinchers! 
Fastest 2" and up tree planter ever 
Load and unload trees with safety and 
precision in half the time 
New hooked arm option offers even more 
tree planting grip 
Enables operator to unload trucks or 
transport and set trees in pre-dug holes 
Free shipping until August 1, 2000 
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4:00 
minutes 

John Deere 4000 Series Tractors zoom from zero attachments to dozens in 

minutes. That's because our implement designers 

and our tractor engineers worked very closely together 

before the first tractor ever rolled off the line. 

John Deere loaders have an integrated parking stand that folds up, while hydraulics 

lift the entire loader onto solid supports in seconds. John Deere backhoes were 

integrated with the tractor's rockshaft arms to raise the backhoe 

onto the tractor frame for a fast, and stable, connection. Both 

take fewer than four minutes to attach and detach. 

Rest assured, every one of the over 40 attachments available 

was designed with the same step-to-it mindset. 

For a quick demonstration, just visit your local John Deere dealer 

(call 1-800-537-8233 or visit www.deere.com for one near you). 

Please, on your way there, follow all applicable speed limits. 

5:00 
minutes 

4:00 
minutes 

http://www.deere.com


(continued from page 30) 

"Some contractors just don't want to deal 
with so many bits and pieces," Baldwin said. 
"They think it's too much trouble, that there's 
just too much to keep track of compared to a 
conventional system." 

Being too complicated is a common 
misperception drip has faced from the land-
scape industry. Another is the notion that 
drip is too much of a maintenance hassle or 
costs too much. 

All of these perceptions are generally in-
accurate or exaggerated, according to Astram. 
"A lot of people think drip is more expen-
sive, more labor intensive and higher main-
tenance than a conventional system, but it's 
not," he said. 

Changing minds about drip, however, is 
a matter of education and getting accurate 
information out to the industry, he said. 

DRIP TIPS. For a drip system to work 
properly, there are several considerations to 
keep in mind. Drip requires low water pres-
sure in order to run and operates at a slower 

rate than a conventional system, 
said Baldwin. With drip, con-
tractors must think in terms of 
gallons per hour as opposed to 
gallons per minute, she added. 
"It's a longer run because the 
application is slower." 

In addition, using clean wa-
ter is essential, since emitters and 
other system components can get 
clogged. Baldwin advised check-
ing components on a fairly regu-
lar basis to make sure everything 
is in working order. 

When installing tubing, con-
tractors should put it at least a few inches 
below grade and cover it with mulch, Astram 
advised. Otherwise, "anyone working in 
the bed can catch the tube with a rake," 
he warned. 

Baldwin agreed with the importance of 
installing a drip irrigation system at the 
proper level. "If you bury the system, dam-
age isn't a real issue. There's very little that 
can go wrong," she said. "If you install it 

"Increasingly, drip is almost a 

household v/ord, especially in 

areas like California and 

Florida, where water is an 

absolute necessity 

and in short supply." 

- Kathleen Baldwin 

above ground, however, someone can kick 
out the tubing or a dog running through the 
bed can pull it up," said Baldwin, speaking 
from personal experience. 

Overall, drip is easy to install, according 
to several irrigation experts. "There's not a 
huge learning curve. It takes about an hour to 
learn," said Baldwin, who noted that she 
installed her drip system at home without 
any complications. - Cynthia Greenleaf Q] 
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We have the most popular fixtures from leading manufacturers in stock for immediate 
shipment anywhere in the United States. Please call for a complete list 
550-253-6765 • FAX: 330-253-6764 J-800- 758-6359 
290 Opportunity Pkwy. • Akron, OH 44307 visit our web site at www.cascadelighting.com 
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Ik* M hmì 
O GPS satellite signals let you know 

exactly, to the minute, where all your... 

© Vehicles have been, their speed 
and... 

© Location and time of all their 
stops. Using the most accurate... 

RO. Box 168 Ph: 800-279-0035 
Sugar Land, TX 77487 281-494-3636 
E-mail: sales@advantrack.com Fax: 281-494-3644 

© Stop Roport available, you can 
verify departure and arrival times, all 
stops and length of stay at job sites.. 

Driver's Name 
2000, CJMC C1500. Wednesday March «S, 2000 

&06AM 6.28AM 00:22 h TYmmm 

6:28AM 11:18AM 04 J O 3-Y—ClBQll l j Otte» 

11:19AM 11:22AM 

11:22AM M :27AM 0 0 * » L-Exxo* Gm S 

4:36PM 6:50PM 02:14 B-Ho—. Bmfkufm U. 

6:50PM 6:54PM 
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© with No Monthly Fees 
our affordable, reliable, real-
time and historical systems 
will help make your operation 
more efficient and profitable. 
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QUESTION: Last month, you spoke about profit 

margins in the 15 to 20 percent range. Can you give 

me some advice on how I can get my company to 

that level? 

ANSWER: Believe it or not, profit margins in the 
15 to 20 percent range are possible for many com-
panies. Smaller companies regularly achieve this 
goal, often because of their minima 1 overhead costs 
and the fact that the owner frequently fufills many 
roles. The best companies consistently achieve this 
mark by focusing on their accounting systems. 

First, tracking the profitability of all your sig-
nificant service lines is critical. As a rule of 
thumb, I suggest tracking profit to the bottom 
line on any service you provide that equals at 
least 10 percent - or better yet, 5 percent - of your 
gross revenue. 

(continued on page 38) 

One of the most popular speakers at the 2000 Lawn & Landscape School 
of Management was David Minor, founder and former president of 
Minor's Landscape Services, a $12-million company in Fort Worth, 
Texas, that Minor sold to TruGreen-ChemLawn in 1998. In this monthly 
column, Minor shares his thoughts and suggestions for managing a lawn 
and landscape business. 

In addition to serving the industry as a consultant and speaker, Minor 
is professor and director of The Entrepreneurship Center at The M.J. 

Neeley School of Business at Texas Christian 
University. Readers with questions they 
would like to ask Minor can e-mail them to 
bwest@lawnandlandscape.com or fax them 
to Lawn & Landscape at 216/961-0364. 

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 Meta$ystox®R 
Fungicides - Bayleton®, Aliette® and Alamo® 

Fertilizers - Our proprietary N u t r i j e c f formulations 
Bactericides - Oxytetracycline antibiotic 

1879 SW 18th Ave 
Williston, FL 32696 

1 - 8 0 0 - 6 2 2 - 2 8 3 1 
e-mail: ¡nfo@treetech.net 
website: www.treetech.net 

Tree Tech® Environmentally Sound Tree Health Care for the 21st century and beyond. 

labels, MSDS Sheets and Other Information Available at www.treetech.net 
USE READER SERVICE #113 
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I'm your go-to guy. 
I carry all your tools. And keep you 
In the green. I'm always on the job. 

Vehicles shown with equipment from an independent supplier. See owner's manual for information on alterations and warranties. 
36USC220506 © 2000 General Motors Corporation. All rights reserved. 

Proud Sponsor of the 
2000 U.S. Olympic Team 

When your business relies on the growing season, every day is a push for profit. 

The GMC* classic Sierra5 3500 HD can take the heat. It offers a base payload 
capacity of up to 9,232 lbs and is available in three wheelbases. Plus, flat frame rails 
mounted close to the ground make for easier body installation. 

Our choice of engines gives you power to burn. Both our standard 290 hp Vortec™ 
7400 gas engine and available 6.5L turbo diesel with 195 hp keep your business moving 
forward. And our standard four-wheel 
antilock brakes help you maintain steering 
control even during adverse conditions. 

The classic Sierra is relentless power and 
reliability at your command. Do one thing. Do it welLM 
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It's Weatherproof. 



GET YOUR FREE SAMPLE OF ROUNDUP PRODRYm 

N a m e (please print first/middle initial/last) 

I I I I I I I I I I I I 
Business Name 

I I 
Address 

City 

State 

Phone 

Zip 

Lawn Care/Landscape 
I | • Owner • Manager • Other:_ 

Golf 
I | • Golf Superintendent • Other:_ 

1. How much Roundup PRO did you purchase in 1999? 

2. What is your annual herbicide budget? 

Primary Herbicide Retailer 

Retailer Phone 

Fax 

Cellular/Mobile Phone 

E-mail Address 

Retailer City/State 

Roundup 
^ PppDry 



M O N S A N T O C O M P A N Y 
CUSTOMER RELATIONS CENTER-CS7K 
800 N. LINDBERGH BLVD. 
ST. LOUIS, MO 63167 

ft 

BUSINESS REPLY MAIL 
FIRST CLASS MAIL PERMIT NO. 3016 ST. LOUIS, MO 

POSTABE WILL BE PAID BY ADDRESSEE 

M O N S A N T O C O M P A N Y 
CUSTOMER RELATIONS CENTER-F2EA 
800 N. LINDBERGH BLVD. 
ST. LOUIS, MO 63167 

NO POSTAGE 
NECESSARY 
IF MAILED 

IN THE 
UNITED SATES 
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INTRODUCING NEW 

UP PRODRYm HERBICIDE. 

It's finally here! New Roundup ProDrythe weatherproof 

herbicide that delivers rainfastness in an hour. 

Now you can minimize weed control callbacks 

and increase your window of application. 

Plus, Roundup ProDry mixes in three minutes, 

turning into a solution that won't settle out. 

Easy to handle. Simple to measure. 

To keep your labor dollars working harder. 

Wouldn't you like to try a new kind of dry? 

Contact your local retailer and ask 

to see a trial demonstration 

of Roundup ProDry, or cal 

I-8OO-ROUNDUP for 

more information. 

~ PRODry 
m Herbicide M 

'Mi stake proof. 



(continued from page 34) 
Most people in our industry usually only 

account for their landscape maintenance and 
installation divisions. There are flaws in this 
line of thinking. For example, in landscape 
construction, bid work is generally going to 
be less profitable than enhancement work. If 
you have mingled the two, you will never 
fully comprehend what level of profitability 
you have in either division. Generally, your 

margins are higher in chemical lawn care or 
landscape maintenance and less in services 
like irrigation repair. You must know what 
profit centers are the most productive. Then, 
focus on promoting the most profitable ser-
vices and eliminate the services that have 
less-than-desirable profits. 

For example, let's assume that a $1 mil-
lion company provides landscape installa-
tion and maintenance. This contractor may 

also provide chemical applications and irri-
gation repairs in addition to core mainte-
nance work. In landscape construction, this 
company may provide installations for new 
projects as well as landscape enhancements. 
Further, let's assume that each department 
does more than $100,000 in annual revenue. 
If that is the case, create a financial statement 
that tracks all direct costs associated with 
each service. This can easily be done using 
any accounting software on the market. 

Begin by having your field people code 
labor to a particular service line. Have color-
coded work orders to assist your staff. Labor 
is the most important expense item to control 
on a financial statement. Track labor to deter-
mine profitability. Also, do this for materials 
in construction and enhancement. For other 
variable expenses, and general and adminis-
trative expenses, allocate the expense on a 
discretionary basis, a percentage of labor or a 
percentage of sales basis. Although you risk 
allocating incorrectly, allocating expenses in 
some way is better than not allocating at all. 

From my experience, contractors who use 
this comprehensive method of accounting 
are surprised to find they are not making 
money with a particular service. But this type 
of tracking allows them to price properly and 
control labor costs and other expenses. 

A final word on your accounting system -
it is absolutely critical that the methodology 
for accounting all your services is done on the 
accrual basis as opposed to the cash basis. 
Most contractors in our industry use a hybrid 
of the two. Many times they will do the cash-
based method for expenses and a combina-
tion of the cash and accrual method for book-
ing revenue. 

Many times I have heard folks say they 
are using the accrual method in booking rev-
enue when they are actually using the cash 
method. Usually, this mistake occurs in land-
scape maintenance. An example is when rev-
enue is booked as per defined in a contract. 
For instance, a 12-month, $12,000 contract is 
booked at $1,000 monthly. But the revenue is 
accruing on a different schedule. In many 
parts of the country, that revenue on an ac-
crual basis may be $500 in January and $1,500 
in July. If you don't match your actual ac-
crued sales with accrued expenses, you will 
never know your profitability. 

There are many other ways to ensure prof-
itability, but the best place to start is with 
proper and detailed accounting systems. HJ 

TURN IT UP! 
Irritrol Systems is turning it up with its 2 0 0 0 Series family of residential 

valves. These next-generation models are loaded with impressive features. 

Check them out: 

• The new 2 5 0 0 valves, successor to our popular 2 0 5 Series, offer a host 

of enhanced features that includes a complete stainless steel, self-

cleaning metering system and a double-beaded diaphragm, plus manual 

and external bleed. 

• Our reliable 2 4 0 0 electric globe and 2 6 0 0 electric angle valves also 

feature a double-beaded diaphragm and internal bleed. 

B E Y O N D T H E E X P E C T E D 

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

(909) 785-3623 Fax: (909) 785-3795 www.irritrolsystems.com 

2 0 0 0 
e r i e s 
family of 

v a l v e s 

Irritrol. 
SYSTEMS 

• The 2 7 0 0 anti-siphon valves, available in 

electric and manual models, feature a built-in 

atmospheric vacuum breaker and jar 

and captive-screw bonnet configurations. 

The 2 0 0 0 Series family — 

valves for the new millennium. 

S 
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A Winning Workplace 

We want to know what 

smaller contractors 

are thinking. Send your 

comments and ideas 

for future "Mind Your 

Business" topics 

to cgreenleaf @ 

lawnandlandscape.com 

With a healthy job market and a record-low unemploy-

ment rate, finding and retaining good employees is a 

difficult task. For smaller contractors with fewer re-

sources than their larger counterparts, this can be a 

particularly frustrating challenge. 
Part of retaining good employees is making sure the 

right ones are hired in the first place. "You just have to 
really work hard to choose the people you want and not 
just take in people who come to you," said Mark Tarzian, 
owner, Windemere Landscape Services, Steamboat 
Springs, Colo. "Bad employees are like a cancer," 
he observed. "They end up negatively affecting other 
employees." 

CREATING AN APPEALING CULTURE. To find 
and retain good workers, smaller contractors can play 
on their strengths and emphasize what sets them apart 
from larger employers, advised Greg McLaughlin, 
owner, McLaughlin Landscape, Pendleton, Ore. 

McLaughlin, who has anywhere from eight to 14 
employees depending on the season, noted that smaller 
companies, in particular, have the ability to get creative 
and make an extra effort to let their employees know 
they're valued. If companies do this, the issue of em-
ployee retention is minimized. 

For one, smaller contractors need to create a com-
pany that employees actually want to work at. To differ-
entiate his company from competitors, McLaughlin, for 
example, gives his employees weekends off, which is an 
unusual move for a contractor. Having every Saturday 

and Sunday free gives his employees time to re-
energize, and more importantly, allows them to be 
with their families, McLaughlin said. 

In addition to some obvious employee reten-
tion incentives like offering competitive pay and 
generous benefits, contractors should appreciate 
their employees in ongoing, concrete ways, 
McLaughlin advised. "Thank them for specific 
things they're doing well," he said, noting that 
even the slightest gesture of appreciation can go a 

long way. "Encourage your employees and allow them 
to have flexibility with such issues as scheduling and 
work responsibilities. Send a message that you really do 
care about them." 

To further create a "feeling of being on a team that 
cares," McLaughlin said he writes a yearly letter to 
individual employees to provide encouragement and 
feedback and also treats his staff to lunch once a month. 

Like many successful companies, Belknap Landscape 
Co., Gilford, N.H., sees its culture reflected in every aspect 
of the company, even job titles, according to Andrew 
Morse, operations manager. That's why employees are 
referred to as "team leaders" and "team members" 
instead of foremen and laborers. "That terminology is 
old school," Morse said, adding that these titles help 
worker morale and create a sense of camaraderie. 

Belknap has also demonstrated a commitment to 
employees by helping them find work in the off-season. 
When the landscaping season ends, the company helps 
its workers look for alternate sources of income and 
provides job recommendations if necessary. This cre-
ates worker loyalty and keeps them coming back, Morse 
said. Otherwise, "when someone leaves in November, 
there's a chance you might not see them again," he 
pointed out. 

Another way smaller contractors can create a posi-
tive work environment is by including their employees 
as often as possible in any decision-making processes. 
Allowing them to have a say provides employees with 
a sense of ownership about their work and instills in 
them a sense of pride, Morse said. 

Belknap, which has about 50 employees, holds an-
nual management training that focuses on creating a 
positive work environment. During this time, the com-
pany brings in a consultant to advise managers about 
such issues as establishing an appealing company cul-
ture and maintaining employee morale. Even for a 
smaller company watching its bottom line closely, this 
kind of training is, without question, worth the invest-
ment, Morse advised. "It's a matter of 'Can companies 
afford not to do this?'," he said. - Cynthia Greenleaf ID 
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by Bob West 

THE LAWN DAWG 
FOUNDED: 1997 

HEADQUARTERS: Nashua, N.H. 

BRANCHES: Portland, Maine, and 

Marlboro, Mass. 

SERVICES: All of the company's 

revenue comes from residential lawn 

care work. 

1999 REVENUE: $ 1.037 million 

ESTIMATED 2000 REVENUE: 

$1.7 million 

THE PHILOSOPHY 
MISSION STATEMENT: To be 

the largest and best professional 

lawn care company in New 

England by employing honest, 

aggressive marketing coupled with 

an unparalleled commitment to 

customer service. 

FUTURE CHALLENGES: Operat 

ing a growing lawn care company 

in an increasingly regulated 

environment; removing the owner 

from day-to-day operations to 

commit more time to industry 

associations and the local and 

national issues affecting our 

industry; and finding quality lawn 

care professional with the motiva-

tion, ability and courage to open 

new limited franchises. 

THE OWNERS 
Jim Campanella 
Tom Kelly 

t 

Despite all of the uncertainties associated with owning your own business, Jim 

Campanella knows one thing for sure - he doesn't have to worry about being 

sold again. 

Campanella's four previous employers in the lawn care industry were all 
sold while he worked for them, with the last transaction being the sale of 
Barefoot Grass to TruGreen-ChemLawn in 1996. Tired of such transitions and 
confident that the sale of the industry's second-largest company to the largest 
created a tremendous growth opportunity for other companies, Campanella 
incorporated The Lawn Dawg in January 1997. 

Campanella, who had risen to the position of regional 
manager within Barefoot Grass, was joined by Tom 
Kelly, one of his branch managers, and the pair started 
calling on banks for financing. "The message we had for 
the banks was that consolidation had created a lot of 
room for growth, and we thought we could make a 
strong company out of this void," Campanella recalled. 
"We had a great business plan and we made some good presentations, but the 
banks didn't want to touch us because we needed money for payroll and 
marketing, and those aren't hard assets the bank can use to recover a loan." 

Ultimately, Campanella got a phone call from June Boston, a former co-
worker he met while working for Lawnmark, which was eventually sold to 
Barefoot. She provided the financing the company needed. 

"We had to make a lot of sacrifices early on, like not taking a salary for the 
first year," Campanella recalled. "But then a local bank manager we had 
approached for financing had kept our business plan and came to see us after 
our first year. She liked our first-year results and gave us an unsecured, open 
line of credit for enough money to get us started on the second year." 

Hie Lawn Dawg 
14 Celina Ave., Unit 6 

Nashua, N.H. 03063 

603/578-9133 

www. la wnda wg. com 
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f Tout Kelly (left)and fim CampatteUa (right) rely heavily on 
soil testing and experienced laum specialists to deliver 
customized lawn care solutions. Photo: Lam/ MçHugh 
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DARING & DIFFERENT. Saying you want 
to create a lawn care company that is differ-
ent from all of the rest is one thing, but 
offering customers a seven-application pro-
gram instead of the traditional five-applica-
tion approach and guaranteeing to never 
raise a customer's price is truly different. 

"The seven-application program had 
some successes and failures," Campanella 
noted. "What we initially wanted to do was 
make seven visits to the property so we were 
on the property more often and we could 
catch problems before they got too severe." 

"The theory was that we could predict 
problems before they happened, but that 
only works when you've only got 600 cus-
tomers and you've got three lawn specialists 
to manage those customers," agreed Kelly, 
vice president. 

"Last year, the drought, the growing num-
ber of customers we had and the lack of of 
employees we had made getting the applica-
tions done on time a real challenge," noted 

Campanella. "We also ran into a lot of grub 
damage because we had taken a curative-
only approach with grubs." 

This year, the company wil still make 
seven applications, but it will do so in five 
visits by adding preventive grub control and 
a lime application for all customers. 

The lime application is clearly important 
based on the results from more than 5,000 
soil tests The Lawn Dawg conducted on 
customers' properties in the last three years. 
"We did a test every year for every customer, 
and we found some pretty consistent results 
in terms of what the soil in this area needs," 
Campanella explained. "Now everyone will 
get a lime application to improve the soil 
pH, and we've eliminated phosphorous from 
the fertilization program because the soil 
doesn't need it." 

An additional dynamic to adding pre-
ventive grub control for all customers is The 
Lawn Dawg's guarantee to never raise a 
customer's price from that customer's first year 

In 1996, when Jim Campanella and Tom Kelly heard the news that 

TruGreen-ChemLawn bought their employer, Barefoot Grass, they 

knew that presented them the reason they needed to start their own lawn care 

company. The night they got the news, the pair met at a Boston-area pub and 

hashed out the plans for their new company. 

One of Campanella's chief goals was to make 

sure their new company successfully differentiated 

itself from what he saw as a number of similar 

companies already doing the same thing in the area. 

"I figured if we were just going to offer a five-

application program and name the company Green 

This or Green That, we wouldn't be any different," 

Campanella related. "When I was at Barefoot, some 

people would call us and then ask us which 

company they had called because there was no differentiation in the market." 

Being different for Campanella started with choosing the company's name, 

which was inspired by a softball team he played on called The Lawn Dawgs, 

and its logo. "I asked my 16-year-old nephew to draw me a picture of a happy 

dog, and his first draft is the logo we're using today," he related. "We changed 

the spelling of dog so it matched with the spelling of lawn, and we make sure 

^ ^ that logo is prominently displayed on everything we 

have and everything we send out to customers. Now, 

people know that dog, and they know us." - Bob West Day 

with the company. "This year we're adding 
grub control for everyone and not raising our 
prices for current customers because loyalty 
means a lot to us," noted Kelly. 

"Yes, this will be more expensive for us, 
and on the surface the cost increase may 
appear to take a bite out of our profit," Kelly 
recognized. "But we'll provide a better ser-
vice for our customers, which means a lower 
cancellation rate and a higher referral rate, 
which means increased route density and 
higher long-term profitability." 

Campanella explained that the no-price-
increase promise came from customers com-
plaining that too many companies focus on 
rewarding new customers instead of long-
time customers. "People ask me how we can 
promise to always charge someone $25 for a 
5,000-square-foot application, but we do raise 
our prices every year for new customers, and 
we get more efficient and more profitable on 
our long-term accounts," he pointed out. "In 
addition, our cancellation rate is about 11.4 
percent, which is lower than I've ever seen, 
and that has a tremendous impact on profit-
ability because every customer we retain is 
one less new customer we need to grow." 

THE M A R K E T I N G MACHINE* 
Campanella learned about the importance 
and art of marketing while working for a 
number of larger lawn care companies. 

"A lot of lawn care companies think they 
either have to be a large company or they 
have to be quality focused, and they can't do 
both," explained Campanella. "We think you 
can blend the two, so we have taken an 
aggressive telemarketing approach, and we 
only make promises that we can keep." (For 
information on The Lawn Dawg's telemar-
keting program, see "Telemarketing: Friend 
or Foe?" Lawn & Landscape, January 2000.) 

Once The Lawn Dawg picks up new cus-
tomers, Campanella wants to do everything 
possible to keep them. "Part of marketing is 
doing the best job you can to keep your 
customers happy," he pointed out. "We com-
municate with our customers in writing with 
every application, and we ask them to fill out 
a report card during the season so we know 
if there are any problems and so they know 
we are committed to them and their lawns. 
(To see a copy of The Lawn Dawg's customer 
report card, check out this article at 
www.lawnandlandscape.com.) 

(continued on page 44) 
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^Call today for a free copy of our 
Design & Installation Guide. 
It will help you plan your next 
project and show you our entire 
line of path, directional and 
outdoor track lighting. 

(800) 236-7000 
In Canada phone (800) 250-4888 
www.ruudlighting.com 

An Advanced Lighting Technologies Company 
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(continued from page 42) 

"In addition, we have office personnel 
call each customer before every one of our 
visits to their property to see if they have any 
special needs or problems we need to be 
aware of," he added. 

Keeping this responsibility out of the lawn 
specialists' hands benefits the customers and 

the specialists. "Our specialists are very fo-
cused on what is most important, which is 
treating their customers right and deliver-
ing a nice-looking lawn," Campanella noted. 
"We don't want them worrying about get-
ting back to the office in a hurry to make 
phone calls before going home for the night." 

USE READER SERVICE #113 
104 JUNE 2 0 0 0 

Campanella said he has made a conscious 
effort to focus his lawn care specialists' re-
sponsibilities and to set the tone for customer 
service by how he treats them. "These are the 
people who make a company successful be-
cause they're the ones interacting with the 
customers," he explained. "We have to treat 
them the way we want our customers treated, 
so we give them plenty of time to do the job 
and keep distractions away from them." 

Campanella also empowers his lawn care 
specialists to make decisions about the needs 
of their customers' lawns and set their own 
productivity schedules. "I don't have any 
strict production goals other than getting to 
all of your customers in an acceptable amount 
of time between treatments because we want 
them to be specialists and not just applica-
tors," he said. "I don't track their product use 
on a per-route basis either because only the 
person on the property can decide how much 
fertilizer or herbicide needs to be applied." 

The company's commitment to its em-
ployees is further illustrated by its benefits 
for lawn care specialists, which include a 
company vehicle, a gasoline allowance and 
an IRA plan. "We also pay our specialists a 
full salary for the entire year even though our 
season is only from April 1 to mid-Novem-
ber," Campanella added. "We may overpay, 
but how can you overpay the people who are 
in the field taking care of your customers?" 

The lawn care specialists' job responsi-
bilities do change somewhat in the winter 
months, which is prime selling season for 
The Lawn Dawg, although the employees 
typically only work four-day weeks during 
this time. "We don't have automatic renew-
als, so we send all of our customers a renewal 
notice Dec. 1, and then we're all involved in 
calling those customers who don't respond 
to the mailing," Campanella explained. 
"We're on the phones until Feb. 1, which is 
when the telemarketing employees start and 
begin generating new leads, and then the 
specialists work from noon to 8:30 p.m. fol-
lowing up on leads during the day and mak-
ing some calls at night. Then they start run-
ning their routes again April 1." 

Being able to afford year-round salaries 
when the company isn't generating revenue 
is a challenge, but Campanella reports that 
the winter months are typically the company's 
strongest cash flow period because of pre-

(continued on page 46) 
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fax: 701-228-2127 

Americas #1 selling walk-behind skid steer 
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Take a look at the Maximan advantage...super 
compact design, over 30 Maximate attachments, 
and the MaxAttach quick-coupler system. 
Built from the ground up with low-pressure 
high-grip tracks, dual hydrostatic drives, and 
separate auxiliary hydraulic couplers the 
Maximan provides tremendous power and 
production. Call us today for your free video, 
or stop in and see your local dealer. 
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So many weeds, 
one simple solution. 
Crabgrass, goosegrass, nutsedge, 
clover, plantain, oxalis ... the list of 
summer weeds goes on and on. 
When the list includes both grass 
and broadleaf weeds, there's only 
one simple solution -Trimec® Plus 
Broadleaf and Selective Grass 
Herbicide. No other postemergent 
herbicide gives you control of so 
many weeds without harming 
desirable turf grasses. One easy 
application. No mixing. No guessing. 
Trimec® Plus. 

TRIMEC HAS 
THE SOLUTION.. 

pbi /GORdon 
conponation 

An Employee-Owned Company 

1-800-821-7925 
www.trimec.com 

Always read and 
follow label directions. 
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{continued from page 44) 

payment incentives it offers customers. "We 
offer everyone a 10 percent discount if they 
pre-pay for their service, and approximately 
45 percent of the customers do it," he ex-
plained. "Those prepayments are crucial for 
us because there isn't enough money avail-
able in our credit line to pay employee sala-
ries throughout the winter." 

GREAT GROWTH. The Lawn Dawg's 
original business plan called for the com-
pany to generate $800,000 in sales by the end 
of its third year, but the company and its nine 
lawn care specialists handled slightly more 
than $1 million in sales last year. The growth 
was good for the company, and Campanella 
said it had to happen so the company could 
afford to hire some key employees. These 
employees live in Marlboro, Mass., and Port-
land, Maine, so the company opened 
branches in those locations. 

And the company has employed a unique 
approach to finance its expansion. 

"Our new branch managers contribute a 
certain amount of money upfront to guaran-
tee them a certain percentage of the year-end 
profits from their branches," Campanella 
explained, adding that the deal doesn't in-
volve any ownership of the company. "All 
they have to do during the year is what they 
know best, which is running a branch, and 
I 'll take care of the finances and accounting. 
This gives us the best of both worlds because 
it helps with our capital needs while also 
increasing the level of commitment from the 
branch managers." 

"Then the managers get to be involved in 
making sure their investment in the com-
pany is successful," Kelly added. 

Campanella looks to grow as much as 70 
percent this year without new branches as 
the company moves toward its goal of being 
New England's largest lawn care company. 

"Our original goal was to double in size 
this year, but we've learned that having ex-
perienced and knowledgeable people in the 

field is crucial, so we scaled back our goals," 
he related. "We're not going to grow at the 
sake of our reputation." 

One of the challenges the company must 
address as it grows is one that is familiar to 
most owners and managers who start a com-
pany by being in the field and then hand off 
production responsibilities to employees. 
"When Jim and I started out, we had a small 
building, a couple of trucks, no salaries and 
no customers, so the customers we got meant 
everything to us," Kelly pointed out. "Now 
that we have more employees, getting them 
to care as much about the customers as we 
did can be hard. But we want them to realize 
that every customer is as important as the 
next one. That's one of the reasons why we 
try so hard to keep them focused on making 
applications during the season - so nothing 
distracts them from customer service." [D 

The author is Editor of Lawn & Landscape 
magazine. 
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TO WANT THE BEST OF BOTH WORLDS. 
Preventive or curative? Why not both? 

MACH 2® is the only turf insecticide that gives you 

the power to prevent or cure grub infestation. Apply in 

mid-May to prevent grubs all season long. Or apply 

immediately after egg hatch and grubs up to the 

second instar stop feeding within hours after 

ingestion, and die shortly after. 

Plus, the innovative new chemistry behind 

MACH 2 Turf Insecticide requires no immediate 

®/RohMid L.L.C. Company ©1999 
Always read and follow label directions. U S E R E A D E R 

irrigation, is virtually odorless and offers a 

favorable environmental profile. 

So, when it comes to MACH 2®, the best of both 

worlds is clearly an understatement. 

For more information, call 1-888-764-6432 

ext. R2551, or visit our website at www.mach2.com 

MACH 2 
TURF INSECTICIDE 
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Route Management 
by Mcoïe Wiàiieivski 

n 

Regularly tweaking, \ 

developing and P 

restructuring a route 

management program 

instead of having one 

that's set in stone 

can be more productive 

and cost effective. 

Scott Brown is willing to travel for commercial maintenance jobs, such 

as Coca-Cola Corp. and CAMCO Property Management, that are 60 

miles from his home base in Atlanta, Ga. His route management 

program is dictated by his sales process and vice versa. 

"These high-profile commercial jobs are worth the extra time and 
expense," enthused Brown, president of Atlanta Lawn. "We schedule 
jobs that are farther out in a particular way. If we are traveling to an 
area where we don't have any other work at the time, we immediately 
go on a sales blitz. We start working that area heavily to accommodate 
our route. We bid and gain as much work as we can to keep a full day 
in that area. So far, this approach has worked very well and prevents 
us from having scattered routes." 

Brown's key to routing is approaching the clients he wants and 
providing them with the right information and references so that he 
can close those accounts. "Then I am in an area that I would like to be 
in working on accounts I would like to put my company name on." 

Being selective about potential clients can solve a lot of selling and 
routing hassles. No route can be serviced or bid in the same exact way 
and be acceptable for clients who have different needs. "Our system 
works well for jobs far and near because we are able to be so flexible," 
he said. 

Whether a routing program's focus is selling in specific areas to 
establish routes, splitting up the service area, factoring in additional 
rush hour and congested traffic costs, or automating the process, 
productivity, organization and focus will become easier as long as 
contractors remain flexible managing their routes. 

THE RIGHT APPROACH. Atlanta Lawn's sales/routing program 
targets specific jobs the company wants to maintain. "We don't just go 
out and bid on the world," Brown said. "We approach prospects in an 
area that we want to work in, let them know we truly selected them 

(continued on page 52) 
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You can trust the stars if you like, but the fact is that 

UHS Signature Brand Fertilizers" are outstanding performers. 

But don't take our word for it, both university trials and 

customers are attesting to Signature's premium results. 

Check with your UHS salesperson for more details. 
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What do they call a chain saw that delivers superior 

performance day in and day out, no matter 

how difficult the duty? Echo. 

Echo chain saws tackle your toughest logging, felling and limbing jobs and keep 

coming back for more. That's because Echo chain saws have our exclusive Pro-Fire® 

electronic ignition and all-position diaphragm carburetor to ensure fast, easy start-ups 

and smooth running — every hard-working day. Plus, Echo chain saws are backed by 

the strongest warranty in the business. That's Echo Pro Performance! 

Built by the team that knows exactly what professionals need: quality, durability 

and power. For more information call 1-8QO-432-ECHO (3246). 





R o u t e M a n a a e m e n t 
(continued from page 48) 

and would be honored to work for them, and 
then let them consider hiring us. We have 
had a great closing ratio using this approach. 
Plus, then we have accounts we have found, 
instead of them finding us." 

The company takes on new customers by 
having crews in areas like aeration or prun-
ing that can be pulled off their schedules and 
moved in a split second to a maintenance 
crew, Brown said. "We operate two full-
time, year-round aeration crews, and we 
schedule them so they can be moved around 
by usually only scheduling their work no 
more than two days ahead," he said. "All 
other customers are on standby or know a 
general time frame for when they will be 
aerated. So, when we obtain clients and can't 
work them into a current route, we pull an 
aeration crew off for a day or two or until the 
job can be worked into a maintenance crew 
or a new route is created." 

In addition to the aeration crews, Brown 
(continued on page 65) 

Unfortunately, the sun doesn't shine every day. Contractors need to cushion 

their schedules with some extra time so when an unplanned-for rainstorm 

hits, they can easily reschedule clients. 

Bruce Bachand, vice president, Carol King Landscape Maintenance, Orlando, Fla., 

rarely has to deal with the intrusion of rain into his busy schedule. 

"We attempt to get our work done whenever possible - rain or shine," Bachand 

said. "When rain interferes with our day or cancels our work, we roll the work into the 

next work day and move all work back until it is made up. Because our crews finish at 

4 p.m., we can either stay out later or roll work all the way back to Saturday. The 

result is an additional expense for overtime, which can be an expensive proposition." 

Scott Brown, president, Atlanta Lawn, Atlanta, Ga., has a slightly different 

approach. He keeps his maintenance crews on a four-day-per-week cycle Monday 

through Thursday. If rain or extra work isn't a problem, then a crew has three options 

on Friday: take the day off, do some extra work or go back to any accounts that need 

some additional attention, such as pruning, bed work or irrigation system repair. 

These four-day work weeks with two additional Saturdays per month also provide 

time off for employees' personal needs. 

Because Brown doesn't promise his clients a specific day of the week for mainte-

nance, altering the schedule in the event of a storm is easy. "We refuse to dedicate a 

specific day to any account and we make this known upfront," Brown said. "We do, 

however, keep the route in order. So, customers are never affected by beginning- or 

end-of-the-week weather delays." 

- Nicole Wisniewski 

of Nature 

Aerators, Bed Edgers, Sod Cutters, 
Lawn Overseeders And Parts Factory Direct. 

$999. 
$581 mo 

$7,725. $7,580. 
$91 Imo $8 41 mo 

w/B&S Engine 

Sod Cutter Edge-R-Rite Lawn Overseeder Aerator 
I High performance equipment 

at prices you can afford 
I Easy set-up and service 
I With parts direct, delivered 

overnight you save time and $$$ 

$2.55 
each 0(100 

Aerator Tines 
Aerator tines that fit Ryan,; Claussen, 
Bluebird; Lesco' and Turfco' 

(800)679-8201 or turfco.com 

12-year warranty backs our 
quality promise 

I Monthly payment option 
I 90 day same as cash 
I Just 2-3 jobs a month can 

cover your*payment 

* Monthly payment may vary, call for quote. 

$2,125: 
$110lmo 

w/B&S Engine 

• Registered marks are owned by their respective companies. 

USE READER SERVICE # 2 9 
52 JUNE 2 0 0 0 LAWN & LANDSCAPE 



» V * v H 

M » - * * 1 ? 

m^mm 



Premier n is a Smash Hit 
at the Box Office 

You'll be selling tickets, too, when you grow a 
dramatically dark green, fine-leafed lawn of 
BARENBRUG Premier II Turf Type Perennial 
Ryegrass. This top-rated new turf variety 

• establishes quickly 
• grows a dense, springy, carpet-like sod 
• holds up well in applications from home 

lawns to parks to football stadiums 
• top ranked in the 1998 NTEP trials, exhibiting 

high ratings in most categories. 

© 2000 BARENBRUG USA. Premier II Turf Type Perennial Ryegrass is a proprietary variety of BARENBRUG. 

Roll out the green carpet with Premier II from 
BARENBRUG. We've helped keep the world green 
for nearly a century. Call 1 - 8 0 0 - 5 4 7 - 4 1 0 1 for a 
descriptive brochure. 

BARENBRUG 
BARENBRUG USA 
RO. Box 239, Tangent, OR 97389 USA 
Phone 1-800-547-4101 • (541) 926-5801 
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SEED MARKET 
Import 

By Nicole Wisniewski 

When landscape contractors are moving, grad-
ing or altering soil on clients' properties during 
installation or renovation, keeping it out of neigh-
boring yards, streets and nearby waterways can 
be challenging. 

Protecting surrounding areas is becoming a 
principal concern for landscape contractors. Each 
particle of soil that falls out of place in the land-
scape can make decontaminating drinking wa-
ter more expensive and time consuming, accord-
ing to Jerome Daugherty, research specialist with 
the Indiana National Department of Resources 
Division of Soil Conservation, South Bend, Ind. "Soil washing away 
down a street drainage ditch or sewer system leads to a stream that 
leads to a river that leads to an ocean," pointed out Daugherty. 

As a result, Environmental Protection Agency (EPA) is requiring 
states to enforce erosion control locally with the Phase II rule of the 
National Pollution Discharge Elimination System (NPDES) 
Stormwater program. State stormwater specialists like Larry 
Osterholz at the Indiana Department of Environment Management 
have two years from November 1999 (the date the rule was pub-
lished in EPA's Federal Register) to write a state rule. 

The Phase I rule of the NPDES Stormwater Program states that 
anyone who alters a site larger than 5 acres must incorporate erosion 
control into the installation or renovation. The Phase II rule lowers 
that limit to 1 acre, affecting more landscape contractors. 

Getting caught ignoring erosion control on a site that meets these 
specifications can be costly. In Indiana, the fine for failing to submit 
an erosion plan for each site is $1,500, Osterholz said. If a contractor 
is caught causing erosion on a site, the fine increases based on the 
degree of off-site sedimentation and the number of violations and 
days the violations have occurred. Fines start at as little as $2,500 and 
go up from there. Osterholz said the highest fine in Indiana so far has 
been $38,000. 

As erosion control becomes more of a concern, landscape con-
tractors are becoming aware of the ways to stop soil movement. 

G r o u n 

Riverbanks can be protected against 

erosion with a silt fence and straw 

blanket (above) or with coconut logs 

planted with aquatic vegetation (below). 

Photos: Designs By Nature. 

| Nonstop soil 
movement 
and new 
legislation 
are forcing 
contractors 
nationwide 
to take action 
and stop 
erosion. 

/ ormo. 
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FOR MORE INFORMATION OR 
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CALL 800-638-1769 
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www.easylawn.com 
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EROSION HAPPENS. When water hits 
the soil, it dislodges the soil. As the water 
collects and moves downhill, the soil moves 
with it. This, according to David Millar, presi-
dent, Red Hen Turf Farm in New Carlisle, 
Ind., is how erosion takes place. "Soil with-
out roots is easily moved," he said. 

Most erosion occurs in the top Vi inch of 
soil or at the water-soil interface, which is 
why installing turf can help solve the prob-
lem of erosion, explained Roy Nelson, man-
ager of technical services, North American 
Green, Evansville, Ind. "Turf provides cover 
for soil to stop raindrop impact and inter-
cepts the forces involved with runoff or flow-
ing water," Nelson said. "Turf roots provide 
a binder in the soil to help hold it together." 

In a research study done at the Texas 
Transportation Institute, Nelson said a turf 
and reinforcement net controlled area with a 
3:1 slope and sandy soil lost only 8.1 kilo-
grams of soil per 10 square meters compared 
to the control plot, which lost 27.2 square 
meters of soil, proving that doing something 
to control erosion is better than doing noth-
ing at all. 

Sodding is one way to stop erosion. "If 
you want to stop erosion, you have to estab-
lish plants that cushion the rain with lots of 
stems," Millar said. "Sod has thick, thatchy 
areas that slow down the movement of wa-
ter. Then, below ground, sod creates a root 
system through the soil, holding it in place." 

Although sod is a live, mature plant with 
growing momentum that can build a good root 
system quickly, Millar recommended that sod 
installations be avoided in June and July be-
cause mature grass roots don't grow as 
quickly during those months. 

On any type of ground that has a 30-
degree or less slope, seed can also be used to 
establish a turf area that will guard the site 
against erosion, advised Bryan Muntz, sales, 
Barenbrug USA, Tangent, Ore. Hardy, low-
maintenance turfgrass varieties, such as tall 
fescue or chewings fescue, are commonly 
used for this purpose because of their VA- to 
6-foot root systems. Fine fescues, which have 
6-inch to l^-foot root systems, also work 
well. "These grasses have low to medium 
fertility requirements," Muntz said. "Blue-
grass and perennial ryegrass need much 
higher maintenance regiments." 

But Millar disagrees that seeding can ef-
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fectively prevent erosion. "Seeding doesn't 
slow things down instantly because a root 
system will not grow strong enough to stop 
erosion for at least one year," he said. 

Certain grasses, Millar said, such as pe-
rennial ryegrass, fine fescue and tall fescue, 
start growing quickly but are bunch grasses 
and won't spread out enough for effective 
erosion control. 

"The trick with bunch grasses is to plant 
them densely, forming a lush fort against 
erosion," Muntz added. "Mixing legume spe-
cies with turfgrass also provides a stable 
barrier." 

Other turfgrass varieties, such as Ken-
tucky bluegrass, do spread out but take a 
long time to get established if they are planted 
from seed. They are also susceptible to the 
elements (weather and erosion) in their youth. 

Muntz said some turf species, like Ken-
tucky bluegrass, which roots only 3 to 4 
inches deep, and Bermudagrass, which takes 
two seasons to get established, may not be 
wise choices for stopping erosion. 

Sod also has some disadvantages, Muntz 
offered. "Using sod can be like having some-
one else raise your children," he said. "Some-
times you don't know what you're getting 
with possible pests or diseases, and a lot of 
extra watering is needed in the beginning to 
get sod established. 

Sod is also more expensive, Nelson added. 
"Seeding a lawn and using a turf reinforce-
ment blanket is one-fourth the cost of sod-
ding," he said. 

Erosion control techniques can also differ 
for warm-season and cool-season grasses. 
"Warm-season grasses could go dormant in 
the winter when the danger of erosion is 
worse because the grasses are thinner," 
Muntz said. "Overseeding with a cool-sea-
son grass can solve this problem." 

A LITTLE ADDED SUPPORT. For sites 
with slopes greater than 30 degrees or to 
provide instant erosion control instead of 
waiting for turfgrass to get fully established, 
contractors use turf reinforcement mats or 
blankets made with natural or synthetic ma-
terials. "These are good if a big wash-out 
happens along a roadside," pointed out Mike 
Girvin, president, Designs By Nature, 
Mishawaka, Ind., adding that 30 percent of his 
company's work is controlling erosion. "We 
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would refill the area with dirt, compact the 
dirt, plant the appropriate seed mixture, cover 
it with a coconut fiber blanket and let suc-
cessful vegetation take over and solve the 
erosion control problem/' 

Organic mats are made with straw, coco-
nut or a combination of both. Products that 
contain coconut provide stronger erosion 
control, Nelson said. Also available are coco-
nut nets, which are thinner and are not likely 
to control severe erosion. The difference be-
tween nets and blankets is that blankets com-
bine two nets with loose fibers in between, 
providing added protection, Nelson added. 

Permanent blankets are made of polyeth-
ylene products that don't break down and 
provide a permanent binding below the soil 
as the plants grow through them. "But they 
are very expensive," Girvin said. "Perma-
nent blankets are strictly for areas that need 
the extra protection." 

Turf reinforcement mats, which can be 
bought in rolls that cover 80 square yards 
and weigh 40 to 60 pounds, are applied over 
a newly seeded area after fertilizer and soil 
amendments, such as lime, have been added. 
"The blankets are then stapled into place," 
Nelson said. "Either 6-inch, U-shaped metal 
staples are used or some contractors use a 
harder biodegradable stake that is 4 or 6 
inches long and is made out of a corn-based 
polymer. These stakes start to biodegrade in 
one year and fully biodegrade in three years." 

An organic mat will begin to biodegrade 
approximately 45 days after installation. 
Natural blankets will fully biodegrade in 
approximately 36 months. "Temporary mats 
don't reinforce vegetation once they break 
down and are predominantly used in less 
erosive conditions, such as 2:1 or less slopes," 
Nelson said. "But by the time they break 
down, the turf has already grown through 
them and the erosion problem is solved." 

GETTING SERIOUS. When slopes get 
steeper and erosion gets harder to control, 
sod, seed and erosion control blankets may 
not be the best methods of controlling soil 
movement. "Turf isn't the perfect answer for 
all sites," Millar said. 

Turf is a viable alternative to erosion 
control if it is going to be managed turf, such 
as on a residential property, explained Girvin. 
"In heavy wash areas that take a lot of rain 

LAWN & LANDSCAPE 

Attachments NEW! 
All the benefits of a 

Harlev Power Box Rake*except windrowing. 

N E W ! * 

ower Box Blade 
Economical Seedbed Preparation 
Non-Angling Harley Power Box Blade 
T h e Har ley P o w e r B o x B l a d e features a solid carb ide 
t o o t h e d rake fixed in a straight forward opera t ing pos i t ion 

a n d welded to a quick a t t a c h 

NEW! 

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. 

plate. T h e roller is powered 
by the b o o m hydraulic o f the 
skid steer requiring 14 g p m . 

S impl i f ied. 

U n i q u e t o o t h roller 
leaves g o l f ball type 
dimpled s u b - s u r f a c e . 

Ideal for l a n d s c a p i n g , 
t rench res tora t ion o r 
athlet ic field m a i n t e n a n c e . 

I B o x rake in a forward 
direct ion, col lect ing debris 
within permanent ly 
a t t a c h e d endplates . 

G l e n 
For more information contact Glenmac today your nearest Harley dealer. 

PO Box 2135. Jamestown, ND 58402-2135 U.S.A. (800) 437-9779 

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

U S E R E A D E R S E R V I C E # 1 5 1 
JUNE 2000 S 5 

mailto:sales@glenmac.com
http://www.glenmac.com


Want More Information? 
If so, either circle the reader service Barenbrug 2 153 
number of the company you'd like more Earth & Turf 8 156 
information on and fax it to 216/961- Easy Lawn 4 150 
0364 or call Steve Edelman at 800/ Finn Corp 6 152 
456-0707. This information will then First Products 8 155 
be sent to you free of charge from the Glenmac 5 151 
advertisers in Lawn & Landscape's Rexius Express 9 
Computer Software Buyers' Guide. Turf-Seed 12 154 

Supercharge every seed 

Prepared soil Hydraulic mulch applied 
with HydroSeeder* Additives 

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

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

eliminate erosion during grow-in, and 
reduce material cost as much as 80% 
compared to alternative methods 
used on severe slopes. For lawn and 
turf establishment, you'll see more 
uniform germination, superior 
root development, lower costs, 
and have a new competitive edge. 

Call today for complete details. 

Fl NN 
HydroSeeder Additives 

Innovative Products Enhancing the World's Landscape 

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

www.finncorp.com 

water, turf doesn't have enough roots to 
protect the soil," he said. 

In what Girvin terms "heavy wash ar-
eas," such as retention basins or extreme 
hillsides, a more serious soil-binding "soft 
armor" erosion control approach would be 
to plant bluestem prairie grass or Indian 
grass root, which root 6 to 12 deep. Girvin 
used this approach in a retention basin at an 
office park in Indiana. "We put in a short 
grass prairie with wild flowers like Butterfly 
milkweed, native grass and Black-eyed Su-
san," Girvin said. "Not only are the plants 
providing effective erosion control, they are 
also attractive and promote the company's 
environmental ethics." 

Falling more into the "hard armor" ero-
sion control category are coconut logs, which 
are 12 to 16 inches in diameter and 20 feet 
long. They can be installed along stream 
banks and then planted with aquatic vegeta-
tion. "Over a three- to five-year period, the 
plants will bind the log and the soil, and will 
naturally solve erosion problems," Girvin 
pointed out. 

Stone or concrete retaining walls fall into 
the hard armor erosion control category. An 
example of using hard armor control, Girvin 
described, would be filling a rut along a 
hillside with softball-sized stones or putting 
up an interlocking block retaining wall to 
keep wash-outs from occurring. "Contrac-
tors have to pick the appropriate erosion 
control method according to the site they are 
working on," he said. 

Landscape contractors should not only 
be aware of the areas that are at high risk for 
erosion, but they should also be aware of 
how to control erosion or know someone 
who they can subcontract that portion of the 
work to, Girvin stressed. 

When erosion control isn't needed on a 
site, yet contractors are working on a new 
installation or renovation, they still need to 
pay attention to surrounding areas they can 
potentially impact, Girvin said. 

"Most contractors know if something they 
are going is having an adverse affect on the 
landscape or street around them," Girvin 
said. "If they are ignoring this, they are not 
being professionals." ID 

The author is Associate Editor of Lawn & Land-
scape magazine. 
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SEED MARKET 
r s i ' / j ï t 

By Nicole Wisniewski 

The definition of lawn renovation is often 
misunderstood. "The most prominent word 
that comes to mind when talking about turf 
renovation is restoration/' commented Steve 
White, owner, Second Nature Lawn Care, 
Nashville, Tenn. "In a renovation, you re-
store the turf to an earlier, better condition." 

Renovation is a complicated process, but 
contractors can succeed as long as they iden-
tify the lawn or soil problem correctly before 
jumping in with a solution. 

IDENTIFY THE CULPRIT. Determining 
the cause of lawn decline is the first step. 
This, according to George Hamilton, head of 
the two-year golf course management pro-
gram at Pennsylvania State University, Uni-
versity Park, Penn., is where contractors make 
the most mistakes. 

"Contractors see that the turf is weak and 
unacceptable, so they just overseed the area 
without determining the problem first," 
Hamilton said. "Simply overseeding won't 
correct soil problems or improve turf quality." 

Most lawns die or thin out for more than 
just one reason (see Top 10 Reasons for Renova-
tion on page S8), pointed out Bob Brophy, 
director of the lawn products division, Turfco 
Manufacturing, Minneapolis, Minn. "Most 
lawns go south because of multiple prob-
lems," Brophy said. "Very seldom does one 
problem, like grubs, affect a lawn. Even a 
chemical imbalance in the soil isn't powerful 
enough to destroy a lawn by itself." 

Any type of lawn can be a good candidate 
for renovation, although needs may vary in 
the North, South and transition zone cli-

By first identifying 
what's harming 
lawns, contractors 
can successfully 
renovate them. 

mates. "Thatch accumulation is a common 
problem in warm-season turf," White pointed 
out, mentioning that in Tennessee, lawn as-
sessments begin in midsummer, when most 
"die back" has occurred for cool-season, turf-
type tall fescue. "Fungal diseases, insect prob-
lems and poor maintenance practices, in-
cluding inadequate watering during times 
of stress and drought, cutting the turf at the 
wrong height for its type and allowing areas 
to become trafficked and compact, are most 
evident during the mid- to late summer 
months and will usually tell us whether we 
need to renovate in the fall." 

The No. 1 problem in the North is com-
pacted clay soils. "In the process of building 
homes, the good loam soil is used up or 
discarded and homeowners are left with clay 
subsoil, in which turf roots cannot thrive," said 
Bruce Spangenberg, extension educator in hor-
ticulture, University of Illinois, Rockford, 111. 

A vast majority of lawn problems, in gen-
eral, are soil related, Hamilton said. Examin-

Examining a chunk of soil 

removed with a soil probe 

can bring attention to 

below-ground culprits 

that cause lawn decline. 

ing soil plugs or conducting soil tests to see 
what is occurring below ground is a good 
idea, although only 5 percent of contractors 
do this, Brophy estimated. 

To make sure soil being tested represents 
the various conditions that may exist on a 
property, contractors should take several 
plugs of soil from around the yard and 
crumble them, Brophy explained. A sample 
of the crumbled soil should then be sent to a 
lab for testing. 

Examining a chunk of soil removed with 
a soil probe can also pinpoint soil problems. 
"You can visually look at the sample and can 
see where the interface layer drastically 
changes from good loam soil to heavy clay or 
if thatch is visible," Spangenberg said. 

Checking for soil compaction can be done 
by pushing a screwdriver into the ground. 
"If you cannot push a screwdriver into the 
soil or if it is extremely difficult, then the soil 
is too compact," Brophy said. 

Contractors can tell when a lawn is in 
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SEED MARKET Report 
trouble typically by its splotchy, thin, dry or 
weed-dominant appearance. Other times, a 
poor lawn can only be identified by walking 
on it, pointed out Brophy. "If the soil feels 
spongy under your feet like carpet with a 
double pad, then most likely there is a thatch 
problem in that lawn," he said. 

Despite common perception, older lawns 
are not necessarily more likely candidates 
for renovation, Rector said. "The more im-
portant factor is how well the lawns have 
been maintained," he noted. "Did they re-
ceive periodic aeration, thatch removal and 
weed control as needed? These three items 
are frequently overlooked as lawn owners 
typically limit themselves to the basics of 
irrigation, mowing and fertilization." 

CHOOSE YOUR WEAPON. Renovation 
can be performed on many levels depending 
on the obstacles that are keeping the lawn 
from growing. "For example, if the lawn is 

Top 10 Reasons ior R e n o v a t i o n 

2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 

just a little thin, overseeding 
with a quality lawn seed in 
late August or early Sep-
tember may be the answer," 
Spangenberg said. "De-
thatchers or vertical mow-
ers can be used to tear out 
excess debris prior to 
overseeding, or slit seeding 
can be done through grasses 
and / or weeds killed with a 
nonselective herbicide." 

The level of renovation should be deter-
mined by how much desirable turf is left and 
the soil's condition. "If an established lawn 
has thin areas that cover 40 to 50 percent of 
the turf, we recommend our regular renova-
tion, which, besides core aeration, includes a 
5- to 6-pound seed rate per 1,000 square feet 
of hybrid tall fescue," White offered. "This is 
a replenishing rate and will keep the lawn 
from becoming too dense. 

Thatch accumulation - Excessive thatch can result in 
increased insect, disease and drought problems 
Weeds have infested the lawn 
Disease damage 
Insect damage 
Excessive use, which can lead to soil compaction 
Poor maintenance 
Winter/drought injury 
Soil compaction 
Poor drainage 
Turfgrasses planted are not suited to the area's growing 
conditions - Pam Charbonneau 

"If, however, the lawn has thin and bare 
areas and has declined rapidly over the year, 
we will recommend a full renovation where 
the seed rate is 8 to 10 pounds per 1,000 
square feet," White continued. "In addition, 
we do core aeration and power raking. The 
process can also mean using a nonselective 
herbicide on existing turf and starting over." 

Lawn problems should always be allevi-
ated starting with those beneath the surface 
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and working upward, Rector pointed out, 
meaning soil compaction should be ad-
dressed before seeding. 

"Aeration is probably the most impor-
tant thing that can be done to a lawn to fix soil 
compaction problems," White said. "Over-
seeding results can be directly proportional 
to soil compaction, so I would recommend 
the compaction be alleviated first. We typi-
cally include aeration with our seeding / reno-
vation programs in the fall because it helps 
establish a seedbed prior to laying seed." 

"There is no such thing as overaerating," 
Brophy agreed. "One hole should be placed 
every 6 inches because you want many cores 
of soil on top to create a good organic layer." 

The amount of dead or dying debris, such 
as thatch, located on the surface can also 
determine the level of renovation required, 
Brophy said. "When you stir up Vi inch of 
debris, it doubles in size and becomes 1 inch, 
which is a serious debris problem," he ex-
plained. "A debris level more than 3/s- to 14-
inch needs to be removed." 

Debris or thatch can be removed manu-
ally with rakes, dethatchers or overseeders 
that run on empty seed or with a sod cutter to 
strip the thatch layer, Brophy said. 

When a complete renovation is in order, 
difficult to control weeds or grasses are typi-
cally the main culprits. "In this case, a con-
tractor would need to spray everything out 
with a nonselective herbicide to give the 
newly seeded turf a chance to establish with-
out weed competition," Rector said. "The 
most important key to a successful renova-
tion is weed control. Too frequently, contrac-
tors do not allow an appropriate amount of 
time (approximately one week) for the herbi-
cides to work effectively. One application of 
an herbicide rarely eliminates all of the prob-
lems. Areas can be inadvertently missed 
during application or a particular weed might 
need a second shot to be put down. Another 
problem can be weeds that are not controlled 
because the are dormant within the soil. 
Bermudagrass and nutsedge are just a couple 
of the frequent escapees from the weed con-
trol process." 

FASTER THAN THE SPEED OF 
GERMINATION. Results vary depending 
on the level of renovation required. "A late 
fall renovation might not yield results until the 

» report 
following spring, whereas a late summer reno-
vation might yield results in the fall," Rector 
pointed out. 

"Renovation isn't a long-term project, but 
a labor-intensive one," White added. "With-
out proper fertilization and weed control 
after renovation, the lawn will decline rap-

idly. We will not accept a renovation job 
unless the homeowner or a landscape con-
tractor is going to care for the site properly 
after we are finished." QJ 

The author is Associate Editor of Lawn & Land-
scape magazine. 
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Salsco Slicer Seeder 
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Barenbrug Barkoel Turf 
• Dense turf 

• Fine leaves maintain an attractive green 

color year-round 

• Drought tolerant 

• Disease resistant 

• Tolerant to close mowing - down to 5 to 

6 mm 

• Prefers low levels of fertility and per-

forms better without the aid of fertilizer 
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Earth & Turf MultiSpread 
• 42-inch gate width to fit through small openings 

• 15-cubic-foot hopper spreads topdressing mate-

rial by moving it to the rear of the topdresser via a 

heavy rubber belt 

• Adjustable spring tines and thrower paddles 

help break up material 

• Has an even spread pattern of up to 66 inches 

Circle 221 on reader service card 

• Suitable for areas with environmental re-

strictions and low maintenance 

Circle 220 on reader service card 

First Products 
SEED-A-
VATOR 
• Used for pri-

mary seeding 

and 

overseeding 

• 5-foot seeder 

• Uses a pat-

ented swivel 

hitch, allowing 

the unit to turn 

around plant beds and other obstacles 

without tearing the existing turf 

Circle 222 on reader service card 

James Lincoln 
TurfMaker 
Hydro-Mulching Machine 
• Mixes thick mulch with a mechanical 

paddle blade agitation system 

• A positive displacement pump 

moves a thick slurry of mulch 

through long hoses 

• Contains shredder teeth on the 

agitator to mix up product 

Circle 223 on reader service card 

Gandy Spiker/Seeder 
• Overseeds and aerates in one pass 

• Has a 44-inch seeding width 

• Machine comes with 1,220 replaceable 
3/s-inch by7/»-inch spikes or 3/a-inch by 1 
5/»-inch spikes 

• Spikes create 693 vents per square yard 

and 854 vents per square meter and are 

threaded into an 18-inch by 48-inch steel 

roller with rolled edges 

• Rubber rotor and spread plate assure 

even seed distribution 

• Electric transport lift and shut off 

• Can be used with any turf vehicle that 

has a 12-volt battery 

• Two brushes - one cleans the drum and 

one assures seed/soil contact 

Circle 224 on reader service card 

Glenmac Harley 
Power Box Rake 
for Front-Deck Mowers 

• Ideal for turf renovation, overseeding, 

dethatching existing turf or completely re-

moving old or worn turf for reseeding 

• Equipped with a belt-driven rotating 

roller that grades, levels and conditions the 

soil for seedbed preparation 

• Available in 4- and 5-foot models with 

adapter kits to fit most 22-hp front-deck 

riding mowers 

Circle 225 on reader service card ID 
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SEED MARKET 
Report 

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

Barenbrug USA 
33477 Highway 99E 
P.O. Box 239 
Tangent, Ore. 97389 
800/547-4101 
www.barusa.com 
perennial ryegrass - Premier II, 

Pirouette, Barlennium 
tall fescue - Tracer, Barlexas, 

Barerra 
Kentucky bluegrass - Bariris, 

Baronie, Baron 
creeping red fescue - Bargana, 

Bargena II 
chewings fescue - Bridgeport, 

Bargreen' 

Cascade 
International Seed 
8483 W. Stayton Road 
Aumsville, Ore. 97325 
503/749-1822 
www.grass-seed.com 
perennial ryegrass - Pearl 
Kentucky bluegrass -

Washington 
turf tall fescue - Lion 
chewings fescue - Hood 
creeping red fescue - Salem 

Jacklin Seed 
5300 W. Riverbend Ave. 
Post Falls, Idaho 83854 
800/688-7333 
www.jacklin.com 
Kentucky bluegrass -

Nu-Glade, Rambo, 
Total Eclipse 

perennial ryegrass - Galaxy, 

Monterey II, Admire 
tall fescue - Pixie-E, Arid 3, 

Quest 
Bermudagrass - Sundevil II 
Zoysiagrass - Jackpot 
creeping bentgrass - Putter 

Lebanon Turf Products 
1600 E. Cumberland St. 
Lebanon, Pa. 17042 
800/233-0628 
www.lebturf.com 
Perennial Ryegrass -

Secretariat, Affiremed, 
Exacta, Chruchill 

Tall Fescue - Rembrandt, 

Masterpiece, Picasso 
Kentucky Bluegrass -

Champagne, Bordeaux, 
Cabernet, Sonoma 

Fine Fescue - Oxford hard 
fescue, Pathfinder creeping 
red fescue, Ambassador 
chewings fescue 

LESC0 
20005 Lake Road 
Rocky River, Ohio 44116 
800/321-5325 
www.lesco.com 
turf-type tall fescue 
perennial ryegrass 
Kentucky bluegrass 

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

Patten Seed Co. 
924 Shaw Road 
Sharpsburg, Ga. 30277 
770/463-3039 
www.pattenseed.com 
zoysiagrass - Zenith 
centipedegrass - CentiSeed 

Pennington Seed Inc. 
P.O. Box 290 
Madison, Ga. 30650 
706/342-1234 
www.penningtonseed.com 
perennial ryegrass - Jet, Sonata, 

Wind Star, Morning Star 
turf-type tall fescue -

Pantation, Durana, Duster, 
Exeda, OnCue 

Kentucky bluegrass - Blue Star, 
Misty 

Bermudagrass - Princess, 
Mohawk, Sultan, Sydney, 
Yuma 

Pickseed West Inc. 
P.O. Box 888 
Tangent, Ore. 97389 
541/926-8886 
www.pickseedwest.com 
tall fescue - Dynasy (RT-95), 

Crossfire II 
Kentucky bluegrass - America, 

Touchdown 
perennial ryegrass - Fiesta 3 

Turf Merchants, Inc. 
33390 Tangent Loop 
Tangent, Ore. 97389-9703 
541/926-8649 
www.turfmerchants.com 
perennial ryegrass -

Manhattan 3 
tall fescue - Millennium 
creeping bentgrass - Backspin 
fine fescue - Intrigue 
Kentucky bluegrass - Gnome 

Turf-Seed Inc. 
P.O. Box 250 
Hubbard, Ore. 97032 
503/651-2130 
www.turf-seed.com 
perennial ryegrass - Brightstar 

II, Alliance, Manhattan 3 
tall fescue - Confederate, 
Tarheel 

Kentucky bluegrass - Midnight, 
Unique, Galaxy 

fine fescue - Shadow II, 
Shademaster II, Discovery 

Turf Seed 
Buyers' Guide 
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for the turfgrass industry 
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government parks reclamation 
erosion control golf courses 
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Call 800-247-6910 today for FREE consultation. 
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Route Management 
(continued from page 52) 

said the company is going to implement a pruning crew that will 
prune full time. "The pruning crew will also be able to pull a small 
trailer behind its stake body truck with machinery for touch ups or 
kicking off new maintenance accounts while they are in a specific 
area," Brown said. "The point of an effective route maintenance 
program is to save time by going from point A to point B and not 
doubling back over yourself or missing an area altogether, and I think 
having these specific crews in place helps us do that efficiently." 

To be successful in this 
approach, Brown said all 
employees at Atlanta Lawn 
are cross-trained in main-
tenance and lawn care. 

Also helpful is properly 
allocating travel time. 
Drive time is always esti-
mated into Atlanta Lawn's 
jobs because the customer 
needs to share in that cost, 
Brown pointed out. "We 
include the estimated an-
nual drive time in all bids, 

breaking it out over 12 months, so each month we are billing toward 
the drive time needed," Brown said. "For example, crew No. 1 has to 
drive with three men 30 minutes to the job. That's 90 total minutes of 
man-hours just riding. We apply that to the job time in the proposal 
and include it one way. We cover the costs back to the shop but charge 
the customer for a one-way travel. We pay half, they pay half." 

7Sometimes you get 
all caught up in the 

Yellow Pages syndrome 

and waste time with 

clients that don't fit your 

niche/7 - Stondley 

RUSH HOUR. Sometimes regular travel time becomes excessive in 
high-traffic areas. Due to an increase in growth and traffic congestion 
in Carol King Landscape Maintenance's service area, "windshield 
time" continues to increase, cutting productivity and profits for the 
Orlando, Fla., company, even though it only services a 35-mile radius 
area from its home office, said Vice President Bruce Bachand. 

"We combat this problem in several ways: targeting and selling 
more work in areas closest to our base of operations, selling larger jobs 
that cut travel time and pursuing good opportunities close to profit-
able existing customers to create complete work days for a route or 
routes in certain areas," Bachand said. "This cuts down on account 
manager travel and crew travel. We also have created more site/ 
groundskeeper jobs. This allows employees to report directly to a job, 
eliminating company travel for all but the account manager visits." 

Sometimes because of problems with rush hour or congested 
traffic, adding extra travel cost to a bid can recover lost time and 
productivity. "All our jobs are bid with a certain amount of 'wind-
shield time' included," Bachand explained. "Currently, we are creat-
ing routes with 20 to 25 percent of the work day allocated to travel. If 
a prospective job is in an outlying area and we are interested in the job, 
we bid in enough man-hours to cover travel expenses from our office 
to the site. If this client, however, is associated with or referred from 
a long-term existing customer, we estimate the travel time from that 
existing customer." 

Carol Kings' jobs are generally scheduled from the closest to the 
farthest away within the geographic area that a crew works in on a 
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f Walker around oLthe world .; L 
Setting an International standard for 
'Fast, Easy,^Beautiful Mowing! 

Parliament House • Canberra, Australia 

President Mandela's Home 
Cape Town. South Africa 

Schönbrunn Castle • Vienna. Austria 

•J t 
Residential Properly • Kalispell. Montana 

ui mowing. 
FAST At 
Walker completes the job 
fast balance of 
consistent ground speed, 
quick maneuvering, and 
trimming ability. In many 
applications, Walker wins 
the job time race, even in 
comparison to larger 
mowers with faster 
ground speed (it is job 
time that counts). 

EASY 
Walker takes care of 
the operator with 
comfortable seating, 
good visibility, and 
easy-to-operate, 
responsive controls 
providing full productivity 
and best use of labor. 

BEAUTIFUL 
While "mow and blow" 
may be an acceptable 
standard for some 
mowing jobs, Walker 
offers beautiful mowing, 
vacuuming, mulching, 
and manicuring for 
discriminating customers. 
Some of the most 
beautiful grounds in the 
world are mowed by 
Walker. 

We invite you to see a 
demonstration of Walker's 
"Fast, Easy, Beautiful" 
mowing on your property. 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. L f c L 

FORT COLLINS, CO 80528 
(800) 279-8537 • www.walkcrmowers.com 
Independent. 1 .imily Owned Company Designing and Producing 

Commercial Riding Mowers since 1980 
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R Management 

particular day, unless individual circum-
stances prevent this. "Generally, customers 
must fit into our schedules," Bachand said. 
"We honor requests for no machines run-
ning before a certain hour in the morning by 
performing only detail functions until the 
agreed upon hour arrives or holding the job 
until later in the day." 

Because the company services all of its 
contracts 52 weeks per year in Central 
Florida, routes run every week of the year 
with fixed labor and equipment budgets. 
"Job costing is made easier because the daily 
routes are created and designed with a spe-
cific amount of income in mind," Bachand 
added. "If the daily route is completed as 

expected, it will earn the planned income." 
Also, because of traffic congestion in the 

area, Carol King has gone "past the period 
when we took on customers regardless of 
their location," Bachand commented. "We 
regularly turn down maintenance work out-
side our service area. And we occasionally 
turn down or mark up work inside our ser-
vice area if it doesn't fit our existing routes." 

THE SERVICE AREA SPLITS. W.L.M. 
Work-A-Holics Landscape Management, 
Naples, Fla., doesn't turn down customers 
unless it has to. "As long as our clients' 
desires are feasible, we'll try to accommodate 
them," President Cullen Walker said, who 
described his company as 74 percent residen-
tial and 26 percent commercial. "We inter-
view our customers just like we do our em-
ployees to find out what they are looking for. 
Homeowners want their service on Thurs-
day or Friday. These clients are usually our 
high-end residential customers who want 
their properties to look nice for the weekend. 
We do try to schedule accounts in one area on 
a specific day. If they are a new account in a 
new area, then we can try to build up that 
area to a half-day or whole day. If the whole 
street is on Monday and a client wants 
Wednesday, we explain our schedule to them 
and see if we can schedule the job on Mon-
day. But, ultimately, we do what we can to 
accommodate the customer." 

To do this successfully, Walker split up 
his service area in three parts and dispatched 
dedicated crews to each section. The 
company's service area extends 25 miles from 
the center in all directions, and each of the 
three areas covers approximately 50 miles of 
space, Walker explained. 

To provide management in these three 
areas, Walker promoted his three top em-
ployees to supervisors in charge of schedul-
ing one section each. The south section has 
the most high-end accounts, and by having a 
supervisor dedicated to that section, clients 
in that area get as much interaction as pos-
sible, Walker enthused. "These high-end ac-
counts that need extra care sometimes aren't 
the cheapest way to go, but they are our niche 
market," he said. 

Walker said his route management sys-
tem works because there is no "stand-around" 
time, and each crew knows its area and can 
get around faster covering a smaller space. 

LAWN & LANDSCAPE 

ANYBODY 
CAN 
PUT 
TANKS 
ON A 
TRUCK! 

TUFLEX MANUFACTURING CO. 
1406 S.W. 8th Street 
Pompano Beach, Florida 33060 
Toil-Free: 1-800-327-9005 
954-785-6402 
FAX: 954-785-6404 

Experience 
the tough-flex 
difference. 

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

"We see each of our 190 customers weekly, 
so there's no time to waste," Walker said. 
"Our crew members come in at 6:45 a.m. and 
are out the door by 7 a.m. to get to their jobs 
on schedule." 

AUTOMATION ASSISTANCE. Some 
times, simplifying a route management pro-
gram means installing computer software to 
do to job. In Dan Standley's case, managing 
routes with computer software was well 
worth the 60 to 70 percent time saved from 
doing the paperwork by hand for his com-
pany, which focuses on commercial accounts. 

Standley, president, Dan's Landscaping 
& Lawn Care, Terrytown, La., explained how 
his automated system works: "I meet with 
the crew supervisors weekly to see who can 
handle the new jobs," he said. "Every night 
we have staff meetings with the crews so 
they know where they need to go in the 
morning. Each crew has a set schedule that 
we map out, and I meet with the foreman 
monthly to review that. Our crews keep track 
of arrival and departure times to and from 
properties and everything that was per-
formed. Daily, or sometimes weekly, our 
office manager types all this necessary infor-
mation into our routing system, including 
specifics about the job, the crew working on 
it, directions to the job, what needs to be done 
there next and any special instructions, such 
as locking the gate in the backyard to keep 
the dog from getting out. If we don't finish 
the job one day, it pops up on our schedule 
the next day so that we don't forget it. If I 
want specific information on an account, I 
can pull it up on the computer anytime. If a 
visit was missed, this is recorded in the sys-
tem, and I know about it." 

Standley said adjusting to an automated 
routing system took about six months, and 
he said the company still does some manual 
scheduling. "Our software program has a 
map built in, but the program doesn't know 
the proper breakout of our area and isn't 
always totally accurate, so we do our own 
mapping," Standley pointed out. 

The key to pricing Dan's Landscaping & 
Lawn Care's service is evaluating the man-
hours that will be involved based on the square 
footage of the property to be maintained and 
the amount of work or materials, such as bags 
of fertilizer or mulch, that need to be used. "All 
these factors blend together to come up with a 

final figure," he said. "The trick is making 
sure you don't forget anything." 

Automation isn't the only thing that 
smoothes out Standley's system. "We use 
the 80-20 principle, which states that 80 per-
cent of our business comes from 20 percent of 
our clients," he said. We resell to customers 
who know us. Sometimes you can get all 

caught up in the Yellow Pages syndrome and 
waste drive and sales time with clients who 
don't even pre-qualify to fit your niche. The 
clients I currently have are ready to say 'Yes' 
- 1 just need to write them a proposal." ID 

The author is Associate Editor of Lawn & Land-
scape magazine. 
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Sprint 330® iron chelate micronutrient protects iron 
availability in soils with pH levels up to 7.5. The result: 
lusher, greener turf and more colorful flowers and 
shrubs. Made with stronger chelates, Sprint lasts up to 
four t i m e s l o n g e r in soil than other brands. 
A s o l u b l e , c o n c e n t r a t e d powder, c M j M — 
Spr in t measures and mixes easily. 

ISO 9001 

UNDERWOOD.se 
THE COLOR OF INNOVATION ™ 

1-800-232-5907 
www.bucolor.com 

Always read and follow label directions. 
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by Nicole Wisniewski 
The new trends toward prescription fertilization 

and improving soil pH are keeping lawns, trees 

and shrubs growing green. 

•Ky ) W'l t/MifAi^Bbij m 
I T 

All fertilization programs are 
structured around plants' growth 
cycles. A truly successful program 
will take this into account and 
provide the necessary nutrients at 
the optimum times, especially during 
severe turf or climate conditions, 
such as heavy rain. 

Every contractor's fertilization program is different based 

on location and the type of materials being used. 

For ex ample, Chris Senske, president, Senske Lawn & 

Tree Care, Kennewick, Wash., has a fertilization program 

that consists of granular and liquid applications. "In our 
arid climate markets, we start early in the season with a 

blend of soluble and controlled-release fertil-
izer coated with a preemergent," Senske ex-
plained. "That is followed up with liquid appli-
cations of fertilizer, herbicides and insecticides 
as needed during the mid-season. The mid-
season fertilizer is a slow-release type mixed 
with a balanced blend of soluble nutrients and 
micronutrients. At the end of the season, we 
return to a granular application. 

"In our rainy climate markets, we do the 
opposite," Senske continued. "We start the sea-
son with fertilizer and nutrients that control 
moss as a side benefit in a liquid blend. Then we 
move on in the mid-season to granular applica-
tions, ending the season with lime." 

Across the country in Long Island, N.Y., Jon 
Henry Glad wish, president, Organic Lawn, uses 
liquid and granular organic fertilizers from 
March to December. "Each lawn gets at least one 
liquid seaweed application for micronutrients 

and growth hormones and at least four granular applica-
tions of nutrient sources like kelp meal, compost, rock 
minerals, composted poultry manure, dairy whey and 
corn gluten," Gladwish commented. "I concentrate on 
getting the soil into the best possible condition, and I 
make sure all my new accounts are soil tested." 

Programs like Senske's and Gladwish's work - no 
matter how different their approaches - because of the 
extensive research each contractor does to make sure his 
program meets his market's needs. This, in addition to 
following recent trends, doing more with fewer applica-
tions and improving the condition and health of the soil, 
can make a fertilization program work successfully. 

A WORKING PROGRAM. To establish a fertiliza-
tion program that works, Ray Buckwalter, product man-
ager, Lebanon Turf Products, Lebanon, Penn., claimed 
that contractors have to determine what arena they 
intend to play in. "Fertilization programs come in two 
basic flavors: customized and generic," Buckwalter said. 
"Generic programs have a limited menu and the quality 
is mediocre, but the lower price points make it an accept-
able compromise for many customers. Generic programs 
offer simplicity to the contractor, but are by definition 
undifferentiated. Any savings derived from simplicity 
and economies of scale can be quickly eroded as you face 
more pricing pressure from your competition. 

"Ideally," Buckwalter continued, "programs are de-
(continued on page 70) 
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THE PROGRAM THAT PUTS FERTILIZER DIRECTLY 

INTO A TREE'S TRANSPORT SYSTEM FAST & EASY ... 
MAUGET micro-injected fertilizers go to work immediately with ZERO loss 

to Soil, Weather, or Mistakes AND designed JUST FOR TREES. 

The STEMIX family of Fertilizers are based on chelated elements. 
STEMIX: is an all purpose balanced fertilizer that contains a formula of agricultural 

minerals designed to stimulate foliar and root growth. 
STEMIX HI VOLUME: is basically the same formulation as stemix only diluted from 

4 ml. to 6 ml. with 2 additional mis. of water. This formulation provides 
improved distribution throughout the tree AND FASTER UPTAKE. 

STEMIX ZINC: is based on the stemix hi vol. formulation with enhanced levels of zinc. 
STEMIX IRON/ZINC: is based on the stemix hi volume formulation with enhanced 

levels of iron and zinc. 

The INJECT-A-MIN family of Fertilizers are based on sulfated elements. 
INJECT-A-MIN IRON/ZINC: contain iron and zinc sulfates. 

INJECT-A-MIN MANGANESE: contain manganese sulfate which is effective in rapidly 
correcting manganese deficiencies in palms, maples, citrus and many other 
species of trees. 
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HOLEY* MOLEY 
Hydro-Tools 

working for you! 
Hydro-Powered Post Hole Digger 
Fast and easy. Use for post and fence installation; 
post, shrub and tree removal; aeration; root feeding; 

and vertical mulching. Dig a 
4-foot hole in 40 seconds. 

Hydro Planter™ 
Quickly plant annuals, perennials, 
ground cover and bulbs. Also 
plant one- and two-gallon contain-
ers. Eliminates tilling and saves 
time and labor...Waters where it 
counts - at the roots. 

HoleyMoley™ Hydro-Tools 
hook up to your garden hose 
or portable water source. Only 
15 psi pressure required. 

Visit our website at www.holey-moley.com 
for more information 

For more information, contact: Snake River Tool Company 
P.O. Box 732 Lewiston, Idaho 83501 1.877.372.7782 Fax 1.208.743.5371 
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Who wants to do a MillionSQUARE 
or dozens of 5 D O O sq. ft. lawns with ease? 

A-Your workers 

D-You 

^ ^ ^ Before you give your final answer 

JK? t , phone a friend at Perma-Green 800 .346 .2001 
r . 4 te orwww.ride-onspreader.com 
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Fertilization 
(continued from page 68) 

veloped on a customer-by-customer basis. 
The critical step in this process is to assess the 
client's expectations. This includes assessing 
how the client wants to use the turf area, how 
much money he or she expects to spend and 
what maintenance he or she intends to per-
form. For any program to be successful, there 
needs to be a set of well-defined goals that 
balance the agronomic results and costs." 

In Senske's program, making sure the 
lawn is green yet doesn't grow so fast that the 
customer becomes frustrated with excessive 
growth is important, Senske said. "Even more 
important in most of our markets is weed 
control," he added. "Our customers tell us 
that making a lawn green is not what they 
struggle with. They have problems keeping 
the lawn free of weeds like spurge, oxalis, 
clover, violets, thistles and plantain. We 
would rather spend time fine tuning how the 
fertilizer enhances the herbicide program than 
worrying about whether we delivered the 
exact prescription treatment of nutrients." 

A fertilization program that meets the 
changing needs of the turf doesn't have to be 
sophisticated, noted Bob Staib, a consultant 
with NuGro Technologies, Grand Rapids, 
Mich. "Remember that cool-season grasses 
require two-thirds of the total nitrogen for 
the year from mid-August through Novem-
ber and one-third of the total nitrogen needed 
from April 1 through mid-August," he said. 
"For warm-season turf, the solution is flip-
flopped. The emphasis is in the spring and 
early summer. A successful fertilization pro-
gram should also take advantage of aeration 
to incorporate a fertilizer that stimulates roots 
and microbial activity." 

All good fertility programs are designed 
around the natural growth cycle of the plants 
being fed, Buck waiter mentioned. "As plants 
go through different growth stages, their 
needs change," he said. "A good fertility 
program takes this into account and provides 
the necessary nutrients at the optimum times. 
Changing weather patterns and maintenance 
practices alter this seasonal cycle. One of the 
biggest influences is water. When rainfall 
exceeds normal levels, grasses produce more 
shoot growth, and this extra production re-
quires more nitrogen to maintain color and 
shoot density. In a drought, growth slows or 
stops so less nitrogen is needed. Tempera-
ture, wind, mowing frequency, mowing 

(continued on page 72) 
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WHILE THE REST OF THE 
, LEAGUE IS STUCK AT 200, WE RE HITTING 220. 

The competition doesn't even come close. New Toro 2 2 0 Series valves, in brass or durable 

plastic, are rated at 2 2 0 PSI. . .20 more than anyone else. What's that mean to you? A higher 

safety margin and ultra-long valve life. Plus, 220 valves feature our EZReg 'dial module, for 

precise pressure regulation, and a 5-year warranty. So, just like your turf, you're covered. Toro 
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Fertilization 
(continued from page 70) 

height and many other factors can affect 
growth. In most cases, minor adjustments in 
timing and rates are all that is needed to keep 
everything in balance. In extreme cases, add-
ing or omitting applications can be prudent." 

TREE & SHRUB NEEDS. In landscape 
settings, trees and shrubs and non-turf 
groundcovers need fertility just like the lawn, 
Buckwalter pointed out. "The natural mecha-
nisms of nutrient cycling that feed forest 
trees are interrupted because we don't allow 
leaf litter to accumulate and decompose," he 
said. "Since most ornamentals have larger 
root systems than turf, they have access to 
larger volumes of soil and store more carbo-
hydrates. For this reason, they generally don't 
need to be fed as often. Mature trees can be 
fed once per season in the fall, while smaller 
ornamentals, flowering trees and shrubs usu-
ally benefit from a spring and fall feeding." 

Senske's tree and shrub fertilization pro-
gram works almost exactly as Buckwalter 
suggested and takes place in the spring and 
fall. "We want to make sure that we don't 
fertilize in the summer and early fall seasons 
so that the trees do not force tender growth 
that could be frost damaged," he explained. 

At Hendricksen the Care of Trees, Wheel-
ing, 111., the tree and shrub fertilization pro-
gram is tailored to each site. The company, 
which focuses on tree and shrub care only, 
provides fertilization needs by prescription. 
"We don't take prescription fertilization to the 
limit some people think it should be taken to, 
but we do minimize our use of phosphorous 
and potassium and use low levels of nitro-
gen," explained Rex Bastian, vice president of 
technical services. "With trees, judgement calls 
cannot be made. A suitable program for one 
tree may be different for another tree." 

Over his past 11 years with the Care of 
Trees, Bastian has also noticed an increase in 
the amount of slow-release nitrogen sources 
being used in the company's tree fertiliza-
tion program. "Eighty-five percent of the 
nitrogen in the materials we use is now of a 
slow-release kind," Bastian said. "Fast-re-
lease nitrogen sources tend to be more leach-
able, and by minimizing those materials you 
minimize leaching that occurs as a result." 

"If slow-release nitrogen is used, more 
can be applied at once without loss to volatil-
ization and leaching," Buckwalter added. "This 

(continued on page 74) 

Fertilization Strategies 
A fertilization program needs to adapt to meet the demands of changing turf condi-

tions. Ray Buckwalter, product manager, Lebanon Turf Products, Lebanon, Penn., 
offered these suggestions. (N=nitrogen, P=potassium, K=phosphorous) 

EFFECT OF 
NUTRIENT DEMAND/ 
FERTILIZATION 

CONDITION STRATEGY EXPLANATION 
Above average 
rainfall or 
irrigation 
Drought 

Soils with 
high percolation 
and infiltration 
rates (sandy). 

New seeding 

Over-seeding 

Extended season 
with early spring 
warm up 

High traffic areas 

Shade areas 

Leaf spot activity 
(Helminthos-
porium 
vagens ssp.) 

Red thread 
(Corticum ssp.) 
Dollar spot 

Increase N and K 

Reduce N, increase 
K prior to and 
during recovery 

Use Water Insoluble 
N (WIN) and/or 
Controlled-release N, 
and controlled-re-
lease K if possible. 
Increase P 

Increase P and 
use moderate N 

More N, P, & K 
will be needed 

Increase fertility, 
particularly N and K 

Reduce N and other 
nutrients as well 

Reduce N, especially 
soluble N, while 
pathogen is active 
or likely to be active. 

Increase N with 
balanced complete 
fertilizer 4:1:2 or 
similar ratio. 

Increased shoot growth requires more N. Loss 
of soluble N & K to leaching, use controlled-
release sources when possible to reduce loss. 
Less growth reduces demand for N. Potassium 
plays a key role in heat and moisture stress 
tolerance but should be applied before or after 
actual drought conditions not when soil 
moisture is inadequate. 
Water-soluble nutrients (N&K) will be lost to 
leaching & volatilization. Frequent light 
applications (spoon feeding) can help but are 
labor intensive. Using quality controlled-release 
sources will reduce loss and improve quality. 
Although many soils have adequate or high P, 
availability can be limiting because it is 
relatively immobile. Seedlings without extensive 
root development need supplemental P until 
established 
New seedlings need supplemental P and 
existing turf needs N. Excess N can cause flush 
growth in existing turf reducing establishment 
of new seed. Growth regulators can be used to 
help release the new seedlings from competition. 
Longer growing season results in more shoot 
and root growth and increased demand for 
nutrients. The best time to apply increased 
nitrogen to cool-season turf is during the fall, 
warm-season turf benefits most in summer. 
High traffic areas need to repair and regenerate 
more leaf tissue due to wear. This requires 
higher nitrogen. Potassium is also important to 
improve cell structure and increase wear 
tolerance. Address compacted soils! 
Lack of light, not nitrogen, becomes the limiting 
factor to photosynthesis and growth. Less 
growth reduces the need for all nutrients, 
particularly nitrogen. Excessive nitrogen can 
result in thin lush growth. 
Lush growth makes plants more suseptible to 
fungal invasion and can severely increase severity 
Use controlled release N during recovery to 
to encourage development of new 
healthy leaf tissue. 
These diseases are more severe on turf that is 
nutrient deficient. Stimulating leaf growth and 
removing diseased or damaged tissue by 
mowing can improve appearance and reduce 
symptom expression. 
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Fertilization 
(continued from page 72) 

increases material costs but reduces labor." 
Usually the greatest need for fertilization 

of trees and shrubs comes after stress has 
been placed on the plants and brings un-
healthy conditions to the customer's atten-
tion. "Unfortunately, this is usually too late," 
said Richard Pete, president, Planet Green, 
Charlotte, Vt. "Compaction, water percola-
tion and soil structure are all critical to tree 
and shrub health, which is why a healthy 
balanced fungal-based microbial population 
can do wonders for trees and shrubs." 

When access to the soil around a tree is 
obstructed or if adding organic matter to the 
soil won't make a big enough change to 
nourish a tree, other methods of fertilization 
have to be used. "Trunk injection is used 
when a tree is in such rough shape that 
maybe it doesn't have time to wait for a 
different approach," Bastion explained. 
"Trunk injections do wound trees, though. 
Some people don't believe in wounding a 
tree any further when fertilizing it. Too many 

people think that if a tree is dying, all they 
have to do is fertilize it and it will be fine. 
Fertilization isn't a cure. Just because you 
maintain proper nutrition, doesn't mean the 
tree won't come down with a disease. Every 
tree is different and can't be treated the same." 

PUMP UP THE SOIL. As Bastian and Pete 
pointed out with trees, one of the most im-
portant factors for the long-term health of 
the turf is the condition of the soil. "Most 
contractors would like to be able to save the 
client money while still growing profits. By 
managing soil health, contractors can expe-
rience cost savings over time in reduced 
maintenance costs, use of less pesticides and 
healthier turf," Pete said. 

Plants require approximately 16 nutri-
ents for optimum growth, according to Kenny 
Bailey, agricultural extension agent, North 
Carolina State University Cooperative Exten-
sion. Often, Bailey said the soil doesn't hold 
enough of these nutrients in the quantities 

needed for desirable growth and production. 
"Soil testing is the only way that you will 

know what nutrients are in the soil," Bailey 
stressed. "If you have sufficient amounts of 
elements, such as phosphorus, then there is 
no need to apply phosphorus. The only way 
that you will know this is by testing the soil." 

Based on what looking into soil condi-
tions can do for a fertilization program, 
Buckwalter said the extra $5 to $10 spent on 
a soil test is worth the time and cost. "The 
information a soil test provides about pH, 
buffer capacity, soil texture, phosphorus and 
potassium can save many times the test cost 
in materials and improved results," he said. 

Gladwish charges his clients $45 to con-
duct a soil test on their properties and con-
siders the cost justifiable in terms of how it 
structures his fertilization program. "Soil 
testing is possibly the best bargain that I 
offer," Gladwish said. "Some clients utilize 
me for the soil test only. Through the soil test, 

(continued on page 76) 
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(continued from page 74) 

I can customize each individual fertilization 
program. After getting the test results, the 
lab's recommendations and my review of the 
test, clients realize that the fee for the test was 
money well spent." 

The only thing a soil test cannot do, ac-
cording to Buckwalter, is provide quantita-
tive information on available soil nitrogen. 

"To assess the need for nitrogen, the contrac-
tor must consider many other factors, such as 
the type of grass and the type of soil, the 
fertilization history and the mowing and 
irrigation practices." D 

The author is Associate Editor of Lawn & Land-
scape magazine. 

"I earn 78% more with 
a FINN HydroSeeder 

Brian Kerber, The Lawn Firm, Excelsior, MN 

99 

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

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

HydroSeeder® is a registered trademark of FINN Corporation. 
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20 years are still on the job. That's 
why no competitive unit holds its 
value like a HydroSeeder. You can 
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Fax: (513) 874-2914 
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Every contractor in the industry has 
a problem with tight labor markets. 

So, the fact that fertilizer combination 
products have gained popularity because 
they save labor by providing two applica-
tions in one and eliminate the need for 
large scale spraying equipment because 
they are granular is no surprise, pointed 
out Ray Buckwalter, product manager, 
Lebanon Turf Products, Lebanon, Pa. 

The biggest use for fertilizer combina-
tion products is the application of fertilizer 
and preemergent crabgrass controls. "This 
is an excellent fit since preemergents are 
usually applied to the entire turf area," 
Buckwalter remarked. "New chemistry 
and formulations are making fertilizer with 
postemergent weed control and preventa-
tive grub infestation products also work 
well. These combinations can be valuable 
tools in the total maintenance program 
and offer advantages of granular fertilizers 
with control products that would tradi-
tionally be sprayed. With the multitude of 
products available, contractors can almost 
always find a product that matches the 
correct fertilization needs with the desired 
control product." 

Approximately 50 percent of contrac-
tors are using fertilizer combination prod-
ucts, said Bob Staib, a consultant with 
NuGro Technologies, Grand Rapids, Mich. 
"They are approximately 20 percent more 
expensive than fertilizer products alone, 
but the convenience factor and labor sav-
ings overcome that cost." 

While fertilizer combination products 
provide time savings, liquid or straight 
granular products are still best suited for 
some applications, including where spot 
treatment is needed or foliar contact is es-
sential, Buckwalter said. "And many her-
bicides and fungicides are still best ap-
plied as liquid formulations." 

On the organic side, most pesticides 
are separate from fertilization materials, 
pointed out Jon Henry Gladwish, presi-
dent, Organic Lawn, Long Island, N.Y. 
"However, many good organic materials 
have numerous disease suppression quali-
ties similar to composts," he said. 
- Nicole Wisniewski 

usura Fertilizer Combination Products 
76 JUI 

USE READER SERVICE # 4 1 
LAWN & LANDSCAPE 

http://www.finncorp.com


AUGUST 18-20,2000 
GEORGE R. BROWN 

HOUSTON, TEXAS 
CONVENTION CENTER 

(FORMERLY TAN-MISSLARK NURSERY, GARDEN & LANDSCAPE SUPPLY SHOW) 

NEW NAME... same proven market. The 
nation's largest green industry expo... 
and it's even bigger and better than ever! 
• 150,000 sq.ft. of outdoor 

demo space 
• Over 725 exhibiting 

companies 
• Over 300,000 sq. ft. 

of indoor exhibits 

ACT NOW 
... 3 quick ways to get 

more details or to register: 

CALL 
1-800-880-0343 

FAX 
ON DEMAND 
1-310-575-5085 

• Expanded 
pre-expo education 
Now over 50 different 
sessions to choose from 

ON-LINE 
www.txnla.org 

(click on "The Creen industry"; 
then "Tradeshow'for links 
to Expo 2000 information 

and forms» 
IN PARTNERSHIP WITH ARKANSAS, LOUISIANA, AND MISSISSIPPI 

NURSERY & LANDSCAPE ASSOCIATIONS 

Texas Nursery & Landscape Association 
7730 South IH-35 • Austin, Texas 78745-6698 • (512) 280-5182 • Fax (512) 280-3012 • email : info@txnla .org 

USE READER SERVICE #154 ©1999 Turf-Seed, Inc. 

http://www.txnla.org
mailto:info@txnla.org


* t a u n i i M k^WJ^BBM 
by Bob West Paying attention to the basics and 

incorporating the hot trends will 

often yield the best projects. 

The creation of a new landscape is commonly compared to a painter's work on a canvas or 

a sculptor's work with clay. The charge given to the landscape designer or architect is to take 

either an empty lot or an already existing landscape and create a setting that delivers the 

desired combination of function and beauty. 

Everyone involved in a landscape design or installation would love to be able to step 
back at the completion of every job, take in the entire finished project and say, "Wow." Of 
course, achieving such dramatic impact isn't always possible, based upon the scope of the 
project or the limitations that the job site may present. But every job represents an 
opportunity for a contractor to achieve more than just functional success and, instead, 
create function that is surrounded by beauty. 

To best find out how to achieve this desired combination, we invited some award-
winning landscape companies from around the country to share their tips and suggestions 
for creating landscape design success. 

FIRST THINGS FIRST. There exists a common misconception that the most beautiful 
landscapes are the best or most successful ones, but that's far from true. "There are two keys 
to a successful landscape design, and the first one is really pragmatic," noted Char Crowley, 
project director, The Pattie Group, Cleveland, Ohio. "Did the project solve a problem or 
meet the customer's need? Maybe there was a drainage issue that had to be addressed or 
a view into a neighbor's yard had to be closed off or a flat piece of grass had to be turned 
into a garden. Whatever the goal, the first question a designer should ask him or herself is 
whether or not they accomplished the big problem-solving parameter of the job." 

(continued on page 80) 

Oftentimes a focal point 

element can work well with 

a pathway to attract people 

into the landscape. Photo: 

Environmental Care 
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Landscape Desi 
(continued from page 78) 

Once that question has been answered, 
aesthetics come into play. For Crowley, the 
seamlessness or flow of a finished landscape 
is critical to success. 

"Do the different elements of the land-
scape flow into one another, and does the 
landscape overall flow from the house into 
the yard?" she asked, adding that such flow 
is hard to define or put into objective terms. 
"But when the project is finished the cus-
tomer should be able to walk out their slid-
ing glass door on to a patio that flows into a 
garden that flows down to a pool." 

A key concern for George Pellettieri, presi-
dent, Pellettieri Associates, Warner, N.H., is 
how people enjoy the landscape as they're 
approaching it, leaving it or moving within it. 
"We think the experience of going to or leav-
ing a place is very important, whether that's 
a residential location or a commercial prop-
erty," he explained. "For example, we are al-
ways looking to see what it is that you experi-

ence as you approach a property. How does the 
pathway or roadway direct your attention, and 
then what can we do to capture your attention 
as you approach the property?" 

Being aware of the focus of approaching 
guests may mean figuring out a way to direct 
their attention away from a certain area or 
use the landscape design to surprise them. 

"If you're walking down a path, we may 
build the path so you have to turn around a 
large boulder or plant mass, and as you come 
around the corner your sight line is directed 
toward a sculpture or some other focal point 
that will surprise you," Pellettieri explained. 
"Then you may go past that area and turn 
another corner and be directed toward a 
bridge over a stream." 

Pellettieri said the same effect could be 
achieved for people approaching an area by 
car, and doing so in this case may involve 
incorporating some of the currently existing 
landscape elements. "How you set the drive-

way or the entrance to the property is critical 
to the visitors' experience," he noted, ex-
plaining that the impression visitors receive 
as they approach a property heightens the 
importance of entranceways for commercial 
properties. "Look for elements like a struc-
ture on the property or an apple orchard or 
something else that will stand out and catch 
people's attention." 

With new installations, Pellettieri said 
the landscape designer is ideally involved in 
the project early enough to interact with the 
architect so the structure and the landscape 
can work together. 

"The focal points are the key, so we want 
to be involved with the other design profes-
sionals so we can have this same kind of 
focus from within the house," Pellettieri ex-
plained. "That way a client can walk through 
a doorway into a new room and the window 
is located in such a way to focus their view on 
a particular feature in the landscape." 
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onversations with landscape 

^ ^ designers about the chal-

lenges of landscape design work al-

ways start in the same place - cus-

tomer communication. 

"The key by far is listening to the 

client and taking the time to really 

not just ask them what they want 

but learn and understand how 

they're going to use the space," 

noted Michael Becker, co-owner, Es-

tate Gardeners, Omaha, Neb. "Are 

they going to entertain? Do they 

want the landscape for status? Are 

they preparing to sell the house 

soon? Do they have kids that will be 

playing in the yard?" 

Some design firms have gone so 

far as to formalize a checklist of com-

mon customer questions they require 

any designer or salesperson to an-

swer before they can even start work-

ing on a design or quoting a price. 

Other firms are quick to note that 

communicating with the customers 

doesn't necessarily mean always let-

ting them have the final say. 

"Sometimes you need to draw a 

line in the sand with the client and 

tell them what will work best in a 

certain situation because they often 

want one of this and one of that and 

one of these," explained Char Crowley, 

project director, The Pattie Group, 

Cleveland, Ohio. "You have to bal-

ance what will work with what the 

client wants because the clients don't 

usually look at the long term and 

what will work best." - Bob West 

A Quest for 
Commiimcation 
LAWN & LANDSCAPE 

Landscape Design 

FOCUS, FOCUS, FOCUS. Crowley ech 
oed Pellettieri's emphasis on the effective 
use of focal points in the landscape, explain-
ing how using such elements correctly can 
make the landscape seem more three dimen-
sional to people. 

"Aside from the pragmatic issues we 

talked about, the success of the job comes 
down to creating a focal point," she empha-
sized. "What you use is usually based on the 
style of house or garden you're working 
with. Some people like architectural ruins. I 
have some clients that like to use modern art 
and outdoor art like a metal wind sculpture 
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Landscape Design 

or a pretty birdbath to create the focal point. 
"But the key to the focal point is that its 

presence should tell visitors they have ar-
rived in an area that is a room of its own," 
continued Crowley. "A focal point and the 
surrounding plantings should work just like 
a fireplace in a family room or a grand-father 
clock in a foyer tells you that you've entered 
a particular room, and then the surrounding 
furniture creates the overall atmosphere for 
the room." 

Crowley said that an overhead trellis, a 
large gazebo or a bench placed at the end of 
a walkway could all create a yearning for 
someone to walk through a landscape and 
get to that structure. "When I'm designing a 
landscape, I want to use some structure that 
people will see and then walk toward," she 
explained. "And this structure, let's say it's a 
bench, should be placed away from the house 
so people have to actually walk through the 
landscape to get to it instead of being able to 

just open a door from the house and imme-
diately be there." 

Other commonly used focal points are 
water features and beds of perennial color. 
"There are a lot of fads coming in and out 
over time, and perennials, beds and borders 
seem to be what people are interested in 
right now," observed Michael Becker, co-
owner, Estate Gardeners, Omaha, Neb. "The 
key then becomes keeping your finger on 
the pulse of the market so you know what is 
desirable and what is overused." 

Becker said he regularly sees a new plant 
become popular in the Omaha market, and 
then there will be entire beds all over the 
area filled with just that plant within a few 
months time. 

When she works with perennial or an-
nual beds, Crowley limits the plant selec-
tion. "I think the impact of these plants can 
be maximized by massing like kinds of plants 
so that when they are in bloom there is a 

mass of color that really stands out from the 
street or from inside the house," she ex-
plained. "An entire drift of the same color 
azaleas is much more effective than a polka-
dot effect with a lot of different colors. 

"The other way to get the most out of 
these plantings is to avoid the routine plant 
material," she continued. "For us in Cleve-
land, there is a lot of uncommon material that 
is perfectly hardy and blooms at a different 
time than the azaleas and rhododendrons, 
and that will help the property stand out 
from others." 

"Water features are also popular and will 
vary in size, but they are also expensive and 
very high end, so we won't include them in a 
design unless they are specifically asked for 
and there is at least $10,000 in the budget just 
for the water feature," Becker added. "Water 
features are a challenge, and there's nothing 
worse than a poorly done water feature." 

Other landscape elements Becker likes to 
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Landscape Design 

incorporate for focal points include architec-
ture in the landscape, such as a freestanding 
pergola, architectural salvage or a freestand-
ing decorative fence panel. "Architecture in 
the landscape is great, and the fence panels 
work well to block a view or create a sense of 
a room," he said. 

BUDGETARY BLUES. Of course, the ulti-
mate limitation on what can be accomplished 
on a project is almost always the customer's 
budget, and that's a key piece of information 
for designers to be aware of. 

"One of our first questions when entering 
into a design contract is what dollar amount 
we're designing to," related Becker. "People 
aren't always happy about divulging their 
budget, but you have to reassure them that 
they have to let you know so you can plan 
their landscape accordingly." 

"Overdesigning a site is very easy to do, 
so part of our initial interview with the client 
is a very serious discussion about their bud-
get," agreed Crowley. "We want to be clear 
about what they want to invest so we can 
figure out how to maximize the effect of 
those dollars." 

Becker said he takes into account the 
client's budget and their goals with the land-
scape to plan the project. "If they want curb 
appeal, then we'll focus first on the front of 
the house," he explained. "If they want to 
entertain, then we'll see what we can do 
with a patio and some beds behind the 
house instead." 

In general, Becker thinks landscape beds 
offer the best opportunity for designers to 
achieve the strongest impact on tight bud-
gets. "The first thing you want to do on a job 
is establish good beds with clean lines and 
then plant some trees," he recommended. "I 
think a good bed with a clean line is more 
attractive than a poorly established bed with 
a couple of spindly shrubs in it." 

While Crowley agreed that managing the 
foundation planting correctly is important, 
she said this part of the project requires 
additional customer communication. "The 
hardest part of phasing in a project is the first 
year when the nuts and bolts are taken care 
of because there really isn't any pizzazz 
added to the property," she observed. 

Becker said this approach also lends itself 
well to phasing in a master plan over the 
span of a few years to accommodate a client's 

LAWN & LANDSCAPE 

budget. "Phasing the project in this way can 
work well because we can focus on one area 
at a time, such as getting the foundation 
plantings in one year and the irrigation sys-
tem in another year," he noted, adding that 
95 percent of Estate Gardeners' projects are 
installed in phases over multiple years. "Oth-

erwise money can be wasted by having to 
transplant plants or renovate the irrigation 
system because it wasn't installed to accom-
modate the final plans." Q1 

The author is Editor of Lawn & Landscape 
magazine. 
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by All Cybulski 
For successful installation of 

landscape lighting, contractors must 

learn the proper techniques, plan 

ahead and use high quality fixtures. 

Landscape lighting adds sparkle to the night, illuminating architectural structures and plant 

life that once were lost in the darkness. By thoughtfully manipulating each beam of light, 

contractors can add high drama or subtle glow to a residential or commercial property. 

"Lighting enhances a complete (landscape) job," said Kevin Lipscomb, president, Outdoor 
Decor, San Antonio, Texas. "It gives you satisfaction when the property looks as good in the 
evening as it does during the day." 

Lighting prolongs the hours a client can enjoy the landscape and extends the living areas of 
a home to the outdoors, noted Thomas Meis, designer / technical services, Nightscaping, Redlands, 
Calif. "Most people are gone during the day at work, yet they have spent thousands of dollars 

on installing beautiful landscapes," he said. "Lighting allows them 
to enjoy what they have spent their hard-earned cash on." 

Lighting also adds value to a property, Meis said. "A home 
with a well-designed, functional lighting system will sell much 
faster," he said. "Lighting can make the home a showplace." 

Landscape lighting should thrill customers and exceed their 
expectations. For the best results, contractors must carefully plan 
installation, be aware of pitfalls and focus on continuing education. 

PLAN AHEAD* Interview the customer to discover the purpose 
and desired result of the lighting system. Common purposes are 

(continued on page 86) 

Proper installation of landscape lighting often means seeing the effect of 

light rather than the fixture. Photo: Sylvania 
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Lighting Installation 
(continued from page 84) 

safety, security and aesthetics, according to 
John Binkele, vice president, business devel-
opment, FX Luminaire, San Diego, Calif. 

An interview will help the contractor set 
himself up as the expert and advise the client 
properly, said Jerry Ewell, sales manager, 
Superior Irrigation & Landscape Co., San 
Mateo, Calif. He suggested asking what the 
customer's lifestyle is like, offering a couple 
sample questions. What time of day does the 
customer use the yard, and is the customer 
viewing the yard from inside the home? 

Consider in advance which landscape 
elements will be illuminated and which will 
be eliminated, advised Binkele. "Do a thor-
ough site analysis," he said. "What are your 
lighting opportunities?" This includes ev-
erything from architectural structures to flow-
ering trees, shrubs or landscape beds. 

Lipscomb will set up portable lights at a 
property before he starts a project to demon-
strate the possible end result. "Every house 

11.5 volts with all lamps in-
stalled and operating, advised John 
Binkele, vice president, business develop-
ment, FX Luminaire, San Diego, Calif. To 
stay within this 1-volt differential, group 
fixtures into distance zones from the 

transformer, and do not overload the cable with 
excessive wattage. If possible, center feed the 
zone because this will provide more even volt-
age to each fixture. 

Here are general guidelines for handling 
cabling and voltage drop: 

1. Group fixtures into distance zones from 

OUT THERE ZONE 
120-160 ' with 6 0 w per 

12-gauge cable 
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80-120'with lOOw per 

12-gauge cable 
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the transformer - 0 to 40 feet, 40 to 80 feet, 80 
to 120 feet and 120 to 160 feet. Don't have a 
fixture is 10 feet away from the transformer on 
the same cable run as a fixture that is 100 feet 
away. Try to center load your runs as much as 
possible to minimize the voltage differential be-
tween the first and last light - a 1-volt differ-
ence is optimum, while 2 volts is too much. 

2. Run a separate cable to each zone. All 
the lights can be in the 40- to 80-foot zone, 
but you still must run separate cables to re-
duce the load per cable, which will minimize 
voltage loss. Typically, a 300-watt trans-
former has three separate cable runs with 
about 80 to 120 watts on each cable. A 600-
watt transformer has about five separate 
runs with 80 to 120 watts on each cable. 

3. Using the transformer and a volt meter, 
you can then select the transformer voltage 
tap - 11, 12, 13 or 14 volt - that provides 
each fixture about 10.5 to 11.5 volts. 
Source: FX Luminaire 

IgeDxop 
and every tree and shrub is different," he said. 
"You can't just place lighting anywhere." 

Generally, he said the fixture shouldn't 
be seen, just the lighting effect. "If you see the 
fixture, you have done something wrong," 
Lipscomb said. 

Ultimately, the lighting system should 
achieve an understated, balanced level of light 
while highlighting a few key focal points, 
Binkele said. 

T R I C K S O F THE T R A D E . Here are some 
common problems and ways contractors 
manage them. 

Voltage drop. The No. 1 mistake contractors 
make with low-voltage lighting is undervolting 
a system, which results in dim lights, Meis said. 
Installing a balanced landscape lighting sys-
tem means selecting the proper cable size 
and managing the run's load and length (See 
"How to Handle Cabling and Voltage Drop," 
pages 86-87). "Most people will try to install 
all the fixtures on one cable run and are sur-
prised when that doesn't work. Then they get 
frustrated and curse the low-voltage system as 
not being bright enough," he said. 

All cable runs should be designed to oper-
ate between 10.5 to 12 volts, Meis said. Systems 
less than 10.5 volts will be dim, while systems 
more than 12 volts will be much brighter, but 
lamp life is significantly reduced. 

LAWN & LANDSCAPE 

Calculating voltage properly between 10.5 
and 12 volts is critical. The proper formula to 
figure voltage drop, Meis explained, is: length 
of cable run times the number of watts on the 
run divided by a cable constant equals 1.5 or 
less. Cable constants are 7,500 for No. 12 
wire, 11,920 for No. 10 wire and 18,960 for 
No. 8 wire. The cable constants are preformu-

Liahtinci Installation 

lated for use in the formula, Meis reported. 
"Designing a cable run following the pa-

rameters of this calculation will work every 
time," Meis said. "The only ways to solve 
voltage drop is to either reduce the length of the 
cable run, increase the wire size, decrease the 
number of watts on that cable run or all three." 

Using a multi-tap transformer can also solve 
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voltage drop problems. These transformers, 
Meis explained, provide several different hook-
up "taps," which will provide greater output 
voltages than the standard 12 and a greater 
voltage drop than the standard 1.5. "For ex-
ample, if you start with 14 volts and need to end 
up with 10.5 volts, you now have a 3.5 volt drop 

allowance rather than 1.5," Meis said. "But be 
careful when you're using a multi-tap. Since 
you are starting out with more than 12 volts, 
there is the possibility of having more than 12 
volts at your closer fixtures. They will burn 
brighter than the others and will burn out 
much more quickly." 

Binkele emphasized that the transformer 
must be designated UL1838, meaning the prod-
uct is listed specifically for the purpose of low-
voltage lighting. Also, he said, look for a trans-
former that has a stainless steel cabinet, which 
won't rust, and a large terminal block, remov-
able door, plenty of knockouts, multi-taps and 
a modular timer with a photocell that can be 
easily replaced or added. Finally, multi-taps 
should not exceed 15 volts on the secondary 
side, all 120-volt parts should be covered and 
out of harm's way, and the resettable circuit 
breaker should not exceed 25 amps. 

Glare. Shield the light bulb and do not 
shine the light where it will hit someone's 
eyes, Meis said. "A glaring bulb will attract a 
person's attention and will also wash the 
surrounding areas in darkness," he said. "You 
will actually have a worse effect." 

Other problems. Burying wires and keep-
ing timers, switches and connections out of 
sight can prove challenging. "They must be 
in an area where they won't be conspicuous," 
Lipscomb said. 

Wiring must be buried deep enough, 
Lipscomb added. "Ideally, 3 to 4 inches deep 
would be plenty, at least in our area," he said. 
"In cooler climates, you have to lay wire 
below the frost line so there is no heaving." 

Lamp selection for the proper effect is also 
important, Meis said. "You will not get much 
of an effect on a 40-foot tall tree from a 12-
watt, bayonet-based bulb - like your car's 
back-up lights," he said. "The proper lamp 
would be something of a higher wattage with 
a directional beam, possibly a medium spot 
or a wider flood, depending on the canopy 
spread of the tree." 

Meis also stressed the importance of a 
clean, professional installation. Bury and hide 
cables, make clean, tight, waterproof splices, 
and strip wires taking care not to remove too 
many of the little strands off them (this cre-
ates voltage drop). 

QUALITY PRODUCT IS KEY. A little bit 
extra spent on durable, quality materials will 
save money on repairs and replacement in the 
future. Generally, brass, copper and stainless 
steel are the most durable construction materi-
als, Meis said. "Regular steel and composites 
will deteriorate over time, and aluminum will 
also take some damage," he added. "Plastic is 
extremely durable and long-lived but not very 

(continued on page 109) 
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GRANULAR SPREADERS 

Spreader Savvy 
A staple in every contractor's arsenal of tools, the granular 

spreader is an integral piece of lawn care equipment. These 

ersatile machines are used in a wealth of ways - from 

applying herbicides and fertilizers to spreading such items 

as salt, sand, mulch, seed and soil amendments. Most 

anything can be applied with a spreader, according to Dan 

Haizlett, national marketing manager, Spyker Spreaders, 

North Manchester, Ind. 

When selecting a spreader, a contractor should look for 
one that's durable and able to withstand rigorous use. 
Some spreaders have hollow axles, nylon gears and bolted 
frames, which are less-than-desirable features that reduce 
longevity, Haizlett pointed out. 

Jeff Kendall, director of sales and marketing, EarthWay 

A granular spreader 
needs to be sturdy, given 

the use and abuse it 
takes on a daily basis. 
Metal gears, a welded 
frame and large, easy 

rolling tires are 
essential features. 

Photo: PLCAA 
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Products, Rocky Gorge, 
Ind., added: "You don't want a spreader that's going to be 
disposable. You want the best quality possible." 

Contractors should look for spreaders made of solid 
stainless steel, which minimizes rusting and corrosion 
problems, he advised. 

MAINTENANCE CONCERNS. Calibration is one of the 
most important maintenance concerns with granular 
spreaders. To save money and make a profit, a spreader 
must be precise, and proper calibration is the only way to 

(continued on page 92) 
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(continued from page 90) 
ensure this accuracy, noted Tom Jessen, owner, Perma-Green Su-
preme, Crown Point, Ind. "What you're risking is money vs. the time 
necessary to do a proper calibration. If proper calibration isn't done, 
you're looking at increased callbacks, service calls, even lost custom-
ers," he said. "That's far more expensive in the long run." 

Generally, every time contractors apply a new product, they 
should recalibrate their spreader. Even if the same products are used 
for an extended period of time, a spreader should still be calibrated 
regularly since parts can get loose or misaligned, throwing the appli-
cation rates off, Jessen pointed out. 

To figure out exactly how accurately a spreader is operating, 
Jessen advised taking a machine with a 5-pound hopper, for example, 
on a measured property, making an application and recalculating 
how many pounds went down. "If the target was to spread 5 pounds 
of fertilizer on a 10,000-square-foot lawn, you shouldn't have any 
fertilizer left," Jessen said. "Doing this is the only way to know if the 
machine is putting out exactly what you want." 

In addition to diligent calibration, spreaders should be cleaned daily, 
to eliminate build-up and keep the spreader in working order. Haizlett 
advised washing the machine with warm water and soap. "It's just 
like cleaning a car," he said, adding that a product like WD-40 can be 
rubbed over metal surfaces to maintain them. 

To avoid rusting, make sure to thoroughly dry off the machine 
after washing. "Tip it back so it drains," Kendall said. 

Jessen, though, advised against using water to wash off a spreader 
unless the water can be collected to avoid soil contamination. For 
cleaning, he suggested using compressed air from an air hose and 
then sweeping up the residue and throwing it back into the hopper. 

Other spreader maintenance concerns include greasing moving 
parts with light gear oil weekly. Routine maintenance such as this is 
vital and will reduce repair costs over time, according to Kendall. 

S P E E D Y S P R E A D E R S . Whether they're sit-down/stand-up or a 
combination approach, motorized granular spreaders are an increas-
ingly popular option for contractors. A motorized spreader's benefits 
include being able to get a job done much faster than with a conven-
tional spreader. Jessen, for example, said his company's motorized 
spreader works about three times faster than a push spreader. 

Generally, motorized spreaders can operate anywhere from 0 to 4 
mph, according to Kendall. If the spreader moves any faster, it can 
throw the fertilizer too far afield and reduce its effectiveness, he 
noted. And motorized spreaders are generally more consistent than 
a conventional spreader, since operator fatigue is not a factor, accord-
ing to Kendall. 

A motorized spreader operates at a constant speed - around 4 mph 
or so - providing a steady application rate, which saves money and 
increases profit, Kendall said. 

The main drawback to a motorized spreader its price, which can 
be several times the cost of a conventional model. A motorized 
spreader, however, can eventually pay for itself if used enough, 
Kendall pointed out. EarthWay's motorized spreader for example, 
costs around $1,400 compared to the $400 or so that a push model 
costs. "But contractors are saving about 25 percent in material that 
they're spreading and keeping good labor," he observed. 
- Cynthia Greenleaf D D I 
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Rain Bird EPS-Site 
Controller Series 
• Irrigation system controllers are suitable for 
large commercial applications or smaller resi-
dential jobs 
• Combine features of ESP-SAT satellites with 

the capabilities of the Cluster Control Unit 
• Can be used with Maxicom2 central computer software to schedule, store and ex-
ecute various irrigation commands, including communication with the central control 
via telephone line, hardwire, radio or fiber-optic cable 
• Depending on the model, the satellite can operate with 12,16,24,32 or 40 stations 
• Equipped with water management feature to conserve water and prevent runoff 
• Features four independent programs with eight start times each 
• Individual day cycles help provide flexibility in mixing irrigation applications on a 
single controller 
• Four styles include: wall mount, stainless-steel pedestal, retrofit kits for existing 
stainless steel pedestals or an upgrade kit for existing ESP-MC or ESP-SAT controllers 
Grde 200 on reader service card 

JCB 
Excavators 
• 1.5-ton 8017 mini excavator has a vari-
able width undercarriage, 18.2-hp engine 

and a two-speed tracking feature 
• 5-ton 8052 excavator has a variable dis-
placement hydraulic system with a 40-hp, 
side-mounted diesel engine 
Grcle 201 on reader service card 

EXPAND YOUR BUSINESS 
by offering the COMPLETE line of 

Fabrics & Erosion Control Products 

PERFECT FOR 
Professional Landscape 

Service Needs! 
The Retail 

Garden Center! 

FABRIC FOR 
YOUR EVERY NEED! 

Bulk Rolls 3-15' Wide 
Available 

3'x 25' -3 k SO- -3'X 100' 
4xSO'-4x »00 - 6 * 50' 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

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

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

Road / Driveway / Recreation Park Underliners & Fences 
Accessories 

Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 

^ ^ ^ ^ LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS 

4800 S. CENTRAL AVE., CHICAGO, IL 60638 
(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 

The Spade 
"Patented" 

• 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. 

We have been marketing the spade for a while and now we have a mini-spade 
that attaches to mini skid loaders. The price of the mini-spade is $875.00. 

Due to enormous response our production costs enable us to pass our savings on 
to you! We are now offering the spade for $975.°° plus shipping. 

For m o r e information o r to order call: 

TRIPLE D ENTERPRISES 
1 - 8 0 0 - 4 7 8 - 7 0 7 7 
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Meyer Products 
Hydraulic 
Lift Covers 
• Designed to keep moisture out while 
still allowing access to couplers and 

IT'S IN THE BAG! 
Stress Relief For Your Turf 

electrical attachments 
• Available for all Meyer hydraulic units 
(E-60, E-60H, E-47 and E-47H) 
• Come standard with MD II snowplow 
mounting system 
• Manufactured from weather-proof, 
heavy-duty polymer 
Circle 202 on reader service card 

Caterpillar 
Skid-Steer 
Loaders 
• 228 and 248 have load-sensing 
variable displacement hydraulic 
pumps that can send 100 
percent of engine power to hy-
dromechanical tools to help im-
prove productivity 

• Integral quick coupler allows 
operator to change work tools 
• 4-cylinder diesel engine powers 
each model 
• 228 has a 54-hp engine and 248 
has a 74-hp engine 
• Pilot-operated joystick controls 
• New work tools for 228 and 248 
include PC6 and PC9 cold plan-
ers, SG18 stump grinder, T15 
trencher and A26 auger 
• Standard work tools include 
material handling arm, utility 
forks in two widths, utility 
grapple forks in two widths, util-
ity grapple buckets in two 
widths, angle blades in two sizes 
and SGI6 stump grinder 
Circle 203 on reader service card 
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www.lawnandlandscape.com 
This month's features, plus exclusive online stories, industry databases and more are online at www.lawnandlandscape.com. 

COMING SOON! 
Association Central Your one-
stop source for industry associations 
will feature contacts, events, news 
and membership information. 

TAO Pesticide Labels and 
Material Safety Data Sheets 
Get the latest updated labels and 
MSDS sheets for the 
products you use every day. 

Online Education 
Centers Learn more 
about industry practices and 
find materials to train your 
crew in this exclusive 
training center on Lawn & 
Landscape Online. 

^... •. . T I X ' . imp ; M*• : ; 

Weekly 
Features 

Exclusive Online Only Features For June: 
Find the following June features only on the industry's premier web site: 

E-commerce In The Industry Buying online, selling services, quoting, 

marketing - you name it - will all be covered as this growing trend infiltrates the 

green industry. 

Turf As An Environmental Filter We'll get to 

the root of the benefits that turf provides to our 

environment. 

Mowing Heights During the Summer - Learn 

about the best mowing practices as the summer 

temperatures dry out turf and the scorching sun causes burnout and browning. 

Contractor Profile - Once again we'll profile an industry professional offering 

unique and innovative services. 
Plant Of The Month The charac 
teristics of the tropical plant Canna and 
a few of its cultivars will be detailed in 
this online only feature by author 
Barbara Ellis. 

GreenSearch PeopleSmarts - Find 
"A Short Course On How To Interview 
People" in June's PeopleSmarts. 

ALCA Driver Safety Toolbox 
Talks - "Emergency Warning Devices" 
for vehicles will be discussed. 

ONLINE Contents 

LIVE ONLINE Discussion 
Join featured guest Jim Paluch, green 

industry consultant, and the Lawn & 

Landscape staff for a live online 

discussion covering "The 

Power of a Mission Statement." 

Log on Tues., June 20, 2000, at 

7 p.m. to take part in this 

online discussion. 

Check the following links to find some of the many tools available on Lawn & Land-
scape Online that will help you grow your business and stay on top of the latest 
industry happenings: 

Dally News Catch the latest industry news each day. 
http: //www. la wnandlandscape. com/news. asp 

E-newsletter Get breaking industry news delivered to your computer. 
http://www.lawnandlandscape.com/signup.asp 

L&L Online LawnStore - Find the best resources to 
help your business grow. 
http: //www. la wnandlandscape. com/la wnstore. asp 

Bulletin Boards - Check with fellow industry 
professionals about issues affecting your business. 
http://www.lawnandlandscape.com/bullframe.asp 

Online Marketplace - Find contact information and the latest products 
from industry suppliers, http://www.lawnandlandscape.com/marketplace.asp 

Weekly Poll - Vote on industry-related topics and compare your answers 
with others. 
http: //www. la wnandlandscape. com 

Please e-mail your comments to shunsberger@lawnandlandscape.com. Enjoy your visit to Lawn & Landscape 
Online! Lawn & Landscape Online is Bill Cox. general manager. GIEMedia.Com (bcox@lawnandlandscape com); 
Scott Hunsberger, internet editor (shunsberger@lawnandlandscape.com); Carolyn Antl. web design lead 
(cantl@lawnandlandscape. com). 
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http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com/signup.asp
http://www.lawnandlandscape.com/bullframe.asp
http://www.lawnandlandscape.com/marketplace.asp
mailto:shunsberger@lawnandlandscape.com
mailto:shunsberger@lawnandlandscape.com


l v j T T I H 
• Frame and deck construction of rein-
forced, welded steel with formed doublers 
at key wear points 
• Mulch kit and deck-mounted catcher are 
available for the 54-inch deck 
• Includes H-Bar Steering for simple 
motorcycle-style controls 
Circle 204 on reader service card 

Hustler Hydro 
Walk-behind 
Mowers 
• Line now includes a 54-inch, side-dis-
charge deck 

Howard Price 
Turf Truckster 
• Maverick 6x4 truckster with 
six-wheel, independent suspension 
• Powered by 20-hp engine 
• Inboard wet brakes and 
differential lock 
• Top speed of 19 mph 
• Variable speed transmission with rubber-mounted engine and transmission 
• Load capacity of 1,400 pounds 
Circle 205 on reader service card 

Ruud 
Lighting 
DU Series 
• Sealed well lights 
are specification-
grade luminaires 
• Choose from halogen 
(MR and PAR) or HID 
(metal halide, high-
pressure sodium and 
MH-PAR) models to 
uplight commercial or residential nightscapes 
• UL-listed for wet locations 
• Available in 12V and 120V models 
• Finished to prevent excessive fading, 
peeling or corroding 
• Accessories include glare shields, linear 
grates, louvers and color filters to help tai-
lor luminaires to each application 
Circle 206 on reader service card 

We've Got You 
Covered... 

...with a huge inventory 
of top-quality tree-care and 
pruning supplies. 

AMERICAN ARBORIST 

Call for a free 130-page catalog 
800-441-8381 fax: 610-430-8560 

mmm 
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Lawn 
UNITS FROM 

100 TO 1500 G A L L O N S 

Easy Lawn Advantages 
• Best Agitation 

• Best Performance 
• Best Control 

• Longest Warranty 
• Lowest Maintenance 

HD9003PT 
with turret, 
electric reel 

ONLY 
$439/mo* 

Model shown: 
HD9003PT 

FOR M O R E INFORMATION OR S K I D 0 R TRAILER 
TO SEE A DEMONSTRATION 

IN ALL SIZES 

CALL 800-638-1769 

96 JUNE 2 0 0 0 
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SweepEx 
Truck Broom 
Attachment 
• TPB-900S 90-inch Pro-Broom Truck Mount 
• Attaches to most brand-name snowplows 
• Constructed of 10-gauge, hot-rolled, 
pickled steel 
• Broom's hitch replaces the mold board 
of a standard snowplow and utilizes the 
existing quadrant, A-frame and hydraulics 
• Broom has eight poly brush rows for ef-
fective sweeping of countless materials 
and surfaces 
• Built with no moving parts to eliminate 
the need to lubricate and clean sprockets 
and bearings 
• Comes standard with edge markers and 
mounting hardware 
Circle 207 on reader service card 

Land Pride 
Soil Pulverizers 
• SPS2048 and SPS3072 with seedbox 
• Available in 48- and 72-inch widths 
• Reversible, V -̂inch thick scarifier teeth 

• Fluted seed cups meter the desired 
amount of seed in a broadcast pattern 
• Full-width pulverizing roller finishes the 
job by packing the soil down to encourage 
seed to soil contact 
• Down pressure springs keep the roller in 
constant contact with the soil 

• Leveling H-beam redistributes freshly 
loosened soil for an even seedbed 
• Ground-driven seed cups can be shut off 
when pulverizing only 
• Designed for 20- to 50-hp tractors 
• Features heat-treated steel spikes with 
replaceable wear sleeves 
• Lid with seed splash guard, roller clean-
ing brush and pneumatic gauge wheels 
Circle 208 on reader service card 

Swinger 3000 
Wheel Loader 
• Lifts 3,000 pounds 
• Dump height of 105.5 inches 
• Breakout force of 8,500 pounds 
• 80-hp diesel engine 
• Accepts most skid-steer attachments 
Circle 209 on reader service card 

Creative 

• Low maintenance 
• Create various shapes, sizes and colors 
• Self-propelled, electric or gas powered 
• Residential, commercial and golf course uses 
• Add to your services and bottom line 

- material costs $.40 per foot 
• Durable curbing is freeze thaw tolerant 

1-900-212-3W2 
Concrete Curb & Landscape Border Equipment 

Fax 949-587-9680 • 949-587-8488 • 5 Chrysler - Irvine CA 92618 

C & S TURF CARE EQUIPMENT, INC. 
TURF TRACKER 

SS8030 

FEATURES: 
• Spreads and sprays over 4000 sq. ft. 
per minute. 

• Zero turning radius for maximum 
maneuverability. 

• Full hydrostatic drive. 
• 12' break away spray broom. 
• 150 lb. capacity; 3 speed electric 
spreader. 

• Designed for residential and 
commercial properties. 

(330) 966-4511 
FAX: (330) 

872-7050 
66-0956 

USE READER SERVICE #99 
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Bri-Mar Utility Trailer SU 508 
• Nonhydraulic trailer has 16-inch 
steel sides 
• 5- by 8-foot trailer offers a gross 
weight capability of up 2,950 pounds 

• All-steel construction 
• Optional drive-on landscape gate 
• 16-inch tailgate 
Circle 210 on reader service card 

V 1 A 

ê 

124 E. ST. CHARLES ROAD VILLA PARK, IL 60181 • 1-(630) 833-3033 • FAX: 1-(630) 833-0816 

Komatsu D87E-2 
Crawler Dozer 
• 52,885-pound dozer features 230-hp 
diesel engine 
• Two-speed, geared steering module 
• Available with a 9.2-cubic yard 
semi-U blade 
Circle 211 on reader service card 

H Series 
Case Dozers 
• Five new machines include 550H, 
650H, 750H, 850H and 1150H, 
which range from 67 to 119 hp 
• Feature a redesigned transmission 

• Three track choices - long track, 
wide track and low ground pressure 
• All are equipped with Case lubri-
cated or extended life tracks for 
working in abrasive conditions 
• Three blade sizes - wide, interme-
diate and narrow - are designed 
with a flush-mounted cutting edge 
and adjustable blade pitch 
Circle 212 on reader service card 
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M E D I A G R O U P 

BUSINESS 
STRATEGIES 

CONFERENCE 
Financial 

Management 
For Your 

Company 

OCTOBER 8-10, 2000 
Wyndham Northwest 

Chicago, Illinois 

Program Benefits 
• In-Depth Sessions Focusing Solely On 

Financial Management 

• Speaker Q&A Roundtable Sessions -
Ask The Experts Your Questions 

• Networking Opportunities - Share 
Success Stories With Fellow Contractors 

• Affordable Registration - $195 per 
person - Bring Your Management Team 

• Great Location - Chicago - Easy To 
Get To, Plenty To Do 

-»Sl • . 

mi 

For Registration Information 
Call Maria Miller at 

800/456-0707 
E-mail Request To MMiller@GIE.net 

Visit Us At www.lawnandlandscape.com 

A Lawn & Landscape Media Group Event 

mailto:MMiller@GIE.net
http://www.lawnandlandscape.com


Briggs & Stratton 
Daihatsu 950DT 
Powerplant 
• Turbocharged, 31-hp diesel engine 
• Matches power and torque output of 950cc 
gasoline-powered engine 
• Features a waste gate to limit manifold pressure 
and avoid overcharging 
• Cooling jacket protects the bearing from heat soak when the engine is shutdown 
after operating at heavy load 
• Optional liquid-cooler option 
Circle 213 on reader service card 

Monroe Mounted 
Spray System 
• Multi-use pickup system for applying 
both vegetation liquids and snow and ice 

removal chemicals 
• 10.4 gpm 
• Features a powder-coated steel platform 
with either a 210-, 325- or 450-gallon tank 
and 10-nozzle spray bar 
Circle 214 on reader service card 

Reading 
Crane Body 
• Model CM8-134ADW for use as a field 
service truck 
• Weathertight exterior storage compart-
ments and an open cargo area 

• Supports a maximum 8,000-pound capacity 
• Stainless-steel, T-handle, rivet-on locks 
secure the compartments 
• Rubber wheel-well fenderettes protect body 
Circle 215 on reader service card 

ADDMORE^ TO 
YOURBOTTOMLINE 

DECK • DOCK • PATIO & GARDEN LIGHTING 

MORE MODELS TO CHOOSE FROM 
Designed by Experienced Landscaper 
Cast Aluminum Body, Copper Vein Color, 
2 year warranty. Contact us for a catalog 

at 8 8 8 - 6 3 6 - 2 2 7 7 or on the Web at www.northoaksinc.com 

NORT1 
Lighting Your World 

PATENTED 

Mobile-Trak® 
"The Invisible Passenger" 
We now have a full line of 

Vehicle and Equipment 
Tracking Products 

Product Options Include: 
Trip Information (Time, Miles, Speed, Idle) 
Remote Mileage and/or Hour Readings 
Accident Recording 
Utilizes ODB II and J1708 Interfaces 
GPS for Pinpointing Vehicle Location 
Tracking of up to 8 Accessories 
Short Range Radio Data Transfer 
Driver Terminals 
Real-Time Tracking 
And More... 

j 
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NeoTech Products, Inc. 
Toll Free (888)978-8313 

www.neotech.com 
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LammärLandscane 
• n u i i w m i p v v n p i 

For even faster service, fax this card to us at 
2 1 8 - 9 6 1 - 0 3 6 4 

Please Print 

Name. 

Title, 

F O R M O R E J J J - R O F i J V J ^ \ " r j O J J 
on advertised and featured products and 

services, circle the appropriate number below. 

E-mail Address. 

Company 

Address 

City 

State, ZiP-

Phone,. 

Fax 

Do you wish to subscribe to Interior 
Business? YES NO 

1 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 77 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 57 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
11 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
16 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 67 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 47 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 6/00 through 9/00 

LawiMandscape 
r 
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\mmm 
For even faster service, fax this card to us at 

2 1 6 - 9 6 1 - 0 3 6 4 

Please Print 

Name_ 

Trtle_ 

F O R M O R E I N F O R M A T I O N 
on advertised and featured products and 

services, circle the appropriate number below. 

E-mail Address. 

Company 

Address 

City 

State Zip-

Phone 

Fax 

Do you wish to subscribe to Interior 
Business? YES NO 

1 25 49 73 97 121 145 169 193 217 241 
2 26 50 74 98 122 146 170 194 218 242 
3 27 51 75 99 123 147 171 195 219 243 
4 28 52 76 100 124 148 172 196 220 244 
5 29 53 77 101 125 149 173 197 221 245 
6 30 54 78 102 126 150 174 198 222 246 
7 31 55 79 103 127 151 175 199 223 247 
8 32 56 80 104 128 152 176 200 224 248 
9 33 57 81 105 129 153 177 201 225 249 

10 34 58 82 106 130 154 178 202 226 250 
11 35 59 83 107 131 155 179 203 227 251 
12 36 60 84 108 132 156 180 204 228 252 
13 37 61 85 109 133 157 181 205 229 253 
14 38 62 86 110 134 158 182 206 230 254 
15 39 63 87 111 135 159 183 207 231 255 
16 40 64 88 112 136 160 184 208 232 256 
17 41 65 89 113 137 161 185 209 233 257 
18 42 66 90 114 138 162 186 210 234 258 
19 43 67 91 115 139 163 187 211 235 259 
20 44 68 92 116 140 164 188 212 236 260 
21 45 69 93 117 141 165 189 213 237 261 
22 46 70 94 118 142 166 190 214 238 262 
23 47 71 95 119 143 167 191 215 239 263 
24 48 72 96 120 144 168 192 216 240 264 

Reader service card valid 6/00 through 9/00 

Lavm6Tandscape 



Place 
Stamp 

or 
Meter 
Here 

LaiiMata 
PO BOX 5817 
CLEVELAND, OH 44101-0817 

Place 
Stamp 

or 
Meter 
Here 

LawiMape 
PO BOX 5817 
CLEVELAND, OH 44101-0817 



Ryan GA-60 PT 
and GA-60 
Aerators 
• GA-60 PT requires 25- to 45-hp tractor 
• A 33-hp, liquid-cooled engine powers 
GA-60 
• 60-inch coring width 
• Coring patterns of 3.75 inches by 3 
inches or 3.75 inches by 6 inches, with 
tine penetration up to 4 inches 
• Quint tine option with turf hold-down 
• Two high-flotation tires designed to 
protect turf and reduce compaction 
• Depth-adjustment rods located at the 
top of the unit help the operator monitor 
coring depth during aeration 
• A variety of aerator tines are available, 
including spoon, coring and solid types 
Circle 216 on reader service card 

Hannay Reels 
GHAT1200 
• Reel is engineered for portable use in 
grounds maintenance 
• Provides continuous hose flow with a 
swivel joint inlet, fluid hub and outlet riser 
• Direct crank rewind with removable crank 
• Operates at pressures to 1,000 psi and tem-
peratures from -80 to 185 degrees Fahrenheit 
• Standard inlet is a 90-degree ball bearing 
swivel joint and 1-inch female NPT threads 
Circle 217 on reader service card 

International 
Lubricants 
Lubegard 
• High-tempera-
ture lubricant is 
designed to re-
duce friction, heat 
and wear 
• Designed for all 
two-cycle engines 
where oil is mixed 
with fuel 
• Helps engine run 
cooler by reducing 
friction and wear 
and helps prevent 
rust, corrosion, ex-
haust port plug-
ging, ring sticking 
and other oil and fuel deposits 
Circle 218 on reader service card ID 

ARE YOU READY TO GROW 
YOUR BUSINESS? 

Join forces with the best known name in lawn care. 

Franchise Territories Now Available! 

• Strong brand awareness with Scotts products 
• Effective sales/marketing programs 
• Complete training and support 
• Exclusive territories 
• Financing available 

Scotts 
LawnService 

For a FREE OPPORTUNITY KIT call.. 
937/644-7297 

Scotts LawnService 
14111 Scotts Lawn Road • Marysville, OH 43041 

www.scottslawnservice.com 

USE READER SERVICE #65 
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The Gator Mutoher11 

Magnum blade from 
Silver Streak® rS more 

Gator tor the toughest 
mowing jobs Available tor 

the most popular commercial 
applications the Gator 

Mulcher" Magnum gives you 
even more of what you expect 

from a Gator Mulcher v blade 
• 25% thicker than standard 

Gator Mulcher " blades tor 
longer lite in sandy conditions 
and heavy grass 

• AO\ more lift for an even 
cleaner cut and better bagging 

• 90°o less flexing 
For information on blade availability tor your 

mowing needs, contact your local Silver Streak® 
dealer or distributor 

Frederick Manufacturing Corp. • A Blount Company • Kansas City. MO 

ir Streak®. Oregon3", a 
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For the latest in 
b r e a k i n g news related to 
the lawn and landscape 
industry.. . 

VIM u'J;I WÉsrssti www.Fawnan' anascape.co 

AA-TACH, P V - I I 

AA-T/XCH 
— — — — f ^ M i — 

S P E C I A L I Z E D E Q U I P M E N T 

The PV-II is the most cost effective 
Parking Lot Sweeper on the market today. 
Take a look at the advantages over a 
conventional truck mounted sweeper. 

• No need to purchase a dedicated truck 
• The PV-II loads and unloads from YOUR trunk in 

just minutes, allowing YOUR truck to perform 
other tasks, like pushing snow, etc. 

• Due to the Poly design of the PV-II, there's no 
need to replace expensive replacement parts due 
to rust and abrasion. 

• Best of all is the PV-ll's low cost, which is 
thousands less than the nearest truck mounted 
units. 

Call today for a free no hassle 
demonstration of the AA-Tach, PV-II. 

1-888-922-8224 
USE READER SERVICE # 3 7 
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ADVERTISER PG# RS# 
AA-Tach 104 37 
Alamia 16 15 
American Arborist 

Supply 96 59 
Arcoa Industries 74 40 
ATTI 33 63 
Aventis 6-7,27 96,82 
B. & D.A. 

Weisburger 82 45 
Barenbrug I l l 112 
Bayer 18-19 104 
Becker Underwood 67,94 32,56 
BioPlex Organics 81 44 
California Landscape 

Lighting 90 52 
Cascade Lighting 32 22 
CLC Labs 14 13 
Creative Curb 97 57 
C&S Turfcare 97 58 
Dawn Industries 80 43 
Ditech Software 104 113 
Dixie Chopper 3 89 
Easy Lawn 96 60 
Echo 50-51 135 
Fabriscape 93 54 
Finn Corp 76 41 
First Products 86 48 
Florists Mutual 17 91 
Foley Enterprises 13 11 
Forestry Supplies 16 14 
Frederick 103 65 
FX Luminaire 85 110 
GMC Commercial 

Vehicles 35 139 
Gregson Clark 80 42 
Horticopia 25 18 
Hunter Industries 29 92 
Hydroseed 

innovations 26 20 
Irritrol 38,79 25,109 
J.J. Mauget 37,69 130,136 
John Deere 31 93 
Kanga 46 28 
Kohler 9 90 
Lawn & Landscape 

Business Strategies 99 
Lawn & Landscape 

Online 95 
Lawn & Landscape 

Online Marketplace 91 
Longhorn 100 64 

Marsan Turf 20,36,90 16,24,51 
Maruyama 83 47 
Monsanto 36-37 128 
Neotech 100 62 
North Oaks 100 36 
Oldham Chemical 20 17 
Olson Irrigation 86 49 
Oly Ola Sales 98 61 
OPEI 21-24,85 I l l 
PBI Gordon 45 ... 
Perma-Green 70 ... 
Planet Green 70 ... 
Quantum 44 ... 
Rain Bird Sales 89 ... 
Rexius Express 88 
Robert Kershaw 14 ... 
Robert's Supply 25 ... 
Rohm & Haas 75 ... 
RohMid 47 ... 
Ruud 43 ... 
Scotts Lawn Service 103 . 
Shindaiwa 73 ... 
Ski Landscape 30 ... 
Snake River Tool 70 ... 
TAN 77 ... 
Toro Irrigation 71 ... 
Toro Sitework Systems... 2 
Tree Tech 34 ... 
Triple D 93 ... 
Tuflex 66 ... 
Turbo Turf 74 ... 
Turfco 52 ... 
UHS 49 ... 
Unique Lighting 92 ... 
Vista Lighting 87 ... 
Vitamin Institute 112 . 
Walker 65 ... 
Zeneca 15 ... 

TURF SEED SUPPLEMENT 
Barenbrug S2 
Earth & Turf S8 
Easy Lawn S4 
Finn Corp S6 
First Products S8 
Glenmac S5 
Rexius Express S9 
Turf-Seed S12 ... 

* Denotes regional ad 
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Gopher 2000 
' for Windows 

Billing & Scheduling Software 
for Lawn and Landscape Companies 

Gopher 2000 helps you schedule jobs and automatically bill your customers. 
Gopher 2000 Standard Edition: Billing, Scheduling, Routes, Estimates, Snow Plowing, 
Sales Tax, unlimited customers and more. 
Gopher 2000 Professional Edition (includes all Standard Edition features): 
Chemical Applications, Employees, 
Equipment, Project Tracking, Compatible 
with QuickBooks™, Bar Coding and more. Standard Edition $299 

Professional Edition $1499 

Ditech Software 

Call 888-606-5150 for your free 30-day trial 
or visit www.gopher2000.com 
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H O L I D A Y L IGHTING 

PêWERUP 
YOUR PROFITS 

WITH 

Rates 
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 
PUTTING G R E E N S 

Professional Synthetic Golf Greens 
• Buy Manufacturer Direct 
• Save 70% 
• True Ball Roll & Ho ld ing 

FREE VIDEO 
1 -800-334-9005 
www.allprogreens.com 

Reasons to call us: 
• Keep good employees all year long 
• Huge profit center 
• Exclusive protected territories 
• Carry N O inventory 
• Residential and commercial 
• Excellent add-on service 
• Utilize existing equipment 
• Fastest growing segment o f gol f industry 
• M a n y extras 

1-800-334-9005 

S E L L I N G Y O U R B U S I N E S S ? 

F R E E 
A P P R A I S A L 

N O B R O K E R 
FEES 

nts 

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 

C O N K L I N PRODUCTS 
Energetic person needed to market environmentally 
friendly liquid slow-release fertilizer and 0-0-25-17S, 
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 

FRANCHISE OPPORTUNITY 
Mow-N-Go® Landscape Maintenance Company has 
licensing agreement opportunities, 205/879-5357 

M A R K E T I N G OPPORTUNITIES 
JOIN A LEADER. Hunter Industries is seeking 
friendly, resourceful, trustworthy professional indi-
viduals with a commitment to excellence to join our 
Marketing Department in San Diego, California. 
Candidate will assist in meeting the challenges of an 
increasingly competitive professional irrigation 
product market. A strong educational background 
in marketing, plus industry experience and good 
communication skills are essential. Opportunities 
include a competitive salary and comprehensive ben-
efits program. Please submit your resume and sal-
ary requirements to: Hunter Industries, Attn: Human 
Resources - Mkg, 1940 Diamond Street, San Marcos, 
CA 92069 or hunter@hunterindustries.com EOE 

B I D D I N G FOR PROFIT 
Grow Your Company and Accounts 

with Tips and Techniques from 

PROFITS UNLIMITED 
a Division of Wayne's Lawn Service 

BIDDING & CONTRACTS ($47.95) 
Examples on bidding and contracts (residential and 
commercial markets). How-to's on: Determining 
your cost of operation; Applying these costs to your 
bidding process; Calculating your cost. Bidding Strat-
egies on: Mowing, Landscaping, Mulching, Power 
Seeding, Snow Removal and many more. 

CONTRACTS & GOALS ($34.95) 
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages of using contracts; Responses 
to common customer objections to signing contracts. 

MARKETING & SALES ($39.95) 
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 - $24.95) 

"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 

WaynesLawnl@aol.com 
Visa, MasterCard,Discover, 

American Express 

IDEAS 
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 

BUSINESS OPPORTUNITY 
Britain-based Tennis and multisport court builders 
established 1982 have developed an exciting new 
back yard sports court aimed at the smaller garden. 
The unique interlocking plastic panel base is covered 
with synthetic grass to provide a 40 ft. x 20 ft. area, 
big enough for short tennis, volleyball, basketball, 
badminton, tennis practice, baseball practice, golf 
putting, golf driving practice and much more. No 
serious groundwork needed, just lay on reasonably 
level site. We are looking for partners in all states. 
Check our website, www.sportslawn.com. Prices are 
very compet i t ive . Contact Malcolm Dorman, 
Dorman Recreation Ltd., The Venture Park, Westcott, 
Buckinghamshire, HP18 OXB England. 
Tel + (44)1296658255, Fax + (44)1296655636 

Businesses for Sale 
COMMERCIAL LANDSCAPE 
MAINTENANCE 

Commercial Landscape Maintenance company lo-
cated in rapidly growing Central Florida area. 70% 
landscape maintenance, 15% landscape installation, 
11% irrigation and 4% tree service. Sales in excess of 
$1.3M. Impressive growth record. Please fax inquir-
ies to 978/323-4424. 

C O L O R A D O L A W N 
CARE C O R P O R A T I O N 

Colorado is BOOMING! 10-year lawn care company 
with sales of $157,000 (March-October). Selling all -
includes equipment, trucks, trailers and solid cus-
tomer base for $65,000. Great opportunity! Great in-
come! Owner will consult. Colorado Springs, CO 
719/227-9727 
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C O M M E R C I A L L A N D S C A P E 

In business 38 years. Long-term customers includ-
ing banks, office & industrial buildings, condo & 
homeowner associations. Great West Palm Beach, 
FL location. Owner f inancing/training. Asking 
$320K. Net to owner $150K. Burgess & Company 
(561)697-9983 FBBA 

B U S I N E S S F O R S A L E 
Established Pest Control Route and Equipment For 
Sale in Northern California. Reply to Lawn & Land-
scape, Box 401, 4012 Bridge Ave., Cleveland, OH 
44113. 

L A N D S C A P E / M A I N T E N A N C E / 
I R R I G A T I O N / C H E M I C A L 

Landscape / Maintenance / Irrigation / Chemical com-
pany serving both commercial and residential cus-
tomers located in Kansas town of 45,000. Fast grow-
ing community. Business had over $600,000 sales in 
1999. In business for 10 years. Call (785)842-6498 
for more information. 

Business Promotion 
G L E N N R O C K S A L E S 

Consulting TURF SEED 

ATTENTION 
Construct ion C o m p a n i e s • Truck C o m p a n i e s 

Landscapers • Turf Fa rms 
a n d o t h e r companies 

"LET THEM SEE YOU COMING" 
With quality Company Identification 

and promotion garments 
T-shirts • Sweatshirts • Golf-style Staff Shirts and More! 

We can provide you wi th qual i ty screen pr inted 
garments for your employees and good customers at 
low prices to promote business, pr ide and good wi l l . 

Many companies use our qual i ty gormets fo r : 

• A W A R D S • PERKS • G IFTS 
• BUSINESS P R O M O T I O N S • STAFF S H I R T S 

• H I G H W A Y SAFETY S H I R T S • ETC. 

Call, mail or fax your company name and address 
and we will send you our flyer with products 

and price information. 

GLEN ROCK SALES 
PO BOX 158 

WEST KINGSTON, Rl 0 2 8 9 2 
P H : 8 0 0 - 8 3 2 - 0 9 2 3 • FAX 4 0 1 - 7 8 8 - 9 4 1 0 

I M P R O V I N G Y O U R 
C O M P A N Y ' S P E R F O R M A N C E 

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 still have 
more time for other things. 

We provide assistance to accomplish the improvements 
that are needed today to ensure your success tomorrow. 

MORLAND 
LANDSCAPE 

RESOURCE 

Imagine... 
Short term 
assistance for 
long term 
success 

Tracy Morland 
P.O. Box 352 New Glarus, WI 53574 

608/527-5411 
morland@madison.tds.net 

Education/Instruction 
L A N D S C A P E D E S I G N 

TBE A SKILLED 
I LANDSCAPE 
• DESIGNER 
I Home study course. Cre-

ate beautiful lawns, gar-

Idens, courtyards, plantings, 
and walkways. Start a reward-

iing business of your own. 
Send or call 24 hours a day. 

| FREE CAREER LITERATURE: 8 0 0 - 2 2 3 - 4 5 4 2 | 

I The School of Landscape Design, Dept. GTG668 I 
^ P C D I , 430 Technology Pkwy., Norcross, GA 30092 j 

For Sale 
L A N D S C A P E D E S I G N K I T 3 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$84 + $6 s/h VISA. MasterCard, and 
MO's shipped next day. Check delays 
shipment 3 weeks. CA add 7.75%tax. 
A M E R I C A N S T A M P C O . 

_ ' Free Brochure 122*> Rising Rd. LL. Wilton. CA 95693 
| Loci cils 916-667-7102 Voice or Fax TOLL FREE 877-887-7102 

VEHICLE M O N I T O R I N G 
Affordable Truck Tracking 

$395 
800/779-1905 

www.mobiletimeclock.com 

w w w . g r a s s - s e e d . c o m 

H Y D R O - M U L C H E R S 

HYDRO-MULCHERS® 
HYDRO-SEEDERS 
STRAWBL0WERS 

Most Brands & Sizes - N e w & Used 

800/551-2304 
www.jameslincoln.com 

R A D I O S HALF PRICE 
MOTOROLA & KENWOOD 

from $225 with warranty 
escape NEXTEL go 900 w us 

can: 800/779-1905 
www.aatwoway.com 

F O R S A L E 
1989 Isuzu Spray Truck, Diesel with 600 gallon poly 
tanks, Caddy carrier attached, Newly inspected 
$9,400 neg. Call 1-800-251-8852. 

E Q U I P M E N T / S U P P L I E S 

WflMMkQMM C O M ^ ^ f l f l 
T - f - C - H - N - O - l - O - O - l - E - S 

it EC3000 Tackifier • 
• H y d r o Seeders * 
• S t r a w B l o w e r s * 

New fit Used Equipment!!! 

One-Stop Shopping 
3380 Rte. 22 W.. Unit 3A, Sranchbwrg, N) 08876 

800 245-0551 «908-707-0800*F*x: 908-707-1445 

www.ErosionControlTech.com 

P A R T S / T O O L S / S U P P L I E S 
LANDSCAPERS: 

Why bum daylight shopping? 
We'll deliver blades, filters etc. for less! 

Huge searchable database: http:/ / M-and-D.com 

It p a y s to a d v e r t i s e 
in the L a w n & L a n d s c a p e 

c l a s s i f i e d s . 
Ca l l 8 0 0 - 4 5 6 - 0 7 0 7 

t o d a y ! 
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STEEL B U I L D I N G S H Y D R O - M U L C H I N G / 
H Y D R O S E E D I N G E Q U I P M E N T 

> 20 Year Roof & Wall Warranty 
• Plenty of Room for Storage 

& a Workshop 

P r i m e S t e e l 

SUPER TOUGH 
HEAVY I-BEAM 

BUILDINGS 

Perfect for Use 
as Equipment 

Storage or 
Repair Shop 

40 X 6 5 ( 3 L E F T ) 
40 X 85 (1 LEFT) 

50 X 110 (2LEFT) 
60 X 150 (1 LEFT) 

1-800-291-6777 ext.108 

H Y D R O S E E D I N G / 
H Y D R O M U L C H I N G EQUIPMENT 
A N D S U P P L I E S 

HYDRO SEEDING HELPER 

Slicky Sticky 
slickysticky.com 

800-527-2304 

USED E Q U I P M E N T 
Bowie Straw Blower 

Trailer Mounted 
Low Hours (113) 

4 Cylinder Wisconsin 
$7000.00 

Call Steve 270/782-1438 

T O P S O I L S H R E D D E R S 

Topsoil Shredders 
THE SCREEN MACHINE* 

800-837-3344 

7001 Americana Parkway 
Reynoldsburg, OH 43068 

F O R S A L E 
1 9 9 8 FINN BARK BLOWER 

80HP, 4-cyl, water-cooled 4039D diesel John 
Deere engine, 22cuyd hopper for truck mounting. 
Includes 150' x 4" flex discharge hose, 3 function 

remote control, & auto tap system. 1400 hrs. 

Phone: 508.384.7140 or email: 
john@groundscapesexpress.com 

$195 
. Per Month 

• Four Minute Loading & Mixing I »%do*- -smo 
• Thick Mulch, Long Hoses, No Clogs I • ' 
• Clear Water Hose Flushing System 
• Powerful Mechanical Paddle Agitation 
• Positive Displacement Pump Power 
• Self-filling From Auxiliary Tank 

TurfMaker® Ot Simptf Scttn 
J a m e s Lincoln Corp. 

4931 Grisham St., Rowlett, TX 75088 

1-800-551-2304 
www.turfmaker.com 

Help Wanted 
K E Y E M P L O Y E E S E A R C H E S 

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 

L A N D S C A P E J O B S . C Q M 
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 

L A N D S C A P E M A N A G E M E N T 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: Colo-
rado, Connecticut, Delaware, Florida, Georgia, Illi-
nois, Indiana, Maryland, Missouri, New Jersey, New 
York, North Carolina, Ohio, Pennsylvania, Texas, 
Virginia, Wisconsin. Fax: 301/987-1565. 

Email: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

G R E E N I N D U S T R Y J Q B S . C O M 
www.irrigationjobs.com 
www.treecarejobs.com 
www.nurseryjobs.com 

www.landscapingcareers.com 
Search Jobs and Resumes 

LOCATE IN O N E O F F IVE 
G R E A T 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 
"really cares" about its employees! Branch manager 
applicants should have managerial experience, and 
trainee applicants should have assistant manager ex-
perience. 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. 

L A N D S C A P E M A N A G E M E N T 
James Martin Associates, Inc., a well-established 
commercial and residential landscape maintenance 
firm, is seeking a team-oriented person with 3-5 years 
experience in maintenance project management to 
join the landscape maintenance department. The suc-
cessful candidate will possess experience in project 
and client management, contract negotiations, client 
prospecting, estimating, and a solid understanding 
of the grounds management industry. For immedi-
ate confidential consideration, please send or fax re-
sume and salary requirements to: 

JAMES MARTIN ASSOCIATES, INC. 
Attn: Chris Keenan 
59 East US Hwy. 45 

Vernon Hills, IL 60061 
E-mail: MARTINASSOC@ATT.NET 

Fax 847/634-8298 
Phone: 847/634-1660 

C A R E E R O P P O R T U N I T I E S 

CAREER OPPORTUNITIES 
With Northern California's Largest 

Independently Owned Landscape Company 

WWW.CAGWIN.COM 

H E L P W A N T E D - L A N D S C A P E 
A well established, full-service landscape contractor 
in Vail, Colorado is seeking qualified Irrigation Tech-
nicians, Supervisor for maintenance and construction 
positions. A minimum of two years experience and/ 
or college degree in related fields. Wages commen-
surate to experience. Benefits available. Bilingual a 
huge plus. Please mail or fax resume to: 

JOHNIE'S GARDEN, INC. 
P.O. Box 5115 

Vail, CO 81658-5115 
Fax 970/827-5696 

Phone 970/827-9200. 
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EXCIT ING CAREER 
OPPORTUNITIES FOR SERVICE 
INDUSTRY M A N A G E R S 

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 the Virginia area) 

Responsible for managing day to day operations, in-
cluding the supervision of field personnel. Business/ 
Horticultural degree desired with a minimum of 2 
years experience working in the greens industry. 

Qualified applicants must have proven leadership 
abilities, strong customer relations and interpersonal 
skills. We offer excellent salary, bonus, and benefits 
packages, including 401k and company paid medical 
coverage. For career opportunity and confidential con-
sideration, send or fax resume, including geographic 
preferences and willingness to relocate to: DeAngelo 
Brothers, Inc., Attention: Paul D. DeAngelo, 100 
North Conahan Drive, Hazleton, PA 18201. Phone: 
800/360-9333, Fax: 570/459-5500. EOE/AAP, M-F. 

MANAGEMENT SEARCH 
GREENSEARCH 

What are you doing Monday night to 
improve your career? 

Visit our updated GreenSearch Web Site at 
www.greensearch.com 

and browse through a variety of interesting topics 
dealing with your green industry career. Then in the 
quiet and confidential environment of your own 
home, complete our online application and see if one 
of our current career opportunities might be just right 
for you. 

GREENSEARCH 
6690 Roswell Road, Suite # 310-157 

Atlanta, GA 30328-3161 
Toll Free 888/375-7787 

Fax 770/392-1772 
E-Mail: info@greensearch.com 

www.greensearch.com 

EMPLOYMENT -
EMPLOYMENT - EMPLOYMENT 

Ferrell's Jobs in Horticulture is the twice-a-month 
national newspaper and Web site for Green Industry 
employment. Employers and Job Seekers contact: 
800/428-2474 or visit www.giantads.com. Since 1993. 

FOREMEN WANTED 
TruGreen LandCare, a nationally recognized com-
mercial landscape installation company is looking for 
experienced Foremen for our Mid Atlantic Region. 
Potential candidate should have experience in 
hardscapes and on-structure planting. CDL License 
required. Competitive salary commensurate with 
experience. Full benefits. Please call Ken Thomp-
son at 301-924-7802. 

P R O F E S S I O N A L CAREER OPPORTUNITIES 

Nationally ranked 11th full service landscape, irrigation, main-
tenance, tree care, construction & pool construction company 
in South & Central New Jersey is seeking career minded, skilled 
& highly motivated professionals to join its award winning team. 
Lipinski's goal is to maintain the leadership position in landscape for commercial & residential custom-
ers and to redefine the architectural approach in the horticultural industry as a leading technological 
edge • Landscape Designers • Architects • Salespersons • Landscape Construction Supervisors & 
Forepersons • Irrigation Service Technicians • Landscape Maintenance Supervisors & Forepersons • 
Lawn & Pesticide Applicators • Experienced Tree Climbers • Crew Chiefs • Laborers 

Fax or e-mail resume to Human Resource Manager 
LIPINSKI LANDSCAPE IRRIGATION, INC. PO Box 605, Mt. Laurel, NJ 08054 

F a x : 8 5 6 - 2 3 4 - 0 3 0 6 E-mail : humanratourca@l ipinski land.com 

HEYSER L A N D S C A P I N G 
A DIVISION OF OMNI FACILITY RESOURCES, 
INC., THE FASTEST GROWING SERVICE COM-
PANY IN THE INDUSTRY; has career opportunities 
available to join our full-service landscape team. Of-
fices located throughout the East Coast and the Mid-
west 

Sales Management 
Production Management 

Construction Management 
Field Positions 

SALARY COMMENSURATE WITH EXPERIENCE, 
FULL CORPORATE BENEFITS PACKAGE. CALL 
800/462-0343, FAX 610/630-1288 (EOE). 

M A N A G E R S / T E C H N I C I A N S 
NaturaLawn of America, the nation's leader in or-
ganic-based lawn care, is seeking experienced man-
agers and technicians to fill expansion opportunities 
in a number of states. 

NaturaLawn of America was ranked #1 by Success 
Magazine for being the fastest growing lawn care 
company in America, #1 environmentally responsible 
lawn care company, and #1 natural organic-based 
franchise opportunity. Starting operations in 1987 
and franchising in 1989, there are now almost 50 
NaturaLawn® of America locations throughout the 
United States and Canada. 

So if you are tired of too many chemicals and want 
to get on a career fast track, then send your resume 
and salary requirements, in confidence to: 

NaturaLawn of America 
1 East Church Street 
Frederick, MD 21701 
Fax: (301) 846-0320 

eiiiiailLnatural@nl-amer.com 
Please_vdsiLus_at_www.nl-amer.com 

SALES TERRITORY 
REPRESENTATIVE 

Landscape Tool Company, seeking a highly estab-
lished, motivated sales representative for Southern 
California, Nevada and Arizona. Please call Zac Tool 
Mfg., 800-454-7868. 

J O I N CENTURY RAIN AID 
Join Century Rain Aid, America's leading irrigation 
and landscape lighting distributor, as we continue 
to grow. Century is now accepting applications for 
branch management and sales positions. Irrigation 
experience and college education are preferred. Cen-
tury offers industry competitive wages and a com-
plete benefits program, including medical, dental, 
vision and 401K matching. Please send your resume 
and salary requirements to: Century Rain Aid, 31691 
Dequindre Rd., Madison Heights, MI 48071, Attn: 
Wayne Miller. Pre-employment drug screening re-
quired. Century is an Equal Opportunity Employer. 

LANDSCAPE L IGHTING 
MARKET M A N A G E R 

Century Rain Aid, the nation's leading distributor 
of landscape irrigation and low voltage lighting sup-
plies, is recruiting a Lighting Market Development 
Manager. Successful candidate will direct sales and 
marketing efforts in addition to educational seminars 
and buying programs. Candidate will oversee new 
market development and support existing accounts; 
liaison with specifiers and contractors; and develop 
internal and external training materials and merchan-
dising displays. College graduate preferred with 
sales presentation experience and knowledge of land-
scape lighting. PC skills in Microsoft Word, Access, 
Excel a plus. Position is based in Southeast Michi-
gan and will require travel throughout U.S. Please 
send resume and salary requirements via email to: 
Bri3nd@rajnaid-CPm. Pre-employment drug screen-
ing is required. Century Rain Aid is an Equal Op-
portunity Employer. 

LANDSCAPE MAINTENANCE 
SALES P E R S O N 

Tired of merger madness threatening 
future security? 

Come join S.W. FRONTIER LANDSCAPING, INC., 
a multi-award winning company. 

We are a well-established & growing company 
based in Vancouver, WA 

serving Washington & Oregon. 
Competitive wages & benefits offered 
including medical, dental & holidays. 

Drug-free work environment & 
equal opportunity employer. 

2-3 years experience in the green industry required. 
For appointment call: 1-888-544-5006 
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Insurance 
COMMERCIAL INSURANCE 
FOR THE G R E E N 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 
Renovation 
Fertilization 
Herb./Pest. App. 
Tree & Shrub Serv. 

Snow Removal 
Right of Way 
Holiday Lighting 
Irrig. Install./Serv. 
Mowing & Maint. 

Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

1-800-886-2398 or by fax at 
1-614-221-2203 

M.F.P. INSURANCE AGENCY, INC. 

Tree Stakes 
TREE S T A K E S 

Doweled Lodgepole Pine 
CCA Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Website: www.jasper-inc.com 

Lighting 
L I G H T I N G FOR THE G R E E N INDUSTRY 

Powerful Profits j , «/ 

Holiday Lighting 
Keep Employees Year Round 

Offiet Fixed Costs 
High Margiriy Repeat Services 

f f T A I « 
Landscape Lighting 

High Margin Niche Market 
Explosive Growth 

Cross-sell to Customers 
Design & Installation Training, Marketing, Quality Lighting Products 

Over 300 Locations in 46 States & Canada. 

f 1-800-687-9551 fNiteTlme 
www. Christmas Decor, net £ ^ We 're Lighting The Way! Elegant Landscape Lighting 

TURF MANAGEMENT 
A must for all landscape professionals, Turfgrass Ecology & Management by Dr. 
Karl Danneberger, is the industry's first professional turf management text 
devoted to advanced environmental ecology. This pioneering work addresses 
the future of the lawn and landscape industry and can be yours for only $28 per 
copy plus $2.50 shipping and handling. Quantity discounts available. Call Fran 
Franzak, 800/456-0707. 
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professional for fixtures such as path lighting 
and directional spots." 

Using poor quality product from a mass 
merchandiser could doom a system to fail-
ure. Lipscomb said he gets a lot of calls to fix 
systems other contractors installed using 
these store kits. 

Binkele stressed the importance of buy-
ing, specifying and installing products that 
are UL1838 listed. "UL1838 is the safety and 
quality standard for low-voltage lighting 
components," he said. "UL 1838 is specifi-
cally designed to address all the issues of the 
outdoor environment." 

BE SAFE. Poor quality product can be haz-
ardous, Meis said. "The contractor has a great 
amount of liability," he said. "You are working 
with electricity, so give it the proper respect." 

Make sure fuses protect the transformer's 
low-voltage side, Meis advised. "Transform-

ers without secondary side protection do not 
always blow the fuse when there is a prob-
lem," he said. "This can cause enormous 
damage from fires." 

Safety is especially important in water 
feature installation. Generally, most city or 
county codes do not allow any low-voltage 
fixtures closer than 8 to 10 feet from the edge 
of swimming pools or spas, Meis said. Foun-
tains and ponds are not included in those 
regulations unless humans use the water. 

Make sure fixtures and the transformer 
are rated for underwater use, Meis advised, 
noting that home center kits are generally 
not safe for use in or near water. 

Lipscomb said he has faced few - if any -
installation safety hazards. His biggest safety 
concern is when crew members have to climb 
in tall trees to install downlighting. 

Other hazards, Meis added, are the same as 
any construction process. "Be careful with what 
you do and how you do it," he said. "Many 
lighting contractors install fixtures in trees or 
under eaves of houses. Make sure you have a 

good, solid extension ladder, the proper climb-
ing equipment and harnesses. We nearly lost 
one of our best contractors a few years ago 
when he fell 40 feet from a tree." 

CONTINUING EDUCATION Training, 
which many manufacturers offer, is critical to 
proper lighting installation. Products are only 
as good as the installation. "From the 
consumer's standpoint, a poorly installed light-
ing job equals a bad product," Binkele said. 

A basic electrical course may be helpful, 
but it is not necessary, Meis said. "Trial and 
error is a big part of learning," he said. "It 
usually takes four to five installations to 
really get a feel for this, and it takes years to 
really perfect a system that works for you." 

Lipscomb observed that installation is 
not always as difficult as others make it out 
to be. "Installation is simple if simple proce-
dures are followed," he said. B! 

The author is Associate Editor of Lawn & Land-
scape magazine. 
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An ESOP at 
Gardeners' 
Guild 

In this age of consolidation in the landscape 

industry, creating and implementing an Em-

ployee Stock Ownership Plan (ESOP) could be 

considered "bucking the trend." That's what we 

did at Gardeners' Guild, San Rafael, Calif. 

To become an employee-owned company, 
Linda Novy, founder, president and chief execu-
tive officer, had to have a willingness to do so. Founded in 
1972, the company grew from a one-truck operation to 
nearly 100 employees and $5 million in revenue by 2000. 
Seeing Gardeners' Guild become a perpetual company -
one that would continue to operate after her retirement -
was always Novy's goal. In the mid-1990s, after consider-
ing the pros and cons of the many exit strategies available 
to a sole owner, Novy determined that the best alternative 
for a smooth transition in ownership for both herself and 
the employees was an ESOP. The program benefits the 
company owner by carrying forward the same mission and 
core values the current team embraces and rewards the 
existing employee base with ownership and an incentive to 
stay with the company. In an ESOP, the owner also receives 
lump sum tax advantages and avoids the capital gains tax. 

The process of becoming employee-owned began in 
1997, and soon after Novy determined the company would 
need an experienced team to lead it through this transition. 

The first step was securing the services of a quali-
fied, experienced ESOP attorney. Having an 

attorney to orchestrate all of the intricacies 
associated with an ESOP was imperative. 
Next, both buyer and seller needed to agree 
on a valuation company to conduct a fair 
market value appraisal of Gardeners' Guild 
to determine the sale price. 

™ To ensure an accurate valuation of the 
company's stock, the valuation company required 

10 years of financial history and five years of financial 
forecasts, along with other information about the company's 
operations. Key staff members were interviewed about 
company philosophies, goals, hiring practices, clients -
everything about who we were and how we operated. Not 
only did gathering this information produce a very thor-

1. After one year of service, employees become owners of the 
company without spending a single dollar of their own money. 

2. The employees now have a stake in the company they work for. 

3. When employees become owners of the company, they are 
presented with an owner's manual and receive a portion of every 
future stock allocation. 

4. Decision-making opportunities have been created for the 
employee-owners. 

5. Monthly "business raps" are available to all employees and 
focus on training employees to understand the company's 
financial goals, actual performance and what they can do on a 
daily basis to improve profitability. 

ough and professional valuation of our company, it pro-
vided us with a financial plan for the next five years. 

Lastly, we secured the services of an ESOP administra-
tor to handle the annual reporting of stock values to all of 
our future employee-owners. 

Once this team was in place, the real work began. Not 
only did we have a business to continue running, but we 
also needed to invest time and resources in assembling the 
ESOP. This included creating a formal plan, submitting the 
plan to the IRS for approval, negotiating the initial stock 
purchase transaction, securing financing with a lender and 
providing ongoing communication and status updates to 
all future Gardeners' Guild owners. 

The initial transaction was completed Dec. 23,1998, and 
the employees of Gardeners' Guild became 40 percent 
owners. In addition, the stock purchase agreement allowed 
additional purchases over the next five to seven years, 
permitting the employees to own 100 percent of the 
company's stock in the future. Today, 100 percent of the 
eligible employees are in the ESOP. 

The creation of the ESOP has forced Gardeners' Guild to 
operate differently. Although it's a great benefit to the 
employees, the ESOP does not happen without a consider-
able amount of time and expense. The program has height-
ened our collective focus, made us budget in more detail, 
plan more proactively, invest more in employee-owner 
training and improve our cash flow management. 

All in all, the transition to an ESOP requires Gardeners' 
Guild to continually improve in all the various areas of 
business because the employee-owners are demanding it. 
- Michael Davidson ID 

The author is chief financial officer of Gardeners' Guild, San 
Rafael, Calif 
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Barenbrug ;s success has been achieved through 1 0 0 years of providing its clients with 
technical support, quality control , o n - t i m e delivery, customer service, and t o p - n o t c h 
products that are unsurpassed in this industry. Isn't it good to know that in today's 
fast-paced world of mergers and acquisitions, there is still a c o m p a n y you can c o u n t 
o n today as well as t o m o r r o w ? 

Kentucky Bluegrass 
• Barblue • Barzan 
• Bartitia • Baronie 
•Baron • Blue Banner Blend 

Bentgrass 
• Bardot Colonial Bentgrass 
• Pin-High Creeping Bentgrass 

Blend • Regent Creeping 
Bentgrass 

Tall Fescue 
•Austin • Barlexas • Barrera 
• Barrington • Phoenix 
•Tempo • Vegas • Water Saver 

Blend • TF6 • Tracer 

Fine Fescue 
• Barcrown Slender Creeper 
• Bardur Hard Fescue 
• Bargena Creeping Red 
• Bargena II Creeping Red 
• Bargreen Chewings 
• Barnica Chewings • Barok 

Sheeps • Baroxie Chewings 
• Bridgeport Chewings 

Perennial Ryegrass 
• Barclay • Barlennium 
• Pebble Beach Blend • Pace 
• Pinnacle • Topflight Blend 
• Premier • Premier II 
•Turf Star Blend • Pirouette 

Specialty Grass 
• Barkoel Crested Hairgrass 
• Barvanti Turf Type Timothy 
• Bariviera Poa trivialis 

For more information call toll free (800) 547-4101 

•BARENBRUG 
G R A S S S E E D FOR E V E R Y N E E D . 

© 2000 BARENBRUG USA (800)547-4101 • (541)926-5801 • FAX (541) 926-9435 • TANGENT, OR 97389 USA 
www.barusa.com • email: info@barusa.com 

USE READER SERVICE #154 ©1999 Turf-Seed, Inc. 

http://www.barusa.com
mailto:info@barusa.com


WHY DO LEADERS CALL IT "GREATEST or BEST STUFF or PRODUCT in the WORLD?' FREE TRIAL OFFER 

FREE SEE FAR-HIGHEST-SCIENCE LIFT YOUR 
NURSERY AND CUSTOMER PLANTS TO NEW LIFE 
NOTHING Else • IS REMOTELY "LIKE" SUPERthrivem. 

• MAKES SUCH A DIFFERENCE. 
• HAS SUCH CREDENTIALS. 

TOP FLAUT SU PH Y 

• "The ultimate application of plant physiology.'' — Top U.S.D.A. scientist 
• "Much more growth above and below ground than when fertilizers used alone.'' 

- Another leading U.S.D.A. scientist te^W 

BILLIONS-PROVEN on billions of plants, by millions of growers, 
by hundreds of thousands of professionals, by thousands of government agencies 
and universities, by "impossible" great landscape jobs "everywhere," by great 
proportion of winners of the national flowering plant societies' competitions. 

FREE TRIAL TO SEE FOR YOURSELF „hyso 
many thousands of garden center operators - some now third generation - know that 
you really cannot operate at so high a level without SUPERthrive™. 
Since SUPERthrivem has not had salesmen - and many retailers have not come 

to national trade shows - this is a try to reach some of you whose distributors 
have SUPERthrivem for you without your knowing why, and others of you whose 
distributors have not yet responded to your need for SUPERthrive.m 

After a half century of unchallenged $5000,-Guaranteed best, 5 ways - it is more 
than time for every garden center to have SUPERth rive's™ benefits. 
Ask about NEW liberal ad allowances, for fair ads featuring merit, rather than price reductions. 

r CHOOSE 0NE"FREE TRIAL MAILTHTS ^ 
(One ounce makes 500 cups or gallons. 1/4 teaspoonful per gallon, 3 ounces 
per 100 gallons, (or, constantly, a drop a gallon, 1 ounce per 500 gallons.) 
• FREE $6.20 2-ounce bottle, with 16-ounce $29.40 size purchase. (RETURN pint for 

full REFUND if not delighted with 2-ounce bottle effects.) 
• FREE $9.98 4-ounce bottle, with 32-ounce $51.60 purchase. (RETURN quart for full 

REFUND if not happy with free 4-ounce bottle new life.) 
• FREE $1.69 1/10-ounce sample DropacTM-Send 550 stamped, addressed envelope. 
• 128-ounce $148.75 size, (refundable, therefore FREE only to established business or 

public agency, if, after using 4200 to 64,000 gallons from gallon, you wish you had not 
bought it.) 

• DEALER resale trial, FREE bottle with each dozen: DEDUCT 40% IN CHECK FOR DOZEN(S) 
dozen te-ounce $3.30 sellers; dozen 1-ounce $4.65 sellers; 
dozen 2-ounce $6.20 sellers; dozen 2-ounce $9.98 sellers; 

Firm Name Phone 
Delivery Address for UPS ENCLOSED CHECK $ 
City State Zip 
Your Name (Print, please) Position 
If your distributors already have SUPERthrive™ for you, buy trial gallon and dozen(s), etc. 
from them. Same offers. Send copy of invoice or date and number for "baker's 
dozen" and other free bottles, direct. OTHERWISE, 

MAIL ID VITAMININSTITUTE •12610 Saticoy st Southf North H°"ywood' ca 916°5> u s a Phone (800) 441-VITA FAX (818) 766-VITA (8482) 

USE READER SERVICE # 9 4 
www.superthrive.com 

Hundred« of 
thousands of . 

THE 
WORLD'S 
SCIENCE 

DISCOVERIES DISTILLED by 
Vitamin 

Institute 
Genius 

CAN LIFT 
YOUR WORLD 

Mute in U.S.A. by VITAMIN I N S T I T U T E 
12610 Saticoy St. South 

North Hollywood, California 91605 
Phona: (323) 877-5186 

X x X X 

http://www.superthrive.com

