LANDSCAPE VIANAGEER
OF THE YEAR

co-sponsored by

1988 Landscape
Manager of the Year
Roy Peterman

= ntry forms are now being accepted by the

Hm Professional Grounds Management Society
and LANnDscAPE MANAGEMENT magazine for their
third annual ‘‘Landscape Manager of the Year"
award.

The purpose of the award is to recognize
superior job performance among landscape
managers, to challenge those involved in the
industry, to achieve higher standards of
excellence and to bring national recognition
to deserving managers.

A ny person directly responsible for
the professional maintenance of one

or more landscapes is eligible to enter.
Applicants will be judged according to job
performance, honors and awards, procedures
and philosophies, and contributions to the
green industry. Applicants will be asked, at
the time of entry, to submit four 5 x 7 black-
and-white glossy photos and 10 color 35mm
slides of current work areas with a short
narrative on each.

(clip and mail)
Applicant’s name Title
Applicant’s company
Official entry form should be sent to:
Name Title
Company
Address City/State Zip Code

Mail to: PGMS, Landscape Manager of the Year,1201 Galloway Ave.,Suite1E, Cockeysville, MD 21030, 301-667-1833
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WEEDS from page 38

only to have some action taken by the
customer (either before or after the appli-
cation) negate its effect?

For instance, on Friday afternoon at 1
o’clock, you make a post-emergence her-
bicide application to a fescue lawn which
had not received a pre-emergent in round
one. The application was textbook, with
100 percent coverage, perfect timing and
perfect weather for maximum results. By
1:15, you are leaving the customer’s prop-
erty congratulating yourself on a “Pride-
of-the-Industry” application. At 1:30, the
automatic irrigation system (which was
supposed to be turned off) comes on,
drenching the turf for the next two hours.
Total saturation and run-off occurs 30
minutes into the cycle.

At 3:30, the high school student
next door shows up on his father’s
new riding mower with the patented
“Whirler-Sucker-Vacuum-Catcher”
apparatus, and scalps the fescue down
to 1% inches. The whirling, dull
blades, turning at different speeds,
chop the turf into chunks while the
apparatus strips the soil surface of all
organic matter not tied down by a ma-
ture root system.

What is the customer most likely to
complain about in the coming weeks?
You guessed it: weed problems.

What is your response? Perhaps this
is the time to implement your new, get-
tough, tell-it-like-it-is policy.

Our responsibilities

You might politely tell the customer
you know what happened to the lawn
after your Friday afternoon “State-of-
the-Art” professional post-emergent
application. You might also tell the
customer that your unconditional
weed-free warranty has been voided,
and a re-spray will be an additional
charge.

The customer will most likely re-
spond by saying, “We appreciate your
straight talk, and we don’t deny that wa-
tering and mowing shortly after your ap-
plication may have had a negative effect
on your weed control program. But look
at the issue from our point of view. We
did not know you planned to make an
application on Friday. We did not know
you actually made an application on Fri-
day. And we had no idea what we should
or should not have done before or after
the application, had we known about it.
When will you be here to re-spray?”

The customer was not deliberately
working against his or her own best
interest, or against your best efforts.
The customer simply did not know.

You may rationalize or argue that
the customer should have requested a
pre-call, or the customer should have
memorized the fine print in your an-
nual Customer Instruction Booklet.

But—the sad truth is—it is your
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responsibility to give the customer
clear, timely, step-by-step instruc-
tions on turf management before and
after herbicide application. In some
cases, the information can be just as
important as the application. The de-
livery of one without the other will
reduce or perhaps negate the benefits
we sell.

The widely-held belief that weed
control is strictly a chemical problem
unrealistically places the burden
squarely on the chemical applicator’s
shoulders. A huge information gap
exists between the realistic expecta-
tion for lawn care applicators and the
customer’s responsibility to be
informed.

Is it possible we, the chemical ap-
pllcators are caught in our own web
of “weed-free” marketing jargon and
quick-fix chemicals? Do we believe
that if our pre-emergent treatment is
not effective, we will simply kill the
weeds with the post-emergent?

The reality is that—if we don’t apply
the pre-emergent on schedule, in accor-
dance with the label, getting complete
coverage of the area, and if we do not
follow correct cultural practices—we
will have an uphill battle.

We apply substance to the turf, but
the customer is neither satisfied nor
dissatisfied based on what we put
down. They are satisfied or dissatis-
fied based on the result. The service is
almost completely intangible. We are
promising a result, and customers do
not know whether they are being
well-served until they get or do not
get what they were promised.

If we allow the existence of weeds
to become the evidence of our non-
performance, we have stepped into
our own trap. LM

Phil Christian Ill of Alpharetta, Ga. is a con-
sultant with All-Green Management Associ-
ates in Columbus, Ohio. He is a frequent
speaker at turf conventions.



If you’re looking
for a rider that
performs like a
Bunton walker,
the search is over.

To maximize
life and minimize
maintenance, the
Bunton 61" cutter
deck and power
unit are built with
reinforced heavy-

duty, 10 gauge steel.
The positive chain steering
system and electric cutter

deck lift eliminate the
maintenance costs and
problems of cables and
hydraulic systems.

The superior Peerless
transaxle has five forward
ground speeds and reverse,
with a unique shift linkage that

Over thirty years ago Bunton set
the standard for commercial
mowing with the introduction of an
“out-front” mowing deck. Since
then, others have copied the
concept on riding mowers, but only
now, after years of development
and testing, has the concept been
applied to a Bunton quality mower.

automatically declutches the
transmission to “shifton-thego”
without causing wear to the
shift keys and gears.

Operator efficiency is
improved with the unique
instrument console providing
“finger-tip” control of blade
engagement, ground speed and
engine speed. A shift quadrant

Circle No. 104 on Reader Inquiry Card

The 61" Bunton rider is built for
longevity, performance and
efficiency. The result is a rider
that has the features and rugged
construction you expect from
Bunton. If you've been waiting for
a rider that performs like a Bunton
walker, call us for the name of a
Bunton dealer near you.

assures that the
transmission is in the
selected gear. A simple
toggle switch raises and
lowers the cutting deck
from the operator’s seat
for clearing curbs and
easy maintenance.

The American made
18 hp Onan engine
option makes the perfect
combination for long life
and reliable performance.
It has fully pressurized
lubrication and made in
America serviceability.

The Bunton details
make the difference.

BUNTON.
BUNTON CO.

P.O. Box 33247
Louisville, KY 40232
Phone: 502-966-0550
Fax: 502-966-0564



Lee Martin's responsibilities include maintaining t
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his view of the Japanese garden at the Carter Presidential Center.

LANDSCAPE MANAGER
OF THE YEAR

Morris Lee Martin of Alfred L. Simpson & Co. believes education,
higher pay scales and industry organizations can help solve
Atlanta’s workforce problems.

hen we called to congratu-
w late Lee Martin of Alfred L.
Simpson & Co. for winning

this year's Landscape Manager of the
Year award, a light rain was falling in
Atlanta. But rather than sit and watch
the grass grow, Martin was en-
trenched in a weekly staff meeting. At
these times, he and the company'’s
other four division managers take
care of business and solve the prob-
lems that get in the way of award-
winning progress.

Martin is vice president of the com-
pany’s Landscape Maintenance Divi-
sion. As such, he is responsible for 182
acres of turf, 65 acres of shrubs and
10,000 square feet of bedding plants
and floral displays. These include

such prestigious clients as the Carter
Presidential Center and Library; the
Business Center of the Northwoods;
and One Atlantic Center, site of the
IBM Tower.

Unparalleled growth
Martin joined Alfred L. Simpson & Co.
15 years ago. The company has since
grown from 15 to more than 120 em-
ployees. In the last five years, accord-
ing to operations manager James
Brisky, Martin has taken his depart-
ment’s gross sales from $560,000 to
$1.35 million. His goal is $3 million.
““He has directed this steady
growth,” says Brisky, “while improv-
ing the department’s quality and the
percentage of its profits, as well as its
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reputation in a highly competitive
market.

“In addition to the technical care,”
Brisky notes, “Martin schedules all
work, and meets with clients when
necessary to insure high quality work
and client satisfaction."

Brisky calls Martin a real inno-
vator, and says one of his most impor-
tant ideas has been in the delegation
of day-to-day authority and responsi-
bility to a highly-qualified manage-
ment team.

“Lee started initiating this struc-
tural change around 1981." says
Brisky, “and has modified it con-
stantly over the years."”

“The people on my staff deserve
much of the credil,” says Martin.



Mitsubishi
Govers

New Ground

Introducing the Mighty Mits. Rugged,
dependable multi-purpose vehicles that cover
a variety of your general work needs.
They re efficient. Quiet. And loaded with
features:
= A low-maintenance, 3-cylinder water-cooled
engine with balance shaft for reduced vibration
and noise.

= A payload capacity of up to 1750 pounds.

* Quick and precise rack and pinion steering.

* A compact 12%2' turning radius—for easy
maneuverability.

= A raised cab roof with generous headroom for
increased roominess and comfort.
Choose from Flo-Thru, Full-Door and Tilt
Bed models. With 2- and 4-wheel drive options.
The Mighty Mits. They're high. They're
mighty. And best of all, they're Mitsubishi.

w MITSUBISHI

MOTOR SALES OF AMERICA. Inc.

Industrial Vehicle Division
6400 W. Katella Ave., Cypress, CA 906300064
714) 372-6000 (BOO) FON-MITS
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Martin: “Work with people...to create situations

where everybody wins.”

N

One Atlantic Center is the site of l

attention.

Brisky, Garry Agan, Boyd Russell and
all of his 55-person staff “‘do a lot of
things that go beyond the call of duty,
and Mr. Simpson is more like a father
to me than an employer.”

Branch offices help

Martin has helped to direct company
growth by adding and reorganizing re-
sources to meet the department’s
changing needs while keeping work
quality high.

“Over the past few years, we had
problems in getting our manpower
from one side of the city to another,"”
explains Martin. “We elected to
evaluate the expense of having two
satellite offices. We then started to
get in-house jobs like the Carter
Center and Northwoods. Now, our
area supervisors are a few minutes
away from a job. The fast response
time makes us more efficient, and
there is less wear and tear on the

>
\

nchtime crowds and summer concerts, and therefore requires extra care and

Martin believes the employee
shortage can be intercepted with a
three-pronged attack of horticulture
education in high schools, higher
pay scales and continued
involvement of industry
organizations.
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trucks, less field costs.”

Martin believes the industry's em-
ployee shortage—which many pre-
dict as inevitable—can be intercepted
with a three-pronged attack consist-
ing of education in horticulture in
area high schools, higher pay scales
and continued involvement from in-
dustry organizations, such as ALCA
and PGMS, two groups Martin be-
lieves have done much for the profes-
sion.

*“A college eduation is valuable be-
cause of the way it molds a person's
way of thinking,” says Martin. “Trade
schools help give people some tech-
nical training to build on as well.

“Experience, however, is the most
critical part of a landscape manager's
background. He needs experience
with people: pleasing clients, encour-
aging employees lo motivate them-
selves and to work together like a
team." LM



with Lawn-Plex®

MSMA tank mixed

x® Unretouched Photo Taken 6/30/87
On Bermudagrass

MSMA without Lawn-Ple

Tired of getting burned? Lawn-Plex® fully
chelated micronutrients provide a cost effec-

tive way to reduce stress and burn on lawns,
fairways...all fine turfgrass. Similar results can be
obtained by adding Agri-Plex® to ACCLAIM® tank

mlxes Acclaim® is a registered trademark of Hoechst AG
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Call RGB's New
Toll-Free # (800)TRY-IRON

N7 879-4677
RGB Circle No. 132 on Reader Inquiry Card

Contact your local RGB Distributor or call

LABORATORIES INC. 1531 Charlotte St, Kansas City, MO 64108 (816) 474-3342




KEEPING IT GREEN FOR THE RED,

Joseph Paul Barefoot, our runner-
up for Landscape Manager of the
Year, is chief of grounds mainte-
nance and landscaping for the U.S.
Soldiers’ and Airmen's Home in
Washington, D.C. He is responsible
for the maintenance of 320 acres,
including a new nine-hole golf
course.

He also directs both interior and
exterior pest control, road and
walkway maintenance, transporta-
tion around the grounds and vehi-
cle and equipment maintenance.

The 260 acres of landscaped
area are divided into two levels of
maintenance: 150 acres intensely
maintained, 110 nominally
maintained.

Barefoot's annual budget is $1.3
million, but periodic budget cut-
backs are not uncommon.

For the past five years, Barefoot
has conducted a continuing pro-
gram of landscape improvements
in the domiciliary and health care
areas. Generally, $25-30,000 is
spent for landscape materials,

The Knot Garden at the U.S.
Soldiers’ and Airmen's Home.

“We've created many new pe-
rennial beds and replaced vast
amounts of overgrown shrub-

WHITE AND BLUE

bery,"” he says. His crews plant
30,000 perennials each year, and
follow a replacement program of
replanting three trees for each one
that is removed.

“A five-acre plant nursery is
maintained where we move dam-
aged materials into for recovery
purposes,’’ says Barefoot. “The
50,000 square feet of greenhouses
are leased to the Smithsonian In-
stitution, where they grow bedding
and display plants and maintain
collections for research purposes.”

Barefoot earned his bachelor of
science degree in agriculture from
Penn State. He has done master's
work at Penn State, Delaware State
and Wisconsin State at River Falls.

Active in grounds management
for 25 years, Barefoot was national
president of the Professional
Grounds Management Society in
1972-73. He has also served as vice
president and president of the Mid-
Atlantic Association of Golf
Course Superintendents.

—Terry Mclver(

-7.GO's versatile GXT-800 tackles

gPmamtenance head on! Built tough

ide and out, the gas stingy GXT-800
outperforms vehicles twice its size with an
easy-to-operate, fully automatic trans-
mission and a new, high output, helical
axle powertrain featuring a significant
increase in power and torque!

The GXT-800 hauls up to 1,000 pounds
and is available with a variety of attach-
ments that transform it into a dozen differ-
ent workers. Unquestionably, the most
versatile turf tackler on earth.

And that's just one of the full team of
dependable, three and four-wheel, gas and
electric utility vehicles from E-Z-GO. The
toughest, most versatile turf vehicles going.

NOBODY BUILDS THEM BETTER.

(=14 ] = § TEXTRON

E-Z-GO Division of Textron Inc.

PO. Box 388 1451 Marvin Griffin Road, Augusta, Georgia 30913-2699
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Central computer control the average golf

course irrigation control system for under ©
$30,000 (350 control valve stations) .
OSMAC SYSTEM FEATURES: L ——

B Converts existing electric irrigation time clocks to
computerized central control. : :

B Radio Controlled-no communication wires, no OSMAC Radio Data Receiver
trenching or construction.

W Battery powered option.

M Save labor, water, and pumping costs.

B Lease options and performance bond.

M Turn system off-on or change programs for
hundreds of remote locations simultaneously.

PC COMPATIBLE

B Hand held radio control is standard.

Wherever Motorola sells, our product is SUPPORT SERVICES
backed by service. In the U.S., we have 900
::toﬁzod or company-owned centers. In

ition, our products are serviced through- AR
out the world by a wide network of company = e
or authorized independent distributor serv-
ice organizations.

A and & are regh ol S
MOTOROLA
MOTOROLA C&E INC.

50 EAST COMMERCE DRIVE (SUITE T) » SCHAUMBURG, IL 60173-9613
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GETTING THE
MOST OUT OF A
TRADE SHOW

Trade shows have evolved from an
excuse to party into essential business
gatherings. By carefully planning your
shows, you’ll get more out of them.

by Rudd McGary, Ph.D.

he trade show season—Octo-

I ber through March—is upon

the green industry. And in

order to get the most out of the trade

show experience, it's important to re-

member to take steps before, during,
and after each show.

The day is gone when a trade show
was simply an excuse to socialize.
With today’s increased competition,
government regulations and con-
sumer ‘“chemophobia,” you need the
information available at trade shows
if you're to continue your personal
growth in the industry.

Break down your show re-
sponsibilities into two parts: prepar-
ing for the trip and following through
at the convention site.

Preparation

Usually you'll receive the trade show
program soon after mailing your regis-
tration fee. Take time to read the pro-
gram thoroughly, or you’ll end up
wasting a great deal of time at the
show. Send for a show brochure even
if you plan to register on site.

The program lists names of the
vendors and time and location of the
educational programs and social ac-
tivities. Look for educational topics
and vendors that interest you. If you
aren’t sure what a topic entails, call
the association offices for an explana-
tion before committing your time and
energy to attending.

Outline a plan that will allow you
to conveniently visit all the vendors
you wish to see. This is a great oppor-
tunity to gather information on their
wares, particularly if they’'re showing

Rudd McGary, Ph.D., is a senior consultant
with All-Green Management Associates,
Columbus, Ohio.

new products. It’s a good idea to bring
with you a list of questions for the
vendor so your visit doesn’t turn into
simply a social meeting. (It’s not bad to
have social meetings, but if that’s all
you do at a show it’s not a good way to
use your time.)

MANAGEMENT

IN BUSINESS

Always have a notebook with you.
Write down questions and answers;
that way you're sure to get all the in-
formation you need and you'll have it
for future reference.

Trade shows are a great place to
make business contacts, which is why
you should always carry plenty of
business cards. Even if you seldom
use business cards in the course of
your daily business, they are very
handy at a show—particularly a na-
tional show. If you want a vendor to
send you additional information or
want to make sure another attendee
knows how to reach you, a business
card is invaluable.

At the show

Get your show credentials as soon as
you arrive. The programs and a list-
ing of all the functions will usually
be issued with your credentials.
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Next, make out a schedule of the
events you want to attend and/or
vendors you want to see. Keep in
mind that you're likely to make last
minute changes and adjust your
schedule accordingly.

Divide the show days between at-
tending the educational sessions and
visiting vendors on the trade show
floor.

Your notebook will come in
handy at the educational sessions.
Most speakers don’t mind if you rec-
ord their speech on a cassette, but
it’s a good idea to ask first. A quick
thought about tape recording: peo-
ple often make tapes of sessions and
then never listen to them again, par-
ticularly if there are multiple ses-
sions in one day. When the show is
over and you're back in your office,
look over your notes, listen to your
tapes and summarize in writing
what you learned. This will give you
a permanent record you can use
throughout the year.

Also, take notes while taping. This
will protect you in case the recorder
fails and give you a permananent rec-
ord on paper that you can supplement
what you have on tape.

When listening to the educational
sessions make sure you consider the
information as it relates to your com-
pany. In some instances, specific in-
formation might not pertain to your
company. But for the most part you
should be able to use the information
in some form or another. If you can't,
you're wasting time by sitting in on
the session.

Ask questions

If you don’t understand what is being
said or the presentation is unclear, ask
questions. If there isn’t enough time



