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WITHOUT CHIPCO FUNGICIDES ON YOUR ORN 
It doesn't take much these days for a rosy 

profit picture to wither on the vine. Just a few 
call-backs from valued customers and a couple 
of costly replacement jobs could do it. That's 
why so many landscape professionals are 
protecting their reputations and their bottom 
lines with CHIPCO" ALIETTE" and CHIPCO" 
26019 fungicides. 

CHIPCO" ALIETTE" brand tackles Phyto-

phthora root rot and Pythium with power-
ful systemic action that puts long-lasting 
control inside roots and leaves. And 
CHIPCO" ALIETTE® now available in a 
new, more convenient WDG formulation, 
provides two-way disease protection: 
First, by directly attacking disease organ-
isms; and then, by helping plants build 
up their own defense mechanisms. 

ÇtP RHÔNE-POULENC 
i Rhonc-Poulcnc Ag Company, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. For additional product information, please call 1 -800-334-97 
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ENTALS, Y o u MAY NOTE A DISTURBING TREND. 
For even broader spectrum disease 

control, depend on C H I P C O * brand 
2 6 0 1 9 fungicide. Just one economical 
application of C H I P C O " 2 6 0 1 9 delivers 
lasting protection against 13 of the 
most damaging ornamental diseases-
without causing phytotoxicity problems. 
So you can use it with 
confidence on even 

most sensitive varieties. And now 
these two powerful disease-fighters can 
be tank-mixed to provide the ultimate 
in lasting, economical control.This year, 
keep the blush in your profit picture 
with the proven fungicide team from 
C H I P C O " . Available from your crop 

!" Chipco Aliette/Chipco 26019 I T ^ ^ t Z y . 
Brand Fungicide Fnnoiridp 

Fungicide 

\ s with any crop protection chemical, always read and follow instructions on the label. CHIPCO and ALIETTE arc registered trademarks of Rhonc-Poulcnc. CI992 Rhonc-Poulcnc Ag Company 
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E X M A R K 
S T A N D A R D 

M O W E R 

The Exmark Advantage: 
A full line of value-packed 
commercial mowers. 

Take the Exmark 
standard walk-behind mower. 
Positive traction, even when wet. 
No-downhill-runaway design. 
On-the-go five speed. True reverse. 
A drive train that won' t quit. 

Another advantage: 
Exmark Parts Plus 
overnight-or-free guarantee/ 

Want more? 
With Exmark Advanta Lease® 
your mower can pay for itself/ 

Add up the Exmark advantages. 
Compare us to the competition. 
You'll find you can't buy 
a better mower at any price. 

Call today for a free full-line 
brochure and your nearest dealer. 

402-223-4010 

EXMARK VIKING'" 
EXMARKEXPLORER* 

EXMARK TURF RANGER* 

DISCOVER 
THE EXMARK 

ADVANTAGE 

eX™ MFG. CO. INC. 

•See your Exmark dealer for details. Some restrictions apply. BOX 808 BEATRICE NE 68310 FAX 402-223-4154 
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franchisee Lou Wierichs decided to mobilize. 

Mower Selection in the '90s, 
More Than Meets the Eye 

From walk-behind to riding, belt-driven to hydraulic and two-cycle 
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Increasingly, landscape contractors are securing work tradi-
tionally done by in-house staffs. But winning and retaining such 
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Editor's Focus 
IT SEEMS THERE'S MORE to this 
month's cover story than an interview with 
a ServiceMaster franchisee. The industry 
is abuzz with news of impending operating 
changes at ServiceMaster and TruGreen. 

Just more than one year ago, the indus-
try was speculating about the merger be-
tween ServiceMaster and Waste Manage-
ment's TruGreen. The service industry 
pairings were said to reflect industry con-
solidation and a desire by ServiceMaster 
to increase its market share. 

In a further effort to create economies 
of scale within the lawn maintenance in-
dustry, it's been decided that all future 
ServiceMaster franchises will be marketed 
under the TruGreen trade name. Current 
ServiceMaster franchisees have the option 
of changing their name to TruGreen over 
time, or continuing operations under the 
ServiceMaster trade name. Cities which 
offer competing TruGreen branch and Ser-
viceMaster franchise operations will most 
likely keep their current names. 

In any event, ServiceMaster's lawn care 
franchises will operate as a division of 
TruGreen. No staff changes are expected 
at the Memphis headquarters. 

Richard White of ServiceMaster said 
the business restructuring was a collective 
decision between the two groups. While 
each organization has strengths, pooled 
efforts present added value to both the 
businesses and the customers. Material 
purchasing and combined training pro-
grams are two areas expected to see gains. 

Although it appears that the move is a 
further sign of consolidation in the lawn 
maintenance industry, White said he fully 
expects aggressive franchise development. 
Franchise growth, however, will be better 
coordinated with the growth of branches. 

Tùrn to page 24 to see how one Ser-
viceMaster franchise operator has estab-
lished a successful company in a relatively 
short time. Our cover profile shows how 
diversification can be achieved for the bene-
fit of the customers as well as the firm. 

Other news to ring in the new year: As 
repeatedly voiced in this column in 1991, 
the need for alliances throughout the green 
industry is strong. And although various 
groups within the industry have adopted a 
propensity toward unification, we haven't 
seen enough cooperative efforts just yet. 

Most recently, the Green Industry Coun-
cil of Missouri has recruited six local 
associations to band together for the bet-
terment of all. In addition to the noble 
cause of promoting professionalism and 
education, the group hopes to present a 

unified voice for communicating environ-
mental issues to the industry and the public. 

Charter member organizations include 
landscape contractors, landscape architects, 
irrigators, golf course superintendents, 
turfgrass managers and arborists. The group 
is headed by President Richard Moffitt of 
St. Louis University, and is already planning 
breakfast meetings with area legislators in 
both St. Louis and Kansas City. 

Moffitt said his idea has been stewing 
for seven or eight years, and stems from 
industry backbiting. But instead of fight-
ing an uphill battle, a positive reception 
enabled the group to turn a five-year-start-
up into a successful organization within 
two years. 

Moffitt sees the GICM as an organiza-
tion not only for current members, but for 
the next generation of professionals enter-
ing the green industry. "I see only good 
things for us," he said. 

Moffitt is a trained horticulturist and 
hopes to put forth a perception that land-
scaping is a well-educated industry. "We 
are a viable science industry and there's 
no reason why people who love the out-
doors shouldn't get involved." 

Membership information and applica-
tions are available by contacting Sheelah 
Yawitz, executive director, 314/537-1360. 

By opening lines of communication 
with other state green industry councils in 
Massachusetts, Georgia and California, 
the group hopes to quickly spread its 
word across the country. Let's hope that 
this regional organization, as well as the 
quick growth of the national New 
Alliance, encourages all professionals in 
the green industry that we're partners not 
adversaries. Cindy Code • 
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THE COMPLETE COMMERCIAL 
MOWING 
SYSTEM 
FROM "A" 
TO "Z" 
Kubota has introduced 
a complete new mowing 
system, the FZ2100 Front 
Mower. From "A"-Auto 
Assist Differential (AAD) 
to "Z"—Zero Diameter Kubota's FZ2100 with Auto Assist Differential and Zero Diameter Turning Radius. 
Turning Radius (ZDT), it 
increases your power and 
mobility to handle all your 
mowing needs. 

Equipped with 20 horsepower 
and four-wheel drive, the new 
FZ2100 Front Mower's zero 
diameter turning radius gives 
you the agility and power to 
get into the tightest spaces 
effectively. You can mow 
around trees, hedges, flower 
beds and other obstacles 
much more precisely and 
in less time. And, with the 
Auto Assist Differential drive 
system the machine auto-
matically switches between 
2WD and 4WD to match oper-
ating conditions and terrain, 
providing more traction and 
eliminating slippage. This 
increased productivity in all 
mowing conditions, and the 
FZ2100's ability to turn com-

pletely around in one spot 
without damage to the turf, 
cuts way down the time spent 
on labor-intensive hand 
trimming jobs. 

The FZ2100's front wheels 
rotate freely through your 
tightest turns, and Kubota 

• 

has designed round shoulder 
tires that virtually eliminate 
turf damage. And, the FZ2100 
offers all the durability 
and innovation commercial 
operators have come to expect 
from Kubota. Like our pow-
erful Kubota liquid-cooled 
diesel engine, hydrostatic 
transmission, 55 degree tilt 
deck for easy access and 
blade maintenance and 
optional grass catcher. 

Your authorized Kubota 
dealer can show you the 
complete commercial mow-
ing system with the power 
and maneuverability to 
handle your tough jobs from 
A to Z. For more informa-
tion write to: 
Kubota Tractor Corporation 
P.O. Box 7020-Z 
Compton, CA 90224-7020. 
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Letters 

Dubious 
After reading the lengthy article about ChemLawn in 
your September issue, I would like to comment on 
the fact that ChemLawn said it has no intention of 
getting into lawn cutting or landscape construction. It 
seems someone forgot to tell that to ChemLawn of 
Upper Saddle River, N.J. 

I've seen a 10-yard International dump truck with a 
9-ton trailer at a local nursery picking up trees and 
pallets of stone. This truck was painted in 
ChemLawn colors with the ChemLawn logo on it. I 
have also heard from another local landscapes that 
ChemLawn is cutting lawns in Upper Saddle River next door to his customers. 

When the economy is down, and state legislation is forcing landscapes to either 
get licensed or subcontract chemical applications to the larger licensed chemical 
companies, this crossover action by a supposedly "chemical only" company is not 
going to help them gain business from landscapers looking for a licensed firm to 
do their chemical work. 

What landscaper in his right mind is going to give his chemical work to a com-
pany who is now taking lawn maintenance and construction work away from him? 
This is not a good way to keep up positive relations with other professionals. 

I subcontracted my fertilization work to Lawn Doctor this year. We complement 
each other nicely because I get maintenance and landscape work referrals from 
Lawn Doctor, and pass calls for pesticides and fertilization directly to Lawn Doc-
tor. Both of us benefit all the way around by this relationship. 

John Blazier 
John Blazier Landscaping 

Mahwah, N.J. 

At the time of our interview, Dave Siegfried indicated that ChemLawn had no plans 
to bring mowing services in-house as a national service, but several branches across 
the country apparently are experimenting with mowing. Ed. 

After the Buy-Out 
I want to congratulate you for your arti-
cle on "ChemLawn: After the Buy Out". 

The questions raised were appropri-
ate, and it provides a positive image of 
our industry. Keep up the good work. 

Guy Van Den Abeele 
President 

Nature Plus 
Montreal, Canada 

Wanted: Education 
As an irrigation designer and consultant I 
was interested in your October cover story, 
"Bridging the Irrigation Gap." Training is 
certainly a major issue in the irrigation 
industry, as your panel members suggested. 
There seems, however, to be an additional 
gap between the perception of the prob-
lem and the willingness to solve it. 

Our company's primary expertise is low-
volume irrigation systems for landscape 
applications. This year, with California 
heading into its fifth year of drought, we 
offered a series of low-volume design and 
installation seminars for landscape profes-
sionals. The response from irrigation con-
tractors was far below expectations. The 
bulk of our attendees were landscape archi-
tects and designers, which we expected. 
The second largest group, however, were 
representatives of water utilities and mu-
nicipalities. Landscape maintenenace con-
tractors came in third with irrigation con-
tractors a distant fourth. 

It strikes me as ironic that government 
regulators, whom landscape and irrigation 
contractors sometimes accuse of trying to 
put them out of a job, appear to be more 
interested in low-volume irrigation than 
the contractors themselves. 

On another note, I am pleased to see 
your magazine tackling landscape business 
issues. In today's economy, we need solid 
information about running viable com-
panies. Keep up the good work. 

Bob Galbreath 
President 

Garden Technology 
Los Angeles, Calif. 

Misleading 
It was not appropriate for your publication 
to publish a photo of one of our former 
employees pictured in a Turf Service shirt 
in your November issue without our per-
mission. 

The picture by itself could even suggest 
that Turf Service has been canceled. This 
picture was taken seven or eight years ago 
on a property that we have served for nine 
or 10 years. Turf Service has been fortu-
nate to experience a low rate of lawn man-
agement cancellations. 

We are also in the lawn maintenance 
and irrigation business and do not wish to 
be associated with "soaring cancellation 
problems". We usually go to your publica-
tion for new information or ideas, not to 
find misleading information about Türf 
Service. 

I'm not suggesting that you use a pic-
ture of one of our larger competitors. No 
one likes to see a picture of their company 
with the word canceled written across it. 
We do not need your help in making busi-
ness more difficult in this day and time. 

Dale Blaser 
President 

Turf Service Inc. 
Cary, N.C. 

LLM had no intention of targeting a spe-
cific company for cancellation. The stock 
photo was simply used to illustrate soar-
ing cancellation rates — particularly in 
chemical lawn care — across the country. 
We apologize for any misunderstanding. 
Ed. 

On Target 
Just wanted to express my gratitude for 
and appreciation of just an excellent 
November issue. It hit a home run with 
many of us basics. I trust it did with the 
user segment of the industy as well. On 
behalf of the RISE government issues 
committee — congratulations. 

David Duncan 
Monsanto 

St. Louis, Mo. 

Letters to the Editor are encouraged. 
Send them to: Cindy Code, Editor, 
Lawn & Landscape Maintenance, 4012 
Bridge Ave., Cleveland, OH 44113. • 
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The New 
This advanced controlled-release material 
derived from methylene urea polymers is 
the ideal nitrogen source for all your turf 
needs. That's because NUTRALENE™ 
works two ways. First, it provides a quick-
release nitrogen through hydrolysis. Second, 
NUTRALENE releases nitrogen more slowly ^ S ^ ^ Z 
through microbial action for sustained feeding. 
This dual action (the result of its unique molecular 
structure) makes NUTRALENE the superior controlled 
release nitrogen source. The following points show that 
NUTRALENE meets all the professional's requirements 
for a broad-use nitrogen. 

This quality nitrogen source offers... 
• Quick greenup 

Controlled-release nitrogen feeding for 
up to 16 weeks 

Both hydrolysis and microbial action— 
not dependent on coating or particle size 

S^ZZP" for release 
—— • Minimeli leaching and volatilization 

• Consistent release of all nitrogen in one growing 
season, under all conditions, even during cool soil tem-
perature situations 

• Low salt and low burning potentials 
• 40-0-0 guaranteed analysis 

W N O R - A M 
NOR-AM CHEMICAL COMPANY 

A Schering Berlin Company 

3509 Silverside Road. P.O. Box 7495. Wilmington. DE 19803 
IMPORTANT; Please remember always to read and follow carefully all label directions when applying any chemical. 

Copyright © 1989 NOR-AM Chemical Company AU rights reserved 

U M RKADIR SERVICE #24 
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Business Watch 
CONSUMER CONFIDENCE continued 
to erode through November, as recorded 
by a sharp drop in the Consumer Confi-
dence Index for the second consecutive 
month. The November reading of 50.6 — 
a nine-point drop from the previous 
month — was more than three points be-
low the lowest reading recorded during 
the 1982 recession, according to The Wall 
Street Journal. 

Long unemployment lines was one fac-
tor fueling the fallen confidence levels. 
The unemployment rate rose in December 
to 7.1 percent, the highest figure since 
June 1986 when it reached 7.2 percent. 

Low mortgage rates have helped the real 
estate market maintain some growth. Sales 
of existing homes increased to 3.15 million 
in October; but sales in the Northeast 
continued their downward trend from a 
year's high of 580,000 in July to a year's 
low of 490,000 in October. 

Nationwide, housing starts were up a 
healthy 7.4 percent to 1.1 million in Octo-
ber, the highest level since November 1990. 

Starts increased in every region of the 
country for both single and multifamily 
units. Building permits were up 5.4 percent. 

RETAIL SALES * 
AUG. 
-0 .7 

SEPT. 
+0.3 

OCT. 
0.0 

NOV. 
+0.3 

'Percent change from preceding month. 

P R O D U C E R PR ICE INDEX* 
AUG. 
+0.2 

SEPT. 
+0.1 

OCT. 
+0.7 

NOV. 
+0.2 

*Percent change from preceding month. 

UNEMPLOYMENT 
Percent of labor force, 
seasonally adjusted. 

MORTGAGE RATES 
1991 posted yields on 30year mortgage commitments for 
delivery within 30 days. 

Source: Bureau of Labor Statistics Source: National Association of Realtors 

RETHINKING REMODELING 
The amount spent by homeowners on remodeling in 1991 declined 
for the first time in nearly 20 years. But by the year 2000, spending is 

projected to nearly double. 

Source: National Association of Home Builders 

REGIONAL REPORT: FLORIDA 
ACROSS THE NATION, states are try-

ing to shake off the firm grip of the re-
cession, and Florida is no exception. Ac-

cording to the National Association of Real-
tors, Florida's construction sector suffered a blow in the second 
quarter of 1991, costing the state more than 15,000 jobs and bring-
ing to 78,600 the number of construction jobs lost since 1988. 
This sector will remain weak through mid-1992. 

Long-term, however, Florida is expected to rank among the five 
fastest-growing economies in the United States, according to NAR. 

Many landscape maintenance firms have felt this construction 
crunch, but report that maintenance accounts have remained some-
what stable. 

"Consumer spending is flat, real estate is flat," said Marvin 
Gross, president of Marvin's Garden & Landscape Services, 
Sarasota. "The trend is like the rest of the country — people are 
value-oriented and buy only as much quality as they can afford." 

Gross said that his design/build firm hasn't experienced a 

tremendous downturn, but added that bidding is extremely com-
petitive. "The profit margin is so narrow that it's almost non-
existent," he said. "But negotiated sales are still profitable." 

Bruce Bachand of Carol King Landscape Maintenance, Orlan-
do, pointed to a "pretty significant" slow down in construction, 
but said his area hasn't been as hard hit by the recession as 
others. 

However, less tourism has impacted his business. "Tourism 
is down and hotels are a large segment of our business.. .We're 
generating most of our business now in landscape rehabilitations," 
he said. 

David Cimiluca, owner, Lawn Doctor/Daytona, noted a decline 
in the number of new residents entering the state. "More people 
are having trouble selling their houses up north, so there has been 
less of an influx." 

The recession hasn't caused Cimiluca to lose accounts, he said, 
because many of his customers are retirees on fixed incomes. But 
it may have stifled potential growth. • 
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News in Brief 

Tainted Fungicides Prove 
Costly for Du Pont; Growers 
CLAIM SETTLEMENTS FOR Du Pont's Benlate, the fungicide recalled last March, 
reached $120 million in December. Approximately 70 percent of all claims originated in 
Florida. 

The fungicide is alleged to have caused plant damage in 40 states, according to Du 
Pont public affairs representative Gil Meyer. Last March, Du Pont recalled all dry flow-
able formulations of Benlate 50DF, Benlate 1991 DF and Tersan 1991 DF fungicides. 
Atrazine contamination was originally suspected, but Du Pont scientists have ruled out 
that possibility, Meyer said. 

"To date, we have been unable to determine a general cause. There is a lot of informa-
tion what it is not. To date, it does not seem to be a plant growth regulator; it does not 
seem to be a breakdown product. We are continuing to investigate." 

As of mid-December, the company paid out $105 million to the beleaguered Florida 
nursery and grower's industry. Claim settlements range from a hundred dollars to a few 
million. 

Du Pont said that nearly half of the claims in Florida have reached final settlement, 
and an additional 17 percent of claimants have received interim assistance payments. An-
other 8 percent of the claims have been resolved by other means, including withdrawal of 
the claim and denial. Nationally, the percentages of resolved claims are similar to those 
in Florida, Meyer said. 

Many growers in Florida have reported serious losses from the alleged contamination. 
Symptoms of Benlate DF contamination are generally chronic and include slow growth, 
poor root development and no response to fertilizer. The symptoms differ from the more 
acute ones exhibited by atrazine contamination. 

According to Earl Wells, executive director of the Florida Nurserymen and Grower's 
Association, the impact on the Florida nursery industry is expected to be in excess of 
$200 million. 

"The $105 million represents half the settlement claims. We believe the remaining 50 
percent is a larger amount. Du Pont is attempting to resolve the claims and it's a very 
time-consuming process." 

Wells said he hesitates to put a time frame on when all claims will be resolved. "It's 
taken from March until now to resolve 50 percent of the claims," he said. 

Morris Bailey, Du Pont's Benlate team leader, said the process of claims assessment is 
"getting faster." 

"At first, claims came in all at once, but now we've gotten much more streamlined. It 
is a fairly slow process." 

Bailey also explained that the percentage of claims is highest in Florida because hot 
and humid weather contributes to disease problems, driving up demand for the fungicide. 

NEWS DIGEST 

Aquatrols Moves 
Company Headquarters 
Aquatrols is now operating from a larger 
facility in Cherry Hill, N.J., in a site de-
signed to offer more customer efficiency 
and allow for continued expansion. 

Aquatrols' new address is: 5 N. Olney 
Road, Bldg. 26, CHIS, Cherry Hill, NJ 
08003; 609/751-0309 or 800/257-7797. 
Fax: 609/751-3859. 

Jacobsen Streamlines 
Parts Operations 
To better serve customers, Jacobsen con-
solidated its order entry, inventory and 
warehousing operations into a central de-
partment in Racine, Wis. 

The new department, called parts and 
accessories supply, is directed by Jerry 
Betker, former manager of Jacobsen's ser-
vice parts department. The recent conver-
sion to a multi-million dollar, company-
wide computer system will further im-
prove parts service. The system will give 
Jacobsen distributors direct access to parts 
order and delivery information. 

Advanta Seeds Fortifies 
North American Ties 
Advanta Seeds West is the new name for 
VanderHave Oregon Inc. The name change 
and the addition of the North American 
grass research facility reflect its parent 
company's — Royal VanderHave Group — 
commitment to the North American grass 
seed market. 

The new research facility in Albany, 
Ore., is directed by Kenny Hignight. Ad-
vanta Seeds West is managed by Ray Bru-
bakken. 

Roberts Retires, 
New Director Sought 
Eliot Roberts, executive director of The 
Lawn Institute for the past 10 years, is re-
tiring effective May 1. 

Consequently, a search committee is 
looking for someone to oversee and man-
age the institute activities. Anyone in-
terested in the position should send a 
resume to: Dr. Eliot Roberts, Executive 
Director, The Lawn Institute, RO. Box 
108, Pleasant Hill, TN 38578. Deadline 
for resume submission is March 31. 

Florida Operator 
Wins Chevy Truck 
One is Vaughn Fine's lucky number. Fine, 
owner of a one-truck lawn maintenance 
operation in Port Charlotte, Fla., entered 
LLM's Chevy Truck Give Away exactly 
once, and now he's the proud owner of 
one new Chevy truck. 

"You're kidding me?" was Fine's reac-
tion to the news. In fact he still couldn't 
believe it a few days later when he called 
to confirm a few details. 

Fine's company, Classic Lawn Inc., han-
dles 150 accounts offering mowing, fertili-
zation, pruning, mulching and bed work. 
Seventy percent of the company's business 
stems from residential customers while 30 

percent comes from commercial. 
Fine bought the company two years ago 

after 17 years at ChemLawn. He started 
with ChemLawn in 1972 in Troy, Ohio; be-
came a branch manager in Kansas City; a 
branch manager in Solon, Ohio; and a Mid-
Atlantic regional manager before resigning. 

Fine moved to Florida and bought a 
small maintenance business with his wife 
Connie. In the first 18 months, the Fines 
and associate Darryl Martin, doubled the 
customer base. Classic Lawn reported 
1991 sales of $110,000. 

Mowing represents 90 percent of Clas-
sic Lawn's business. The firm currently 
subcontracts its pesticide work. 

A one-ton dump truck with a 16-foot 
trailer is currently used by Classic Lawn. 
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The truck gets a lot of use as 95 percent 
of his customers' clippings must be carted 
away. 

Fine intends to keep his business small, 
but hopes to add another crew and a few 
mowers in the future. The transition from 
a chemically oriented service company to 
a mowing orientation wasn't difficult. 
"There's not a lot of difference. They still 
want on-time, quality service," he said. 

Licensed landscape contractors were eli-
gible for the drawing. Entry ballots ran in 
seven issues of LLM, and were available 
at the Green Industry Expo in Tampa. 

Fine, a runner-up, was awarded the 
truck because the original winner selected 
in the November drawing was disqualified. 

Vaughn Fine, winner of LLM's Chevy Truck 
Give Away. 

Jatklin Brothers Bid 
For NK Medalist Turf 
Three principals in Jacklin Seed Co., Post 
Falls, Idaho, have filed a letter of intent to 
purchase the NK Medalist Turf division of 
NK Lawn & Garden Co., Minneapolis, 
Minn. 

Brothers Don, Doyle and Duane Jacklin 
said the investment is a personal one, and 
they intend to run NK Medalist as a sepa-
rate company from Jacklin Seed. Details 
are expected to be worked out by the end 
of this month. It's expected NK Medalist 
will be renamed Medalist America if nego-
tiations go as expected. 

The purchase does not include packet 
seeds, lawn seed and fertilizer for the con-
sumer market. These products will con-
tinue to be sold by NK Lawn & Garden. 

EPA Unveils Strategy for 
Pesticides, Groundwater 
The Environmental Protection Agency has 
released its strategy for managing pesti-
cides that pose a risk of contaminating the 
nation's groundwater resources. 

While current findings do not indicate a 
public health problem, the agency will 

focus on preventive measures to minimize 
threats to groundwater resources asso-
ciated with pesticide use. 

The new strategy is not a regulatory 
measure, but describes how EPA intends 
to regulate some pesticides in the future. 
If EPA determines that a particular pesti-
cide has or is likely to contaminate vul-
nerable groundwater as a result of normal 
use, and labeling and other national level 
restrictions are insufficient to protect 
groundwater, the agency may require indi-
vidual State Management Plans as a con-
dition of continued use of that pesticide. 

SMPs are essentially an alternative to 
cancellation. Since risks to groundwater 
are the result of localized conditions, na-
tional cancellation may not be necessary if 
an EPA-approved plan is followed. 

New Herbicide Results 
From Joint Venture 
Monsanto Agricultural Co. and Nissan 
Chemical Industries of Japan have entered 
a licensing agreement to market a new 
herbicide that controls purple and yellow 
nutsedge in turf at an environmentally 
compatible low application rate. 

(continued on page 16) 

Our zero-turning radius Turf 
Tracker is designed for use on 
residential and small to mid-
size commercial properties. 
Completely maneuverable, it 
allows you to treat in the 
tightest areas and still cover 
up to 40,000 sq. ft. in under 
6V2 minutes. 

FEATURES: 
30 gal. stainless steel tank 
Diaphragm pump 
12' break away boom 
Boom width control 
20 h.p. Kohler 
Full hydrostatic drive 
Flotation type tires 
3 speed ele. spreader 

C&S TURF CARE EQUIPMENT, INC. 
3425 Middlebranch Road N.E. 

Canton, Ohio 44705 
(216) 453-0770 (800) 872-7050 

SS8030 
TURF TRACKER 
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But it's no way to build a 
marketing program 

Patchwork marketing thrown together from 
the odds and ends of past advertising efforts 
just doesn't promote a consistent image of 
your firm. 
A tight, well-designed program from Focal 
Point can take you from lead generation 
straight through to contact with your can-
cels...and everything in between. An inte-
grated program is your best buy for mes-
sages that get read...and remembered. 
Call for our Bright Ideas catalog today. It 
contains everything you need for an effec-
tive, business-building program. 

• Color brochures for bringing in leads 

• Sales closing tools for converting leads 

• Newsletter programs for 
all-season communications 

• Customized gift calendars for 
over-winter retention 

• Environmental response brochures 
for reassuring clients and prospects 

• Easy-to-use jumbo postcards for 
contacting unsold estimates 
and cancels 

Seamless 
marketing for the 

green industry 

FocalPoint 

8 0 0 5 2 5 6 9 9 9 
11171 Embassy , C i n c i n n a t i , Oh io 45240 
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News 
(continued from page 14) 

The technology, invented by Nissan, 
will be developed by the two companies 
for the corn market initially, but the pro-
duct will also be developed for turfgrass 
and ornamental markets. 

The new herbicide is said to provide ex-
cellent control of both purple and yellow 
nutsedge without injury to established turf-
grasses. In addition to golf course and 
lawn care markets, the new product has 
excellent potential for nutsedge control in 
container- and field-grown ornamentals. 

The companies plan to jointly develop 
the technology and expect to present an 
initial data package to the U.S. Environ-
mental Protection Agency this year. The 
product is not expected to be available 
commercially until the mid-1990s. No trade 
name has been chosen for the product. 

New RISE Governing 
Board Members Named 
The Responsible Industry for a Sound En-
vironment announced new Governing 
Board members. 

Nominees elected to three-year terms 
are Ken Bakshi, general manager, vegeta-

tion/pest control ventures, American Cy-
anamid Co., Agricultural Division; Mar-
vin Moore, national sales manager, River-
dale Chemical Co.; and Duane Hagert, 
specialty markets manager, Wilbur-Ellis 
Co., Brayton Division. 

William Culpepper, commercial direc-
tor, specialty products, DowElanco Co., 

will serve as chairman of the governing 
board; Peter Machin, general manager, 
The Andersons, Lawn Products Division, 
will be vice-chairman; and Ken Bakshi 
will serve as treasurer. 

Other members continuing their service 
include: David Duncan, director of gov-
ernment affairs, Monsanto Agricultural 
Co.; Allen Haws, manager, specialty prod-
ucts group, Mobay Corp.; Charles Nash, 

business manager, professional products, 
ICI Americas Inc.; Richard Stahl, vice 
president and general manager, profession-
al business group, The Scotts Co. 

Bill Liles, director, turf and ornamental 
department, Ciba-Geigy Corp., served as 
chairman of the board last year and will 
continue to serve as an ex-officio, non-vot-
ing member of the governing board for 
one year. 

EXPO Results Are In: 
Few Surprises in Survey 
The results of an independent survey show 
that the International Lawn, Garden and 
Power Equipment Expo is moving in the 
right direction, according to Dennis Dix, 
president and CEO for the Outdoor Power 
Equipment Institute. 

About 93 percent of survey respondents 
indicated they had buying influence, with 
73.5 percent being owners or presidents of 
their companies. 

Nearly half of the respondents would 
like to see more products for commercial 
use at future EXPOs. This did not surprise 
Dix, who said registrations in the com-
mercial registration categories were up 
130 percent in 1991. In response to this 
growing market segment, EXPO will con-

Yard Stick 
Quality you 
can count 

i on again I I 
and again! 

The Encore PRO-Line offers maintenance professionals top 
quality features that maximize productivity—not price. Like the 
welded steel decks and double V band belt design on PRO-Line 
intermediate mowers. And the counter rotating blade on 
PRO-Line edgers. 

Encore quality is something you'll ask for again and again. 
That's the value of a PRO! 
• Intermediate Mowers: 32", 36", 48", 60" • Edgers • Blowers 
• Power-Thatchers • Power-Slicers • Mower Accessories 

LEASING PLANS 
AVAILABLE! 

MANUFACTURING CQ. INC. 

P.O. Box 888 • Beatrice, NE 68310 • Ph. 402-228-4255 • FAX 402-223-4103 
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Play It Safe! 
Avoid unnecessary 
liability using posting 
markers that are made 
of hard plastic or wire 
that can shatter or 
spray like tiny missiles 
if accidentally 
struck by a lawn-
mower. Green Genie's 
Yard Stick is made from 
quality resins, is not 
brittle and presents 
less hazard to the 
homeowner. Meets 
all state regulations. 
Approved message 
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phone number 
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application. 
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4 x 5" 
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rain gauge 
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Built-in grass 
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Call for quantity 
discount prices. 
1-800-747-5211 

rGreen Genie Products, Inc. 
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tinue to feature the separate outdoor dem-
onstration areas for commercial and con-
sumer equipment. 

EXPO reported a 5 percent growth in 
visitors between 1990 and 1991. Warren 
Sellers, EXPO show director, credits this 
growth to the dual effect of loyal visitors 
and a high percentage of first-time atten-
dees the show continues to receive. 

EXPO 92 is set for July 26-28. To re-
ceive a copy of the survey results and in-
formation about EXPO 92, contact EXPO 
Show Management, 6100 Dutchmans Lane, 
6th floor, Louisville, KY 40205; 800/558-
8767. FAX: 502/473-1999. In Kentucky or 
outside the U.S. call 502/473-1992. 

FirstService Acquires 
ChemLawn Canada 
FirstService Corp. of Toronto, Ontario, 
acquired ChemLawn Canada through a 
newly formed subsidiary, Greenspace Ser-
vices Ltd. Greenspace is partially owned 
by existing ChemLawn Canada manage-
ment. 

FirstService has the rights to own, 
operate and franchise ChemLawn opera-
tions through Canada. 

FirstService acquired substantially all of 

Green Notes 
Foley-PLP Co. installed new presses and other equipment to expand its manufactur-
ing capacity for mower blades by more than 30 percent. Foley-PLP manufactures 
millions of blades each year at its plant in Rochester, N.Y. 

Richard Tedeschi, president of Jacrist Gardening Services, Williamsville, N.Y., has 
been inducted into Who's Who Among Rising Young Americans for 1992. Tedeschi 
was recognized for his achievement in positioning his company, first started in 
1978, as an industry leader in landscape design and site development using orna-
mental shrubs, grasses and perennials. 

Lofts presented Rutgers University with royalty payments totaling $490,234 for 
1990 seed sales. Royalties are generated from domestic and foreign sales of varie-
ties developed at Rutgers and sold through its partnership with Lofts in the 
development, introduction and sale of proven varieties. 

The December issue of Inc. magazine listed the 1991 Inc. 500, a ranking of the 
country's top 500 fastest-growing privately held companies. Green Thumb Enter-
prises Inc. of Virginia is ranked 487 on the 10th annual list. This is the firm's third 
consecutive appearance. In 1989, it ranked 316 and in 1990, it ranked 477. 

ChemLawn Canada's assets totalling about 
$11 million Canadian for cash, notes and 
other consideration. Revenues of Chem-
Lawn Canada are in excess of $23 million 
Canadian. 

Bill Black, former head of ChemLawn 
Canada is now president of FirstService's 
new operating subsidiary Greenspace. 

In addition to ChemLawn Canada, other 
FirstService companies include College 
Pro Painters Ltd.; Cleanol Services Inc., a 
drapery, carpet and upholstery cleaning 
service company; and Superior Pool, Spa 
& Leisure Ltd., a provider of recreation 
facility and swimming pool management 
services. 

The Lawn 
Solution 

State-of-the-Art 
Lawn & Tree Care 

Management Software 

Don't buy any other system 
until you have seen "The 
Lawn Solution". The 
advantages wN be obvious. 

FOR MORE INFORMATION CALL 

313-353-0351 
23953 

w W. Nine Mile 
L V Southfield, 

C O M P A N Y Michigan 48034 

Yellow nutgrass is just one of many weeds that Pennant® prevents. 
So now you can choke out your worst weeds without beating up on 

ornamentals and warm-season turf. 
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USE READER SERVICE #72 USE READER SERVICE #73 
17 



Fuqua Picks Kramers 
As Snapper President 
Fuqua Industries has appointed Kraig 
Kramers as president and chief executive 
officer of its Snapper Power Equipment 
division, effective immediately. Kramers 
had been president of Corporate Partners 
Inc., specializing in turnarounds. 

Kramers succeeds Richard Robinson, 
who had been with Snapper since 1971 
and served as president and CEO since 
1989. Robinson is leaving to pursue other 
business interests. 

Kramers has been CEO of four com-
panies, including Courtesy Interstate 
Corp., Munson Sporting Goods, Graphic 
Arts Center and Metro One Direct. 

New Brochure Provides 
Marketing Assistance 
A new brochure from the Associated Land-
scape Contractors of America is designed 
to educate customers about the economic, 
aesthetic and health benefits of a well-
maintained landscape. 

"Landscaping: It Works for Everyone!" 
relates how quality landscaping can add 15 
percent to the value of a home, cleanse 

the air by absorbing ozone and producing 
oxygen and keep temperatures down, 
among other things. 

Landscape contractors can include the 
brochure in promotional mailings or with 
sales material; or attach their business 
cards and leave them in real estate offices. 

Copies are available at quantity discount 
prices. To order, contact ALCA, 405 N. 
Washington Street, Suite 104, Falls Church, 
VA 22046; 703/241-4004; FAX: 703/532-
0463. 

Strain Proves Active 
Against Pesky Insects 
Ecogen Inc. and ChemLawn Services 
Corp. reported that a proprietary Bacillus 
thuringiensis (Bt) strain isolated by Eco-
gen demonstrated significant activity 
against lawn and ornamental plant insect 
pests in greenhouse and laboratory tests. 

The two common pests tested were the 
Japanese beetle and the northern masked 
chafer grub. In North America, more than 
$50 million is spent annually to control 
these pests on professional turf alone. 

The discovery was the result of a pre-
viously announced co-development and 
licensing agreement under which Chem-

Lawn would develop and market products 
containing Ecogen's proprietary Bt strains. 
Ecogen strains produce a natural protein 
with no known toxicity to humans, ani-
mals or plants. Insects ingest the Bt pro-
tein as they feed on lawns treated with the 
product. The protein arrests the pests' 
feeding and they subsequently die, reduc-
ing damage to the lawn or crop. 

Draper and Kramer 
Wins ALCA Award 
Draper and Kramer Inc. has been selected 
as the recipient of ALCA's 1991 "Land-
scape Contribution" award. This award 
honors major corporations and developers 
who create landscape awareness through 
their use of professional landscape con-
tractors. Previous recipients of the award 
include Marriot Corp., Walt Disney World, 
Embassy Suites, McDonald's Corp. and 
the Koll Co. 

Currently, Draper and Kramer manages 
approximately 13 million square feet of of-
fice and retail space and 30,000 residential 
units. 

The corporation services more than $2 
billion in mortgages and continues to 
supervise construction and development. 
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The Wiley Group's award-winning custom residential xeriscape project. 

San Diego Firm Honored 
For Low Water Use 
Wiley Group, a San Diego landscape archi-
tectural firm, received the 1991 Custom 
Residential Xeriscape award. 

The firm received the award for a Ran-
cho Santa Fe custom home project which 
incorporated a variety of low water use 

techniques, from gravel and shredded bark 
mulches to reduce evaporation and retain 
moisture, to an advanced irrigation system 
with moisture sensors that lowered water 
consumption by 35 percent. 

Kim Wiley of the Wiley Group said the 
firm began experimenting with drought 
tolerant landscaping in 1975. Since then, 
the company has won several awards. 

Hahn to Manufacture 
Toro Turf Vehicles 
The Toro Co., Minneapolis, Minn., and Hahn 
Inc., Evansville, Ind., have finalized an 
agreement giving Hahn exclusive manufac-
turing rights to Toro's multi-use commercial 
turf maintenance vehicles. The products will 
be marketed under the Toro brand name. 

Toro will acquire a minority interest in 
Hahn through the purchase of the com-
pany's outstanding preferred stock. Toro 
will also have the option to acquire Hahn's 
business assets after two years. 

The agreement is subject to compliance 
with Securities and Exchange Commission 
regulatory requirements. 

Ben Street, marketing manager for 
Toro, said the agreement is a good oppor-
tunity for Toro to enter the sprayer in-
dustry. And, since the majority of Hahn's 
sales have been dedicated to Toro distribu-
tion in the past, the systems are in place 
to make a smooth transition of sales and 
distribution, according to Kent Hahn, ex-
ecutive vice president of Hahn. 

The first vehicles manufactured by Hahn 
and unveiled under the Toro name were 
the Multi-Pro 1100, previously the Multi-
Pro 418 and the Multi-Pro 5200, previous-
ly the Maxi-Pro 440. • 

N A M E T H A T W E E D 

Crabgrass is just one of many weeds that Pennant® prevents. 
So now you can choke out your worst weeds without beating up on 

ornamentals and warm-season turf. 
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GET YOUR BILLS OUT ON TIME!! 
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ft Complete Tax Reports 
ft Route & Job Scheduling 
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For More Information 
PLCAA 
1000 Johnson Ferry Rd., NE 
Suite C-135 
Marietta, GA 30068-2112 
404/977-5222 

LSAM 
4463 Burssens Dr. 
Warren, MI 48092 
313/751-1190 

AWL 
P.O. Box 22562 
Seattle, WA 98122 
206/784-6449. 

PLCAMA 
P.O. Box 35184 
Kansas City, MO 64134 
816/765-7616 

CALCP 
P.O. Box 903 
Parker, CO 80134 
303/688-2268 

ILCA 
2200 S. Main St. 
#304 
Lombard, IL 60148 
708/932-8443 

THE PROFESSIONAL LAWN Care Associa-
tion of America is encouraging supporters 
to attend its 1992 Legislative Day on the 
Hill in Washington, D.C., Feb. 24-25. 

The two-day affair gives lawn care com-
pany owners and managers an opportunity 
to visit with their representatives and sena-
tors in small groups and discuss current 
issues and legislation facing the lawn main-
tenance industry. Prior to the meetings, 
workshops will be offered on how to effec-
tively communicate with elected officials. 

Foremost on PLCAA's agenda is to push 
for the Senate and House industry-drafted 
bills, which were introduced to amend 
FIFRA and establish a national preemp-
tion of local pesticide ordinances. 

The PLCAA hopes for a large turnout 
to demonstrate the industry's united front 
to government officials. Those within driv-
ing distance are asked to bring as many rep-
resentatives as possible. The PLCAA will 
arrange appointments with local legislators. 

There is no registration fee. DowElan-
co, the sponsor, will provide some meals. 
Attendees are responsible for travel, lodg-

ing and meals not provided by the spon-
sor. Group rates are available from the 
Hotel Washington. 

Members of the Lawn Sprayers Associa-
tion of Michigan have approved a proposal 
to modify the group's name to the Lawn 
Service Association of Michigan. The change 
was made to better reflect the types of ser-
vices that members offer to their customers. 

"We are much more than just sprayers," 

said President Dave Andrusiak. "Our 
business is to offer the services that our 
customers need, regardless of the method 
of delivery." 

In other association news, Kay Ruffino 
was introduced as the new executive sec-
retary. She assumes responsibilities from 
Tim Doppel, president of At wood Lawn-
Care, who resigned from his managing 
director post to devote more time to fami-
ly and business. Doppel had been manag-

You must determine the actual 
size of any job accurately to 
enaure an estimate that is both 
fair for your customer and 
profitable for you. 

It could be the most important 
piece of equipment you own. 
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Meter-Man, Inc. 
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ing director of LSAM for the past six 
years and was president two years prior to 
that. He will assist in the transition. 

The Association for Women in Landscap-
ing holds its seventh annual Women in 
Horticulture Conference at the Seattle Air-
port Hilton, Seattle, Wash., on Feb. 22. 

The 1992 conference, "Women in Hor-
ticulture: Past, Present and Future," will 
focus on women's continuing role in land-
scape design and plant selection and use. 
Keynote speaker is Becca Hanson, a land-
scape architect with the Portico Group of 
Seattle. 

Preregistration rates of $60 ($45 student) 
apply until Feb. 3. Registration information 
is available from conference co-chairs Tory 
Galloway, 206/784-6449; or Gina Mc-
Cauley, 206/567-4941. For exhibit informa-
tion, contact The Waterwheel Group at 
206/485-1283. 

The Colorado Association of Lawn Care 
Professionals elected a new board of direc-
tors for the 1991-92 fiscal year. The of-
ficers are: Steve Hyland, Hyland Brothers 
Lawn Care, Fort Collins, president; Andy 
Beal, ServiceMaster Lawn Care of Colo-
rado, Littleton, vice president; and Donette 
Faulk, SAJ Tùrf Products, Federal Heights, 

secretary/treasurer. 
The board of directors includes: Dr. Whit-

ney Cranshaw, Colorado State University, 
Fort Collins; Dave Cromley, Hyland Broth-
ers Lawn Care, Fort Collins; David Keilt, 
Lawn Doctor, Lakewood; Tom Tolkacz, 
Swingle Tree Co., Denver; Lyn Verretta, 
Keesen Enterprises, Westminster; and 
Gary Vitt, Lawn Doctor, Colorado Springs. 
Julia Marie of CALCP remains executive 
secretary. 

The Professional Lawn Care Association 
of Mid-America is gearing up for the 1992 
Mid-America Green Industry Convention 
(MAGIC) at the Hilton Plaza Inn, Kansas 
City, Mo., Feb. 3-5. 

This year's theme is "Keys to Profitabi-
lity." Speakers and their topics include: 
Ed Wandtke, how to make profits in mow-
ing maintenance; Charles Vander Kooi, 
how to get profit-making jobs through bid-
ding and estimating; J.F. Allen, when to 
add on to your business; Richard Lehr, 
PLCAA general counsel, hiring, firing 
and dealing with other legal hot spots; and 
Dr. Bruce Barrett, University of Missouri-
Columbia, how to correctly diagnose turf 
and ornamental problems. 

In addition, PLCAMA is offering the 
required worker right-to-know training for 

managers and employees, in time for com-
pliance with the March 1 deadline. 

The Illinois Landscape Contractors Asso-
ciation holds its winter seminar at the 
Holiday Inn O'Hare in Rosemont, 111., 
Feb. 25-27. The event is geared toward 
owners/managers, office personnel, super-
visors/foremen and crews/technicians. 

Technical sessions will confront econo-
mic and drought-related problems through 
topics such as plant and tree care, diseases 
and new cultivare, IPM and beneficial in-
sects, safety, pond management and water 
gardening and estimating maintenance. 

Also, management sessions will address 
customer relations, bidding and small busi-

ness paperwork. Members of ILCA, the 
American Society of Landscape Architects 
and the Illinois Nurserymen's Association 
will hold a panel discussion on "Working 
Better Together." 

Keynote speaker David M. Kohl, Ph.D, 
will present "The Mega Trends of the 
Landscaping Business of the '90s." Kohl 
is a professor of agricultural finance and 
small business management and entrepre-
neurehip at Virginia Polytechnic Institute 
and State University. 

Finally, a panel of ILCA past presidents 
will speak on "Surviving in the '90s." • 
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Irrigation News 
RECORD CROWD ATTENDS THE INTERNATIONAL IRRIGATION EXPO 

QUALITY IS A SURVIVAL is-
sue. That's the message keynote 
speaker Bill Smith, vice president 
and senior quality assurance mana-
ger for Motorola, Sacramento, 
Calif., relayed to the audience 
at the opening session of the In-
ternational Irrigation Exposition. 

The show, held in San Anto-
nio, Texas, wasn't affected by 
the recession, drawing nearly 
3,600 visitors and exhibitors — 
about 1,000 more than the pre-
vious year. About 218 exhibitors 
displayed their products. 

Smith's keynote speech pre-
ceded a slew of turf/landscape 
technical and management ses-
sions; one-on-one product pre-
sentations; committee meetings; 
and the president's reception, 
banquet and awards ceremony. 

Charles "Pepper" Putnam, 
new executive director of the Ir-
rigation Association, said the 
San Antonio show was the larg-
est in terms of attendance. The 
city and the good weather were 
said to be contributing factors 
for the increase. 

Keynoter Smith had three 
questions for the crowd: "Who 
believes that if you do your 
work in a shorter period of time 
your work gets better? How many com-
panies are measuring total defects per unit 
of work and cycle time per unit of work?" 
And finally, "Where are all the believers?" 

Making fewer mistakes and doing work 
in a shorter period of time is the essence 
of Motorola's quality strategy. The firm 
won the Malcolm Baldrige National Qual-
ity Award in 1988. 

"It's not really a quality strategy, but a 
business strategy — the way Motorola 
runs its business," Smith said. "We haven't 
really implemented a quality system. In-
stead, everybody is responsible for quality 
and therefore everybody will have a meas-
urement of quality for which they are ac-
countable." 

Prior to establishing a vision of total cus-
tomer satisfaction, former President and 
CEO of Motorola, Bob Galvin, had a po-
licy of visiting with his customers. His 
typical agenda entailed talking with the 
company CEO, taking him to lunch, dis-
cussing relations between the two com-

panies and returning home to record his 
conversations. 

One day he asked himself: "Does that 
CEO know as much detail about how 
Motorola services his company as I know 
about how our suppliers service us?" He 
concluded: "If that were the case, we're 
really in deep yogurt," because he did not 
know all the details. 

Galvin immediately changed the agenda 
of his customer visits. Instead of visiting 
with the big shots, he began talking to the 
people specifying and using Motorola 
products. 

After discussing Motorola's quality im-
provement program, Smith concluded 
that by talking and taking care of the real 
customer, the business will take care of it-
self. 

New officers for the IA include: Tom 
Kimmell, Olson Irrigation, president; Wil-
liam Koonz, Koonz Sprinkler Supply, presi-
dent-elect; Joe Goecke, Valmont Indus-
tries, vice president; Jack Buzzard, Rain 

Tradeshow attendees 
gain first-hand know-
ledge of new irrigation 
products, top. Tom Kim-
mell, 1992 president, 
left, and keynote speak-
er Bill Smith, right. 

Bird, treasurer; and Robert Emmerick, 
Toro Irrigation, past president. 

One of Kimmell's goals for the new 
year is to better promote the association 
and its members as water economizers 
rather than water wasters. The benefits of 
efficient water application need to be sold 
to the end user, he said. 

Phil Tropeano, president and founder of 
Larchmont Engineering and Irrigation Co., 
received the IA's 1991 Industry Achieve-
ment Award for his nearly 50 years of 
dedication to the design and engineering 
of irrigation products. 

Dr. E. Dale Threadgill, professor and 
chairman of the Division of Biological 
and Agricultural Engineering at the Uni-
versity of Georgia was the IA's 1991 Per-
son of the Year. The award is presented to 
someone outside the irrigation industry 
who has contributed to the acceptance of 
good irrigation practices. 

This year's show is scheduled for Nov. 
1-4 in New Orleans. • 
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Tired Of BeWTied Up 

CLIP yourself free. That's right, now 
you can ait out all that restrictive 
paperwork with CLIP, the Computer-
ized Lawn Industry software Program. 

With CLIP, you're in control of 
your day, accomplishing in minutes 
what used to take hours. Scheduling, 
routing, billing and account service 
are reduced to minor tasks. Sound 
incredibly simple? It is. 

What makes CLIP so simple is 
its menu-driven design. Everything 
is done with the touch of a button. 
Even if you've never used a compu-
ter, you can use CLIP. Just acknowl-
edge the status of each job and CLIP 
does the rest. 

New information is instantly 
posted to applicable accounts. Route 

Simply key in Yor N to CIJP's questions, and you're done. 

sheets are automatically printed in 
the most efficient geographical order 
possible. Up-to-the-minute bills, 
statements and financial reports are 
produced on command. 

But there's more. 
Practically anything you can 

think of to make your job faster and 

Now Shipping 
New Demo Version 3 A+ 

easier has already been programmed 
into CLIP. That's because the system 
was designed by a team of efficiency 
and computer experts working in 
the lawn industry. They even made 
learning CLIP instinctive by using 
your work language and processes. 

So what are you sitting there for? 
Cut yourself a break. 
Call for the latest 
demo today. 

Specify 
IBM disk size 
when ordering. 

For a free demo disk and sample 
printouts, call: 

1-800-635-8485 

f l i p ...Cuts Paperwork Down To Minutes A Day. 
0 1 9 9 1 I.-W Software, a division of Uwn-Wright, Inc., 18761 N. Frederick Ave., Suite A. (¿aithersburg. Ml) 20879. (301)330-0066 
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COVER STORY 

NURTURING 
GROWTH 

LOU WIERICHS JR. SPENT years moving from job to job, always searching for 
something that would allow him to work outdoors. He found what he was looking for 
in his own lawn care business, and he couldn't be happier. 

Now, in his fifth year, he is broadening what has been mainly a chemical operation 
so he can offer more services to his northeastern Wisconsin customers. 

Wierichs, 36, operates two franchises — ServiceMaster Lawn Care/Fox Cities and 
ServiceMaster Lawn Care of Green Bay. 

The 6-foot-5, 280-pound Wierichs does business where he grew up. He is the old-
est of six children in a family that played a big part in getting him established. 

He earned a degree in hotel and restaurant management at the University of Wis-
consin-Stout, and started out in the restaurant business. Disenchanted with that, he 
became a loan officer with a finance company and then a credit union. 

"I just didn't like working inside," Wierichs explained. "So I became an over-the-
road truck driver. It was the closest thing to owning your own business without an in-
vestment." 

After five years of driving, Wierichs went into the printing business. One day, he 
recalled, "I looked around, saw the four walls around me and realized I didn't want 
to be doing this the rest of my life." 

He went back to truck driving, in a job that allowed him to be home in the even-
ings so he could take classes toward a master's degree in business administration. 

He made the jump into lawn care one day over coffee with two men who own Ser-
viceMaster cleaning franchises. They were looking for someone to start a lawn care 
franchise. 

"I thought it was a good idea. I always had the intention of starting my own busi-
ness," Wierichs said. "I like the outdoors, it sounded like a good business and Ser-
viceMaster is a good name." 

It was a smart move. Even the drought of 1988 couldn't keep Wierichs' first year 
in business from being a success. 

"I did business of $47,000 the first year," Wierichs recalled. "I won the National 
Eagle Award from ServiceMaster, an achievement award for the quickest startup. I 
was pretty proud — for not ever having done a lawn professionally before." 
STEADY GROWTH. Since then, Wierichs' business has grown 40 percent to 50 percent 
a year, putting him in the $150,000 to $200,000 range for the 1991 season, with plans 
to pass the $200,000 mark this year. His business is about 90 percent residential and 
10 percent commercial. 

His success led him to diversify. He offers snowplowing and winter lawn mower 
maintenance, and this spring will offer mowing after having subcontracted the work 
out for the past two seasons. 

Landscaping is also an option for his customers. The landscaping business, how-
ever, is strictly a weekend operation that Wierichs won't allow to interfere with his 

Once the need 
was perceived, 
personnel and 
equipment needs 
determined and 

diversification's 
effect on business 

considered, 
ServiceMaster 
franchisee Lou 
Wierichs decided 
to mobilize. 

By Kevin Tanzillo 
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lawn care. He calls it "Landscape 
by Lou." 

"I do this on weekends with my 
brother, Tom, and good friend 
Mark Spreeman," Wierichs said. 
"It's more of a hobby than a busi-
ness. But it fills a real need. Real-
ly, it's a small part of my business. 
That's why I do it on weekends." 

Wierichs shares an office, em-
ployees and equipment with the 
other two ServiceMaster fran-
chises in a cooperative arrange-
ment that offers him flexibility. 

"We have about a 7,700-square-
foot building in Appleton. We 
share expenses for a receptionist, 
accountant and bookkeepers. In 
Green Bay, we run our telemar-
keting and administration out of 
a small office, but production and 
everything else is run out of the 
Appleton office. 

"In the cleaning end of the bu-
siness, we have 10 trucks, all Ser-
viceMaster identified. I can go 
into that fleet and use them in the 
spring rush, for instance. That's 

in addition to my two full-time 
production vehicles." 

IPM APPROACH. Wierichs' firm 
follows an integrated pest man-
agement approach to lawn care. 
Granular fertilizers are used and 
pesticides are generally loaded on 
the truck for spot spraying of 
weeds when needed. 

"IPM entails keeping our eyes 
open when we're on the lawn," 
Wierichs said. "If we see weeds, 
we always have equipment on 

LAWN & LANDSCAPE MAINTENANCE • JANUARY 1992 

SERVICEMASTER 
LAWN CARE 
HEADQUARTERS: 
Appleton, Wis. 

FOUNDED: 
1986 

OWNER: 
Lou Wierichs, 

majority owner and 
president. 

PRIMARY SERVICES: 
Lawn care, 

fertilization, mowing, 
landscaping, 

pruning, aeration, 
snowplowing and 

winter mower 
maintenance. 

EMPLOYEES: 
5 year-round; 
15 seasonal 

1991 NET SALES: 
In the range of 

$150,000 to $200,000. 

hand to spot-spray them. We also 
spray weeds in the cracks of side-
walks and driveways." 

At the peak of the season, Wie-
richs employs up to 15 part-time 
people, which includes telemar-
keters. This time of year, Wierichs 
has five telemarketers making 
"cold calls" to drum up business 
for the coming season. 

At the end of last year, the tele-
marketers called existing cus-
tomers for some service feedback 
and recommendations on poten-
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Goodland Field, home of the 
Kansas City Royals farm team, 
was Wierich's first turf fertiliza-
tion job. 
tial new customers. His company 
averages a 17 percent customer 
turnover. 

Key members of Wierichs' 
team are Jeff Bellile, who handles 
ServiceMaster Lawn Care's 
books, and Terry Kuehl, produc-
tion sales manager. 

Their contributions are allow-
ing Wierichs to move to more of 
a managerial role, as their skills 
balance against his. Wierichs ex-
plained: 

"I'm the kind of guy who says, 
'Hey, the paper work can sit, let's 
go get the job done. I am not par-
ticularly strong in organizational 
skills. If you would come into my 
office you would see that. My 
business partners, Don Fahren-
krug and Roger Noonan, on the 
other hand, their offices are me-
ticulous." 

Fahrenkrug and Noonan ope-
rate the two ServiceMaster clean-
ing franchises that share the of-
fice with Wierichs. 

Wierichs' Green Bay operation 

is going into its second season. 
Now the owner of a franchise that 
another man started in 1990, he 
sees an uphill battle in that area. 

Competitively, Wierichs said, 
"We have some of the major 
players around here, and Green 
Bay is the tougher market, with 
bigger landscapes." 

Barefoot Grass is his toughest 
competitor, but there are also 
ChemLawn, Spring Green, Val-
ley Lawn Care, Greenscape and 
independent companies. 

"We're not the cheapest lawn 
care company in this area, but we 
are a quality company," he said. 
"We don't have so many cus-
tomers that we are forced to get 
things done in a hurry. We want 
to do it right. We're not out there 
on a questionable day letting your 
herbicide spray in the wind." 

PLCAA, GMAW INVOLVEMENT. 
Wierichs is a solid believer in in-
dustry organizations. 

"I sent a check to the Profes-

sional Lawn Care Association of 
America even before I did my first 
lawn," he recalled. Now he is a 
recent addition to PLCAA's board 
of directors and chairman of a sub-
committee for the Green Industry 
Expo in Indianapolis. 

He was also a driving force be-
hind organization of the Grounds 
Management Association of Wis-
consin in 1990. 

His GMAW efforts grew out of 
a PLCAA convention meeting on 
organizing state chapters. When 

Recurring Billing Software 
Designed for the 

Lawn and Landscape Industry 
Compare some of our features: 

Unlimited number of customers 
Recurring billing mode for automatic 
billing of maintenance fees (weekly, 
monthly, quarterly or any other cycle) 
Unlimited service/product codes 
Save and recall service invoice detail 
Prints on forms, blank paper and self-
mailers. 

Statements, invoices, late charges, past 
due notices, aging report, sales reports, 
sales tax, discounts, customer ledger, 
labels, Rolodex® cards, plus much 
more 
Custom modifications available 
PC/MS DOS 3.0 or higher compatible 
with 640K RAM and hard disk required 

Special Limited Offer • Regular Price $179 
Here's what some T U N f 

of our customers say: r N 0 W -
"top notch technical support... I trained one employee 1-800-880-0887 
to use the program and he learned it in 10 minutes'. 

Dorothy Williams. AR 

"First of all. let us tell you how pleased we are with The 
Billing Clerk, which we purchased from your company 
several months ago I The Billing Clerk seems to be 

meeting our needs as is. 
without modification. .. We 
have been able to set up 
accounts and get desired 
results with the help of the 
manual.. . and have not had 
to contact you yet for 
assistancer Jul» Cathcart 

H ? WARE INC. 
213 Congress, Ste. 200 • Austin, TX 78701 • (512) 629-7400 • FAX (512) 629-4341 

ORGANICS? 
D O N ' T G A M B L E O N 

T H E M . . . 

Without our assistance 
and expertise. 

• N O S M E L L 
• N O S N A K E O I L 
• F A S T R E S U L T S I 
• I N E X P E N S I V E 

The Organic Associate 
Dealer Program . . . 
will help you prosper 

Economically and 
Effectively! 

L A W N 

T R E E & S H R U B 

P R O G R A M S 

1-800-645-6464 
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he returned to Wisconsin, he said, 
"I started making phone calls, 
telling people this is a great idea, 
let's get a state organization go-
ing" 

There was already a group in 
the Milwaukee area, and that be-
came a nucleus forGM AW, which 
has its strongest membership 
penetration in Madison, the Fox 
Valley and western Wisconsin. 
Wierichs is vice president of 
GMAW, with Terry Kurth of 
Madison as president. 

Wierichs is proud of an idea of 
his that grew into a positive public 
relations vehicle for GMAW. It 
was a poster contest for youngsters 
in sixth through eighth grades, 
with the winners and their fami-
lies getting free tickets to a Mil-
waukee Brewers game and a free 
night in a Milwaukee hotel. 

"The idea for this poster con-
test was that there are so many 
negatives in the press about pes-
ticides, we wanted to get to the 
youth and show them we are not 
ogres. The youth are not only our 
future customers, but our future 
employees and future legislators," 
he said. 

Wierichs, who never expected 
to be as "politically active" as he 
is now, said the industry needs his 
contributions and the contribu-
tions of other business people. 

"I do these th ings because they 
need to be done. As an industry, 
we have to pull together. I'm just 
a normal businessman trying to 
get involved in the industry and 
make it brighter for myself and 
others. 

"I'm proud of the industry I'm 
in. I've learned there is a lot more 
to life than money. You have to 
make a profit, sure, but I have 
grown so much professionally 
through these organizations, and 
hope to keep growing." 

Wierichs also belongs to his 
local Lions Club and is involved 
in the Wisconsin Master Garden-
er program. That is a county ex-
tension agency effort in which he 
provides free advice on turf ques-
tions to local residents, since the 
county has no on-staff turf expert. 

In his limited free time, Wie-
richs hunts, fishes and plays golf. 
He said he is much better at hunt-
ing and fishing than golf, but still 
likes being able to take just a cou-

ple of hours off for a round of golf. 
"When I go fishing, I like to 

go for a whole day, I have a fishing 
boat that has been in my brother's 
garage; I've been in it only once 
since I started lawn care." 

$500,000 POTENTIAL. If all goes 
well, Wierichs said, his operation 
has the potential to be a half-mil-
lion-dollar business in the next 
five years. 

"ServiceMaster has done mar-
ket penetration reports, and they 
can see this ultimately being a $1.5 
million business. I would hope in 
the next five years, depending on 
regulatory problems and whether 
we can operate in a somewhat 
free manner, to be a $500,000 
plus company. But if I am in the 
$300,000 to $500,000 range, I 
would still be very happy." 

The company's growth, Wie-
richs said, will come from two 
sources: an added emphasis on 
commercial accounts and provid-
ing increased services to all his 
customers. 

A stable economy in his area 
minimized any effects of the lin-
gering recession, Wierichs said. 

But he sees bigger problems than 
the economy. 

"With all the paper industry and 
manufacturing we have here, we 
seldom get the big layoffs. So far 
the recession hasn't affected us. 
But the legislative bumps in the 
road are going to be tougher." 

Issues of prenotification and 
mandatory posting concern him, 
as he and the GMAW strive to get 
their side of the story to Wiscon-
sin legislators. 

Wierichs' companies routine-
ly post lawns, so he is less wor-
ried about that than the chance 
he could someday be required to 
notify several neighbors every 
time his crews need to service a 
lawn. 

"We are already willing to pre-
notify on request," Wierichs said. 
"If the neighbor of a customer of 
mine has dogs or allergies and 
wants to be notified, we are more 
than happy to put a call-ahead 
notice on our computer. 

"We have no problem if anyone 
requests to be called. If anyone 
requests Material Safety Data 
Sheets, we will send them. It's 

(continued on page 30) 

Custom-made 
tank trucks built 
to your 
specifications. 

Graham Lawn 
Equipment, Inc. 

8878 Bright Star Road 
Douglasville, GA 30135 

(404) 942-1617 
(800) 543-2810 

green garde 
High Pressure 
Triplex Plunger Pump 

Compact size and outstanding performance make 
Green Garde pumps your best bet! Unique design 
assures longer pump life than others—go 4 to 5 years 
without rebuilding. Pumps handle all types of spray 
solutions. Sizes from 4.0 to 35.5 GPM. 

<1 ÌF 
green 
garde < 

Green Garde Division 
H. D. HUDSON MANUFACTURING COMPANY 
500 N Michigan Avenue • Chicago. IL 60611-3748 
312-644-2830 FAX: 312-644-7989 
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Because nature didn't 
John Deere built a mo 

ties. And your profitability. 
John Deere 14- and 17-hp wet-

disk drive commercial mowers 
feature a floating deck system 
that guards against gouging and 
turf tomahawking. 

Trunion-mounted 48- and 
54-inch decks oscillate 7 inches 

They laughed at Columbus when 
he said the world wasn't flat. 

But to anyone who mows for a 
living, rolling, undulating turf is 
no laughing matter. 

The wrong equipment can 
ruin your professional reputa-
tion, future business opportuni-



create a world that's flat, 
wer that cuts like it is 

to help you run smoothshod 
over the rough spots. 

And adjustable, pneumatic 
casters in front, anti-scalp wheels 
in rear follow ground contours 
for a fine, just-manicured look. 

A deck-mounted hand crank 
lets you adjust cutting heights 

between jobs, % to 4 inches. 
Because the lay of the land 

isn't always perfect, you need 
a mower that cuts like it is. 

See your dealer for a new 
John Deere 5-speed commercial 
mower. Or call 1-800-544-2122 
for more information. 

NOTHING RUNS 
LIKE A DEERE® 
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ServiceMaster 
(continued from page 27) 

when these things are forced on 
you that it's a problem. 

"Our costs could increase $10 
per application because of this 
type of required notification. Cus-
tomers will just say 'forget it' and 
do it themselves. That means 
more trouble. They (legislators) 
would be taking chemical applica-
tion out of the hands of the trained 
professional and putting it in the 
hands of the homeowner. 

"Some of the biggest lawn 
chemical abusers are home-
owners. It's human nature to think 
that if two ounces of a chemical 
is good, four ounces must be bet-
ter." 

FAMILY BACKING. Wierichs 
doubts he could have accom-
plished what he has without the 
help of his family. 

"My wife, Cindy, has been the 
greatest supporter of this whole 
idea. We have been married for 
13 years, and she understands that 
in the spring and fall she will hard-
ly see me. 

"My father lent me some of the 
money to get started. My sisters 
helped out in telemarketing and 
sales. One brother was my first 
part-time applicator. Another 
brother helps me in Landscape 
By Lou. One sister is still with 
me in telemarketing." 

As he prepares for his fifth 
season, Wierichs has no doubts 
that he has found his calling. 

"I would never give it up. I in-

tend to be doing some kind of lawn 
work until I retire. I love the out-
doors, I love this industry. Ser-
viceMaster is a great franchise to 
own. My business is growing and 
we're financially solvent. I still 
don't take what I want out of the 
business, but I get enough to sur-
vive," Wierichs said. 

"It's funny, because I always 
disliked salesmen, and now I am 
one. Any good salesman has to 

Lou Wierichs and Marge Gib-
bons reviewing the books. 

believe in what they're selling, and 
I have a product and service I 
believe in." 

In the following interview, Wie-
richs discusses specifics about his 
company's diversification and his 
plans to bring mowing in-house 
this season: 
Q : How have you diversified 
beyond basic lawn care? 
A . : We do lawn mower mainte-
nance, and just got into snow-
plowing this year. We wanted to 
diversify and to generate cash flow 
in the winter. It enables me to keep 
a full-time worker on. 
Q : How well does your mower 
maintenance shop do? 
A : We get 10 percent to 15 per-
cent of our customers taking ad-
vantage of the service. For $35 
we'll pick up the mower, sharpen 
the blade, change the oil and spark 
plugs, clean the air filter, pressure 
wash it, do a safety check and re-
turn it to them. It's a customer ser-
vice; it's something that people 
don't like to do themselves. 

OUR STANDARDS: 

TUFF 
TUFFER 
TUFLEX! 

Some spray tanks are tuff. Others are tuffer. Tuflex-built 
tanks are the toughest because of our uncompromising 
standards in design, materials and craftsmanship. 

Tuflex is the only manufacturer that specializes in 
hand-crafted seamless fiberglass tanks and spray systems 
for the pest control and lawn care industry. Our 10 to 1200 
gallon tanks won't leak, rust or pit, — 
so they can handle your tough-
est jobs with little or no future 
maintenance. And 
we stand behind our 
tanks with a full five-
year warranty. 

After 20 years of 
servicing the world's 
leading lawn care com-
panies, we've proven that 
nothing compares to Tuflex 
because nothing is tougher 
than our standards. 

Call toll-free 1-800-327-9005 for prices on our complete line of tanks. 
In Rorida, call collect (305) 785-6402. 

1406 S.W. 8th St.. Pompano Beach. R_ 33060 

USE REAI SERVICE #63 

OLDHAM CHEMICALS 
COMPANY, INC. 

A. 200-gal. poly tank in a metal frame. 
B. 5-HP Honda engine coupled to a Hypro D-30 Pump. 
C. Electric hose reel with 300 ft. of 1/2" hose mounted 

curb side or to back of truck. 
D. Unit is Pre tested & ready to use. 

Call for details 
1800-888-5502 

901-794-0084 
Or write: P.O. Box 18358 

Memphis, TN 38118 
"EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 
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WORKING TRAILERS 
FOR A WORKING WORLD 

Prices FOB Factory - ALL BRAKES ALL TRAILERS 
Coast To Coast Delivery Available 

Check Our Factory Direct Price 
On 9 Ton — 22V2 Ton Dual Tandems 

Q : What was the deciding fac-
tor to expand into mowing? 
A : I perceived the need, looked 
at the cost involved, manpower 
requirements and the size of my 
business, and decided this is the 
year I mobilize and further ex-
pand my services into mowing. 
It's good to be diversified. If all 
these regulations limiting our 
business go through, and there is 
no equitable way to get around 
them, you are going to need some-
thing to fall back on. 
Q : You have offered mowing 
on a subcontract basis. How did 
that work? 
A : Two years ago, I hooked up 
with a Wisconsin master garden-
er, a tree and shrub expert who 
does mowing. He does some fer-
tilization, but not a complete pro-
gram. In return, I do his weed 
spraying. I do all the billing. The 
negative aspect of the deal comes 
when there is a problem. The cus-
tomer has to get to me, I get to 
the subcontractor and he gets to 
the mowing crew. 
Q : Why are you going into 
mowing now? 
A : There are three ways to look 
at it. The revenue is one. Being 
out on the lawn every week is im-
portant from a customer service 
standpoint. Also, I am offering 
another service to the people who 
purchase services. When you start 
a business you focus on your 
number one priority. Sure, there 
was a need for mowing my first 
year. But I couldn't invest in 
equipment and I didn't want to do 
something halfway. You've got to 
narrow your focus, and mine was 
residential lawn care. 
Q : What will your mowing 
operation mean in terms of labor? 
A : I am initially looking at hir-
ing one person, but obviously if 
we get a lot of mowing work we 
would put two people on. The 
worker would be flexible. If he 
needed to cut on a Monday and 
a Friday and do lawns in between, 
that's what he'll do. The lawn 
work would supplement his in-
come. We will probably bill a cer-
tain amount to cut and an addi-
tional sum to bag it. 
Q : Do you anticipate a big de-
mand for mowing? 
A : A lot of people have asked 
us about it. One perception is that 
you can't bid successfully for 
commercial work unless you do 
mowing too. That is why I was 
subcontracting because I was too 
small. I have three commercial 

accounts right now ready to go 
with mowing and I haven't begun 
to market it. These are above and 
beyond the ones I already subcon-
tract out. 
Q : What about residential 
mowing? 
A : The maximum you can get 
for residential mowing is $20 to 
$40. People just won't pay more 
than that. You end up spending 
more time on residential than you 
do on commercial. If we have a 
customer request it, though, we 
will price it, but we're not going 
to lean toward it. 
Q : What equipment will you 
use in your mowing operation? 
A : I am in the process of bud-
geting where we want to be, and 
getting prices. I have been told 
that over 20,000 square feet, you 
want a rider. Under 20,000 you 
want a zero-turn-radius walk-be-
hind. Two of our commercial ac-
counts are 20,000 and one is three 
acres. Right now, I am leaning 
toward a 48- or 52-inch mower 
deck on a rider, a Toro mulcher 
with kicker blades in it. 
Q : What service besides lawn 
care have you offered since your 
franchise's inception? 
A : When we started, it was Ser-
viceMasters' policy to build the 
residential customer base. They 
said you shouldn't get into prun-
ing, for instance, until you have 
a500-customerbase. But I started 
doing that right off the bat. It was 
for the customers; you don't want 
them calling someone else. That 
someone else might also do lawn 
care. 
Q : How about snowplowing? 
A : We have a snowplow, and 
we may invest in a tractor so we 
can pile snow. We may also go 
into snowblowing. The more di-
versified you are with commer-
cial accounts, the more likely 
you'll be that one call they want 
to make. 
Q : What other off-season ser-
vices might you offer? 
A : We've talked about outside 
Christmas tree lighting and de-
corations, and we may do that, 
down the road. The problem is, 
everyone wants the decorations 
up the day after Thanksgiving and 
down the day after Christmas. I 
proceed cautiously, and try to de-
velop services without spreading 
myself too thin or without too 
much capital investment. • 

The author is a free-lance writer 
based in Norwalk, Ohio. 
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MOWING 
OUTLOOK 

MOWER 
SELECTION 
IN THE 1990s: 

MORE THAN 
MEETS THE EYE 
From walk-behind to 
riding, belt-driven to hydraulic 
and two-cycle vs. four-cycle, 
the professional has much to 
consider when selecting the 
right mower for the job. 
By Julie A. Evans 

AS THE ECONOMY charts its maintenance industry, equipment 
troubled course, business leaders purchases are being scrutinized 
are looking for ways to cut ex- in the areas of productivity and 
penses and streamline operations. durability. The good news in the 
Purchasing decisions have be- mower market is that technology 
come more calculated, as mana- has made possible more afford-
gers pursue the top value for the able, longer-lasting standard and 
lowest possible dollar. optional features. 

In the lawn and landscape "In the last three years, I've seen 

a substantial difference in mower 
quality. The industry is more 
competitive all the way around," 
said Mike Angles of The Brick-
man Group, Silver Springs, Md. 

"Technology is getting better 
and better," agreed Gerry Chau-
vin, president of Green Thumb, 
Sterling, Va. 

According to David Hayes, 
president of Pro Star, the mow-
ing industry has been "revolu-
tionized" in the last 10 years, pri-
marily because of zero-turn-
radius on riders and walk-be-
hinds. "Landscape contractors 
who used to go with tractors are 
now going to midsize. In the ze-

WORK SMART, NOT HARD 
THE NUMBER ONE consideration in mower selection is to work 
smart, not hard, said Rob Zolezzi, owner of L & L Landscape 
Services, Santa Clara, Calif. "Purchase as much mower as you 
can get away with. You want to get the largest mower, appropriate 
to turf size." 

For L & L Landscape Services, the mowers that work "smartest" 
are usually 36- and 48-inch walk-behinds. Zolezzi estimated that 
70 percent of the mowing is done with these midrange models. 

"We find they are the best for us because they're agile enough 
to get in and out of fairly tight areas, they move at a fast walk and 
they cut up to a 48-inch width," Zolezzi said. 

The company, which maintains 300 commercial accounts, 
stocks approximately 50 36- and 48-inch mowers, more than 100 
21-inch self-propelled walk-behinds and only three riding mowers. 

"I don't believe in riding mowers," Zolezzi said. "Once you get 
out of the 48-inch range, riders go into higher maintenance. 
You're almost better off staying with the walk-behind mower. 

"With the walk-behinds, it doesn't matter who operates them. 
But with riders, you want to have one man familiar with the 

machine for daily upkeep. 
"I only recommend riders if you have large turf areas and can 

keep them operating to get your investment out of it." 
He added that sulkies are an option for converting walk-behinds 

into riding mowers and reducing operator fatigue, a common 
complaint from operators of walk-behind mowers. 

One riding mower that the company does find useful is the 
Hustler TurboShredder. "You don't need to catch clippings be-
cause it has a series of small blades that will mulch grass as you 
mow," he said. 

In walk-behind mower purchases, consistency plays an impor-
tant role for Zolezzi's firm. "Don't have five different brands of 
mowers. If you're consistent, you can stock parts. If there's a 
breakdown, you eliminate time." 

Zolezzi recommends buying self-propelled models and suggests 
asking the dealer if he carries replacement parts. "Ask them: What's 
the first thing that's going to break and do they carry the part?" 

Other features that Zolezzi looks for are zero-turning radius, side 
discharge and a heavier grade industrial/commercial (I/C) engine. 
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Improved technology for a competitive marketplace gives mowing professionals more to 
choose from. From various walk-behind models to riders equipped with options, contrac-
tors can surely select the best equipment for the job at hand. 

ro-turn-radius industry, we pre-
dict the tractor will be almost ob-
solete," he said. 

Much of the improved techno-
logy can be attributed to two re-
lated factors: Users of the equip-
ment are getting more sophisti-
cated in their demands, and 
manufacturers are responding 
amidst increased competition for 
the landscaper's dollars. 

But new technology is not the 
only factor shaping buying deci-
sions. According to Dick Tegt-
meier, president of Encore Mfg., 
Beatrice, Neb., landscape con-
tractors today are swayed more by 
reliability than extra options. 

"In this market today, people 
are not looking for bells and 
whistles. They want a mower that 
will do everything they want it to 
do, stay safe and keep costs 
down," he said. 

Bud Muser, director of custo-
mer service for Ransomes, 
Johnson Creek, Wis., summed up 
the situation this way: "Predomi-
nantly, the commercial lawn care 
operators are purchasing rotary 
mower equipment. So once 
they've settled on rotary, the ques-

tion is what width of cut can they 
accommodate on the job, and 
what features they're looking for, 
whether it's bagging, side dis-
charge or mulching," he said. 

"The wider the mower they can 
use effectively, the more produc-
tive they can be." 

Muser said that one limiting 
factor shaping buying decisions 
is the quality of terrain and 
whether it has rough modulations. 
"A wider width of cut will tend 
to scalp more in areas that are very 
uneven," he said. "So the advan-
tage of productivity is offset in 
poor quality and damage to the 
mower." 

Bagging performance is also an 
issue, he said. "Under ideal con-
ditions, every mower on the mar-
ket will do a good job of bagging 
clippings, but the commercial cut-
ter can't always mow under ideal 
conditions." 

Bagging performance is in-
fluenced by design of the cutter 
deck and blades, he said, and fea-
tures like a fully baffled deck and 
offset-designed blades improve 
performance. 

"Traditional flat blades and 

decks that are completely open 
underneath have more difficulty 
giving a clean cut under adverse 
conditions," he said. 

Another feature that has be-
come important for mowing un-
der adverse (wet) conditions is the 
drive system for walk-behind 
mowers. Muser said hydro drive 
units have been introduced to pro-
vide positive drive to tires under 
all conditions. This feature raises 
costs to mowers traditionally in 
that size range, he said. To help 
that situation, Ransomes is in-
troducing the Pos-A-Drive™ in 
1992. This drive system uses a 
sealed clutch system and toothed 
belts to the drive wheels to give 
the wet weather drive perfor-
mance of a hydro drive with the 
cost of the unit closer to traditional 
systems. 

RIDING MOWERS. More and 
more, the practice of weighing 
cost effectiveness with actual cost 
is playing a role in purchasing — 
especially when the choice comes 
down to a walk-behind vs. a riding 
mower. Although it's fair to say 
that a good riding mower costs 

considerably more than its walk-
behind counterpart, many com-
panies have justified the extra in-
vestment in terms of cost-effec-
tiveness and productivity. 

Chauvin, for example, said he 
was reluctant at first to purchase 
riding mowers because of cost and 
the quality of cut. Now, however, 
he sees important changes in 
riding mower technology, speci-
fically the midsize riders with 
zero-turn radius. Green Thumb 
plans to expand its fleet of riding 
mowers this year. 

"We're hoping to increase pro-
ductivity with riders. In the past, 
we were concerned with quality. 
To me the quality of cut in walk-
behinds was hard to match in 
riders. Now I'm hearing more 
and more that the quality has im-
proved," Chauvin said. 

"We're also finding that pro-
ductivity may be higher with the 
rider. Reducing operator fatigue 
is the main way to increase pro-
ductivity." 

Ed Gallagher, landscape mana-
gement manager for Yardmaster, 
Painesville, Ohio, said he had 
considered midsize riders as an 
alternative to midsize walk-be-
hinds. Although he is impressed 
by advances in technology, cost 
is still too high to justify, he said. 

"Midsize riders are going to be 
the way to go in the near future, 
as the walk-behind was in the 
past," Gallagher said. "With the 
midsize rider, I see a potential for 
keeping better people on your 
labor force. You can also get an 
older group of people who can 
use them." 

"Midsize riders get into speci-
fic areas just as well and efficient 
in tighter areas with less trim-
ming. They can get into some 
areas that the walk-behinds can't." 

Gallagher added that some cus-
tomers may appreciate the effi-
ciency of the midsize rider. 
"Sometimes with midsize mow-
ers, clients have the impression 
that you're an innovative com-
pany, that you're doing things to 
improve their property and the ef-
ficiency of your crews." 

Despite his expressed interest 
in the midsize riders, Gallagher 
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said, that price is still prohibitive. 
"We can buy two walk-behinds 
for the price of one rider," he said. 
"Until I can justify that better, I'll 
stick with the walk-behinds." 

Bob Walker, president of Wal-
ker Mfg., Fort Collins, Colo. Jus-
tified that extra cost by saying that 
one rider can do the work of two 
walk-behinds. 

"Two walk-behinds should be 
able to do more. But the rider 
makes up for time in maneuver-
ing and handling. If all mowing 
were on a straight line, the walk-
behind should be able to keep up. 
But most mowing is sloped or has 
obstacles," he said. 

"A real concern on a rider is 
how much it can produce com-
pared to what they're using right 
now. If they're using a walk-be-
hind, maybe they're interested in 
increasing productivity. 

"Another major point that peo-
ple are concerned about is retain-
ing their employees and being able 
to offer them equipment that 
makes the job less demanding." 

Walker said that most of his 
customers are coming over from 
midsize walk-behinds. 

Arnie Sieg, president of The 
Bruce Co. of Wisconsin, Racine, 
Wis., pointed out that often the 
size and type of equipment is 
determined by the site itself. Sieg, 
who maintains many large com-
mercial accounts, said he prefers 
to purchase the largest equipment 
available that still maintains a 
quality cut. 

"It depends on the density of 
the site," he said. "The goal is 
to go on site with as large a piece 
of equipment as we can that gives 
the body of cut we're looking for." 

But Walker added that bigger 
doesn't necessarily mean better. 

"You should use the most produc-
tive, not the biggest. Some peo-
ple equate big with productive. 
And there are cases where big 
mowers will do the job quicker 
— on large flat areas. But in many 
cases, a smaller midsize machine 
ends up winning the race because 
of its ability to maneuver quickly." 

Comfort, design, weight, man-
euverability and access to certain 
features are the primary concerns 
for Mark Gemmer, operations 
manager for Tecza Brothers, El-
gin, 111. 

"We look for things like, how 
easy is it to adjust mowing height? 
Does the heat that comes off of 
the engine make the operator's 
back too hot? What about steer-
ing, maneuverability, ZTR, lit-
tle niceties?" he said. 

Finally, pricing remains a pri-
ority in any mowing purchase, 
large or small. "Pricing is key," 
Gallagher said. "You need to look 
at several vendors before making 
a decision. When you're buying 
that many mowers, you want to 
get the best cost for you and your 
people. Get input from mecha-
nics, foremen and workers and 
analyze their comments." 

WALK-BEHINDS. Walk-behind 
mowers are still the mainstay of 
many landscape maintenance 
operations due to cost and conve-
nience. Selecting a walk-behind 
mower is easier when job sites are 
few in number. Not surprisingly, 
buying decisions are more in-
volved when account types vary. 

Encore's Tegtmeier said to con-
sider property size and type. If 
accounts are primarily residen-
tial, for example, mowers must 
be narrow enough to maneuver 
through gates and around walk-

ways. Small and intermediate 
walk-behind models work well in 
tight areas, but the trend is mov-
ing toward wider decks, he said. 

"We used to think 36 inches was 
the best seller," he said, "but the 
48-inch walk-behind is now the 
big seller because the walk-behind 
has become more maneuverable 
and cost effective." 

Larger mowing widths are 
more efficient and cost-effective 
on large and flat areas, he added. 

As for the walk-behind vs. rid-
ing mower debate, many opera-
tors simply prefer walk-behind 
mowers, while others find that 
customer preference dictates their 
use. Still others have struck a com-
plementary balance between the 
two types of equipment. 

Angles of The Brickman Group 
maintains the landscape for a re-
tirement community where riding 
mowers are not permitted. "They 
don't understand that we've come 
a long way with mowers that are 
better than the old-style tractors. 
We've attempted to show them 
through demonstrations," he said. 

But Angles doesn't think he's 
at any disadvantage without the 
riding mowers. The grounds he 
maintains are hilly with plenty of 
ditches, so "the walk-behind does 
a better quality job than the rider," 
he said. 

When purchasing a new walk-
behind mower, Angles said, he 
asks a lot of questions about the 
mower's staying power and wheth-
er it's had a fair run on the mar-
ketplace. 

"I ask how long the machine 
has been on the market. If it has 
just been on the market for a cou-
ple of years, I like to ask a lot 
of questions. Are there any 
changes coming soon? Are they 

changing from belt drive to hy-
draulic drive?" 

Angles believes that eventual-
ly the industry will almost com-
pletely turn to a hydraulic drive 
machine — a change he wel-
comes. 

"With the hydraulic machine, 
you don't have belts and adjust-
ments, no belts or springs. But 
the disadvantage is that you have 
to train people to fix hydraulic 
equipment." 

Angles stocks mostly 54-inch 
walk-behind mowers but says 
there is a place for every machine. 

"The larger the machine, the 
less area you can take it into. 
There's more scalping with a 
larger machine." 

To eliminate scalping, the com-
pany has added a ti re to the center 
of the front deck of its larger 
machines, allowing for a more 
level cut. 

As for two-cycle vs. four-cycle 
engines, Angles prefers the two-
cycle models, explaining that he 
had too many maintenance prob-
lems with four-cycle engines in 
the past. Also, the company pur-
chases push mowers only for its 
21-inch mowing needs, espous-
ing the attitude that less is more 
when it comes to these smallest 
of mowers. 

"With different hands on the 
machine all day long, they tend 
to break down. Whenever you 
have a mechanical device on a 
machine, it's more likely to have 
a breakdown because there are 
more units to break. We don't buy 
electric start on walk-behinds and 
we stay away from fancy devices. 
Why spend the extra money?" he 
said. 

Mike Zarrilli, mowing super-
(continued on page 77) 

MAKING THE TRANSITION FROM WALK-BEHIND TO RIDING 

PROFESSIONAL COMMUNITY Manage-
ment of Laguna Hills, Calif., is phasing 
out its inventory of walk-behind mowers 
and replacing it with midsize riding mow-
ers, according to John Berne, landscape 
operations supervisor. 

"We originally bought self-propelled 
walk-behinds to do high productive mow-
ing," Berne said. "But now we can get a 
riding mower that offers the same compact 
size and maneuverability, but less wear 
and tear on the operators. The riders make 
mowing go a little faster." 

The company's current mowing inven-
tory consists of 25 21-inch push mowers; 
38 32- and 36-inch self-propelled walk-

behinds; and 27 42-inch riding mowers. 
"Since we do so many small areas, we 

look for maneuverability. Our areas are 
sloped, so traction on slopes was a con-
sideration." 

Midsize riding mowers also have their 
drawbacks, Berne said. "Some riding mow-
ers are labor-intensive, especially chain 
drive and multiple compound belts. Go to 
drive shafts, PTO shafts, anything that is 
gear driven. We use as much hydraulic as 
we can. Chains require lubrication almost 
daily, whereas gear driven requires a 
change of oil every six months," he said. 

Professional Community Management 
maintains the landscape at Leisure World, 

a planned retirement community of 22,000 
residents. Approximately 50 employees are 
mowing the area's 500 acres on any given 
day. 

Berne said that although initial cost is 
higher for riding mowers, they have helped 
reduce the size of the workforce. 

"You can pick up a decent walk-behind 
for $2,000, but small riding mowers cost 
up to $8,000 on the average," Berne said. 
"There's a significant cash outlay. But 
since we're a unionized shop, we have to 
pay our workers a higher wage. 

"If we can knock off 35 percent of 
mowing time, we can justify the difference 
in cost savings." 
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I Believe In Low 
At First Sight!' 

years, I've watched people fall in love transmission^M^^engineering for unmatched, "For years, I've watched people fall in lov 
with Gravely mowers. Now, there are two 
powerful new Gravelys to fall in love with. 
"The Hydro Pro and the Pro Master 22-H. 

The Hydro Pro is designed to take full 
advantage of the latest in hydrostatic 

t r ansmiss ion^^Teng inee r ing for unmatched, 
zero-turning radius maneuverability. It also has inde-

pendent hydrostatic pumps and motors for control 
over each wheel. 

"Then there's the new Pro Master 22-H. This 
beauty combines power and efficiency with a 

shor ter wheelbase for bet ter handl ing. 
It's available with a 60" or 72" front-mount 
mower deck with rear-wheel steering. 

"I believe in love at first sight. After you 
see these two powerful new Gravelys, you 

will too." Check out the Hydro Pro and the 
Pro Master 22-H at your nearest Gravely 
dealer today 0 GRAVELY 

A i l k Tom Lopina / j 
President ^ 
Gravely International, Inc. -

I 
a 

i p - lS 
M I n L o v e 

W i f l i A G r a v d y 
Gravely International, Inc. 

P.O. Box 5000, One Gravely Lane, Clemmons, NC 27012 
919-766-4721 • Telefax: 919-766-7545 
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C O M M E R C I A L 

/ MOWING 
OUTLOOK 

CUTTING 
THROUGH 

BUDGETING 
OBSTACLES 

MORE SOPHISTICATED mow-
ers have reduced manpower re-
quirements of old, allowing con-
tractors to become more creative 
in their job budgeting. For exam-
ple, hydrostatic mower operation 
has meant less wear and tear on 
the equipment, translating into 
less downtime and longer equip-
ment life. 

Nevertheless, if a mowing pro-
fessional doesn't use certain stra-
tegies to maximize mower pro-
ductivity, better technology might 
be thrown out the window. 

So how does a professional 
mower choose the proper equip-
ment and make the most of it on 
any one particular job? Though 
many veteran contractors mere-
ly eyeball the grounds, taking in-
to account all the open spaces and 
obstacles to make the determina-
tion, less experienced mowing 
professionals probably would do 
well to have a set system. 

Otherwise, the new business 
owner might find his profits get-
ting eaten up by men wasting time 
on such inefficient activities as 
using a 21-inch push mower in an 
area where a 48-inch walk-behind 
would finish the job faster and bet-
ter, or struggling with stops and 
starts atop a 61-inch riding mower 
on a more difficult4 'open" area 
than it originally appeared. 

All contractors contacted for 
this article agreed: No matter who 
makes the initial determination 
of mowers to be used, the foreman 
has the last word. And in cases 
where the foreman revises the 
game plan, he increases job effi-
ciency, said J. Landon Reeve, 
owner of Chapel Valley Land-
scape Co., Woodbine, Md. 

"We go out and actually meas-
ure square footage," Reeve said. 

Whether you're using 
intuition or arithmetic, you need a 
standardized scheme to establish 

profitable budget figures. 
By Bob Gitlin 
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"That can be done by the branch 
manager or field manager. In one 
branch, we have a salesperson 
who can also make the evaluation 
of what equipment makes sense." 

The evaluation, he said, will be 
fairly broad based. The ultimate 
decision depends on the foreman's 
experience and even intuition as 
to what will work best. 

"We want the foreman to use 
his best judgment because he does 
it all the time and should be in 
a better position," Reeve said. 
"But at the same time, he needs 
to know how many hours are esti-

Selecting the right mower for 
the job is critical when figuring 
profitability. 

mated to cut that job. 
"Typically, we find that the sug-

gestion from the foreman will be 
a little more efficient than what 
was estimated. From my view, if 
we've got 100 hours to mow a job, 
and he wants to change the percen-
tages of use of the push mower 
and the walk-behind, fine with me 
as long as he stays within that 100 
hours. He deals with this day in 
and day out. My concern is that 

we've estimated 100 hours; we 
need to be able to do it in 100 hours 
or better. We need to get paid for 
what we're estimating, so every-
body wins." 

Chapel Valley owns more than 
100 mowers and runs an active 
maintenance shop which standard-
izes all mowers the company uses. 
Every time somebody at the com-
pany calls for a 54-inch walk-
behind, they know it cuts at X 
speed and is a certain model. 

"We try to standardize our 
equipment from a shop standpoint 
to where we're using essentially 
the same kind of equipment. So 
when we specify a push mower 
or a walk-behind or a rider, we 
typically try to keep them the 
same make in each of the three 
categories," Reeve said. 

What about job costing? 
"The foreman tracks his mow-

ing time on a daily worksheet," 
he said, "and that feeds into the 
system for cost accounting. From 
a billing standpoint, a job is sold 
on a yearly basis, and we typical-
ly bill ours in 12 monthly pay-
ments. Soifit 'sa$l,200job, they 
play $100 a month." 

That sum is a "flat" rate, tak-
ing into account what Chapel 
Valley must spend on gas, new 
oil filters and other maintenance 
considerations, as well as daily 
labor costs. 

In mowing, timing is crucial. 
The standard wisdom is that one 
should never cut off more than 
a third of a grass blade at any given 
time. During heavy rains, how-
ever, you can't get onto the grass 
on your scheduled mowing day. 
This can result in a lot of fast 
growth, particularly on well-fer-
tilized jobs. 

(continued on page 38) 
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Your Business 
Partner 
.. .Helpinggrow your business 

As a busy lawn care professional, you can't be 
personally involved with the many critical details that 
go into making your business successful, details 
ranging from developing staff safety training 
programs to keeping abreast of the latest regulatory 
issues. That's why it is vital that you have the timely 
information that allows you to be proactive rather 
than reactive. That's why you need your Business 
Partner — The Professional Lawn Care Association of 
America. Let your Business Partner go to work for 
you on such assignments as: 

• Issues Management 
• Training programs for 

pesticide management 
• OSHA Hazard Compliance 
• An effective telemarketing 

program 
• Preparing a marketing plan 
• Update on small business law 
• Group Health/Life/Major Medical 
• A Credit Collection Service 
• A Liability Insurance Program 
• A newsletter on lawn care issues 
• A public relations program 
• Gather major suppliers of lawn care 

products and services 

As the only international trade association of lawn 
care professionals, PLCAA has a strong history of 
providing the right information at the right time for 
the lawn care industry. Our staff and Board of 
Directors are dedicated to providing you with the 
professional business assistance you need to stay 
strong and informed. 

To learn more about how to put your Business 
Partner to work — for less than a dollar per account 
per year, contact the Professional Lawn Care 
Association of America today. Clip and mail the 
return coupon, or call toll free 1-800-458-3466. 

PROFESSIONAL LAWN CARE 
ASSOCIATION OF AMERICA 
1000 Johnson Ferry Road N.E., Suite C-135 
Marietta, Georgia 30068-2112 
1-404-977-5222 FAX: 404-578-6071 

I 'm interested! Send me more 
information on membership in PLCAA 
NAME 

TITLE-

COMPANY 

ADDRESS 

CITY STATE- ZIP 

TELEPHONE 

CLIP AND MAIL TO: 
Professional Lawn Care Association of America, Suite C135 

1^1000 Johnson Ferry Rd NE Marietta GA 30068-2112 aia 



Budgeting Obstacles 
(continued from page 36) 

"If you missed two or three 
days," Reeve said, "you've got a 
problem. You're cutting too 
much, then you've got clumps and 
you've got to go back and re-cut 
and possibly re-bag." 

Reeve said he sees some con-
tractors trying to attract new cus-
tomers by offering cheaper sched-
ules based on 21 cuts a year. Such 
programs can be deceiving. 
Customers drawn into the 21-cycle 
program may end up paying more 
than they would have with a 31-
cycle program, for example, as 
"additional" mowings come with 
extra charges. 

"During the season, we try to 
mow every seven days," said 
Reeve. "Some people try to do 
a 10-day cycle, but when you have 
fast growth, 10 days gives you a 
whole lot of trouble." 

On the other extreme, very dry 
periods in summer mean you can 
mow less, as is the case with many 
non-irrigated sites, he said. 

Chapel Valley does not itemize 
mowing procedures and costs on 
its bills. "Our promise to the client 
is that we're going to keep the job 
looking right, and take care of it 
properly so it always looks good. 
We take the risk on how many 
times we mow and what materials 
we have to use, and obviously that 
goes back to how good we are at 
what we do." 

The mowing crews at Carol 
King Landscape Maintenance in 
Orlando, Fla., generally team up 
with four mower sizes: the stan-
dard 21-inch push mower for trim-
ming, 36- and 48-inch walk-be-
hinds and 72-inch riders. 

"Generally speaking, the big 
riding mowers (front-deck Kubo-
tas) are for bulk mowing, anything 
over two acres," said Bruce Bach-
and, vice president in charge of 
maintenance at Carol King. The 
firm uses the 72s for most of the 
wide-open residential jobs (es-
tates or even larger spaces), and 
the walk-behinds on smaller com-
mercial and residential lawns. 

Any time an estimate is made 
of mowing needs, he said, it must 
take into account the full possibili-
ty of lawn situations. 

"When we do an estimate," 
Bachand said, "we try to calculate 
mowing time based on the size 
of machine we'll use and the 
number of obstacles we have to 
mow around: Whether or not the 

property is fenced in, the size of 
the gates, etc." 

An easy, wide-open mow thus 
becomes a "1." Medium difficulty 
is assigned a "2" rating and pro-
bably requires a walk-behind. A 
very difficult mow will get a "3" 
assessment, and most likely re-
quire a lot of work with a 21-inch 
push mower. 

"Those three ratings are used 
to indicate two things: the ob-
stacles in the yard and degree of 
sloping or hills on the terrain," 
Bachand explained. "A difficult 
job would be a severe slope. 
Moderate might be an undulating 

or regular surface. Easy would be 
a flat surface. Then there's the fac-
tor of how many obstacles: fences, 
trees, swing sets, light posts and 
so on." 

On a 200,000-square-foot pro-
perty, 50,000 is generally difficult 
mowing, 50,000 moderate and 
100,000 easy, he said. 

"The only 'equation' we have 
would be the square footage that 
a mower can mow in a given time. 

Most progressive companies do 
that. Most have four or five cate-
gories of mowing equipment, and 
for those categories they have a 
square-footage-per-hour figure. 
That's how they come up with the 
number of hours it takes to mow 
the grass," Bachand said. 

"Then there's the difficulty fac-
tor, which cuts down on the 
amount that will be mowed. Once 
you have the number of hours per 
category, you add them up and 
multiply them by the number of 
cuts. That will give you a very ac-
curate estimate for mowing. 
Square footage is very accurate. 

Most companies that conduct 
time studies have very good fig-
ures on what it takes them to do 
grass," he said. 

Two Carol King estimators 
regularly go out to determine how 
difficult the mowing is. Then a 
mower is "plugged in" to fit the 
bill. 

"We have a square-footage fac-
tor for each type of mower — how 
much we expect it to be able to 

In most cases, the company 
foreman selects the mower to 
complete the designated job. 

mow in an hour. So if you take 
the property, get the accurate 
square footage of turf to be mowed, 
and break it down into the amount 
each mower will mow, you come 
up with your hours," Bachand 
said. 

Job costing is no hard science. 
Bachand uses no set rate for bill-
ing time spent mowing. "We use 
a full range of mower sizes and 
brands in taking care of our cus-
tomers. No one person decides 
what mower to use, nor is there 
any sort of form or formula that's 
followed. It's just part of our ex-
pertise." 

Carol King Landscape Mainte-
nance does not "track" each 
mower for its own billing or ac-
counting purposes, he added. 

"We just have the four cate-
gories. We charge the customer 
so much an hour for the time that 
machine works. That includes 
repair, gas and oil, maintenance 
and machine cost depreciated 
over two years. We input how 
many hours the mower will work, 
at base labor rate," he said. 

"I just gave a speech in Tampa 
on lawn maintenance estimating. 
Almost everybody is using square 
footage on an hourly basis, just 
assigning mowers to specific areas 
and then multiplying it by the 
cuts." 

The cuts vary by what part of 
the country you're in. Figuring 
a certain number of cuts gives you 
your yearly total hours. 

"Down here in Florida," 
Bachand said, "we can mow as 
many as 48 times, where, say, in 
parts of the Northeast they may 
only be able to do 20 or 22 times. 
The mowing is actually the easiest 
thing to figure out." 

More difficult job costing sur-
rounds trimming bushes and 
cleaning flower beds and things 
of that nature. Production rates 
in those areas can fluctuate tre-
mendously, while mowing fig-
ures aren't subject to as much 
change. 

"You can even call the manufac-
turers of most mowers and they'll 
tell you how much their unit, in 
an ideal circumstance, can mow 
in an hour," Bachand said. "Then 
all you have to do is factor in for 
the type of grass you're mowing, 
and other variables." 

(continued on page 42) 

Any time an estimate is made 
off mowing needs, it must take into 

account the full possibility of 
lawn situations. 
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CONNECTICUT 
Charles C. Hart Seed Co. 
Wethersfield, CT 06109 

203-529-2537 

ILLINOIS 
Turf Products Ltd. 

West Chicago, IL 60185 
312-668-5537 

Shafer Group 
Downers Grove, IL 60515 

708-852-3200 

INDIANA 
Allen County Co-op 

New Haven,IN 46774 
219-749-5139 

Cannon Turf Supply 
Indianapolis, IN 46220 

317-845-1987 

IOWA 
Big BearTurf Equip.Ca,lnc. 

Eldridge, IA 52748 
319-285-4440 

D & K Turf Products 
Des Moines, IA 50313 

515-262-9352 

KANSAS 
Robison's Lawn and 

Golf, Inc. 
Witchita, KS 67209 

316-942-2224 

KENTUCKY 
Bunton Seed Company 

Louisville, KY 40206 
502-583-9040 

MARYLAND 
Newsom Seed Co., Inc. 

Rockville, MD 20850 
800-553-2719 
301-762-2096 

MISSOURI 
Outdoor Equipment Co. 

Chesterfield, MO 63005 
314-532-6622 

Robison's Lawn and 
Golf, Inc. 

Grandview, MO 64030 
816-765-3333 

Robison's Lawn and 
Golf, Inc. 

Springfield, MO 65807 
417-886-8333 

NEBRASKA 
Big Bear Equipment, Inc. 

Omaha, NE 68127 
800-228-9761 (Outside NE) 

402-331-0200 

NEW HAMPSHIRE 
Turf Specialty, Inc. 

Hooksett, NH 03106 
800-228-6656 (Outside NH) 

603-485-7866 

NEW JERSEY 
Seacoast Laboratories 

Dayton, NJ 08810 
201-821-4769 

NEW YORK 
Banfield-Baker Corp. 

Horseheads, NY 14845 
607-739-8771 

Gro Green, Inc. 
Buffalo, NY 14120 

714-826-3300 

J.& L. Adikes, Inc. 
Jamaica, NY 11423 

718-739-4400 

litica Seed Co. 
Albany, NY 12204 

518-434-6521 

OHIO 
Apex Feed & Supply, Inc. 
Marietta, OH 45750 
800-234-4401 
614-373-4401 

C.O. Lowe Sales 
Columbus, OH 43229 
614-771-0486 

Garick Corporation 
Garfield Heights, OH 44125 
800-631-1395 
216-581-5533 

John S. Grimm, Inc. 
Medina, OH 44256 
800-547-1538 
216-725-5334 

Shaffer Seed & Supply 
Canton, OH 44707 
800-543-5852 
216-588-9655 

Thornton-Wilson, Inc. 
Maineville, OH 45039 
800-582-6129 (Inside OH) 
800-543-7249 (Outside OH) 
513-683-2141 

Toledo Turf Equipment 
Toledo, OH 43623 
419-473-2503 

OKLAHOMA 
Oklahoma Turf & Irrigation 
Tulsa, OK 73502 
918-622-8676 

PENNSYLVANIA 
Allegheny Lawn Products 
Wexford, PA 15090 
800-245-2967 
412-935-2290 

Farm & Golf Course Supply 
Philadelphia, PA 19128 
215-483-5000 

Porter Brothers 
N. Myrtle Beach, SC 
29597-0069 
800-235-7734 
803-399-1323 

SOUTH DAKOTA 
Dakota Turf Supply, 
Incorporated 
Sioux Falls, SD 57105 
605-336-1873 

TENNESSEE 
Tennessee Outdoor 
Power 
LaVergne, TN 37086 
800-854-4851 (TN only) 
615-793-6052 

Turfaid, Inc. 
Memphis, TN 38107 
901-521-1191 

TEXAS 
Van Waters & Rogers 
Dallas, TX 75355 
214-340-7300 

Van Waters & Rogers 
Houston, TX 77210 
713-644-1601 

VIRGINIA 
Herod Seed Company 
Richmond, VA 23219 
804-643-7683 

WASHINGTON 
Environmental 
Turf Products, Inc. 
Bothell, WA 98011 
206-488-8516 

WISCONSIN 
Turf Management 
Supply 
Sun Prairie, Wl 53590 
608-837-5598 

p a p t p e k * 

Andersons 

MICHIGAN 
Turfgrass, Inc. 

South Lyon, Ml 48178 
800-521-8873 (Ml only) 

313-437-1427 

NORTH CAROLINA 
Porter Brothers 

Raleigh, NC 27636 
800-852-4975 
919-851-8940 

M I N N E S O T A Porter Brothers 
North Star Turf, Inc. Shelby, NC 28150 
St. Paul, MN 55117 800-732-6567 

612-484-8411 704-482-3424 

Northampton County Seed Co. 
Bath, PA 18014 
215-837-6311 

SOUTH CAROLINA 
Porter Brothers 
Hilton Head Island, SC 29925 
800-922-7947 
803-837-3900 

USE READER 1 

Wisconsin Turf 
Equipment Corp. 
Janesville, Wl 53545 
608-752-8766 

Wisconsin Turf 
Equipment Corp. 
New Berlin, Wl 53151 
414-544-6421 
ERVICE #38 



When you re pinched for time, Dimension 
During your busy spring season, you don't 
have a minute to spare. To stay ahead of crabgrass 
you need Dimension® turf herbicide. 

Dimension is the only herbicide that 
provides excellent season-long crabgrass control 
along with either preemergence or early post-
emergence applications. This allows you up to 

13 weeks to apply Dimension, instead of the 
normal 5 to 7* required by most preemergence 
products. So you have more time to serve more 
customers-more efficiently. 

Not only can Dimension get your schedule 
under control, it keeps crabgrass under control-
all season long with just one application. That 



means you won't have to waste time re-treating rates and offers exceptional turfgrass safety. 
lawns. You'll have happier customers and Isn't it about time you tried Dimension? 

fewer call-backs.. .for greater profits. ÊT^m n a m e y°u r n e a r e s t age nh o r f°r more 

Dimension also controls or ^ ^ information about Dimension, 

suppresses a variety of annual DIMENSION call : 1-800-323-1421. 
grasses and broadleaf weeds. Turf Herbicide 

* Monsanto 

Yet, Dimension works at low The toughest thing to emerge since crabgrass. * Based o n a single application. DMP-2-457D 1/92 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR DIMENSION TURF HERBICIDE Dimension- is a registered trademark of Monsanto Company. © Monsanto Company 1992 

U S E R E A D E R S E R V I C E # 5 6 



Budgeting Obstacles 
(continued from page 38) 

Dallas-based Maintain Inc., a 
commercial landscape contrac-
tor, mows properties ranging from 
small drive-through banks to Arl-
ington's huge Wet & Wild Water 
Park, using Bunton walk-behinds 
(36- and 52-inch) as well as 61-
and 72-inch Ransomes riding 
mowers. Maintain's sales team all 
paid their dues in the field, so they 
can, in their new jobs, adequately 
make the determination of what 
kind of mower to use, said Jimmy 
Rhodes, Fort Worth branch mana-
ger. 

"We put them through three 
months of on-the-job training, so 
they'll know from experience 
what equipment to use. They des-
cribe the area to the sales manager 
on their forms," he said. 

According to the company's 
basic rate, Maintain promises to 
do 50,000 square feet an hour. Ex-
tremely "clean" mowing enables 
them to boost that rate to, say, 
60,000. Property riddled with 
obstacles will slow that rate, as 
a small push mower only averages 

18,000 square feet an hour. 
What's the most difficult type 

of cut? 
"Probably one that has some 

pretty large areas, with a lot of 
berms, rolling hills and little 
mounds of dirt and turf on it that 
it's hard to get a good level cut," 
Rhodes said. 

Maintain has a program to 
make sure money is always avail-
able to buy new mowers or fix old 

ones. For every hour a client is 
charged, the company contributes 
$4 to an equipment fund. 

"For every hour of mowing sold, 
we charge customers $21.50," he 
said. "That includes our profits, 
the $4 and all our overhead. We 
used to charge different pieces of 
equipment at different rates. A 
rider tractor would be $8, a weed 
trimmer $2 or $1. Then we just 

averaged it all out to $4." 
When measuring properties, 

some contractors find it easier to 
prepare estimates using a stan-
dard measuring wheel, a 999-
foot-maximum tripodometer de-
vice used to gauge lineal footage. 
The number is then multiplied to 
get square footages for each area 
to be treated with one specific 
mower type. 

Pete Scholz, vice president of 

Reinhold & Vidosh, Pontiac, 
Mich., recommends the wheel on 
all jobs, though he said many get 
by on eyeballing and "guessti-
mating." 

"We measure the entire site," 
he said, "then break it down into 
areas where we'll use a rider, push 
mower or walk-behind. For some 
accounts we take everything we 
do, add it up into a lump number 

and divide that into seven equal 
payments for seven months, our 
normal season. Others, we in-
voice them for every time we 
mow, or fertilize or whatever." 

There's no "set rate" for mow-
ing. It varies, Scholz said. The 
measurements and estimates are 
fed into the firm's computer soft-
ware program, which records unit 
measures for everything including 
hourly labor rate, maintenance on 
equipment, FICA and insurance 
costs. 

The program spits out a price 
that works in Reinhold & Vidosh's 
markup. 

"This includes the hourly rate 
for using the push mower, walk 
behind and rider," he said. "With 
our computer program, we input 
variables such as what kind of 
wide-open mowing, whether easy 
or difficult." 

Ten treeless acres can be all 
berms and ups-and-downs; feed-
ing in these factors has much to 
do with achieving the right bot-
tom line. • 

The author is a free-lance writer 
based in Shaker Heights, Ohio. 

FIELD TAKE-OFF SHEET (EQUIPMENT USE) 

PROJECT: DATE- REP: 

MOW HAND MCW HAM3 MCW MID MOW TRACTOR LAWN EDGE SHRUB TRIM Q. COVER TRIM WEED TRFF3 

It x it tat ftxtt tot l i t tot I t x l t tot IL IL tot It It ftxft tot 1 x 1 tot 

r r 

2" 

3" 

4" 

5" 

Total h 1 1 

Crepes: Crepes: Crepes: 

Total 1 

Total Edge Total Shrub Trim Total Q. Covar Trfrn Total Weed 

T r a c t o r 1 I TbtW Bid 

Total Lawn | 1 I I 

Calculating property size and the type of mower needed will aid in job costing. A field form used by one landscape contractor, above. 
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Computer software programs 
are becoming common aids for 

estimating and budgeting* 



Buy our new Versadeck™ mulching 
mower and we'll throw in a bagger 

and side discharge mower, too. 

It's true. Because the new VERSADECK™ Convertible mulching 
mower is really three mowers in one. For turf care professionals 
who are sensitive to homeowners' growing environmental con-
cerns, it's a high performance mulching mower. And for those 
times when conditions make mulching impossible, the deck can 

be easily converted to bagger (with optional grass catcher) or side discharge 
in just minutes. • Available in both 36" variable speed and 54" gear drive models, 

this unit features the power of 14HP and 18HP Kohler air-cooled gas engines. Plus, new ergonomic 
operator presence control, top-mounted spindles with sealed bearings, and a blade brake. And, it's all 
backed by the guaranteed parts and service support of Ransomes Priority Parts 
Network. • So call your Ransomes dealer today or call us at 414-699-2000 to 
arrange a free demo. Because once you've experienced the performance and 
flexibility of the VERSADECK™ Convertible, you'll never want anything else. 

Where great ideas start. 

RANSOMES 

BOB-CAT' 

'-VERSADECK IS A TRADEMARK OF RANSOMES INC. 
USE BtEAl SERVICE #59 CRANSOMES C0MR&NY. 1991, ONE BOB CAT LANE. JOHNSON CREEK. W1 53038 



PROPERTY M A N A G E M E N T 

SUSTAINING 

RELATIONSHIPS 
Increasingly; landscape contractors are 
securing work traditionally done by in-house 
staffs. But winning and retaining such contracts 
are two distinct challenges. 
By Julie A. Evans 

AS THE MIDDLEMAN, pro-
perty managers provide an impor-
tant link between the landscape 
contractor, building owner and, 
in some cases, the developer. 
Through this liaison, all parties 
voice their concerns and, hopeful-
ly, communicate needs. 

From the landscape contrac-
tor's perspective, the advantages of 
cooperation can't be overlooked: 
Contracts can be won or lost 
through the property manager, 
who, at the very least, has the pow-
er to recommend one landscape 
contracting firm over another. 

But building communicative 
ties is not always an easy process. 
The high turnover of property 
managers, especially in the resi-
dential sector, forces the land-
scape contractor to re-establish 
ties with a different personality, 
someone who may already have 
a company in mind for landscap-
ing needs. 

Adding to the challenge, pro-
perty managers in the residential 
sector have not one, but many 
"bosses" — the homeowners — 
each with varying needs and con-
cerns about the way the property 

is maintained. This adds stress to 
the landscape contractor/property 
manager relationship. 

"The community association 
presents a different challenge for 
the property manager than the 
apartment or commercial proper-
ty," said Doug Kleine, president 
of Professional Association Ser-
vices, a consulting firm in Reston, 
Va. "The property manager is not 
the boss (in the community asso-
ciation). Any homeowner can 
pick up the phone and complain. 
There are a lot more eyes on the 
contractor, eyes of the owners who 

can make life miserable for pro-
perty managers. 

"With rental and commercial 
properties, there is more ability 
to deflect criticism and not res-
pond to that pressure," he said. 

Learning to effectively com-
municate with property managers 
can pay off quite handsomely. Ac-
cording to Kleine, 4,000 to 5,000 
community associations are 
created every year, and only the 
largest of those can afford to hire 
an in-house landscape mainte-
nance staff. The majority of new 
community associations, work-
ing through property manage-
ment firms, contract out their 
landscape maintenance needs. 

Opportunities also continue to 
open up for landscapers in rental 
and commercial properties. 

So winning the bidding war is 
only half the battle; sustaining re-
lations with the property manager 
is often the greater challenge. 

COMMUNICATIONS. The key is 
communications," said Brandt 
Vroman, area manager for North-
west Landscape Industries, 
Tigard, Ore. "Most property 
managers readily admit they don't 
know much about the landscape; 

A PROPERTY MANAGER S PERSPECTIVE TO SELECTING A 

WHAT DO PROPERTY managers 
look for in a landscape maintenance 
contractor? According to the Commu-
nity Associations Institute, Alexandria, 
Va., the answer can be summed up in 
four words: experience, size, refer-
ences and facilities. 

The non-profit organization for con-
do, co-op and homeowners' associa-
tions publishes a guidebook, "Selec-
ting the Landscape Maintenance Con-
tractor," to help its members through 
the process of bidding, hiring and 
maintaining relations with the land-
scape maintenance contractor. 

The good news for the landscape 
contractor: The book stresses quality and the importance of the 
landscape as a long-term investment. Association members are 
warned against accepting a bid based on cost alone. 

"Securing a firm with specially trained staff members is normal-
ly more expensive, but in the long run it may be worth the addi-

tional cost," it advised. "An additional 
10 percent to 15 percent in contracted 
maintenance fees is a small price to 
pay compared to the cost of replacing 
an entire turf area damaged by disease." 

Other recommendations: 
Experience. The contractor's key em-

ployee is an ornamental horticulturist, 
with knowledge and training to correct 
problems encountered in the landscape. 

The remaining staff should be edu-
cated or experienced in the landscape 
maintenance field. This means that 
employees in lower level, non-super-
visory positions are undergoing edu-
cation or training in landscape careers. 

Although the recommended "ideal" staff includes an ornamen-
tal horticulturist, an agronomist and a civil engineer, many asso-
ciations do not need this "ideal" staff. However, it is important to 
determine if such expertise is readily available and what, if any, 
additional costs would be incurred. 

A property manager should be able to approach 
anyone on the team to strengthen cooperative ties. 
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they need us to tell them what to 
do." 

Vroman, who works with any-
where from 15 to 20 property 
managers (the company works 
with about 50), said the company 
communicates with property 
managers through telephone 
calls, frequent visits and a mon-
thly newsletter. Customer evalua-
tions also help strengthen coop-
erative ties. 

"That allows them to at least 
air problems they may have or any 
concerns," Vroman said. 

"We are looking for long-term 

relationships. Most property 
managers are too," he added. 

Charles Fahrenkopf, vice presi-
dent, sales and design for Adsit 
Landscape and Design Firm, 
Memphis, Tenn., said that when 
working with property managers, 
"you are part of their team." 

"I get them involved with our 
associations (Associated Land-
scape Contractors of America and 
American Society of Landscape 
Architects). I also get them in-
volved in the design process," 
he said. 

"This year we won an award 

ANDSCAPE CONTRACTOR 

Size. When evaluating a potential landscape maintenance con-
tractor, avoid placing too much emphasis on size alone, because 
size has little to do with competency or the ability to perform. 

Although larger firms may have the advantage when it comes to 
purchasing bulk supplies at a savings, smaller firms may negotiate 
a better deal up front, negating the bulk purchasing advantage of 
the larger firm. 

References. Each contractor should provide references, prefer-
ably from homeowners' associations of similar size and landscape. 
Each reference should include three key items: 

• The length of time the contract has been in force; 
• Historical data relative to any price increases; 
• A specific contact person for more information. 
Facilities. The CAI recommends visiting the contractor's office 

and other facilities, including the maintenance shop, if applicable. 
Finally, the board or manager should determine if the purchase 

of improper equipment or the misuse of equipment by the contrac-
tor's personnel will result in any escalation of service fees. 

"Selecting a Landscape Maintenance Contractor" is available from 
the CAI. To order, send a check for $12 ($10.50 plus $1.50 shipp-
ing/handling) to CAI, P.O. Box 25037, Alexandria, VA 22313. 

through an association, and I let 
them know what I did to win that 
award. I let them know that the 
award is not just a 'gimme,' " he 
said. 

Fahrenkopf also joins his 
clients' associations, including 
the Building Owners and Mana-
gers Association. He is in charge 
of setting up monthly speakers for 
the association, a move that not 
only raises his company's profile, 
but keeps him aware of and re-
sponsive to the client's needs. 

"The biggest thing is commu-
nications and playing catch, lis-
tening to their needs," he said. 
"Always call in and tell them what 
you're doing, so they don't have 
to call you to find out." 

Another bridge to building rela-
tions, he said, is letting that client 
know that everyone on staff — 
from supervisors to foremen — 
is a link to your firm. 

"The client knows he can go 
to any person on site. We want 
to be part of their team, and we 
want them to be part of our team." 

Educating the property mana-
ger on cost-saving measures is yet 
another helpful strategy, Fahren-
kopf said, because it appeals to 
their budget-conscious side. 

"Show them how you can spend 
their money wisely using new 
techniques," he said. "For exam-
ple, composting and grasscycling 
— now that we can compost grass 
clippings back into the lawn, we're 
protecting the environment and 
saving them money." 

Kleine, who provides consult-
ing services to community asso-
ciations, also suggested education 
as a communications tool. 

"If I were the contractor, I 
would include in my proposal that 
I will write two articles for the 
community association newsletter 
to educate homeowners about their 
environment. They could be very 
self-serving articles," he said. 

Like Vroman and Fahrenkopf, 
Bill Davids, executive vice presi-
dent of Clarence Davids & Co., 
Blue Island, 111., said that com-
municating with property mana-
gers is top priority. 

"We try to invest in them," 
Davids said. 

To do so, the company hosts 
seminars on such topics as select-
ing a landscape contractor and 
landscape renovation. 

Additionally, the company pub-
lishes a newsletter two to three 
times a year designed to keep pro-
perty managers and building 
owners up to date on landscape 
issues, new equipment purchases 
and personnel changes. 

Davids acknowledged the high 
turnover rate for property mana-
gers, but said it doesn't discourage 
him from working hard at build-
ing relations. 

"Property management is not 
a long-term profession. They're 
leaving every three years," Davids 
said. "So if one manager is hap-
py with what we're doing, he'll 
bring us to another. If you have 
good contact with one firm, ob-
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viously if they grow, you do too." 
Kleine suggested that in addi-

tion to routine contact with the 
property manager, landscape con-
tractors should also network with 
the "higher-ups" in property 
management. 

"The person to take to lunch 
is the property management 
boss," he said. 

NETWORK. For condominium 
and other residential accounts, 
landscape contractors find it 
equally beneficial to network with 
homeowners' associations. And 
with good reason: Although the 
property manager solicits bids 
and makes recommendations, 
members of the homeowners' as-
sociation make the ultimate hir-
ing decisions. 

Hyland Brothers Lawn Care, 
Fort Collins, Colo., starts build-
ing communications early on in 
the bidding process. 

"Even before we bid, we ask 
the property managers for the 
names of people on the (associa-
tion) board and introduce our-
selves via letter," said co-owner 
Steve Hyland. "We let them know 

who we are and how we differ 
from others. It works very well. 
They know us when we come in 
to do our bid presentation." 

Hyland Brothers also seeks sup-
port from current customers liv-
ing within the development. The 
company, which started as strict-
ly weed control and expanded 
into maintenance, has a more di-
verse customer base than many 
of its competitors — a factor he 
uses to influence potential ac-
counts. 

"If we do fertilization for some 
owners within the association, we 
ask them to recommend us to the 
association," Hyland said. 

Adsit Landscape also recog-
nizes the influential role of the 
homeowner's association. 

"We try to build relationships 
with both property owners and 
homeowners' associations so they 
know us by name," Fahrenkopf 
said. "A lot of those people we 
know through community acti-
vities. 

"In many ways homeowners' 
associations tell property mana-
gement, T want this company to 
do the work.' We're not selling 

price; we're selling a service," he 
said. 

"A lot of property management 
companies come to us because 
homeowners recommend us. 
Then we're at an advantage: We're 
making a proposal not based on 
price, but on our expertise. Ob-
viously, price is important. But 
if someone just wants price, they 
can get out the yellow pages and 
call all day." 

MULTI-YEAR CONTRACTS. Ken 
Lahn, director of operations for 
Condominium Supervision Co., 
Twinsburg, Ohio, said he prefers 
the multi-year contract if the 
homeowners' association has be-
come comfortable with the land-
scape contractor. 

"There is a cost savings in-
volved, and it's valuable to the 
landscape contractor," he said. 

But Lahn is concerned that the 
multi-year contract may cause 
contractors to get a bit too "com-
fortable" during the term of the 
extended contract. 

"Our concern is that the level 
of service doesn't drop off because 
the landscape contractor knows 

he's guaranteed the contract for 
so many years," he said. 

One way to pursue the multi-
year contract is to start the pro-
posals early, before budgets have 
been finalized for the new year. 

"You have to get out of the cy-
cle that every year your contract 
comes up for renewal," Fahren-
kopf said. "In October, when 
they're looking at internal bud-
gets, we'll give them a proposal, 
so we're actually helping them 
budget their finances. 

"Don't leave it to the last min-
ute," he advised. "In the fall, talk 
to them about saving money in the 
spring. Develop this ongoing part-
nership. You're managing their 
grounds and constantly giving 
them ideas how they can make 
their properties better." 

One benefit of the yearly con-
tract renewal, Vroman said, is that 
it "forces you to go in and see the 
property manager on another oc-
casion. You allow them to get to 
know you better." • 

The author is Associate Editor of 
Lawn & Landscape Maintenance 
magazine. 
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BY LEARNING ABOUT THE PROFESSIONAL GROUNDS MANAGEMENT SOCIETY, 

YOU'LL BE MADE AWARE OF THE MANY BENEFITS IT HAS TO OFFER. 

WATCH YOUR CAREER EXPAND. . . JOIN PGMS TODAY! 
• ANNUAL CONFERENCE & TRADE 

SHOW — This yearly forum brings 
together grounds managers, top speakers 
and suppliers for the sharing of 
knowledge and ideas. 

• DISCOUNTS - Members receive dis-
counts on Hertz, Avis and Alamo Rental 
Cars as well as discounts on a complete 
line of horticultural publications. 

• WORKSHOPS - Workshop training is 
available all over the country and offers 
management skills covering all aspects of 
grounds management. 

• CERTIFICATION — You can become a 
Certified Grounds Manager by receiving 
a voluntary peer review of acceptable 
competence 

• AWARDS — Members are recognized 
for outstanding achievements in grounds 
management in the Annual Grounds 
Maintenance Awards Contest. 

• NEWSLETTER - A newsletter is 
mailed monthly to keep members current 
on the affairs of the Society and the latest 
developments critical to successful 
grounds management. Personnel and 
position vacancy notices are also listed to 
create employment opportunities. 

• SURVEY INFORMATION - The 
Society conducts research on operational 
practices. These surveys are made avail-
able to members only. 

• GUIDELINE PUBLICATIONS -
AVAILABLE F R E E TO ALL 
MEMBERS: 
• Grounds Maintenance Estimating 

Guide — To assist you in total coat 
job estimating. 

• Grounds Maintenance Management 
Guidelines — Now available to assist 
you in management. 

• Grounds Management Forms A 
Descriptions Guide — To help you 
with your routine daily tasks! 

Clip and Mad to: PROFESSIONAL GROUNDS MANAGEMENT SOCIETY 
10402 Ridgland Road, Suite 4, CockeysviUe, MD 21030 ] 

/ WANT TO EXPAND MY HORIZON! Please send more information about PGMS. 

Company 

Street 

Cuy and State 

Zip Code 

Area Code/Phone». 

OLDHAM CHEMICALS 
COMPANY, INC. 

A. 500 gal. poly tank mounted on truck bed. 
B. 5.5HP Honda engine coupled to a Hypro D-30 

Pump. 
C. Electric hose reel with 300 ft. of V2" hose 

mounted on to truck bed, curb side. 
D. Unit is Pre-tested & ready to use. 

Call for details 
1-800-888-5502 

901-794-0084 
Or write: P.O. Box 18358 

Memphis, TN 38118 
"EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY' 
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MEET YOUR 
TALL FESCUE NEEDS 

WITH THE BEST 
Lofts has three of the best-performing tall fescues available. Each 
one offers all the good looks and tough performance you need: 

• Attractive, dark green color 
• Fine-leafed texture 
1 Resistance to drought, disease, insects and traffic 
• No thatch buildup 
• Adaptability to sun or shade 
• Less maintenance than bluegrasses or ryegrasses 

New Rebel Jr. even offers the added advantage of slower growth. 
All of these varieties offer good looks, tough performance and low 
maintenance. When you need a fescue, choose one of the best! 



T R E E S & O R N A M E N T A L S 

MEIDILAND: 
A ROSE IS 

A ROSE, OR IS IT? 
Rather than thinking 

roses when considering the 
uses of Meidiland, think shrubs 

or ground covers. 

By Steve and Suz Trusty 

ROSES BRING AN elegant touch 
of beauty to the landscape scene, 
but all too often a frown to the faces 
of maintenance personnel. 
Though nearly everyone loves 
roses, they do require special 
care. 

Proper watering, frequent fer-
tilization and weekly or at least 
bimonthly insect and disease con-
trol are essential to maintain plants 
at acceptable standards. Unfor-
tunately, in today's climate of 
tightly controlled budgets and 
limited labor forces, many com-
mercial locations and residential 
complexes find the costs of such 
care prohibitive. 

If only there were a way to have 
that mass display of blossoms and 
foliage and keep maintenance 
costs to a minimum. Enter Meidi-
land (pronounced May-D-Land) 
hybrid flowering shrubs, current-
ly a family of seven distinctly dif-
ferent plants. 

Though botanically they are 
roses and were developed during 
rose breeding processes, the 
trademarked name Meidiland has 
been used to set these plants apart 
from the traditional flower bed 
specimen roses. Each plant has 
been selected and developed as 
much for its hardiness and low 
maintenance characteristics as for 
its beauty. Each is grown on its 
own rootstock. 

Rather than thinking roses 
when considering the uses of Mei-
diland, think shrubs or ground 
covers. Two of the varieties are 
best used in hedge or shrub situa-
tions; two varieties serve well as 
low growing ground covers; and 
the remaining three grow as 
mounding ground cover plants. 

These plants are hardy through 
zone 4, and may be handled as 
any other hardy shrub. No special 
winter protection is needed. In-
sect problems, though infrequent, 
can be treated with normal in-
tegrated pest management pro-
cedures. 

For best results, make two ap-
plications of fungicide each year. 

The plants are tolerant to most 
preemergent weed controls. (As 
always, follow the directions on 
the product label.) To stimulate 
the best blooming on the two taller 
Meidiland varieties, cut them 
back to one to two feet in the ear-
ly spring. No pruning is recom-
mended for the ground cover va-
rieties. 

All of the Meidilands need 
bright, well drained locations. 
Usually, if grass will grow well 
in a spot, so will the Meidilands. 
As with any new planting, ade-
quate water is essential until the 
roots are well established. 

Bonica ('Meidomonac' P.P. 
#5105) was designated an All 
America Rose Selection in 1987. 
A plant of beauty, vigor and ver-
satility, Bonica will reach a height 
of 3 to 5 feet and spread to 4 xh 
to 5 feet tall. Flowers are double, 
tight and full and pastel pink. 
Bonica blooms from spring to 
frost, with the heaviest blooming 
occurring in summer and early 
fall. The plant holds a heavy crop 
of orange-red hips through the late 
fall and winter, adding a flush of 
color to the winter landscape. 

Bonica is showy enough to be 
used as a single specimen shrub, 
but is even more effective in a 
massed planting or as a hedge. 
Its tight branching structure makes 
it an excellent barrier planting. 
For group plantings, space Bonica 
on 3 foot centers. 

Pink Meidiland ('Meipoque' 
PP5956) sports 2-inch blossoms 
of single flowers with 5 clear, deep 
pink petals and a white center. The 
intense color holds up even on the 
hottest summer days. Pink Mei-
diland blooms from spring to 
frost, with heaviest blooming 
from late spring through early fall. 
A good crop of reddish hips pro-
vide winter color. 

Pink Meidiland grows to a 
height of 3 to 4 feet, with a width 
of 2 to 3 feet. Plant on 3-foot 
centers for mass plantings, or to 
use as a midsized hedge or tall 

(continued on page 50) 
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Granular control for crabgrass. 
Because you never know 

which way 
the wind will blow 

To control crabgrass and feed in one step, nothing 
works harder than Lebanon fertilizers with Team* These 
time-saving granular formulations make application easier 
and more precise. Herbicide distribution more thorough. 
All without drifting or leaching through. 

Teams pre-emergent control is proven more effective 
against crabgrass, goosegrass and other problem weeds 
all season long. Available in combination with premium-
quality, homogeneous Greenskeeper 20-4-10 40% organic 
fertilizer. And top-rated, yet economical, Lebanon Pro 
SCU blends. 

For more information, contact your Lebanon sales 
representative or local Lebanon Turf Products distributor. 
Or simply call 1-800-233-0628. 

"Trademark of DowElanco C1991 Lebanon Turf Products 
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Meidiland 
(continued from page 48) 

border. Branching is full and tight 
enough to serve as a barrier plant-
ing where the intermediate height 
and spread are sufficient. 

With its aggressive, horizontal 
branching habit, white Meidiland 
CMeicoublan' PP6088), forms a 
dense ground cover. It can spread 
from 4 to 5 feet wide, and reaches 
a height of only 1 x/i to 2 feet. 
Foliage is deep green and stays 
on the plant until early winter. 
Blossoms are a crisp, pure white, 
very double and can be as large 
as 4 inches across. The most pro-
fuse blooming is from midsum-
mer to early fall. 

Space plants on centers 3 to 4 
feet apart. Stagger rows for best 
results. Because of its vigorous 
growth, white Meidiland is excel-
lent for slopes and banks in both 
large and small areas. 

Scarlet Meidiland CMeikrotaT 
PP6087) forms a taller, mounding 
ground cover, reaching heights of 
3 to 4 feet, with a spread of 5 to 
6 feet. The individual branches 
are long and arching, giving an 

undulating effect to mass plant-
ings. Full clusters of tiny scarlet 
flowers appear throughout the 
season, and nearly cover the bran-
ches in late summer and early fall. 

Usually, 

If grass grows 

well in a 

spot, so will 

Meidilands. 

Plant scarlet Meidiland in large 
areas, on slopes and banks. Set 
plants on 4-foot centers in stag-
gered rows. 

The three latest Meidiland in-
troductions are all excellent 
ground covers. Pearl Meidiland 
('Meiplatin' PPAF) has showy 
clusters of double blossoms in 
pearly white, with a delicate blush 
of pale pink. The heaviest bloom-

ing period is from late spring 
through late summer. The lovely 
pastel blooms are accentuated by 
the deep green foliage. Leaves re-
main on the plant well into the fall. 

Pearl Meidiland forms a 
mounding ground cover, 2 xh feet 
tall and 5 to 6 feet wide. Place 
plants in staggered rows on 4 feet 
centers on banks, slopes or in 
other large areas. 

The single blossoms of red 
Meidiland ('Meineble' PPAF) 
have five bright red petals sur-
rounding yellow centers. Bloom-
ing continues from spring to frost, 
including a burst of blossoms at 
the end of summer. Colors remain 
clear and bright despite intense 
summer heat. 

At a ground-hugging 1 xh to 2 
feet tall with a spread of 4 to 5 
feet, red Meidiland is effective in 
both large and small areas. As 
with all the ground cover varieties, 
it is vigorous enough to cover 
slopes and banks. Plant in stag-
gered rows on three to four foot 
centers. 

Alba Meidiland fMeiflopan' 
PPAF) forms a mounding ground 
cover. It reaches a height of 2 to 

2 xfi feet and a w idth of 5 to 6 feet. 
The only Meidiland to send out 
anchor roots along its stems, it 
is a good choice for areas where 
erosion control is needed, such 
as hillsides, slopes and banks. 

The small, clear white flowers 
have a light touch of fragrance. 
They form large clusters along the 
outer tips of the branches, giving 
a delicate effect that is unusual 
for such a sturdy, aggressive plant. 
It blooms throughout the grow-
ing season, with flowers the most 
abundant from later spring to ear-
ly fall. 

As with all new plant varieties, 
it is wise to consider the effect 
they will have on the aesthetics 
of the landscape; the problems 
they may be able to solve; and the 
upkeep they will require. 

Before making a decision, it can 
be helpful to observe the uses of 
other plants of the same general 
forms and sizes, noting especial-
ly effective plantings in situations 
similar to those under considera-
tion. Then visualize the new va-
rieties in the same setting. Weigh 
the pros and cons of each alter-
native. 
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NEW 

TOOL DESIGNED FOR 
SYSTEMIC CHEMICALS 

& OR GRANULAR 
FERTILIZER. 

SEASON LONG CONTROL 
THROUGH THE ROOTS 

Bell Tree Health 
Division of Bell Pest Control 

604 S. Main 
Hutchinson, KS 67501 

(316) 663-4013 

TO PREPARE TOOL FOR USE 
Uncap bottle. position in opening on side arm of tool and screw 
into lock 

Drawing #4 shows bottle in position with tool ready for use 

APPLICATION 

Water area to be treated so soil is moist and easily worked 
Using locations determined by measuring, press tool firmly into 
soil with foot upon the extended plate, just above the points of 
the tool Try to insert tool as vertically as possible 
Pull the tool up about one inch, turn the handle on ON and 
count slowly to six before turning to OFF Be certain handle 
indicates OFF and remove tool form soil Repeat this procedure 
around the tree to complete applications It the complete 
distance around a tree cannot be covered because of blockage 
by a sidewalk, building or other obstacle apply the remaining 
amount to cover evenly the area available 

SPREADER 
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Prevents Clogging - Stops Streaking 

• 100% filtering 
of product 

• Assures free flow of 
all granular products 

• Increases production 

o n l y $ - | ß . 0 0 
Plus shipping and handling. 
Ohio residents add 6% * Lesco & Scotts spreaders only 
sales tax 

A MUST FOR ALL GRANULAR APPLICATIONS 

r " ¿ n n r r i r ^ T o o r d e r w r i t e o r cal , : PO BOX 45463 
J '2J j j l j Westlake, OH 44145 
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For example, a sloping bank 
planted with creeping juniper will 
eliminate a mowing hazard, deter 
foot traffic and provide yearlong 
color. Various shades of green, 
yellow-green or blue-green could 
be used to repeat or contrast with 
the colors of surrounding vegeta-
tion. 

Now visualize the same area 

with red Meidiland as the ground 
cover. The effect on mowing and 
foot traffic will be the same. In-
stead of basic green, the site will 
change colors with the seasons. 
The green foliage of early spring 
will be accentuated with bright 
red, yellow-eyed blossoms 
throughout the spring, summer 
and fall. In late fall, after the fol-

Bonica is showy enough to be 
used as a single specimen 
shrub, but is even more effec-
tive in mass plantings. 
iage has dropped, the stark lines 
of the arching branches will dis-
play numerous red hips. 

Consider the look of the slope 
as observed from a distance and 
close up; for those viewing it from 
a building; a passing vehicle; or 
on foot. How often will the loca-
tion be seen, and in what seasons 
of the year? Is the location along 
a major roadway where it will be 
seen both by daily travelers and 
from surrounding buildings? 
Does the slope border the drive-
way to a golf course clubhouse, 
or is it located within the course 
itself, adjacent to a fairway? 

Sturdy, low maintenance, flow-
ering plants such as Meidiland 
bring a broad range of choices to 
the landscape. Use them in place 
of more familiar shrubs or ground 
cover plants, such as juniper, po-
tentilla, spirea, lilac, cotoneaster, 
privet or barberry. Use them in 
parking medians; to mask an un-
sightly fence or screen a com-
posting area; use them to fill wide 

flower beds or replace long, nar-
row strips of turf. Or plant bar-
riers of the shrub or mounding 
Meidiland varieties to control 
vehicular, pedestrian and eques-
trian traffic. 

Each plant has 

been developed 

for Its 

hardiness, 

and beauty. 

Any new plant varieties that can 
trim maintenance time and dol-
lars, while retaining the same, or 
an even greater, degree of beauty 
in the landscape are worthy of 
consideration. • 

The authors are partners in Trus-
ty' & Associates, Council Bluffs, 
Iowa, and are consultants to the 
horticulture trade. 

Imler 
Measuring Wheels 
The Professionals' Choice 

To order or for information call toll free 

1-800-433-1764 
In Ohio call 

(614) 486-9068 

or write: 
Imler Industries Inc. 
1117 Broadview Ave. 
Columbus, Ohio 43212 

Original and Folding 
Models Available. 

IMLER. 
INDUSTRIES © I N C 

A c c u S p R E A d ® 
A Spreader For All Seasons™ 

A new and proven method of granular material spreading that will give you results 
both in winter and summer. 

The AccuSpREAd is a versatile year round spreader which accurately spreads sand, 
salt, calcium chloride, top dressing, top soil and more. 

• The AccuSpREAd will reduce your labor cost because it is a one person operation 
from loading through spreading. 

• The AccuSpREAd will reduce your equipment budget because of its year round 
multiple use. 

• The AccuSpREAd is manufactured in two models — drop spread only or drop 
and broadcast spread. 

YOU CAN'T AFFORD TO BE WITHOUT ONE. ORDER EARLY TO INSURE DELIVERY OF 
YOUR A c c u S p R E A d BEFORE THE SNOW FLIES! 

Voss Products, Ltd. 
9055 North 51st Street, Suite B • Milwaukee, Wisconsin 53223 • 414/357-8377 
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IRRIGATION DES IGN 

INNOVATIVE CADDs 
LOW ON MUNDANE, HIGH ON PRESENTATION 

CADD systems have the potential for dramatically 
changing the way irrigation systems are designed and managed, offering 

an exciting slant to irrigation installation and maintenance. 
By Stephen Smith 

COMPUTERS HAVE HAD a 
dramatic impact on every aspect 
of the business world. Within the 
irrigation industry, professionals 
are already influenced by com-
puterized ordering and inventory 
systems, computerized irrigation 
controls, hydraulic network ana-
lysis programs, as well as other 
now routine word processing and 
spreadsheet applications. 

Computer-aided-design and 
drafting, or CADD, has potential 
for dramatically changing the way 
irrigation systems are designed, 
construction documents are pro-
duced, projects are bid and, ulti-
mately, the way irrigation systems 
are managed. Hopefully, the in-
creasing use of computers in ir-
rigation design is not intimidating, 
but viewed as an exciting new 
aspect of the irrigation process 
which can decrease the mundane 
aspects of design work while im-
proving both speed and accuracy. 

Bill Strickland of Atlantic Ir-
rigation Co., Crofton, Md., said 
his firm has been using CADD 
for all of its irrigation drawing pro-
duction for two years. Presenta-
tion and marketing impact are key 
advantages. 

The benefits of CADD, other 
than speed and accuracy, are many. 
Standardized symbols are feas-
ible, colors enhance presentation 
and plots, drawings are more read-
able, line widths improve presen-
tation style, individual drawing 
symbols may have numerous de-
scriptive attributes, layers can be 
used to create the specific draw-

CADD has become an impor-
tant part of drawing produc-
tion. Photo: Aqua Engineering. 
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ing information desired, lines and 
symbols can be easily edited or 
moved and computer-aided-en-
gineering is possible. 

Of all these benefits, the most 
dramatic may be computer-aided-
engineering or CAE. Design pro-
cesses such as sprinkler layout and 
pipe hydraulics can be accom-
plished by computer, leaving the 
designer with time and energy for 
creativity or evaluation of alter-
natives. 

USING CADD. The CADD process 
has notable parallels to manual 
drawing production methods. 
With manual practices, the de-
signer starts with a base drawing 
sheet. With CADD, the designer 
starts with base line work in a 
drawing file. The drawing file is 
produced by "digitizing" appro-
priate line work or by simply re-
ceiving the drawing file from 
others. Base drawings can also be 

produced by "scanning" the hard 
copy of a drawing. 

When working manually, infor-
mation concerning the work of 
different contractors within the 
landscape design process is often 
"stacked" via a pin bar registra-
tion system so that various land-
scape professionals can use the 
same base information. With 
CADD, the information concern-
ing different trades is contained 
on a layer or layers within the 
drawing file. Layers contain simi-
lar or related information and are 
frequently identified with a spe-
cified color as well as line type. 

A mental shift is necessary for 
a person switching from manual 
to CADD drawing production. 
Possibly the best example is deal-
ing with a computer screen in lieu 
of a drafting pen and paper. Ex-
perience with the computer and 
familiarity with the new and dy-
namic capabilities should help 

with the transition. 
The primary benefits of CADD 

design include: 
• Layering to "build" drawings 

with appropriate information 
• Edit/Move/Copy drawing 

lines and symbols 
• Design assistance (CAE) 
• Drawing presentation im-

provements 
• Efficiency in making design 

changes 
Larry Karter of Easy Living 

Lawn Care in Sterling, Va., has 
been using CADD since 1987. As 
the cost continues to come down, 
Karter said, everyone eventually 
will begin using CADD. 

About half of Easy Living's ir-
rigation drawings are produced 
on CADD for several reasons. 
CADD helps from the marketing 
point of view as well as forces the 
key questions that must be an-
swered as the design process pro-
gresses. Easy Living does its 
material takeoffs in CADD, and 
produces the irrigation "as-built" 
drawings when the project is 
closed out. 

APPLICATIONS IN LANDSCAPING. 
Some five years ago, work be-
gan on a landscape irrigation de-
sign program which is a "wrap 
around" program and comple-
mentary to AutoCAD. The pro-
gram is called irrigation design 
assist or IDA, and it is currently 
marketed by Rain Bird Sales. 

The basic capabilities of IDA 
are contained in the program as: 

• CASL: computer-aided 
sprinkler layout 

• CAPS: computer-aided pipe 
sizing 

(continued on page 54) 

J A N U A R Y 1992 • LAWN & LANDSCAPE MAINTENANCE 



BEAUTY IS ROOT DEEP 
With the decline in tree spray work due to environmentalism, more arborists 
are concentrating on increasing tree fertilization revenues. Incorporating 
ROOTS™ Concentrate into your fertilizer program will improve the effec-
tiveness and marketability of your services. 
ROOTS™ is a combination of peat humus, cold water kelp extracts, a vita-
min complex, plant co-enzymes and micronutrients that increases root 
growth, stress tolerance and water uptake in plants. Since it is a natural 
product, including ROOTS™ in your marketing will also give your fertiliza-
tion program an environmental appeal. 
In mature tree fertilization, the cost of ROOTS™ is partially offset by reduc-
tion in fertilizer rates. In general, one quart of ROOTS™ makes up 100 gal-
lons of working solution, and fertilizer rates are reduced by 25% when 
ROOTS™ is included. 
For more information on the use of ROOTS™ ^ 
in tree care, call us at 1-800- 342-6173 
or return the magazine bingo card. • Mmm inc. 

A Division of LISA Products Corp 
25 Science Park, New Haven, CT 06511 
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Innovative Cadds 
(continued from page 52) 

• TAKEOFF: computer-aided 
symbol counts 

• MENU: specialized irriga-
tion design menu 

• DATA BASE: irrigation 
equipment "mapped" to symbols 

An important and time con-
suming part of the landscape ir-
rigation design process is laying 
out sprinklers in the irregular 
areas so commonly found in land-
scapes. The procedure for using 
CASL inside AutoCAD is: 

• Identify the perimeter of the 
irrigated area. 

• Pick a sprinkler symbol and 
input spacing criteria. (Default 
spacing criteria is presented to the 
user as it is obtained from the data 
base. If the user wants to use this 
data, a simple keyboard [ENTER] 
is all that is required.) 

• Visually evaluate the CASL 
conceptual layout. 

• Develop an alternate layout(s) 
or move/swap sprinklers to 
achieve a final layout. 

An equally important and la-
borious task in irrigation design 

is lateral pipe sizing. Computer 
assistance is provided within IDA 
through CAPS. The CAPS pro-
cedure is as follows: 

• Identify the lateral pipe work-
ing downstream from the valve. 

• Identify the lateral "legs" 
working downstream. 

• Input the pipe type (schedule 
or class of pipe). 

• Size the pipe using CAPS. 
• Relocate the size symbol as 

necessary for presentation. 

The pipe size symbol is placed 
in a position which is offset from 
the pipe segment and placed mid-
way between sprinklers. The user 
can then visually evaluate the 
placement, move pipe sizing sym-
bols at will and a pigtail can be 
inserted if desired for size clari-
fication. 

As an afterthought to the design 
process, the user can easily pro-
duce a count or "take o f f ' of all 
the irrigation symbols used in the 
drawing file or files. This is ac-
complished by: 

• Entering the drawing name 
or drawing the list name. 

• Entering the output file name. 

• Complete the symbol counts 
using TAKE OFF. 

• Edit the output as necessary 
for presentation. 

The menu in IDA constitutes 
an expeditious way to accomplish 
certain commands, insert sym-
bols or start other design pro-
cesses. As with the basic Auto-
CAD menu, the IDA menu can 
be modified or adapted by users 
according to their preferences. 

The data base which is inher-
ently tied to many IDA capabi-
lities is possibly the most impor-
tant aspect of the program. Im-
agine that the designer need not 
refer to a catalog for sprinkler per-
formance data, but simply inserts 
a sprinkler symbol, and all nec-
essary design information is "at-
tached" as well. 

This capability is powerful in 
its own right. For example, if a 
particular symbol represents a 
Rain Bird 1804 with a 15-series 
nozzle, then each time you insert 
that symbol into the drawing file, 
IDA knows the flow rate, the dis-
tribution rate curve and other 
essential information. The data 
base can contain other pertinent 

information as well, including 
product cost data. 

THE FUTURE. No one knows what 
the future will hold in this arena, 
but some possibilities are: 

• Improved hydraulic analysis 
capabilities. 

• Symbol counts which lead 
directly to complete material 
quantities suitable for order 
placement. 

• Concept irrigation designs 
which result quickly in material 
takeoffs, cost estimates, projected 
annual water requirements and 
other information so that alter-
native designs can be analyzed 
and compared. 

• Analysis of irrigation system 
efficiencies as per the equipment 
selected and the design. 

It is safe to assume that the ir-
rigation design process will be-
come less laborious and, at the 
same time, more accurate in the 
future. • 

The author is president of Aqua 
Engineering Inc., an irrigation 
engineering firm in Fort Collins, 
Colo. 

TURN YOUR PICKUP 
INTO A DUMP TRUCK IN 
LESS THAN ONE HOUR. 

E7 Dumper is the original hy-
4B draulically operated dump 

unit for pickup trucks. With E-Z 
Dumper you can unload your 
pickup truck bed in under thirty 
seconds with the turn of a key. 
You'll never have to unload your 
truck by hand again? 

The E-Z Dumper can hold and 
unload up to 4.000 lbs. or two 
cubic yards of firewood, topsoil. 
gravel, mulch, grain, or whatever, 
depending on the weight-carrying 
capacity of your truck. 

Easy To Install And Operate. 
Do-it-yourself installation of E-Z 
Dumper is a breeze. No altera-
tions are needed for most trucks. 

Just slide the dumper into your 
truckbed. secure it with bolts and 
holes already on your truck, and 
you're ready to go. We even 
include the hydraulic fluid! 

A Durable Investment. 
E-Z Dumper is designed to take a 
beating from the toughest loads, 
from two yards of cordwood to 
two tons of crushed stone, while 
providing you with years of 
reliable service. 

So give yourself (and your 
back) a break. Call Valley Manu-
facturing. Inc. toll free at 1-800-
233-5532 for the name of the 
E-Z Dumper dealer nearest you. 

VALLEY 

237 East Main Street • Waynesboro. PA 17268-9962 • 1-800-233-5532 • 1-717-762-1211 
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USI M A I SERVICE #64 

Keep Fertilizer Dry and 
Prevent Costly Spills with the 

"SHOWER CAP" 

U S I READER SERVICE #87 

$16.50 
Plus shipping and 

D u r a b l e , see- thru v i n y l cover 
f i t s m o s t p ro fess iona l q u a l i t y 
spreaders 

C o m p l e t e l y w a t e r p r o o f and 
s p i l l p r o o f 

Easy t o a t t a c h - j us t s l ip i t 
o n t o spreader 

Secure f i t p reven ts spi l ls — 
avo ids b u r n o u t and p r o d u c t 
loss 

S i m p l e , 1 -p iece c o n s t r u c t i o n 
Fo lds u p f o r c o n v e n i e n t 

s torage 
L i m i t e d 1-year w a r r a n t y 

( 2 1 6 ) 9 3 7 - 5 5 1 7 Cal l or w r i t e : 

mm 



S E E D P R O G R E S S 

HERE 
COMES 

CHINESE 
ZOYSIAGRASS 
SEED 

It's been more than a decade 
since zoysia has been in abundance, 
but a good supply of Chinese common 
zoysia seed means good news for 
U.S. lands capers. 

By A. Douglas Brede, Ph.D 

WHEN I WAS GROWING up in 
Pittsburgh in the 1950s, the U.S. 
steel industry was undergoing a 
shift in production from the Uni-
ted States to Tokyo, spurred by 
lower labor costs and modern 
plants. 

During a recent visit to Japan, 
I pointed out to a Japanese col-
league a rotting steel mill in Yoko-
hama as we drove down the free-
way. "It's those #%&! Koreans," 
he said. 

Because of rising wages and ag-
ing plants, steel production was 
shifting from Japan to neighbor-
ing Korea, where labor was 
cheaper and plants modern. Even 
now, the Koreans are nervous 
about steel plants in Malaysia and 
Singapore taking away their busi-
ness. Somehow, in all of this, I 
felt justice was served. 

The steel business is not un-
characteristic of other industries. 
Products are produced where 
labor is cheapest and most abun-
dant. Zoysiagrass seed is a good 
example of this. 

The Japanese were the first to 
harvest and sell zoysia seed. Zoy-
siagrass grows naturally and 
abundantly throughout the Orient 

and sets seed with no special care 
or tending. But as labor costs in 
Japan rose and land became re-
strictive, Korea got into the act. 

During the 1960s and 1970s, 
thousands of tons of zoysiagrass 
seed flowed from the Korean pe-
ninsula to turf sites throughout the 
world. Common zoysia seed from 
Korea became so commonplace 
that the words "Korean" and 
"common" just naturally stuck 
together. Today, everyone refers 

As China edged 

toward capitalism, 

zoysiagrass seed was 

seen as a potential 

export item. 

to common zoysiagrass seed as 
Korean common, regardless of its 
origin. 

The Japanese lost the zoysia 
seed business to the Koreans be-
cause of cheap labor, but also be-

cause of a revolutionary secret 
seed treatment process, developed 
in Korea, that enhances the germi-
nation of zoysia. Untreated zoy-
sia seed has about 3 percent ger-
mination — not a very promising 
proposition if you're planting a 
lawn. With the Korean treatment, 
germination rates soar to 80 per-
cent. 

The secret treatment is a two-
stage process. First, the seed is 
placed in water. Light, empty 
seeds float and are skimmed off. 
Then, the heav ier seeds are bathed 
in a harsh chemical — similar to 
Drano™ — that etches the thick, 
waxy seed coat, allowing water 
to reach the embryo. For every 
100 pounds of seed going into the 
process, only 50 pounds of treated 
seed come out. Naturally, the pro-
cess is costly, and the secrecy of 
the process helps keep it that way. 

As of today, Korean common 
zoysiagrass seed production is ex-
tinct. "Labor costs got too high 
in Korea," said Dr. K.S. Kim of 
Seoul National University. "Ko-
rean common is a thing of the 
past." 

At about the time of the Seoul 
Olympics, when Korea was phas-

Perhaps known best for one of 
the seven manmade Wonders 
of the World, China is now 
becoming recognized for its 
zoysiagrass. 

ing out of zoysia seed production, 
another country was gearing up. 
Right across the bay from Seoul 
is Jiao Zhou county of China. The 
birthplace of zoysia's evolution is 
a circle encompassing western 
Korea and eastern China. The 
landscape of eastern China is dot-
ted with numerous spots of native 
zoysia plants. 

As China began to edge toward 
capitalism, zoysiagrass seed was 
seen as a potential export item and 
a source of much needed foreign 
currency. 

Today, all of the zoysia seed pro-
duced in the world originates from 
Jiao Zhou and neighboring coun-
ties in China. Its culture and har-
vest are quite unique (see accom-
panying sidebar). 

But the road toward capitalism 
has not been a smooth one for 
China. Last year, in an attempt 
to flex their capitalistic muscles, 
they pulled a feat reminiscent of 
the Hunt brothers and the silver 
fiasco: They tried to corner the 
zoysia market. Just as with the 
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Natural outcroppings of zoysia are found in the Shandong province. 

Hunt brothers, however, there 
were too many players in the 
game, and soon zoysia seed began 
leaking out of China from a num-
ber of sources. Prices slid. Sud-
denly, the Chinese government 
was sitting on a huge mound of 
zoysia seed with international 
prices at a new low. 

A slide in price and a good 
supply of Chinese common zoysia 
seed has been good news for 
American landscapers. It's been 
more than a decade since zoysia 
has been in ample supply and a 
generation of landscape architects 
have been schooled without zoysia 
seed being a viable option. Now 
things are different, and future 
prospects point to a steady sup-
ply of zoysia seed. 

PLANTING THE SEED. Most Chi 
nese common zoysia seed being 
sold in North America has been 
treated to increase germination. 
Sunrise is a U.S. brand name for 
treated Chinese common. When 
working with zoysia, it's always 
a good idea to ask your seed ven-
dor whether your zoysia seed has 
been treated,justtobesure. After 
all, who wants 3 percent germi-
nation? 

Zoysia is a warm-season grass 
and its planting can be handled 
similarly to other seeded warm-
season grasses: 

• The best planting date is late 
spring to early summer, after dan-
ger of frost is past. 

• Distribute the seed directly 
on the soil surface and incorporate 
very little if at all. 

• Because the seed is at the soil 
surface, water very often and very 
lightly — more often than with 

other turfgrass species. 
• The optimal seeding rate is 

1 pound to 3 pounds per 1,000 
square feet. Use the higher rate 
for quicker establishment. Zoysia 
seed can be mixed with tall fescue 
at a rate of 1 pound zoysia to 4 
pounds fescue for a yearlong, 
wear-resistant turf. 

A slide In price and 

a good supply of 

Chinese common 

zoysia seed is good 

news for landscapers. 

• Siduron (Tupersan) can be 
used for preemergence weed con-
trol at establishment. 

• Soil temperature dictates the 
length of time until emergence. If 
the 1-inch soil temperature is be-
low 70 degrees Fahrenheit, the 
seed will sit there and do nothing. 
Some northern turf managers 
have laid clear plastic over newly 
seeded areas in spring to en-
courage faster growth. 

Seeded zoysia has a much wider 
adaptation than other warm-sea-
son grasses. I've heard of seeded 
zoysia being used in New York, 
Massachusetts, Washington and 
even southern Ontario. In these 
northern areas, spring planting is 
imperative to allow a long enough 
summer growing period for the 
grass to establish. Covering the 
seedbed with plastic really helps. 
Without the plastic cover in north-

ern areas, complete ground cov-
erage may take several years. In 
southern or transition zone areas, 
I've seen seeded zoysia cover the 
ground six weeks after sowing. 

Zoysia is most readily estab-
lished onto a bare-soil planting 
bed. However, it is possible to use 
zoysia seed in overseeding or turf 
renovation — establishment just 
takes a little longer. Zoysia is more 
aggressive than cool-season 
grasses and will gradually edge 
them out. 

Even if you do a meager job of 

overseeding zoysia seed into an 
existing stand, the zoysia will in-
crease in population each year un-
til it dominates the lawn. Remain-
ing cool-season grasses can be 
later removed from the lawn by 
a February application of Round-
up® when the zoysia is dormant. 

No matter how you look at it, 
zoysia will be a grass we'll all be 
using more of in the future. • 

The author is research director 
for Jacklin Seed Co., Post Falls, 
Idaho. 

HARVESTING CHINESE ZOYSIAGRASS 
Recently, the author, Dr. Brede, toured 
the zoysiagrass seed production areas of 
Jiao Zhou and Jiao Nam counties in east-
ern China. The following are excerpts from 
his field notes: 

ON THURSDAY, Li Min (seed scientist 
from Beijing Agricultural University) and I 
traveled to the Shandong Province of Chi-
na. The most surprising thing to me when 
we toured their zoysia "fields" was that 
there were no fields. The zoysia was truly 
being collected from nature. 

Their zoysia "pickers" would collect zoy-
sia in spots usually 10 or 20 feet across, and 
generally found on mountaintops, riverbeds 
and cutbanks. We also went right down to 

the edge of the Pacific Ocean to find some 
zoysia growing in native patches on the beach. 

Li Min indicated that the pickers ran-
domly select spots of zoysia. Zoysia japó-
nica from China can contain as much as 
one-third Zoysia sinica, a similar species 
with rounder seeds. 

Zoysia in China averages about 100 
pounds of seed yield per acre unwatered 
and unfertilized. They harvest it quite ade-
quately even though seed matures during 
the rainy months of June and July. They 
said that one woman harvesting zoysia by 
hand from dawn to dusk can harvest 8 
pounds per day. 

In Jiao Zhou county, they hire 1,000 
women each July to do the hand harvesting 

and seed cleaning. They have an ancient, 
hand-cranked seed cleaner, although it will 
not reach the 98 percent purity required 
for export. They use hand screening, a run 
through the machine and another hand 
screening to reach 98 percent purity. 

I tried to gauge their interest in planting 
zoysiagrass in regular seed production fields. 
Large production fields in Shandong are 
planted with wheat and vegetables. They 
indicated that wheat and vegetables were 
higher dollar crops than zoysiagrass, and 
they enjoyed growing zoysiagrass on areas 
where they couldn't grow their other high 
value crops. Furthermore, they liked not 
having to put water and fertilizer on zoysia-
grass, and still harvest a crop. 
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Turf-Type Tall 
Fescue rated #1 
four consecutive 
years. 

« 

r a 

Nationwide testing at 41 sites 
of turf-type tall fescues 
place ARID as #1, and the first choice 
for athletic fields, parks, playgrounds 
and public area lawns. 

mWËMêmmê 
The Green Seal Kc/?C£N S£4ij 
marks Arid as j H B k 

world premium 
turfgrass variety 

Nationwide testing gives Arid the lead. 

Mean Turfgrass Quality Ratings of 
Tall Fescue Cultivars At Four Shade 

Locations in the United States 
Quality Ratings 1-9 9=Ideal Turf 

Name Mean 
Arid 
Finelawn I 
Trident 
Pacer 
Mustang 
Apache 
Tempo 
KY-31 
Falcon 
Houndog 
Adventure 
Jaguar 
Bonanza 
Olympic 
Maverick 
Willamette 
Rebel 
Clemfine 
Brookston 
Johnstone 
Kenhy 

6.0 
5.6 
5.4 
5.3 
5.3 
5.2 
5.1 
5.0 
5.0 
5.0 
4.9 
4.9 
4.8 
4.8 
4.7 
4.6 
4.5 
4.4 
4.4 
4.0 
3.4 

Data from USDA National Turfgrass 
Evaluation Program 

Drought Tolerance (Dormancy) Ratings 
of Tall Fescue Cultivars 

Dormancy Ratings 1-9 

Name Mean 
Arid 
Olympic 
Apache 
Jaguar 
Finelawn I 
Mustang 
Rebel 
Bonanza 
KY-31 
Adventure 
Falcon 
Finelawn 5GL 

9=No Dormancy 

Name Mean 
7.7 
7.7 
7.3 
7.3 
6.3 
6.3 
6.3 
6.0 
6.0 
5.7 
5.7 
5.7 

Chesapeake 
Tempo 
Houndog 
Pacer 
Johnstone 
Kenhy 
Maverick 
Brookston 
Clemfine 
Trident 
Willamette 

5.7 
5.3 
5.0 
5.0 
5.0 
5.0 
5.0 
4.3 
4.3 
3.7 
3.3 

Data from USDA National Turfgrass Evaluation Program 

Be sure to order Arid from your 
seed wholesaler or sod distributor. 

Brown Patch Ratings of 
Tall Fescue Cultivars 

Brown Patch Ratings 1-9 9=No Disease 

Name Mean 
Arid 
Adventure 
Jaguar 
Rebel 
Pacer 
Maverick 
Falcon 
Clemfine 
Apache 
Tempo 
Olympic 
Houndog 
Chesapeake 
Finelawn 5GL 
KY-31 
Mustang 
Bonanza 
Trident 
Johnstone 
Finelawn I 
Kenhy 
Willamette 
Brookston 

6.3 
6.2 
6.1 
6.0 
5.9 
5.8 
5.8 
5.7 
5.6 
5.6 
5.6 
5.6 
5.5 
5.5 
5.5 
5.5 
5.5 
5.5 
5.5 
5.3 
5.0 
4.9 
4.3 

Data from USDA National Turfgrass 
Evaluation Program 

Another fine, quality-controlled 
product of 

Jacklfn Seed Company 

C o - P r o d u c e r 

NORTHRUP KING 



S H O W C O V E R A G E 

GIE SHOW 
WEATHERS RECESSION, 

REPORTS INCREASED ATTENDANCE 
Now in its second year, the Green Industry Expo 

is convincing exhibitors and attendees alike that it's for real. 
Not only was the tradeshow a success, show goers flocked to 

conferences and the outdoor demo as well. 
THE GREEN INDUSTRY Ex-
po weathered a murky business 
climate and attracted nearly 2,000 
lawn and landscape maintenance 
contractors to the Tampa Conven-
tion Center, Nov. 19-21. 

Now heading into its third year, 
the Expo is a joint effort among 
the Associated Landscape Con-
tractors of America, the Profes-
sional Grounds Management So-
ciety and the Professional Lawn 
Care Association of America. 

Prior to the show, organizers 
remained optimistic that atten-
dance would hold, despite the 
economy. Ann McClure, execu-
tive vice president for PLCAA, 
said she was encouraged by trade 
show attendance figures. 

"We were very pleased with at-
tendance, in light of the fact that 
some who were coming said they 
were bringing half as many peo-
ple as last year," she said. 

"But in fact, we had about 100 
more than last year attend. Our 
guess is that more companies 
were represented in lawn care and 
landscape management than ever 
before-

Free passes, good the second 
day of the trade show, helped boost 
show attendance. 

The number of exhibitors also 
increased, from 256 in 1990 to 
292, McClure said, but the 
amount of booth space sold did 
not increase proportionately to the 
number of new exhibitors. 

"A lot of new booths this year 
were single booth companies," 
she said. 

Show officials hope to "grow 
the show" each year and make use 

of more exhibit space. This year, 
exhibitors displayed their wares 
over 55,800 net square feet, an in-
crease from last year's 54,200 net 
square feet. 

Reactions to the Tampa loca-
tion were mixed. Most attendees 
enjoyed the southern location, but 
many noted that a more central 
location, such as 1992's Indiana-
polis, will attract a larger crowd. 

"I'm really encouraged. I think 
the show is moving in the right 
direction," said Bob Walker, Wal-
ker Manufacturing, Fort Collins, 
Colo. "I had some valuable con-

Salsco's Jon Mattson operates 
the Stallion chipper at the out-
door demonstration. 

versations and felt I received 
good, new inquiries." 

"If there is any down side to 
Tampa, it's that it's too far away," 
said Joe Boyles, owner of Ser-
vice Industry Software, Council 
Bluffs, Iowa. "Indianapolis is a 
good location because it's more 
centralized. More people will be 
able to make the trip." 

The quality of attendees in 
Florida was good, said Dick Tegt-
meier of Encore Manufacturing, 
Beatrice, Neb., but the show was 

more regional than he would have 
preferred. Tegtmeier said he looks 
forward to the Indianapolis show, 
which he feels will attract a 
broader base of landscape con-
tractors. 

Nick Dennis, owner of Pro 
Lawn Plus, Jacksonville, Fla., 
said that the hotels in Tampa were 
too far apart, making networking 
difficult. 

Show management is consider-
ing expanding show hours in re-
sponse to some complaints that 
10 hours isn't enough. Others 
were disappointed in the lack of 
irrigation equipment. 

EDUCATION. Seminars were held 
at the convention center daily, 
before and after trade show hours. 
Attendees chose from business 
and technical topics that zeroed 
in on current events and concerns 
facing the lawn and landscape 
maintenance contractor. 

"Every year, the topics vary a 
bit because we meet new and dif-
ferent challenges, depending on 
the economy and where they (at-
tendees) think their companies 
ought to go," McClure said. "Or 
a lot of people are thinking, should 
I be offering these services?" 

Two conference tracks were 
available to attendees: The Land-
scape & Grounds Management 
conference for members of ALCA 
and PGMS, and the education 
conference provided by PLCAA 
for its members. Topics were 
diverse, ranging from broadleaf 
weed control and maintaining turf 
in a drought to planning for the 

(continued on page 60) 
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HANDLING. 

E X M A R K 
T U R F 

R A N G E R 

The Exmark Advantage: 
A full line of value-packed 
commercial mowers. 

Take the Exmark Turf Ranger? 
Smooth-as-silk handling. 
Long-riding comfort. 
A see-it-to-believe-it cut 
from our full floating deck. 
A drive train that won' t quit. 

Another advantage: 
Exmark Parts Plus® 
overnight-or-free guarantee/ 

Want more? 
With Exmark Advanta Lease®, 
your mower can pay for itself/ 

Add up the Exmark advantages. 
Compare us to the competition. 
You'll find you can't buy 
a better mower at any price. 

Call today for a free full-line 
brochure and your nearest dealer. 

402-223-4010 

EXMARKEXPLORER* 

EXMARK TURF RANGER* 

DISCOVER 
THE EXMARK 

ADVANTAGE 

e j ^ r r a 
MFG. CO. INC. 

"See your Exmark dealer for details. Some restrictions apply. BOX 808 BEATRICE NE 68310 FAX 402-223-4154 

U M IVICK #13 



GIE Show 
(continued from page 56) 

challenges of a family business 
and large-scale commercial 
composting. 

Debra Dennis, ALCA execu-
tive director, said attendance at 
the Landscape & Grounds Man-
agement Conference increased to 
nearly 500despite quite a few late 
cancellations. She attributed the 
cancellations to inclement weath-
er across much of the country. 
About 82 of the conference at-
tendees were first-timers. 

David Koback, president of D 
& J Lawn and Snow, East Detroit, 
Mich., said that some of the busi-
ness seminars were informative, 
especially, "Surviving a Reces-
sion," and "Pricing Your Work 
to Make Money." 

He said he was disappointed in 
the irrigation presentation, pri-
marily because the information 
was too "basic" for those already 
involved in irrigation. 

Steve Chapman, grounds man-
ager for Digital Equipment Corp., 
Salem, N.H., suggested that fu-
ture seminars focus on regional 
maintenance, because problems 
and solutions vary by region. 

Dennis of Pro Lawn Plus said 

PLCAA leader Neal DeAngelo 

he was displeased with many of 
the seminars and the hours they 
were offered. The seminar he con-
ducted on business diversification 
was poorly attended, he said, be-
cause it was offered at 4:15 p.m. 
on the final day of the indoor trade 
show. 

McClure said that show plan-
ners are going to survey attendees 
to gauge the importance of the 
seminars. "We want to know what 
draws people. Is it the seminars? 
We want to know, did you come 
because of the seminars, or were 
the seminars the icing on the cake? 
My guess is that if they're on the 
fence as to whether to come, semi-
nars are what make the final deci-
sion to take the trip." 

Keeping with the separate semi-
nar tracks, two keynote speakers 
were on hand. Josephine Cooper, 
founder and senior principal of 

Keynoter Josephine Cooper 

Capitoline International Group, 
Ltd., a Washington, D.C.-based 
issues management and public af-
fairs company, addressed PLCAA 
members. Her firm represents 
PLCAA on federal issues facing 
the lawn maintenance industry. 

Jay Conrad Levinson of Guer-
rilla Marketing International, 
Mill Valley, Calif., shared low-
cost marketing secrets with mem-
bers of ALCA and PGMS. 

Active in environmental affairs 
for 23 years, Cooper said lawn 
maintenance operators face ser-
ious business challenges. Next to 
the economy and the drug crisis, 
the American public views the en-
vironment as a major concern. 
And the leading governmental 
agency dealing with the environ-
ment — the Environmental Pro-
tection Agency — can't seem to 
please Congress, the public or ac-

tivists, she said. 
Cooper said there is a heigh-

tened emphasis at the EPA for 
right-to-know legislation and the 
EPA is trying to become more 
regulatory in nature. Until then, 
various bills and ordinances will 
continue to be passed at the state 
and local levels. 

Operators should position 
themselves with important issues 
and make sure their staffs, peers 
and customers are educated on the 
topics concerning the lawn main-
tenanance industry. 

Cooper said it's encouraging to 
see associations and various in-
terest groups working together. 
Consistent messages and solid 
performance are vital to the per-
ception of the green industry. 

As experts in their field, lawn 
maintenance operators should 
contact their Congressmen, both 
in their home district and at leg-
islative days in Washington, D.C. 

The three associations hope to 
host one keynote speaker in In-
dianapolis for all attendees. Show 
management has discussed that 
a two-hour preview of the trade 
show and cocktail party follow the 
keynote speaker. No definite plans 
are set. 

(continued on page 62) 

STAYING AFLOAT IN A SINKING ECONOMY 

BUSINESS SEMINARS WERE a popular draw at the Green In-
dustry Expo, and the recession was an underlying theme for many 
of the sessions. 

Rick Randall of Randall & Blake, Littleton, Colo., tackled the 
subject head on, with a question and answer session entitled 
"How to Survive In a Recession." Among his suggestions: 

The CEO must demonstrate strong leadership skills and 
coordinate the preparation of a mission statement. When 

everyone has a goal, management needs a strategic plan and 
contingency plan for business continuation. 

If sales volume or net profit is falling, find out why. If 
the market is drying up, consider downsizing and/or over-

head reduction. Also, the CEO should go to the front lines and 
personally call on customers. 

If the market is shrinking, reduce the scope of work to the 
areas you excel in and subcontract areas that you are 

average or less at. 
The CEO should personally approve purchases and sign 
all checks to control costs. 
Communicate with your banker often and with confidence. 
Present him with a strategic plan. 
Do not panic. Prepare yourself to accept the worst then 
make sure the worst never happens. 

~ Randall also presented a list of "leading indicators" that point 
to eminent danger of business failure. They include: lack of a de-
tailed business plan, declining profits despite increased sales, 
more jobs showing up underbilled on financial statements, 
decreasing gross margins, lower sales volume and rising inventory 
as a percent of sales. 

In a related seminar, Gerry Sweda, corporate training manager 

for O.M. Scott & Sons, Marysville, Ohio, said managing the em-
ployment process is the most important survival tactic for the small 
business owner in the '90s. 

In his seminar, "Employee Management: Effective Use of Em-
ployees and Personnel Development," Sweda presented some alarm-
ing trends that threaten the future of the small business owner. 

According to Sweda, one out of six established small businesses 
are eliminated by competition every year. And that competition is 
only going to intensify, he said, as the trend toward big business 
downsizing continues to pump eager entrepreneurs into the market-
place. 

In 1990, corporate cuts continued at twice the rate of the highest 
year in the '80s, he said. And two-thirds of those dropped from 
the corporate ranks try to make it as small business entrepreneurs. 

The record high expansion of franchises further increases com-
petition among small businesses, he said. 

A second trend to watch is the shrinking labor pool. Small busi-
nesses will find it increasingly difficult to hire quality people as 
their numbers decline. The solution: Change the strategy from 
let 's find quality people,' to let 's get quality people to find us.' 

To do so, the small business must make itself more attractive to 
top employment prospects and be prepared to communicate that 
attractiveness during the hiring process. 

Equally important is developing productivity in current employ-
ees, Sweda said. The small business needs to introduce perfor-
mance standards and expectations and provide employees with 
challenges. It should also communicate the seriousness of work 
and the consequences if goals are not achieved. 

Finally, the company must provide growth opportunities and 
empower its employees to get motivated. 
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CONVERSING WITH THE CHAMPIONS 

THE BREAKFAST WITH Champions proved once again to be a 
popular draw for ALCA and PGMS members. Approximately 225 
preregistered attendees and additional walk-in participants crowd-
ed 20 tables each day of the three-day event and chose from 40 
business and technical topics. 

According to Mike Guthrie, president of Ground Control, Or-
lando, Fla., the 
breakfast provides a 
meeting place for in-
dustry leaders to 
share solutions and 
freely exchange 
ideas. 

"If you had to 
take one thing back 
from the show that 
you could imple-
ment for your com-
pany, I think you could find it at the Breakfast with Champions," 
said Guthrie, who coordinated the event. 

"The Breakfast with Champions stimulates a lot of good con-
versation," agreed Steve Chapman, grounds manager for Digital 
Equipment Corp., Salem, N.H. 

Three topics proved to be especially popular and filled tables all 
three days — a first for the breakfast: Bidding and Estimating 
Landscape Maintenance, Bidding and Estimating Landscape In-
stallation and Customer Service. Other topics explored personnel 
issues, sales strategies, technical problem-solving and business 
planning. 

Discussion leaders or "champions" select their topics in ad-
vance, based on areas of expertise or interest. "Ninety-five per-
cent come prepared with notes," Guthrie said. "It's not some-
thing they walk into cold." 

A "champion," he added, is typically a recognized leader in the 
industry, "someone who's been through the trenches." 

At the final breakfast, participants were asked to suggest 
changes for 1992. Two improvements will result: Breakfasts will 
extend from 1 xh hours to 2 hours; and a break between the first 
and second hour will allow members to move to another table and 
switch topics. 

Interacting with peers is a highlight of the 
annual conference. 

GIE Show 
(continued from page 60) 

FUND-RAISING. The PLCAA-
sponsored Education Foundation 
held a breakfast at the Hyatt 
Regency to raise awareness and 
update supporters on its fiscal 
plans. To date, the 2 1/2-year-old 
foundation has received pledges 
of $150,000, and expects that total 
to rise in 1992. 

According to Russ Frith, foun-
dation president and president of 
Lawn Doctor, Matawan, N.J., the 
foundation's first project is to help 
fund a technician training pro-
gram, in conjunction with the En-
vironmental Protection Agency, 
Responsible Industry for a Sound 
Environment and other groups. 

Additionally, the foundation 
has initiated memorial activities 
to honor industry leaders who 
have passed away. Contributions 

can be earmarked as memorials. 
Sixty items went up for bid at 

this year's live auction, raising 
$17,415 for PLCAA's issues 
management and public relations 
efforts. Auctioneer Harry Collins 
of Total Lawn Care Services, 
Tupelo, Miss., kept the bidding 
lively for bargain-seeking land-
scape contractors at the Hyatt 
Regency in Tampa. 

High bid was $1,100 for 840 
bags of limestone; low bid was 
$35 for a measuring wheel. 

In total, 49 companies donated 
products and equipment to the an-
nual event. 

Last year's auction raised more 
than $20,000 for the association. 
This year's figures were down 
because fewer high ticket items 
went up for bid, according to 
Carol Moceri, PLCAA executive 
assistant and assistant GIE show 
manager. 

OUTDOOR DEMO. A sunny and 
80-plus degree day greeted visi-
tors to the outdoor demonstration 
site at Horizon Park in Tampa. 
More than 600 attendees and 54 
exhibitors participated in the an-
nual show's final event. 

The outdoor site provided land-
scape contractors with the oppor-
tunity to test equipment from a 
variety of manufacturers. Former-
ly a PLCAA tradition, members 
of ALCA, PGMS and PLCAA at-
tended the three-hour event. 

McClure said she was extreme-
ly pleased with the turnout at the 
demonstration site and would like 
to continue to improve conditions 
for exhibitors and attendees. That 
would include providing more 
space for larger exhibitors and 
allowing more time for equipment 
to be set up. 

Encore's Tegtmeier said that it's 
difficult for exhibitors to move 

their equipment from the trade 
show floor to the outdoor demon-
stration site overnight. 

"You get spoiled by Louisville 
(Expo)," he said. "At Louisville, 
you can display your wares every 
hour that the show goes on. At 
Tampa, you have to get up at six 
in the morning and move equip-
ment five miles down the road for 
a three-hour demonstration." 

Chapman of Digital Equipment 
Corp., said the outdoor demo site 
is a valuable component of the 
GIE show. But site conditions for 
the 1991 show were less than ideal, 
he said. "I wish they'd found a 
better park," he said. 

"In Florida, the sandy soil is 
poor, so a lot of aerators didn't 
do that great on that type of soil." 

Chapman also noted the lack 
of tree care demonstrations, a 
feature he enjoyed at the Nashville 
site in 1990. • 

AGGRESSIVE MARKETING SCHEMES FLOURISH 

EVERYONE KNOWS THAT marketing is 
vital to the successful promotion and con-
tinued patronization of your business. 

Taking it one step further, guerrilla mar-
keting is a "combination of creative strategy 
and proven tactics employing the weapons of 
guerrilla attitudes and insights rather than 
the brute force of a huge marketing budget." 

That's the concept behind Jay Conrad 
Levinson's marketing campaign; transform-
ing marketing from an art to a science. 
Levinson, keynote speaker for the Landscape 
& Grounds Management Conference, said 
his average client uses 47 of his marketing 
"weapons." The following is a sampling: 

• Keep your marketing plan to no more 
than seven sentences. This keeps everyone 
focused on the firm's goal. 

• Establish an identity, not an image. An 
identity is more straightforward. 

• Rethink your hours of operation. Liv-
ing in a 24-hour-a-day society, voice mail 
and/or year-round operation are additional 
pluses for your customers. 

• Community involvement. If you work 
your tail off for the community, a potential 
customer will think you'll work for him. 

• A good phone demeanor increases profits. 
Don't show your bad mood to clients. 

• It's easy for customers to agree to a 

free consultation. Set a time limit for the 
consultation and be prepared to leave at 
the agreed upon time unless you're asked 
to stay. 

• Every company should have a catalog, 
even if it's black and white. About 92 per-
cent of Americans bought something from 
a catalog last year. 

• When you say hello and goodbye to 
your customers, smile, make eye contact 
and use the person's name. 

• Spy on yourself and others. See how 
you're doing. 

• A satisfied customer is your best mar-
keting weapon. 
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At Scag Power Equip-
ment, we've separated 
ourselves from the compe-
tition by manufacturing 
the finest line of 
commercial 
mowers you 
can buy. 

THERE'S A 
FINE LINE 
THAT SEPARATES 
THE BEST 
COMMERCIAL 
MOWERS 
FROM THE REST. 

Scag 
offers a 
complete 
line of 
commercial 
mowers -
from rugged 
belt-drive walk-
behinds to durable hydro 
riders to our maneuver-
able new zero-turn walk-
behinds and riders. 

We've innovated exclu-
sive features like the dual 
hydro pump/motor drive 
system and counter rota-
tion turning on our zero-
turn walk-behinds. Our 
cutter decks are deeper 
for a smooth, even cut 
every time. And our new 
mulching kit allows 
mulching at any time, 
without a dedicated deck. 

We engineer each 
mower so routine repairs 
can be made on-site, with 
a minimum of tools. And 
we design all our commer-
cial mowers to share 
many of the same compo-

nents, so maintaining a 
parts inventory is less 
expensive. 

Of course, other compa-
nies will tell you they're as 
good as Scag, but that's 
just a line. Contact Scag 
Power Equipment today 
and find out how a great 
line of commercial mowers 
can improve your profit-
ability. 

SIMPLY THE BEST 

MOW NOW, PAY LATER! 
Ask your dealer about Scaa Leasing. 
Low advance. Easy monthly payments. 

Subsidiary of Metalcraft of Mayville, Inc. 
1000 Metalcraft Drive 

Mayville, Wisconsin 53050 
© 1991, Scag Power Equipment 
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Compost Digest 
Bush Takes a Stand on 
Recycling, Composting 
President Bush recently issued an execu-
tive order that directs federal agencies to 
initiate recycling programs that encourage 
waste reduction and recycling, including 
"the composting of organic materials such 
as yard waste." 

According to the Solid Waste Compost-
ing Council, Washington, D.C., the order 
marks an important departure in White 
House policy. As the largest single genera-
tor of wastes and the biggest potential con-
sumer of recycled products, the Federal 
government will now be required to estab-
lish waste reduction and recycling pro-
grams, procurement preference policies 
favoring recovered materials, and agency 
recycling coordinators. 

Agencies must report their "affirmative 
procurement program" to the EPA within 
180 days of Oct. 31, 1991; and issue a com-
pliance report within a year of the order. 

(continued on page 66) 

Composting Site Offers 
Disposal Alternative 
THE O.M. SCOTT & Sons Co. has opened a com-
posting facility at its headquarters in Marysville, 
Ohio. The new facility is part of a five-year pilot 
project in cooperation with the Franklin County Sol-
id Waste Management Authority. Scotts owns and 
operates the facility, under contract to the Authori-
ty, in a public/private partnership. 

The Marysville facility is the latest addition to 
Scotts' national network of composting operations. 
Scotts and its subsidiary, Hyponex Corp., operate 
10 facilities in California, Pennsylvania, Virginia, 

Participating Communities 

Transfer Sites 

Solid Waste Authority 

# 

O.M. Scott & Sons 
Research Composting Facility 

Scott's composting plan 
gets communities involved. 

Alabama, Texas, Georgia and South Carolina. Other sites are being planned, accord-
ing to George Martin, manager of composting for Scotts/Hyponex. 

Each of the facilities handles organic waste from a number of sources, including 
landscapes, golf courses, tree companies, lawn care companies, utility companies 
and municipalities. 

The Marysville site will process 50,000 tons of grass clippings, leaves and brush 
each year. To minimize collection and transportation costs, local communities have 
established five transfer stations to hold the wastes before they are shipped to the 
composting facility. 

l o o t o lOOO 
G a l l o n U n i t s 

5 - 5 0 G P M 
1 - 6 T a n k U n i t s 

Buy Smart 
Buy From Us 

Units From 
S i S O O . 

Fast Delivery 
Anywhere in 

The U.S. 
We Can Bui ld Any th ing ! 

(And Have) 

U S I REAI SERVICE #35 

It pays to advertise in the 

LAWN A LANDSCAPE 
CLASSIFIEDS 
To place an order, write to 

LAWN & LANDSCAPE MAINTENANCE 
4012 Bridge Avenue, Cleveland, Ohio 44113 

Or call toll free: 800/456-0707 

VISA 

SOFTWARE 
Mr. Accountant the ultimate 

landscapers accounting package 
Accounts Receivable • Invoices • Statements • Aging Reports • Truck 
Routes • Plant List • Proposals • Accounts Payable • Payroll • General 

Ledger • Equipment Maintenance • Menu Driven • Simple to Use 

Customization Available 
Demo SPS Consulting Complete 

Available 1032 Raritan Road - Cranford, NJ 07016 Program 
(908)272-1398 $695.00 

USE READER VICE #53 
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Learn How To Protect The Birds 
And The Bees... 

...Plus Pets, Children And Trees. 
- • 

Mauget tree care seminars feature tree 
health and environmental protection as 
key discussion topics. 

But our informal seminars are de-
signed to answer to your questions, too. 
In fact, two-way discussion has been one 
of the most important parts of past sem-
inars. Bring us your questions about the 
environment, diseases, insects, nutrition, 
pruning, spraying, and wounding. No 
other tree care seminars provide more 
practical and useful information about 
tree health. Mauget micro injection 
utilizes a closed system to protect the 
environment. 

Seminar dates, cities, 
and distributor mar-
keting areas are 
listed below. Call 
your nearest dis-
tributor about a 
Mauget seminar 
in your area. 

Annual seminars are open to all Green 
Industry firms — owners, managers 
and applicators. 

This year, put 
another tool to 
work in your 
business. Learn 
how to keep 
trees healthy 
and protect the 
environment. 
Sign up for a 
Mauget seminar 
today. 

mm 
H 

Mauget Micro-Injection Seminars 
Artistic Arborist 
Phoenix, AZ 
Arizona, New Mexico, 
Nevada 
(800) 843-8733 
(602) 265-1423 FAX 
January 15. 

Albuquerque. NM 
February 14. Phoenix, AZ 
March 5. Las Vegas. NV 
Enfields Tree Service 
Elkhorn. NE 
ND, Eastern SD. NE. MN. CO, 
Western IA. MO, KS. OK, 
Southeast WV 
(402) 289-0804 FAX 
(402) 289-3248 (Phone) 
(800) 747-8733 
January 24, 

Oklahoma City, OK 
January 31, Kansas City, MO 
February 10. Laramie, WY 
February 15, Bismarck, ND 
February 29, Denver, CO 
March 13. Elkhorn, NE 
March 27, Bloomington, MN 
Guardian Tree Experts 
Rockville, MD 
MD, VA. DC 
(301)881-8550 
January 30. 

Gaithersburg, MD 
Michigan Injection Systems 
Grand Rapids. Ml 
Michigan 
(800) 423-3789 
(616) 364-4558 
February 5. East Lansing, Ml 

Warne Chemical Co. 
Rapid City SD 
Western SD. WY 
(605) 342-7644 
(800) 658-5457 
February 6, Rapid City, SD 
February 18. Evanston, WY 
February 20, Casper, WY 
Forrest Lytle 8n Sons. Inc. 
Cincinnati. OH 
SWOhio 
(513) 521-1464 
February 7, Cincinnati, OH 
The Tree Doctor Inc. 
Hendersonville, NC 
NC. SC. North Georgia 
(704) 253-8733 
(704) 891-TREE 
February 11. Athens, GA 
February 13, Charleston, SC 
February 19, Durham, NC 
February 20, Charlotte. NC 
Gem Spraying Service 
Jerome. ID 
Idaho 
(208) 733-4206 
(800) 869-7741 
February 17, Pocatello, ID 
February 18. Twin Falls, ID 
February 19, Boise. ID 
February 20, Lewiston, ID 
Liqui-Green Lawn 8i Tree Care 
Peoria. IL 
Illinois. Eastern IA 
(309) 243-5211 
(800) 747-5211 
February 28,Chicago, IL 

Protessional Tree Care 
8i Injection 

Winter Park. FL 
Central 8i South Florida 
(407) 647-3335 
(800) 356-4351 
February 26. West Palm, FL 
February 28. Miami, FL 
March 4, Fort Meyers, FL 
March 6, Sarasota. FL 
March 13, Orlando FL 
Lanphear Supply Division 
Clevelond, OH 
Ohio. W. VA 
(216) 381-1704 
(800) 332-TREE 
March 2. Mayfleld, OH 
March 3. Columbus, OH 
March 4, Toledo. OH 
Pruett Tree Service 
Lake Oswego. OR 
Oregon. Washington 
(503)635-3916 
(800) 635-4294 
March 6. Portland, OR 
Arbortech Inc. 
Belleville. IL 62221 
St. Louis Area 
(618) 233-2900 
Canadian Shadetree 

Service Ltd. 
Lachine. Quebec. Ccn 

H8S4E6 
Quebec 
(514) 634-7046 
D.H.D. Systems Inc 
New Berlin. Wl 53151 
Wisconsin 
(414)784-3556 

Farm and Forest 
Research Ltd 

Oakville, Ontario, Can. 
L6J5A2 

Ontario 
(416) 827-1134 
Harrod's Tree Service 
Fort Worth. TX 
Northern Texas 
(817)246-9730 
Micro Injections Inc. 
Tampa. FL 33618 
Tampa Area 
(813)961-1060 
Poulson Tree Service 
Billings. MT 
Montana 
(406) 259-5109 
R.C. Humphreys 
St Francisville, LA 70775 
Louisiana. So. Mississippi 
(504)635-4507 
Releaf Tree Consultants 
Indianapolis. IN 
Indiana 
(317) 259-7228 
Scientific Tree Care 
Panama City. FL 
N. FL. S. GA. S. AL 
(904) 763-5049 
Target Chemical Co. 
Cerritos. CA 90701 
California 
(213)865-9541 
Tree Clinic 
Austin. TX 
Eastern & South Texas 
(512)454-1411 

Tree Injection Products 
Company 

Knoxville. TN 
KY. TN. N. AL. MS. AR 
(615)522-0533 
Tree Inject Systems 
Clarence Center. NY 14032 
CT. DE. MA. ME. NH. NJ. NY. 
PA. Rl. VT 
(716) 741-3313 
Tree Lawn Inc. 
El Paso, TX 79922 
El Paso Area 
(915) 581-5455 
Trees of Hawaii Inc. 
Ewa Beach. HI 96706 
Hawaii 
(808)682-5771 
Utah Spraying Service 
Sandy. UT 84070 
Utah 
(801)566-5773 

sftte&nss 

J.J. Mauget 
Company 

2810 N. Figueroa Street 
Los Angeles. CA 90065 
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Compost Digest 
(continued from page 64) 

New Video Cooks 
Up Compost Recipe 
"Composting: A Recipe for Success" is a 
21-minute video that takes viewers step-by-
step through the composting process. From 
Compost Productions, the video is hosted 
by syndicated columnist Cort Sinnes. A 
written copy of the "recipe" with addi-
tional information is enclosed with every 
order. 

The video is available for $14.95 plus 
$3 for postage and handling; additional 
postage will be added for orders outside 
the United States. Contact: Compost Pro-
ductions, c/o International Marketing Ex-
change, P.O. Box 775, McHenry, IL 
60051-0775; 815/363-0909. FAX: 
815/363-0933. 

Wildcat Takes on Peat 
With Wetlands Theme 
Wildcat Manufacturing, a maker of com-
mercial composting equipment based in 
Freeman, S.D., launched its "Save Our 
Wetlands, Demand 100 Percent Compost" 

campaign to encourage the use of compost 
over peat moss harvested from wetlands. 
Peat, mined from wetlands, is a non-re-
newable resource. 

According to the Professional Grounds 
Management Society, Cockeysville, Md., 
Wildcat shares all of its information on 
the compost vs. peat issue with its deal-
ers, customers and the public. 

The peat research data answers the one 
major stumbling block to composting, said 
Cal Kuska, a representative for Wildcat. 

"The first question people ask me is if 
there will ever be too much compost. Just 
look at peat purchases in garden stores, 
nurseries, florists and by all government 
entities," he said. "You will see that if we 
replace peat we may never have enough 
compost to go around." 

The Rot Line Answers 
Composters' Questions 
Composters in Alameda County, Calif., 
call the "Rot Line" when they need infor-
mation about backyard composting. Oper-
ated by the county's Home Composting 
Education Program, Oakland, the tele-
phone service provides information on 
composting workshops and other activities 

and features an answering service for resi-
dents with specific questions. 

Composting services from the county 
include: regularly scheduled workshops (it 
presented 20 such workshops from June 
through September); special workshops 
for garden clubs, neighborhood organiza-
tions and businesses; slide presentations; 
and a mobile display unit to attract poten-
tial composters. 

NYC Recycles Sludge, 
Markets as Fertilizer 
New York City officials and the New York 
Organic Fertilizer Co. have reached an 
agreement to process and recycle nearly 
half the city's sludge into fertilizer, accor-
ding to industry reports. 

Under the agreement, Enviro-Gro Tech-
nologies will build, own and operate a fa-
cility to process sludge into pellets, which 
are marketed as fertilizer. Both New York 
Organic Fertilizer Co. and Enviro-Gro are 
units of the JWP Energy & Environment 
Group, Purchase, N.Y. 

Enviro-Gro has plants in Largo and 
Tampa, Fla., Cobb and Clayton Counties, 
Ga., and Hagerstown, Md. A new facility 
is planned for Boston Harbor. • 

CompuScapes 
Landscape Software 

If You Plan to Bury Your 
Competition, You'd Better 

Bring the Right Shovel 
CompuScapes Landscape Sof tware 
is the right tool for the job . Power-
ful , ful l featured, totally integrated. 

It's the perfect way for you to get 
control of your business and 
generate handsome profi ts . 

And that just might scare your 
compet i t ion to death! 

• Job Costing 
• Routing & Scheduling 
• Estimating 
• Workorders 
• Invoicing 
• Accounts Receivable 
• Sales Analysis 

For additional information contact: 
CompuScapes 
2653 Gravitt Road 

Duluth, Georgia 30136 
(404) 447-5858 

Get Serious. Get CompuScapes. 

USI SERVICE #66 

POSTING 
SIGNS 

R . N . D . 

Custom 
and 
state 

regulated 
signs with 

quality 
plastic 
stakes 

Signs 

PHONE FREE 

1-800-328-4009 
USE READER VICE #67 

LOADING 
RAMPS 

For a F R E E 
Full Line 

Brochure of the 
Finest, Most 
Economical 
Ramps 

and Accessories, 
write or call: 

G E R E D MARKET ING 
Producers of 

LOAD-EZE Products 
2200 42nd Street North 

Wisconsin Rapids, Wl 54494 
(715)424-4434 

Ask for Don (Snook) Stoflet J ^ ^ 

USE READER SERVICE #68 
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People 
THE O.M. SCOTT & SONS CO. appointed 
Theodore Host president and chief operat-
ing officer. Prior to joining the company, 
Host was senior vice president, marketing, 
at Coca-Cola USA. 

Host is responsible for Scotts' Consumer 
Products Group, Professional Business 
Group, operations, information systems, re-
search and development and human re-
sources. 

Miles Inc. (formerly Mobay Specialty 
Products Group), is expanding and reorga-
nizing its agricultural division's field sales 
team. The sales force is now divided into 
four territories: Northeast, Southeast, Mid-
west and West. 

Steve Chaney, formerly a field represen-
tative, relocates to Kansas City as turf and 
ornamental product marketing manager. 
Don Meek, formerly turf and ornamental 
product manager, remains in the Kansas 
City area to serve as midwest area mana-
ger. 

Midwest field representatives include 
John SpaukHng, Liberty, Mo.; and Rich-
ard Skorepa, Dublin, Ohio. 

Host Chaney 
Addionally: Rick Robb now serves as 

marketing services manager, a new posi-
tion; Jim Schell is the national accounts 
and governmental sales manager; and Brad 
Filson is product packaging manager. 

Randy Malkin was appointed product 
manager for the commercial division of 
Rain Bird Sales. He is responsible for the 
justification and development of new ro-
tors and valves, as well as maintaining 
quality standards for existing products. 

Malkin joined the company in 1989, 
serving as the area specifications manager 
for southern Nevada and the northern por-
tion of Southern California. 

Also within the commercial division, 

Ken Williams was named area specifica-
tions manager for the Midwest, the Great 
Lakes and the Northeastern U.S.. He 
serves as the liaison between Rain Bird 
management and landscape architects, ir-
rigation consultants and city and county 
officials on equipment specifications. 

Recent changes in The Toro Co.'s irriga-
tion division are: Bill Thoele, vice presi-
dent and general manager; Mark Farts, 
communications and customer service 
manager; Stove Swenerton, director of 
sales and marketing, residential and com-
mercial; and Jane Payne, government 
marketing manager for the division, after 
two years as the controller marketing 
manager. 

Thoele joined the company in 1961 and 
most recently was managing director of 
international irrigation. Faris has been 
with the division for nearly six years, most 
recently as retail, residential and commer-
cial marketing manager. 

Swenerton has been with Toro's irriga-
tion division for eight years, most recently 
as director of sales. • 

S C&S TURFCARE EQUIPMENT, INC. 
INTRODUCES THE PROTANK® FAMILY 

TT1050E2* Twin Tank TS200* Tree Sprayer 
2 12v Motors 8 H.P. Gas Engine 
2 Piston Pumps 14GPM Diaphragm Pump 
50 & 100 Gal. PCO Tanks 6:1 Gear Reduction 

TS100G19* 
3H.P.I.C. 
Diaphragm Pump 
100 Gal. PCO Tank 

(216) 453-0770 (800) 872-7050 
3425 Middlebranch Rd„ N.E. Canton, OH 44705 

Call today for information on our full line of Protank Spray Systems. 

*Custom orders welcome 

Comprehensive 
Insurance Programs 

for Lawn 
Care Operations 

We currently have three Proper-
ty and Casualty Programs for 
Lawn Care Operators underwrit-
ten by A-i- rated insurance com-
panies. Coverage is available in all 
states except Hawaii and Alaska. 
Herbicide/Pesticide Applicators 
coverages, General Liability, Pro-
perty, Inland Marine, Commer-
cial Fleet, Workers Compensation 
and Umbrellas are available. 

These programs offer competitive 
rates for LCO's with an excellent 
loss history. Self insured reten-
tions and retrospective alterna-
tives are available for larger risks. 

M.F.P. Insurance Agency 
50 West Broad Street, Suite 3200 

Columbus, OH 43215 
614-221-2398 

Attn: Richard P. Bersnak, 
President 

U B I R I A D I R S IRVIC I #30 UB I R I A D I R BIRVICt #31 67 



, »Lawn & Landscape 
MAINTENANCE 

Products 
The 1991/92 edition of the Turf & Orna-
mental Chemicals Reference book is now 
available from Chemical and Pharmaceu-
tical Press. Products are indexed by brand 
name, manufacturer, common and chemi-
cal name, product category, plant and site 
use and pest use. 

Appendix I is a Department of Trans-
portation information table. Appendix II 
provides conversions and storage and 
temperature tables, and lists state pesticide 
control officials and state extension program 
leaders. Appendix III includes OSHA and 
EPA regional offices. 

Product labels and Material Safety Data 
Sheets comprise the remainder of the book. 
Circle 126 on reader service card 

Curv-Rite offers flexible and durable al-
uminum edging to define landscaped 
areas. A patented telescoping design pro-
vides easy installation and reduces labor 
and material waste. Extruded channels 
and stamped stakes anchor the edging in 
the soil. 

It is available in natural aluminum, deco-
black or black anodized finish for planting 
beds, paver areas or stone retention. 
Circle 127 on reader service card 

The 65-h.p. 9400 UTR™ from Excel In-
dustries features all-wheel drive/all-wheel 
steering with zero radius turning for relia-
bility on steep slopes and rough terrain. 
The hydrostatic, 4-wheel drive and the 
steering system are designed to get in and 
out of tight places quickly and safely. 

The deluxe seat has a tilt suspension 
system that keeps the driver upright when 
mowing on hillsides. A limit control 
dampens the swinging motion for control. 
Circle 128 on reader service card 

Product Spotlight 
The new PRO-Line HYDROsense mower from Encore is designed to increase pro-
ductivity with fewer moving parts. The drive system features a simplistic design 
and consists of a single load sensing gear pump 
and a single modulation valve. 

The heavy-duty oil cooler ensures proper 
operating temperatures, and a two-gallon oil 
reservoir with high capacity oil filtration keeps 
the oil clean. The open loop hydraulic system 
maximizes oil flow through the filter. 

Model 48K250 has a 48-inch cutting width 
and a 14-h.p. Kawasaki single cylinder engine. 
Model 60B450 has a 60-inch cutting width and 
an 18-h.p. Briggs & Stratton Vanguard V-twin 
engine. Both engines offer overhead valve, full pressure lube with filter and recoil 
starting. 

Forward, reverse, turning and stopping functions are all within reach on the pistol-
grip hand controls. They operate with low hand pressure to lessen operator fatigue. 
Circle 12S on reader service card 

The All-Pro No. 100S fine-pointed dig-
ging trowel has a one-piece design, plastic 
handle grip and stainless steel construc-
tion. From Wilcox All-Pro Tools & Supply, 
the trowel has a long, sharp point to aid in 
weeding and digging. A leather thong is 
attached. 
Circle 129 on reader service card 

Ariens LM21sp professional mowing sys-
tem is available in a choice of two self-
propelled models. One features a 5-h.p., 
4-cycle Briggs & Stratton Quantum I/C; 
the second model has a 5-h.p., 2-cycle 
Briggs & Stratton Zenoah I/C engine. 

Both models perform mulching, side 
discharging, rear bagging, vacuuming up 
leaves and other yard debris and dethatch-

ing (with optional attachment). 
Standard features include a 21-inch Flex-

N-Float mower deck; and a Bagger-Vac 
collection system, a 2 1/4-bushel capacity 
rear bagger. 
Circle 130 on reader service card 

The John Deere 320 hydrostatic lawn and 
garden tractor features a liquid-cooling 
system, an 18-h.p. V-twin powerplant, a 
hydrostatic transmission and a hydraulic 
equipment lift system. 

The engine is an overhead valve design 
and has a full pressure lubrication system 
with a replaceable oil filter. 

Travel speeds range from 0 to 7 m.p.h. 
in forward and up to 2.9 m.p.h. in re-
verse. Other features include a high-back 
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seat, 12-volt battery, electronic ignition, 
cast iron front axle, one-inch-diameter 
steering spindle and front bumper. 
Circle 131 on reader service card 

Jacobsen's 548-100 seeder plants seed up 
to three inches below the surface for good 
germination. Its floating action follows 
ground contours for even planting on a 48-
inch planting path. 

The seeder holds 100 pounds of seed. 
The seed rate is regulated by a Flo-Rate 
gauge, and a high-speed sprocket is avail-
able for heavy seeding rates. The seeder 
can also aerate, dethatch and vertical mow. 
Circle 132 on reader service card 

Maruyama offers a hedge trimmer with an 
extended reach blade. Model HT242L is 
designed to give the operator extra reach 
and sweep. The blade is 40 inches long 
and made of induction hardened chrome 
steel. The unit is powered by a Mitsubishi 
24.1 cc engine. 
Grde 133 on reader service card 

The 1992 ixmark Turf Ranger® features 
the Trans-Guard motion control system 
which reduces peak loads by 30 percent, 
extending transmission life. 

Other features include the outfront, 60-
and 52-inch full-floating, anti-scalp cutting 

decks; dampened hydrostatic speed con-
trol; and Kohler Magnum 18- or 20-h.p. 
twin-cylinder engines. 
Circle 134 on reader service card 

Yazoo has added two models to its pro-
duct line. The 22-inch walk-behind mower 
features a 5-h.p. Briggs & Stratton engine 
and 16-inch rear wheels. The 26-inch 
walk-behind mower has up to a 9-h.p. 
Briggs & Stratton or Kawasaki engine and 
20-inch rear wheels. 

LAWN & LANDSCAPE MAINTENANCE • JANUARY 1992 

"We have been using Yazoo for 
almost 20 years. Yazoo mowers 
give us great maneuverability. 
It's a rugged machine" 

Dave Burton, Vice President of 
Palm Mortuaries and Memorial Parks, 
Las Vegas, Nevada. 

For more information about how YAZOO can 
help your business become more profitable 

Call 1-800-533-3498 
or write to: YAZOO Manufacturing 

P.O. Box 4449, Jackson, MS 39296-4449 
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Both units offer blade disengaging for 
easy starts, mulching kits and close trim 
capability. 
Circle 135 on reader service card 

The Tree Pro-Tector is designed to protect 
young trees from damage caused by string 
trimmers and lawn mowers. Constructed 
from high density polyethylene, the prod-
uct provides cushioning around the base 
of trees up to 4 inches in diameter and is 
expandable by linking two or more together. 
It is reusable, ultraviolet protected and 
available in gray and red/brown colors. 

Tree Pro-Tector is produced by Seaberry 
Landscape, a residential and commercial 
landscape firm. 
Circle 136 on reader service card 

Yard-Man has introduced three models of 
commercial mowers with 36-, 48- and 52-
inch cutting widths. 

The mowers feature 14-h.p. Briggs & 
Stratton OHV Vanguard engines, cast iron 
cylinder sleeves, full pressure lubrication, 
4-speed drive systems, 4-speed, shift-on-
the-go transmission and 1- to 4-inch cut-
ting height adjustment. A blade/brake safe-
ty system disengages the engine and blade 
when handles are released. 
Circle 137 on reader service card 

The new Bomford B577 mower has a maxi-
mum sideways reach of 18 feet, 8 inches 
and a down bank reach of 8 feet, 9 inches 
measured on a 45-degree slope. An inde-
pendent hydraulic system eases coupling 
up and reduces the risk of oil contamina-
tion. The arms and cutting head are pro-
tected by a two-axis safety breakaway sys-
tem. A dual-purpose flail is fitted as 
standard. 
Circle 138 on reader service card 

StoneWall Landscape Systems offers a 
new lighting concept for its decorative, 
lightweight, mortarless retaining wall. 
StoneWall now includes a system that can 

COMING 
NEXT MONTH 

In February, Lawn & Landscape Main-
tenance magazine will discuss the work-
ing relationship between landscape con-
tractors and landscape architects. In-
cluded will be design innovations for 
the '90s. 

We'll also take a look at irrigation cer-
tification, compost uses in the land-
scape, the value of landscaping and lia-
bility insurance. In addition, you'll find 
our regular assortment of departments 
covering industry happenings. 
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FYI. 
Estimating made easy. Means Landscape Cost Data 1992 contains new and ex-
panded unit prices, indexed by geographical areas and illustrated assemblies. The 
5th annual edition has 380 pages. 
Grck 159 on reader service card 

Catalog lists more than 4,000 products. The 30th edition of the LESCO catalog 
details fertilizer, seed, equipment and accessories, aftermarket replacement parts, 
irrigation equipment and more. 
Grcle 160 on reader service card 

Sako offers drip irrigation literature. Included are specification data, flow charts 
and illustrated components. Two new products — an emitter and complete valve 
manifold assemblies — are featured. 
Circle 161 on reader service card 

What does LP-22 mean when it's stamped on lumber? The answer is in the Cali-
fornia Landscape Standards, a 180-page reference that sets minimum standards for 
landscape construction and maintenance. It's available from the California Land-
scape Contractors Association. 
Grcle 162 on reader service card 

accommodate a low voltage electric cable 
within the block for on-the-wall lighting. 

The system is installed as the wall is 
built. A variety of lighting plans are com-
patible with StoneWall modules. 
Grcle 139 on reader service card 

Parkway Research introduces its Big Foot 
blue spray pattern indicator in new water 
soluble bags. The new package eliminates 
spillage, measuring and the use of dispos-

able containers. Each bag colors 50 to 100 
gallons of spray solution. 
Grcle 140 on reader service card. 

New "billboard" liftgates from Del Lift-
gates provide companies with additional 
advertising opportunities. The level-lift 
rail gate uses an aluminum platform that 
can double as a billboard. A roller chain 
and sprocket eliminate the need for cables 
or arms. All power components are built 
into the housing. H 

Grcle 141 on reader service card 

Control At Your Fingertips 
Powerful Doane System computer software 
helps you manage your landscaping business. 
• Deta i led j o b cos t ing 
• P roduces fas t , accura te b ids 
• Pr in ts i t emized work orders 
• S c h e d u l i n g / R o u t i n g 
• Recur r ing and AIA bi l l ing 
• Ful ly in tegra ted accoun t ing 
• Pr in ts f inanc ia l repor t s 
• T racks inven tory and e q u i p m e n t 
• Free b rochu re 

Contact: Doane Agricultural Services Company 
6443 SW Beaverton-Hillsdale Highway, Suite 305 

Portland, OR 97221 • (503)297-9035 

1-800-367-7082 DOANE 
SYSTEM 



CLASS GRASS. 
Thanks to GSL Sulfate of Potash, this healthy expanse 
of turf is exhibiting HIGH STRESS RESISTANCE. 

Potassium—if it works on the golf course, it'll work on your 
customer's lawn. 

Fertilizing with increased levels of potassium builds stress 
resistance and reduces 
risk of turf damage. But all 
potassium sources are not 
the same. 

From nutrient-rich 
natural ponds fed by the 
Great Salt Lake comes 
GSL Sulfate of Potash. 

It's the perfect source of 
potassium for turfgrasses. 
Not only does it contain 
essential sulfur, a valuable 

turfgrass nutrient in sulfate form, but it also has the lowest 
salt index of any potassium source. 

\bu can apply the high rate of potassium necessary for 
resistance to drought, tolerance to cold and wear, stronger 
roots, and improved nutrient uptake, without the risk of 
"turf burn" a higher salt index can cause. 

So, for class grass that stands up to stress, keeps home-
owners happy, and reduces costly callbacks, specify GSL 
Sulfate of Potash. 

The Natural Sulfate of Potash Producer 
P.O. Box 1190 • Ogden, Utah 84402 • 1-800-453-4515 
Great Salt Lake Minerals & Chemicals Corporation 
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Calendar 
JAN. 31-FEB. 2 
The Management Clinic, co-sponsored by the 
National Landscape Association, Garden Cen-
ters of America and Wholesale Nursery 
Growers of America, The Gait House East, 
Louisville, Ky. Contact: The Management 
Clinic, 1250 I St., NW, #500, Washington, DC 
20005; 202/789-2900. 

FEB. 3-4 
1992 Penn-Del ISA Shade Tree Symposium, 
Hershey Lodge and Convention Center, Her-
shey, Pa. Contact: Elizabeth Wertz, Interna-
tional Society of Arboriculture, P.O. Box 293, 
Bedminster, PA 18910; 215/795-2096. 

FEB. 3-5 
Mid-America Green Industry Convention, Hil-
ton Plaza Inn, Kansas City, Mo. Contact: Oli-
via Golden, Professional Lawn Care Associa-
tion of Mid-America, P.O. Box 35184, Kansas 
City, MO 64134; 816/765-7616. 

FEB. 3-S 
National Symposium on Pesticide and Fertilizer 
Containment: Design and Management, Westin 
Crown Center, Kansas City, Mo. Contact: Glenn 
Church II, MidWest Plan Service, 122 David-
son Hall, Iowa State University, Ames, IA 
50011-3080; 515/294-4337. 

FEB. 4 
Annuals Plant Program, Tom's Country Place, 
Avon, Ohio. Contact: Charles Behnke, Coope-
rative Extension Service, 42110 Russia Road, 
Elyria, OH 44035; 216/322-0127. 

FEB. 4-5 
Capital Region Turf & Ornamental School, 
Eastern Section, Holiday Inn, Granville, Pa., 
Western Section, Embers Convention Center, 
Quality Inn, Carlisle, Pa. Contact: James 
Welshans, Dauphin Co. Cooperative Extension, 
1451 Peters Mountain Road, Dauphin, PA 17018; 
717/921-8803. 

FEB. 4-6 
Garden State Nursery & Landscape Conference 
& Trade Show, Garden State Convention and 
Exhibit Center, Somerset, N.J. Contact: S. 
Howard Davis, New Jersey Nursery & Land-
scape Association, Building A, Suite 3, 65 S. 
Main St., Pennington, NJ 08534; 609/737-0890. 

FEB. 5-7 
American Sod Producers Association's Mid-
winter Conference and Exposition, Bally's 
Casino & Resort, Las Vegas. Contact: ASPA, 
1855-A Hicks Road, Rolling Meadows, IL 
60008; 708/705-9898. 

FEB. 10-17 
Golf Course Superintendents Association of 
America, 63rd international Golf Course Con-
ference and Show, New Orleans Convention 
Center, New Orleans, La. Contact: Linda For-
tunato, GCSAA, 1421 Research Park Drive, 
Lawrence, KS 66049; 913/841-2240. 

FEB. 18-21 
International Erosion Control Association, 23rd 
Annual Conference and Trade Exposition, 
Reno, Nev. Contact: Ben Northcutt, IECA, P.O. 

Box 774904, Steamboat Springs, CO 80477; 
303/879-3010. 

FEB. 21-22 
ALMA Expo, sponsored by American Landscape 
Maintenance Association, Clarion Resort, Orlan-
do, Fla. Contact: ALMA, 2126-A Hollywood 
Blvd., Hollywood, FL 33020; 800/992-ALMA. 

FEB. 24-25 
Professional Lawn Care Association of Ameri-
ca, Legislative Day on the Hill, Washington, 
D.C. Contact: PLCAA, 1000 Johnson Ferry 
Rd., NE, Suite C-135, Marietta, GA 30068-
2112; 404/977-5222. 

FEB. 26 
New Jersey Landscape '92 15th Annual Trade 
Show, Meadowlands Convention Center Plaza 
Drive, Secaucus, N.J. Contact: Skip Powers, 
630 Valley Court, Westwood, NJ 07675; 
201/664-6310. 

FEB. 27-28 
Associated Landscape Contractors of Colorado, 
Landscape Conference and Trade Show, Holi-
day Inn 1-70 East, Denver. Contact: Joyce Rich-
ardson, 5290 East Yale Circle, Suite 100, 
Denver, CO 80222; 303/757-5611. 

FEB. 28 
Turf Management Seminar, sponsored by Cuya-
maca College and University of California 
Cooperative Extension. Contact: Ray Meredith, 
Cuyamaca College, 2950 Jamacha Road, El 
Cajon, CA 92019; 619/670-3544. • 

USB READER SERVICE #29 

Back 
issues of 

LAWN& 
LANDSCAPE 

MAINTENANCE 
magazine 

are available for 
$2.50 each. 

Indicate which 
issues you want and send a 

check or money order 
covering full payment to: 

LAWN& 
LANDSCAPE 

MAINTENANCE 
400 Bridge Ave., 

Cleveland, OH 44113 
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26041 Palo 
Mission Viejo, CA 92691 
(714)587-8488 
(800) 292-3488 
FAX: (714)951-2656 

Creative 
curb marketing 

Permanent Landscape Borders 

Create profits 
by offering your customers 

beautiful borders. 

Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and 

an important 
addition 

to your 
bottom line. 



Introducing new low-dust CHIPCO® RONSTAR® brand G oxadiazon herbicide. 

Thanks to a cellulose-based granule derived from recycled paper, your favorite 

herbicide is now available in an easier-handling, remarkably low-dust formulation. 

LESS *IN'THE* AIR 

Of course, you still get the same dependable control of 25 broadleaf and 

grassy weeds-including goosegrass, crabgrass and Foa Annua-that you've come to 

expect from CHIPCO® RONSTAR® G. And you get this proven control all season long 

from just one pre-emergence application; without the leaching and rootjiruning 
A ,. | . r ^ . v A B ^ T j l V I 

associated with some herbicides. You can even use it on a wide variety of ornamentals 
m T ' i A . f i w M 

\ j , m I. 1 M J j k ^ H A 8 ) t I f f I \ 

to keep more of your course weed-free with each application. • For more 

MORE • ON • THE • GROUND 

information about new low-dust 

herbicide, contact your turfcare \ Mifei 

VI 

call toll-free 1-800-334-9745. Runs tar E 

CHIPCO® RONSTAR® brand G 
Mr1 \ ] 1 i 

chemicals supplier today. Or 

Chipco® Ronstar® G 
A Brand §Mt»cide * 

Of RHÔNE-POULENC = - Rhone-Poulenc Ag Company, 2 T.W. Alexander Drive, Research Tnangle Park, NC 27709. CHIPCO and RONSTAR are registered trademarks of Rhone-Poulenc. 
As with any crop protection chemical, always read and follow instructions on the label. © 1991 Rhone-Poulenc Ag Company. 

71 USE READER SERVICE #33 JANUARY 1992 • LAWN & LANDSCAPE MAINTENANCE 



, ..Lawn & Landscape 
MAINTENANCE 
Classifieds 

RATES 
All classified advertising is 75 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the pub-
lisher before the first of the month preceding 
publication and be accompanied by cash or 
money order covering full payment. Submit 
ads to: Lawn & Landscape Maintenance 
magazine, 4012 Bridge Avenue, Cleveland, 
OH 44113. Fax: 216/961-0364. 

BUSINESS FOR SALE 

OWNER-FINANCED BUSINESS 

PROFITABLE, excellent BUSINESSES 
for sale. Excellent terms, owner financ-
ing. Located all areas except Northeast. 
AFFILIATED BUSINESS CONSUL-
TANTS, Mike Dougan 719/548-8888. 

CATALOG COMPANY 
Nationwide mail order catalog company for 
tropical plants and special formulated fertilizers. 
Established eight years with 5,000 customers. 
Company poised for major growth into wholesale 
distribution to nurseries and retail chains. 
Business can be relocated or added to existing 
company. Contact Ray Doha, agent in Houston, 
Texas at 713/680-0555. 

HILTON HEAD ISLAND 
Lawn fertilizer/pesticide spray division of es-
tablished full-service landscape company for sale 
to qualified persons. All equipment/contracts 
for commercial and residential properties in-
cluded. $130,000. 404/339-1359/days. 

BUSINESS OPPORTUNITY 
Landscape maintenance business for sale. Apart-
ment and commercial properties. All in Los 
Angeles area. Yearly income of approximately 
$120,000. Only two employees five days a week. 
After expenses you net about $6,500 per month. 
A truck with all the necessary equipment in-
cluded in sale. Selling price $75,000. We are sell-
ing together with a five-bedroom house for 
$285,000. We are retiring from business and of-
fering an opportunity of a lifetime. Direct in-
quiries to 213/277-2041. 

FRANCHISE 
Consider becoming part of a growing and pro-
fitable lawn mower, small engine replacement 
parts franchise. AMPS has several area open-
ings to start you on your way to "financial suc-

cess." For investment $45K. 
Call 305/474-4942 

ATLANTIC MOWER 
PARTS & SUPPLIES, INC. 

13421 S.W. 14th Place 
Ft. Lauderdale, FL 33325. 

FOR SALE 

LAWN CARE EQUIPMENT 
Hannay reels new in-the-box, E1526s, E1530s, 
$359; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, $51.95; 
glycerin-filled gauges, 0-60 psi to 0-1,000 psi, 
$19.95; ChemLawn guns, $78.95; lawn spray 
boots, $16.95; lawn spray gloves, $1.75/pair. 
Call Hersch's Chemical Inc. 
800/B43-LAWN - outside of Michigan 
313/S43-2200 

COMPUTER SOFTWARE 

LAWN 
ASSISTANT 

To get a FREE 90 page informa-
tion booklet on the software 
for the lawn and tree care industry 

Call Toll Free: 
1-800-422-7478 

Real Green Computers 
3130 Crunb Rd Walled Ik HI 48390 

PIPE LOCATOR 
INEXPENSIVE. Locates, traces underground 
drain, water pipelines of clay, PVC, ABS, steel 
and cement. Bloch, Box 18058, Cleveland, OH 
44118. 216/371-0979. 

COMPUTER SOFTWARE 
An integrated business management system for 
$495. A single dBASE, compiled EXE with A/P, 
A/R, G/L, pay roll, job costing, laser labels and 
much more. Ideal for Serv. Business. Demos 
available. Dealers wanted. New Serv, 1615Gelhot 
Dr. #34, Fairfield, OH 45014; 513/829-1585. 

FINANCING 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $500,000. Free 
recorded message: 707/448-0270. (NK8). • • • 

COMPLETE TRANSMISSION 

Premium 
Replacement 
Parts ¡ T H O M A S 

t o ^ p , DISTRIBUTORS. INC 

Janqary Special 
Complete 

Transmission 

P«rt#: JT-215 Cost : $169.95 

CALL FOR A FREE CATALOG 

1-800-828-7980 
VISA AND MASTERCARD ACCEPTED 

PLANT DATABASE SOFTWARE 
Computer database with over 2,000 plants. Im-
port into your database program, then select as 
follows: "find small evergreen shrubs that grow 
in Zone 7 and bloom white in spring." Many 
other selection possibilities. $63 introductory 
offer. Write J. B. Good Inc., 5250 N.E. Hwy 20, 
Corvallis, OR 97330 or call 503/752-6260, 7 
a.m. to 5 p.m. Pacific time. 

ISUZU GMC COVER 
1986IsuzuGMCCabover: Excellent condition. 
Two compartments. Completely stainless tank 
and bed. Hydro-cell 25 G.P.M. two hose reels 
with guns. Also holds 1,000 lbs. of dry fertilizer. 
Ready to do production. Regular cost over 
$30,000 new. Asking $13,500. 301/891-6035. 

EQUIPMENT CATALOG 
ENGINES, EQUIPMENT, COMMERCIAL 
MOWER PARTS AND MOWERS! Get your 
FREE catalog from Landscapes' Supply Corp. 
By calling 800/222-4303 or, in New York, 914/ 
429-8300. 

COMPUTER SOFTWARE 
Your free GARDENWARE program (the custom 
computer program for landscape maintenance 
services) is waiting to be claimed. GARDEN-
WARE will reduce your management, bookkeep-
ing and paperwork duties by more than 75%. 
GARDENWARE will give you more time to get 
more accounts and expand your business. GAR-
DENWARE will save you time at work and give 
you more time for your friends, your family, 
YOURSELF. Call us. Older your free GARDEN-
WARE program. If you like it, buy it. If you don't 
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like it, don't buy it. It's that simple, that easy 
and that fair. It's FREE. Call us 800/266-8135 
code 0GWLLM91. GARDENWARE is a prod-
uct of: Zipper Software, 1980 Cliff-225, Santa 
Barbara, CA 93109. 

• • • 

HELP WANTED 

MAINTENANCE FOREMAN 
Top firm needs foreman. Quality conscious Tex-
as-based landscape management firm has im-
mediate opening for detail-oriented landscape 
maintenance foreman. If you have outstanding 
professional and horticultural skills and are not 
afraid of hard and healthy teamwork, then you 
could qualify for a top position with the finest 
landscape firm in the Southwest. Outstanding 
compensation and opportunity. Reply to: Lawn 
& Landscape Maintenance, Box 325, 4012 
Bridge Ave., Cleveland, OH 44113. • • • 

LANDSCAPE 
MAINTENANCE SUPERVISORS 

Rapidly expanding landscape maintenance firm 
seeking experienced, quality individuals to be 
field/working supervisors. Tremendous oppor-
tunity to grow. Full benefits. Contact: Tandem 
Landscape Co., 33W480 Fabyan Parkway, West 
Chicago, IL 60185. Attn: Glenn Kedzie. • • • 

SALES/MANAGER 
LANDSCAPE MAINTENANCE 

Looking for aggressive person with extensive 
background in sales for commercial grounds 
maintenance and landscape clientele. Experience 
should include client prospecting, contract ne-
gotiations, estimating, annual budgeting and a 
general working knowledge of all aspects of the 
grounds management industry. 

If you are seeking a career opportunity with 
an aggressive full-service firm, please send your 
resume to Lawn & Landscape Maintenance, Box 
352, 4012 Bridge Ave., Cleveland, OH 44113. • • • 

CREW SUPERVISORS 
Western suburban Chicago firm looking for 
highly motivated responsible individuals to man-
age crew. Must possess leadership skills, know-
ledge of pruning, pesticide license, ability to 
interact with customers and report on site an-
alysis. Send resume and references to: Lanw & 
Landscape Maintenance, P.O. Box 354, 4012 
Bridge Ave., Cleveland, OH 44113. • • • 

Mower Selection 
(continued from page 34) 

visor for Tailored Lawn Service, Plain Ci-
ty, Ohio, said he looks for hydrostatic 
drive to get away from the problems asso-
ciated with belt drive, such as poor trac-
tion in wet conditions, no automatic re-
verse (which leads to scuffing) and con-
tinuous adjustment. 

Unlike Angles, Zarrilli said he never con-

GROUNDS MAINTENANCE/ 
LANDSCAPE/LAWN CARE 

Expanding grounds management firm in Cin-
cinnati and Columbus seeks qualified and ex-
perienced personnel to fill openings in grounds 
maintenance, landscape construction, lawn care, 
irrigation and flower care. Quality conscious 
individuals knowledgeable in ornamentals, turf-
grass, landscape installation, lawn mowing, ir-
rigation service, pest management and flower 
care should respond. Outstanding compensa-
tion, year-round work, benefits and advance-
ment opportunities available. Letter or resume 
to PROLAWN PROSCAPE, 11488 Deerfidd Rood, 
Cincinnati, OH 4S242. Attn: Clayton Sheeler 
513/489-2433, days. 

• • • 

TURF MANAGEMENT SUPERVISOR 
Responsible for production/quality control at 
our Southeastern PA location. Experience in 
diagnosis and application of lawn care products 
required. Must possess commercial applicators 
license and ability to provide quality customer 
service. Supervisory experience a plus. Full 
benefits package. Salary commensurate with ex-
perience. Please send resume to: P.O. Box 249, 
Kulpsville, PA 19446. 

• • • 

TURF SPECIALIST 
Experience in the application of lawn care mat-
erials desired. Commercial applicators license 
and good communication skills a plus. Com-
petitive hourly wage/full benefits program. For 
more information call 215/368-9333 or send 
resume to: P.O. Box 249, Kulpsville, PA 19446. • • • 

DAMN THE RECESSION 
FULL SPEED AHEAD 

Major irrigation manufacturer seeks aggressive, 
take-charge salesperson for Northeast territory 
with home-base in Chicago. Our road warrior 
should have experience with irrigation products 
distribution, contracting and specifications in 
the Northeast. Some college preferred, but we 
will be especially impressed with a successful 
track record in sales, excellent interpersonal and 
team skills and the ability to plan and imple-
ment. Salary, commission, car and benefits pack-
age. Write Lawn & Landscape Maintenance, 
4012 Bridge Ave., Cleveland, OH 44113. • • • 

LAWN CARE EXPERIENCE 
Person with lawn care and some machine shop 
background to work with lawn equipment manu-

siders two-cycle engines because the cost 
of mixing oil and gas are too high. 

Tegtmeier said hydraulic drive is the com-
pany's most requested drive system. "There 
is an advantage of the hydraulic over hydro-
static. There are less moving parts. More than 
anything, they filter 100 percent of oil, where-
as hydrostatic filters about 7 percent maxi-
mum. Contaminated hydraulic fluid equates 
to shorter life of the pump and motors." 

Tegtmeier said that one way to achieve 

facturer in Great Lakes area in both sales and 
production. Some traveling. Send resume and 
driver's license number to: P.O. Box 56, Win-
throp Harbor, IL 60096-0056. 

• • • 

BRANCH MANAGER 
Branch manager for large Florida landscape 
maintenance contractor. Must have 3 years ex-
perience running a million-dollar-plus branch. 
Must possess good operational and customer 
service abilities. Excellent salary and benefits. 
Write Lawn & Landscape Maintenance, P.O. Box 
355, 4012 Bridge Ave., Cleveland, OH 44113. • • • 

REGIONAL MARKETING MANAGERS 
Independent regional marketing managers to 
handle various marketing areas across the U.S. 
and Canada. The product lines are oriented 
toward the construction and turf markets. Many 
products are dual industry oriented. Individuals 
should be sales oriented with experience in land-
scape and construction industries. Huge poten-
tial for the aggressive person willing to promote 
great products. Product training, leads and 
technical support provided. Please send resume 
and cover letter stating requested area to: Master 
Distributors Inc., 1801 West 13th Ave., Denver, 
CO80204; 303/595-8722. FAX: 303/893-9161. • • • 

LANDSCAPE 
MAINTENANCE MANAGERS 

Top Northern California-based landscape main-
tenance company needs aggressive, strong-
minded leaders. Opening for detail-oriented 
landscape maintenance personnel — operations 
managers, supervisors, crew foreman; PCO 
license and horticultural degree helpful. 

You would join a group of hard-working, 
competitive-minded team players in one of the 
fastest growing maintenance companies with 4 
offices and 300 full-time personnel. Send resume 
to: Four Seasons Landscape & Maintenance Inc., 
777 W. San Carlos St., San Jose, CA 95126; Attn: 
James R. Marcus, 408/283-8800. 

EMPLOYMENT WANTED 

LAWN CARE SPECIALIST 
Need a general manager or troubleshooter for 
chemical lawn care? Need growth or increased 
profits? Need a leaner, more productive com-
pany or if you want to add a chemical lawn care 
division or start a new company, call John at 
208/338-5107. 

• • • 

riding capability while holding costs down 
is to employ a steerable sulky. "This great-
ly reduces the initial cost of the equip-
ment, yet gives the operator the opportu-
nity to ride rather than walk. 

"Also, whereas the rider is dedicated to 
riding, a walk-behind with sulky can be 
removed in tight quarters." 

Chauvin said he looks for durability. "The 
use or abuse they get is a real factor," he said. 

Good tip speed is also important. "I want 
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something that is able to maintain its 
power. A lot of properties have slopes," 
he said. 

MULCHING MOWERS. Mulching mowers 
have recently attracted much attention and 
potential buyers are weighing the benefits 
and drawbacks of the technology. 
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Editor 

Ecological and financial incentives are 
among the most frequently cited reasons 
for their use, as mulching mowers not on-
ly return clippings and nutrients to the 
soil, but reduce dumping fees as well. 

"For those contracts where the cutter 
can mulch clippings rather than side dis-
charge or bagging, mulching has certainly 

Julie A. Evans 
Associate Editor 

West Coast Sales 

started to be popular," said Ransome's Muser. 
"It's strictly a question of whether or 

not the feature of mulching can be sold to 
the customer. It provides advantages to the 
lawn in addition to being a cost saver to 
the contractor," he said. 

Muser said that returning the clippings 
to the lawn can provide up to 25 percent 
of the nitrogen that a lawn needs, thereby 
reducing the demand for chemicals. It 
also helps build a deeper root system than 
a lawn that has its clippings regularly re-
moved, he said, and a deeper root system 
reduces irrigation demands. 

"The environmental aspect is one way 
that contractors art going to be selling 
mulching," he said. 

Despite their resurgent popularity, some 
landscape contractors remain skeptical of 
the results. Many are taking a "wait-and-
see" approach to the technology, while 
others are simply satisfied with their cur-
rent mowing inventory. 

Gallagher said that his company has 
given little thought to mulching mowers. 
"We don't bag very much as it is," he 
said. "We've always been under the phi-
losophy of 'don't bag it.' The only time we 
do bag is for safety reasons or if clients 
ask for it — only a small percentage re-
quest bagging. 

"With that experience, we probably won't 
look at mulching mowers," he said. 

But Rob Zolezzi, owner of L & L Land-
scape Services in Santa Clara, Calif., said 
that his company recently purchased a Hust-
ler TurboShredder with excellent results. 

"You don't need to catch the clippings 
because it has a series of small blades that 
mulch grass as you mow," he explained. 
"You save a ton of time as far as mowing 
goes.. .You never have to stop the machine 
and unhook the basket and dump. And 
you don't have to haul the clippings and 
pay fees in a dump site." 

He added that leaving clippings on the 
ground is horticulturally a better practice 
for the lawn. 

But not all accounts are amenable to re-
cycling clippings, he said. "In high visibili-
ty accounts, we don't use it because visually 
you can still see some grass on top." 

Mulching kits are a lower cost alterna-
tive. Mulching plates attach to the walk-
behind mower and redirect the clippings, 
allowing the blade to cut the clippings a 
second time. 

Muser said that contractors benefit from 
a mower that converts from mulching to 
side discharge or bagging. "This enables 
the contractor to satisfy his customers 
whether or not he can use the mulching 
mower on a particular account, as well as 
satisfy the problem that all mulching 
mowers will suffer performance problems 
under some conditions." • 

The author is Associate Editor of Lawn & 
Landscape Maintenance magazine. 
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T(ou aren't born smart.That's vtfhy there's 
such a thing as experience. 

STIHL 

"With equipment, 

like a lot of things in the 

lawn-care business, you 

learn the hard way 

I put the equiva-

lent of five years of'home-

owner'use on a trimmer 

in five days. 

Same thing with 

chain saws and backpack 

blowers. I bought the dis-

count-store brands first, 

before I knew better. 

But after my first 

Stihl, I never even looked 

at another brand. 

I need to get the job 

done in the least amount 

of time, so I can go on to an-

other job and make more 

money. Its that simple" 

- John Frtck 
Owner, Grassroots, Cincinnati, OH 

Stihl makes chain saws, 

blowers, and trimmers for pro-

fessionals who depend on their 

tools for a living 

Stihl. For the part of you 
that promised 

you'd nevter compromise. 
USB READER SERVICE #40 

01991 Stihl Im. 



« • 

THE WALKER TOUCH 

The Perfect Touch Many operators are finding the mid-size Walker Mower is the perfect size for their 
jobs - a compact, maneuverable tractor for small areas, combined with open space productivity of a 
rider, saves time. 

The "Midas" Touch Walker Mowers are moneymakers; one owner explained why he was buying a 
second Walker, "The first one made me money - 1 like to make money." 

The Finishing Touch To please the most discriminating customer, Walker delivers a beautiful mowing 
job and with the exclusive GHS grass collection option, the turf is vacuumed clean and manicured. 

¿Ride a ¿WatkeA 

The Mid-Size Walker Line 
• 3 tractor models from 11-21 H P with gas or diesel engines • 3 front mounted implements: snowblower, rotary broom and 
• 3 mower deck sizes 36"-54" with grass collection, side discharge dozer blade 

or mulching available • 3 year warranty on maintenance free hydrostatic wheel drive 

WALKER MFG. CO. 5925 E. HARMONY ROAD, FORT COLLINS, CO 80525 • (303) 221-5614 
U S I READER SERVICE #21 


