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The brand you trust.
Call 1-800-558-5667 for the distributor nearest you.

It's the #1 brand in North
America! Because Safe Step
inelts ice up ﬂ:o 2 1/2 times
onger—without damagin,

side effects— thanks to itsg
exclusive formula and patented
manufacturing process.

Get the melting power of multiple
ingredients in granules coated with
catalytic agent MG-104™".

* Melts ice below zero.
Works effectively at even
-3°10-5°E

* Keeps melting longer.
Up to 2-1/2 times longer than
traditional ice melters.

* Prevents refreezing.
Apply Safe Step once; save
time, labor, money—and avoid
damaging “thaw-refreeze” cycles.

Used as directed, Safe Step. ..

* Won't damage concrete.
“Thaw-refreeze” is concrete’s
worst enemy: Avoid it with long-
lasting Safe Step.

* Won't harm grass.

Or trees or other vegetation.

* Won't stain carpets.

No oily residue on rugs & floors.
Won't attack shoes or leather.

* Won't hurt skin.
No need for gloves, goggles or
special precautions.

* Unlimited shelf life.

No rock-hard clumps from
taking on moisture.

* Packaged for your needs.
Available in bags, boxes, pails,
jugs; and sizes from 5 to 100 Ibs.

* Fast order response.
Nationwide warehouse network.
Orders can be processed and
ready for delivery within 24 hours.
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More Than 60,000 Subscribers Monthly

Aiming High
ISS Landscape
Management
Services s ﬁ)ru.\m'

on growing its
branch offices and its resort, theme park and golf course
niches across the country.

Features
Looking Ahead by Looking Back
Last spring, lawn care professionals experienced the
tenacity of weeds, especially crabgrass. Plan your
strategies now to win the war this year.

Moveers on the Move

As the commercial mowing market grows, competition
among manufacturers for your equipment dollar keeps
getting hotter.

Green Industry Expo Review: High Hopes for ‘97
Optimism ran high as contractors from large and small
(0)11/’;1/1/}'5’ g{”/’f’c’({ n (“1‘”([‘"”4”] o II('“['DY(' l“lf/
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Torgefing Profitable Prices

There may be other methods that work, but most
contractors agree that a successful pricing structure starts
with understanding your costs.

What's New in
Sprinkler Heads?

Spray patterns, flow
rates and flexibility
are the focus as manu-

equipment strive to
give contractors greater
{ £
control over irrigation
systems with improved
products.

Marketing Strategies that Work.
Adapting to Changing Markets

Smart contractors realize that customer bases change
constantly and so should their marketing strategies.
Whether it's a comprehensive plan or a program for just

one client, each marketing strategy should be based on
the customer's needs.
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EDITOR'S FOGUS

B

Sue Gibson
Editor

magine if your business never changed. Imagine competitors that
become completely predictable, customers that renew year after
year, employees who never leave and weather that’s always perfect.
Maybe in that world, mower blades never go dull and business
owners never get wrinkles.

In the real world, however, things constantly change. In fact,
that’s one of the things I like best about business. Employees,
customers, competitors and Mother Nature make every year dif-
ferent from the last. This makes business even more of a challenge
because we should realize that what works well one year may be a
flop the next. Change challenges us and keeps us on our toes.

I think we all want to be able to forecast coming changes, to
budget with certainty, to know that things will be all right, all year
long. Anticipating change and being flexible is our way of trying to
stay in control of events. And events are constantly changing. As
we enter the new year 1997, we'll have big changes in our industry
with the TruGreen-ChemLawn/Barefoot Grass merger, the En-
vironmental Protection Agency’s pressures to prove the risks and
benefits of pesticides and this year’s usual weather surprises.

Probably the best way to profit from change is having a clear plan
of business and staying flexible at the same time. I hear too often
about lawn or landscape contractors who seem to be in business just
to make a wage, not to build a business. Step one is making a plan
based on your customers’ needs. Step two is making it realistic.

It doesn’t have to be complicated. And although a yearly business
plan will not stop change from happening, it can help guide your
business through the many changes, twists and reversals that are
inevitable. Even the largest companies revise their business plans on
a regular basis. They have to because their markets, customers,
competition and employees change.

Several articles in this month’s issue explore planning for 1997,
whether it be through a preemergent herbicide strategy, developing
a clear marketing plan, setting a profitable pricing structure or
searching for the best mowers or sprinkler heads for your business.

Our cover story, “Aiming High,” (page 32) explains how ISS
Landscape Services Inc. in Tampa, Fla., anticipates change by
having clear goals for its future business in lucrative specialty
landscape services, amusement parks and golf courses. The plan
gives company employees a focus on what needs to be done to
achieve an efficient and profitable year.

Now that I think of it, those seem like pretty good goals for any
company this year. A good business plan for 1997 will enable you to
be a smart manager, react quickly to market changes and give your
employees strong leadership. That alone will make this year
something special. — Sue Gibson
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Mow your PaperWork Into Profit!
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CLIP for Windows is the most CLIP Makes You Money. By performing

powerful paperwork cutter in the lawn industry! accurate job costing, CLIP shows which lawns
You wouldn't cut grass by hand, you shouldn't you're losing money on. You can then raise rates

| be doing your paperwork by hand. CLIP plows e or can;el t'he job. You'll make money on every job,
through all your paperwork, taking care of all of e LD every time!
your scheduling, routing, billing and jobcosting e T Prpes T CLIP Catches Overdue Accounts. You will
chores and much more. o o ey know before you do a job whether the customer
CLIP Takes Care Of Scheduling And Oom Swhms ‘ has been paying his bills and how much they owe.
Routing. CLIP automatically reschedules every [ ey ———— ‘ Don'tdo any more free work!
customer each day and prints out route sheets :::' (esonsges) fiivrmng CLIP Does More. CLIP is custom tailored to your

in geographical order - saving time and fuel! business. You will be amazed at how much CLIP

CLIP Does Your Bills. Just the press of a
button will print out all your bills at the end of the
month! Atthe end of each day the work is easily

recorded by pressing "Y" if the job is done, or
“N"if not. CLIP does the rest by rescheduling and/or billing accord- CLIP takes care of youk paperwork it s

ingly. When billing time comes around, you just tell CLIPto print the can take care of your business!

1 Whamouwbeemf? Call 800-635-8485 For a free demo!
&R1)7 ..the Power Paperwork Cutter! Eﬂ

/INDOWS
Sensible Software, Inc., 2 Professional Drive, Suite #246, Gaithersburg, MD 20879, (301) 977-5993 COMPATIBLE
Microsoft, Windows, and the Windows logo are registered trademarks of Microsoft Corporation

USE READER SERVICE #51

can do for you.

Job Costing reports keep you in the money.




BLOWERS ARE THE ONLY OPTION

Gasoline-powered blowers continue fo face potential
restrictions from near-sighted groups focusing exclusively
on the noise produced by these valuable tools.

One municipal study illustrates the value of blowers by
measuring their productivity against vacuums, hoses and
brooms. The study showed that an area of 168,989 square
feet can be cleared in two hours and 15 minutes with a back-
pack blower, but takes 18 hours of work with a vacuum,
three days with a hose and almost 12 days with a broom.

Critics also ignore the fact that backpack blowers triumph
in affordability with a labor cost of $32.06 for clearing that

area, compared to $256.50 for the vacuum, $1,083 for the
hose and $4,018,50 for doing the job with a broom.

SERVICEMASTER CONTINUES
GROWTH — BUYS BAREFOOT

IN A MOVE that surprised
the entire lawn care industry,
ServiceMaster L.P., Downers
Grove, Ill., announced plans
to purchase Barefoort Inc.,
Worthington, Ohio, for $230
million. The purchase, by the
company that owns
TruGreen-ChemLawn, will
form the lawn care industry’s

largest company, with more

than 3 million customers.
According to ServiceMaster,
the transaction will be carried
out with a tender offer to
Barefoot stockholders of $16
per share. The deal is subject
to registration with the Sec-

urities and Exchange Commis-

sion, antitrust approval and
completion of final due dili-
gence by ServiceMaster.
Barefoot Grass CEO Patrick
Norton (left) noted that with
the sale of the company to
ServiceMaster, Barefoot will
now benfit from the
emphasis given to service
and training ot TruGreen-
ChemLawn. Credit:

Photographic Design Group

savings with a
clearing an area of 168,989 sq. ft.

CUTTING AWAY LABOR CCSIS-

This chart llstrateslobor and cost

blower for

(B 18 g
fo e 3

Patrick Norton, CEO of
Barefoot Inc., expected the
d(“.]] [0 move Sn]()()[hly‘ not-
ing, “I would anticipare
closing in abour three
months.” He said the move by

ServiceMuster will be
the largest lawn care

company in the U.S.

with morve than 3

million customers

and more than $755

million in revennes.

ServiceMaster is consistent
with the company’s strategy
for growth through acquisi-
tions and called this deal the
“biggest consolidation” so far.
Executives of both firms
noted advantages for the
combined company. “We are

Source; Echo Inc.

excited about combining the
nation’s two largest lawn care
companies with the object-
ives of creating expanding
market opportunity, econo-
mies of scale and productivity
improvements,” said
Carlos Cantu, CEO of
ServiceMaster.

Norton added,
“Barefoor is joining with
the nation’s largest lawn
care company and one of
the leading service
companies in the
country. ServiceMaster
has a reputation for
outstanding customer
service, with an
emphasis on training
and developing people.”

Barefoot reported
annualized revenues in
excess of $125 million
from 53 company owned
branches and 50 franchises.
TruGreen-ChemLawn
reported customer level
revenues of more than $630
million from 2.5 million
customers serviced by 200

(continued on page 8)
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(continued from page 6)

ENL

service centers throughout the
U. S. Servicemaster’s
Consumer Services operating
segment owns TruGreen-
ChemLawn, as well as
Terminix, ServiceMaster
Residential and Commercial

MISSION STATEMENT:

AWN & LANDSCAPE magazine delivers
superior, total coverage of the con-

finually evolving professional lawn
and landscape contractor market, from
in-depth business trends and technical
research reports to market analysis
and new product introductions. For 18
years, L&L has provided industry
presidents, business owners and top-
level managers the most up-to-date
information needed to effectively run
their businesses.

Services, Merry Maids,
American Home Shield,
Amerispec and
Furniture Medic.

ServiceMASTER.

INDUSTRY REACTION. It's a fair
guess that almost all industry
insiders were taken by surprise
with the news of the
deal. Some contractors
contacted by Lawn &
Landscape declined to
comment on the
situation, saying they
were unsure how the
consolidation would
affect the markerplace.
Others expressed
optimism because the
consolidation will
eliminate some
competition in their
markets.

Terry Kurth, president of
the Professional Lawn Care
Association of America and
owner of four Barefoot Grass
franchises in Wisconsin,
stated, “
deal. There are going to have
to be some options from my

[S an Inltrtb(lllg

standpoint as a franchisee — |
don’t see them (Service-
Master) buying many fran-
chises. I told my people I see
things going on the status quo
here, other than a potential
name change down the road.”
Bruce Moore, president of
Eastern Land Management

Inc., Shelton, Conn., saw

some positive points to the
“I think it’s good for us

for a couple of reasons. First,

moves

there is going to be a 20
percent to 25 percent attrition
from any merger, so that will
put more customers out there
for us to go after. Second, this
means there’s one less
company operating in the
area, so there is one less
competitive telephone call and
one less piece of mail my
customers get.”

Lou Wierichs Jr., president
of Pro-X Systems, Appleton,
Wis., and former president of
PLCAA, sees positives and
negatives to the move. He said
“too bad if the

industry lost an outstanding

it would be

compertitor like Barefoot
(continued on page 10)

@ Learn how to use RainCAD with a
FREE On-Line Beginner's Tutorial.

@ Additional training available on
CD-ROM.

With prices starting at just $395, the smart
new RainCAD"™ version 5.0 for Windows™
makes irrigation and landscape design
easier than ever. RainCAD users agree that
providing a professional RainCAD design
increases bid success rates-which makes
using RainCAD simply smart.

Call 1-800-348-3243

for our FREE information kit complete
with RainCAD demo disk or to order
RainCAD software today!

S
VISA

@ Calculate sprinkler layouts,
sectioning, zoning, pipe layout
and sizing automatically with point
and click simplicity.

@ Produce estimates, proposals and
material takeoffs quickly and easily.

@ Spend less time in the office and
more time closing sales.

\( _;\'.L.“‘!

RN I BIRD

PREFERRED BY PROFESSIONALS WORLDWIDE
970 West Sierra Madre Avenue * Azusa, CA 91702
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Forevermower.

The Hustler 2500 is nimble and quick, with grass-cutting
power and close-trimming capability that make it the most
productive mid-mount mower in the industry. The 2500 is
the perfect blend of performance and reliability.

SPEED AND PRODUCTIVITY TODAY
ECONOMY AND LOW MAINTENANCE TOMORROW

* Superior components — Ross ME wheel motors and
Sunstrand pumps

* Total maneuverability — one-hand Trim Steering” and true
zero-degree turning

* Multiple discharge options — from catching in the BAC-VAC™
high-volume catcher (at nine bushels, the industry’s most
productive) to side discharge in seconds, or to the optional
Recycling Kit, the most efficient recycling system on the market

 High-capacity decks — 60" or 72"

Think long term — 60" or 72".

New! Adjustable seat

NEW! All-hydraulic deck-lift system

50 you can change cutting heights on the go

J! Hydraulic tool bar

ready to mount and operate any Type O attachmen

=

edge for miles without leaving the comfort of your seat ‘

|

HUSTLER

Out Hustle all the rest!™

Excel Industries, Inc. » Hesston, KS 67062 1—800—395—"757 Call now for a demonstration on your turf.
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- Solvers -

ORcduced turf clippings

= *Aggressive tillering &fill in

= Improved mowing quality

Very dark green color
*Better versus brown patch
= *Durable under traffic

2 = *Establishes new perfo
= standards

Burlingham Scndsi_
oy o

Forest Grove, Or 976
800-221-7333 503-357-2141
Fax 503-359-9223

Quality Seed since 1914

USE READER SERVICE #15
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(continued from page 8)

Grass,” but finds that competing with
large companies as a locally based firm is
not very difficult. He emphasizes the local
connection in his business and noted that
each time a national company consoli-
dates, it gives the local companies an
upper hand.

This trend often encourages customers
to seek ourt local firms, noted John
Ehrlich

Co., Reading, Pa. That tendency repre-

Carson, division manager of ].C.

sents opportunity for locally based lawn
care companies, he said.

Wierichs also noted that whenever
larger companies combine, those in the
middle (local branches or franchises)
often elect to go out on their own, which
creates a glut of new startup lawn care

companies. That, he noted, could create
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Toensure that your meeting date is published, send an announcement at least 10 to 12 weeksin advance to Lawn & Landscape, 4012 Bridge

Ave., Cleveland, OR 44113,

MET TRENDS

* JAN. 19 New York State Ar-
borists Association certifica-
tion exam, Suffern, N.Y. Con-
tact: 716/671-5433,

JAN. 19-21 Empire State Tree
Conference, Suffern, N.Y. Gon-
fact: 518/783-1322.

. JAN. 20-22 Central Environ-
. mental Nursery Trade Show,

. Columbus, Ohio. Contact; 800/
 825-5062.

JAN. 20-22 Virginia Turf &
Landscape Conference,
Richmond. Contact: 540/942-

grass Conference, Lansing,
Contact: 517/321-1660.

JAN. 20-24 Professional
Horticulture Conference of
Virginia, Virginia Beach.
Contact: 804/523-4734.

JAN. 20-24 North Carolina
Turfgrass Short Course,

more price pressures in an industry
already dealing with price pressures, at
least for a short time.

Daryle Johnson, president of All
American Turf Beauty Inc., Van Meter,
lowa, said he didn’t think it was good for
the industry to have just one huge firm
and several smaller firms, rather than two
or three large, national companies.

Steve Hyland, president of Hyland
Brothers Lawn Care, Fort Collins, Colo.,
predicted the deal would not be good for
building customer loyalty.

“I feel for the customers because
they're being bounced around. The
customers are getting rocked back and
forth, and if I was a customer, I might
just leave the industry.”

Although definite figures for the

(continued on page 16)

Raleigh. Contact: 910/695-
1333.

JAN. 21-23 Midwest Turf
Expo, Indianapolis, Contact:
317/494-8039.

JAN. 21-23 Mid-America
Green Industry Convention,
Kansas City, Mo. Contact: 816/
561-5323,

JAN. 22 South Carolina
Landscape & Turfgrass
Conference, Columbia,

Contact: 706/542-2494,

o JAN. 24-25 ALCA Masters in
3 Management, Atlanta,

JAN. 20-23 Michigan Turf-
vl Contact: 800/395-2522.

JAN. 24-25 Commercial Lawn
Gare Equipment Exhibition &
Trade Show, Jacksonville, Fla,
Gontact: 904/778-9632.

JAN. 27-29 lowa Turfgrass
Conference, Des Moines.
Contact: 515/232-8222.
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ASSOGIATION NEWS

he Professional Lawn Care
Association of America appoin-
ted new directors to the board
of its Education & Research Foundation. Cindy
Code, group publisher of Lawn & Landscape
magazine, David Shetlar of The Ohio State
University and Norman Goldenberg of
TruGreen-ChemLawn joined the hoard,

PLCAA also introduced Terry Kurth, Lawn
Care of Wisconsin, as its 1997 president at the
Green Industry Expo. Joining him on the execu-
tive committee are: Larry Messina, president-
elect; Bob Ottley, vice president; and Gerald
Grossi, secretary-treasurer, For more
information, contact PLCAA at 800/458-3466.

The Associated Landscape Contractors of
America announced its scheduled slate for the
1997 Executive Forum, Feb. 16-19 in Acapulco,
Mexico. The Forum’s theme will be “The
Leadership Journey,” and the keynote speaker
will be Watts Wacker, a renowned speaker on
the subject of future consumer agendas. Other
speakers include Ralph Strayer, chief execu-
tive officer of Johnsonville Foods, and Will
Philips, a partner at Faust Management,

ALCA also announced the following Masters
in Management for the Landscape Industry
seminars: Jan. 24-25 in Atlanta; Feb., 21-22 in
San Francisco; and Aug. 8-9 in Chicago. For more
information, contact ALCA at 703/620-6363.

Newly-elected hoard members for the
California Landscape Contractors Association
include Dave Penry, president and Charles
Nunley, president-elect.

The Southern Nurserymen’s Association
elected its new hoard of directors for 1996-97.
John Watkins, Watkins Nurseries, is president,
He is joined on the board by James Zangger,
Greenleaf Nursery, vice president/chapter 1,
William Reese, Greenbriar Nurseries, director/

_

chapter 3, Walter Imahara, Imahara’s
Landscape, director/chapter 4; and Wilfred

Robbins, Robhins Nursery, director/chapter 2,

The Professional Grounds Management Sodety

recognized the lifetime dedication to the
green industry by Jeffrey Bourne by bestow-
ing upon him its highest honor — the Gold
Medal. This is the 14th award made by the
association since 1926. Bourne is director of

recreation and parks for Howard Gounty, Md.

PGMS’ new officers include: Steve
Wharton, president; Tom Riccardi, first vice
president; Randall Willis, second vice president;
and Jeffrey Bourne, treasurer. For more
information, contact PGMS at 410/584-9754.

Donald Leslie was installed as the 1996-97
president of the American Society of Land-
scape Architects at the ASLA Annual Meeting
in October. Leslie is an associate dean at
Penn State University. New ASLA vice
presidents are: Thomas Dunbar, president-
elect; Kathleen Fox, vice president of finance;
Patrick Moore, vice president for profes-
sional products and services; and Virginia
Russell, vice president for membership.

Jim McCann, president and GEO of 1-800-
FLOWERS, headlines the American Associa-
tion of Nurserymen’s 1997 Management
Clinic. The event, held Jan, 30-Feb. 2 in
Louisville, Ky.,is designed to help attendees
he more profitable with discussions on
critical areas such as marketing, financial
management and personnel. For more
information, call the AAN at 202/789-2900.

The Florida Turfgrass Association elected
Roy Bates president for 1996-97. He is a 15-
year veteran of the FTGA and is superinten-
dent at the Imperial Golf Club, Naples, Fla.
The FTGA also introduced its site on the
world wide web. The site includes green
industry information and resources,
environmental reports and much more. The
address is http://ems.ifas.uf.edu/ftga/.

with
dull blades.
Sharp-N-Lube®

Twelve Point Mobile
Mower Maintenance

A National
Franchise Opportunity

hat is Sharp-N-Lube?

It's really very simple.
To the consumer, it's a
twelve point mobile mower
maintenance service. To you,
its a well-designed business
created to act as an addition to
your current business or
as a stand-alone.

Potential Benefits
¢ Generate More Leads
For Your Current Business
¢ Generate Cash Flow
* Expand Name Recognition
* Expand Current Services
¢ Excellent Stand-Alone
Business

Featuring:

« Specially designed trailer
and equipment

¢ Full Training

* National Marketing Strength

* Low Investment

« Protected Territories

SHARZ.
LB

We Go Where You Mow

Call For More Information
and a Free Video

1-800-962-1869
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MORE |
CUSTOMER SATISFACTION

PUTS YOU IN CONTROL. What happens when you

meet a customer face to face? Are you confident? Are you in
control? With Barricade® preemergence herbicide, you will be. It
controls crabgrass and 29 other tough weeds — without staining.
That means fewer callbacks and more satisfied customers. With low
active ingredient, Barricade also minimizes worker exposure and
lessens the environmental load. What's more, it can be safely applied
to both turfgrass and ornamentals.

O o
It's 5 a.m. and you're facing a fifth straight day of rain. Who could have predicted it? Fortunately,
you're in control. You've already taken advantage of the flexibility that only Barricade provides.
Unlike any other preemergence herbicide, an early application of Barricade — even when applied
as early as fall - provides season long control. So even if the weather doesn't cooperate, you
don't have to worry about lost opportunities. With the lowest water solubility, Barricade also

MORE stays where you put it — even on slopes and hillsides.

APPLICATION FLEXIBILITY

Puts You IN CONTROL.




MORE

NEW BUSINESS

PUTS YOU IN CONTROL. In the lawn care business,

a competitive edge isn't something that would be nice to have.
It's something that's essential if you want to maintain existing
accounts and see more new account activity. No other
preemergence herbicide gives you more of a competitive edge
than Barricade. Its non-staining formulation and long-lasting
control make it the predictable, worry-free
tool that can put you in control right now.

To learn more about Barricade and how Barricade

it can help build your business, talk sl |
to your authorized Barricade distributor &%&Sﬁﬂﬁm
or formulator. Or call Now ——

1.800.248.7763. ’ S
YOU'RE §: ol
IN CONTROL.

o N smboz Always read and follow label directions. Sandoz Agro, Inc., 1300 E. Touhy Ave., Des Plaines, IL 6001 8. Barricade is a trademark of Sandoz Ltd. ©1996 Sandoz Agro, Inc
USE READER SERVICE #12
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(continued from page 10)

company’s combined market
share are not available, most
insiders agree that the clout
will be considerable in many
market areas. Economies of
scale and productivity for the
combined company should
enable the firm to offer
services at ever more
profitable levels.

“I don’t know what the
captured market is, but what
we have to remember is that
we still have 70 percent to 80
percent of lawn applications
done by the homeowners,”
Kurth noted. Others agreed,
noting that the potential
market for professional lawn
care services across the U.S.
continues to be large.

A series of personnel moves at Homelite included the appoint- ey [ [l
ments of Jimmy Farmer, brand manager, professional products  Jimmy Farmer Kevin Gordon
and Matt Ragland brand manager, consumer products. Jeff Pinnow

was also promoted to director, sales forecasting.

Sandoz Agro announced a series of sales and marketing promotions. Gene Hintze was named eastern district
turf and ornamental sales team manager. Leo Schoenhofen’s territory expanded to include the mid-south and
southwest turf and ornamental group.

United Horticultural Supply promoted Russ Mitchell to manage the UHS Great Lakes Division.

Kevin Gordon is the new product manager for irrigation valves and controllers at Hunter Industries. He will
oversee development of products for both residential and commercial markets.

Jack Heinemann was promoted to business manager for the International Operations Division of Briggs & Stratton.

Geri Cashion joined FMC as a technical representative for the southeastern region.

The Engine Division of Kawasaki named John Messing sales manager for industrial engines, Karen Freeman,
sales manager for turf engines, and Steve Iveson, sales representative for distributor and deal accounts,

(continued on page 18) —

Everywhere You
Look - There We Are'

Ranked Among the Best

Franchise Opportunities in America!

‘ _CARE AND MAINTENANCE
vogene | | eseme” | Josgorimiies| | Startune ~ INDUSTRIES.
agazine agazine
(‘EIOOL(I; Fl‘%n&l(l)ise Platinum Tlae51'6)p {STARTING AT 54,395%)
200
e wree e pomencr e REAL GREEN COMPUTERS
- Proven Leaders in the Lawn Care Industry wﬁﬁﬁcﬁ?%ﬁggo
- 17 year Track Record of Successes 300 425 7473
« In-depth Training (800) :
- Exclusive Territory (810) 360-5296
- Extensive Support / &
Call Roger Albrecht at: 1-800-982-5296 "05!5.2,7\\9!.9 en
USE READER SERVICE #17 USE READER SERVICE #18
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Monday, January 6 - Cleveland, OH Friday, January 24 - Denver, CO Thursday, February 20 - Philadelphia, PA

Tuesday, January 7 - Atlanta, GA Monday, January 27 - Charlotte, NC Friday, February 21 - Newark, NJ
Wednesday, January 8 - Miami, FL Tuesday, January 28 - Raleigh, NC Monday, February 24 - Boston, MA™
Thurs@ayjanuary 9-Orlando, FL Wednesday, January 29 - Richmond, VA  Tuesday, February 25 - Providefice, RI -

ida ]'iuary 10- Tampa Bay, FL — Friday, January 31~ Washington DC Wednesday, February 26 - Hartford,
lay, January 13 - Memphis, TN Tuesday, February 4 - Seattle, WA /& Thursday, February 27 - B/dgepont, CT

Tuesday, January 14 - Kenner, LA Wednesday, February 5 - Portland OR My, February 28 - l\‘hester,\N’Y /
Vednesday, January 15- Houston, TX  Thursday, February 6 - Phoenix, AZ Monday,March 3- Indianapoliﬁ

Thursday, January 16 - Austin, TX Tuesday, February 11 - Kansas City, MO Tuesday, March 5 Detroit, MI 5
friday, January 17 - Dallas, TX Wednesday, February 12 - St. Louis, MO chnesday, March 5 - Milwaukee, WI

N onday, January 20 - Los Angeles, CA  Thursday, February 13 - Cincinnati, OH Thursday, March 6 - Mhnzgis, MN

uesday, January 21-Sacramento, CA  Friday, February 14 - Columbus, OH Friday, March 7 - Las 'Vegas,}}lj
Jednesday, January 22-San Francisco,CA Monday, February 17 - Nashville, TN Wednesday, March 12 - Arlington Hts, IL
rsday, January 23-San Diego, CA  Tuesday, February 18 - Pittsburgh, PA  Friday, March 14 -St. Charles, IL

Wednesday, February 19- Baltimore, MD i
' late your construction and material ¢ Create a construction system that guides
. expenses to know job related costs your crews step-by-step from
ore you give a bid. excavation to flowing water job
’ after j

leal number of ’
: +* Anticipa nd questions

* A¥O the pitfalls that turn ag

paper into an unprofitable job g
‘t&gramce U - buy.. your past custome
what vfibrks what doesniffand why % Grow your own water gardening and
when it comes to working with landscaping business by getting free
water features. publicity in newspapers, magazines,
and cable TV shows.

We're coming to see you! This winter we'll be traveling across  This workshop cuts through the theories and reveals the tips
the country hosting workshops on constructing, estimating insights and trade secrets that Aquascapes has used in
and selling water features. This course is designed exclusively  becoming the countries largest water garden builder.

to meet the needs and answer the questions of contractors : : )
: . . : rse : not abl |
architects, and retailers who deal with water features in the This course is only 579.1f THGIEEVE .

landscape. Today, water features are the hottest trend in what you learn in this course to directly increase

landscaping. Constructing or selling waterscapes as part of a your business, we’ll refund your tuition promptly
landscaping plan actually creates the need for further

landscaping. Therefore waterscapes can be the perfect avenue
to jumpstart your entire landscaping or retail business. Call today, enrollment is limited!

and courteously up to one full year later.

Call today to enroll « 1-800-306-6227
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(continued from page 16)

ALTODESK ACQURES
SOFTDESK

The consolidation trend in
the software industry con-
tinued in December when
Autodesk purchased Softdesk
in a $72 million deal. Soft-
desk will operate as the AEC
Market Group of Autodesk.
Softdesk developed Auto-

desk software for 10 years.

I SHOWSETS
ATTENDANCE MARK

The 1996 Irrigation Associa-
tion Expo in November drew

RAET TRENDS

a record 5,500 attendees to
San Antonio. Louis Toth of
Aqua-Lawn Inc., accepred the
IA presidency for 1997.

“The place to start
preparing for the future is the
[A,” said Toth.

Next year’s IA Show is
Nov. 2-4 in Nashville, Tenn.

v
IN BUSINESS...

The Federal Trade Commis-
sion approved the merger of
Ciba and Sandoz into a new
firm, Novartis...Toro and
Maruyama Mfg. announced
Maruyama will build
commercial hand-held power

equipment to be sold under

I
PLCAA TO ENHANCE ARLINGTON CEMETERY

Volunteers representing the Professional Lawn Care Association of
America plan to participate in a large-scale landscape enhancement
project for Arlington National Cemetery. The project, entitled “Renewal
and Remembrance,” will be held Feb. 2 in conjunction with PLCAA's 8th
Day on the Hill program in Washington, D.C.

The group will apply lime on at least 200 acres of highly visible
turfgrass around the Lee Mansion, the Kennedy Memorial and the Tomb of
the Unknown Soldier. An estimated 55 people are expected in the first-
fime event.

Phil Fogarty, president of Crowley’s Inc., Cleveland, Ohio, and
coordinator of the project, urged members to participate through actual
work or contributions, “Hopefully, this is something we can do every year,
It's a good opportunity for the industry to give something back to the
country and get good publicity at the same time."

A similar project by the arborist industry was covered by the national
media. For more information on PLCAA'S Arlington project, contact PLCAA
at 800/458-3466.

the Toro ProLine name. [ —

* The Daniels Pull Plow, in combination wmu!‘j{"

- A

your front plow, will increase your residential
snow plowing productivity up to $0%

* 2,000# down pressure to scrape pavement clean
* Exclusive, patented "SPEEDHITCH™"

* Available in four sizes to fit most 4WD vehicles

| T R

\ ‘ |
\ [N |
/RN N
. - ] S—— |

1 =
I

sy DANIELS

Efficiency is what we deliver.
Profits are what you get.

* Folding double-wing design allows a 20 foot plow to
quickly & easily be reduced to under 10 feet!

» |deal for malls, large parking lots, and airports
» Push & stack snow with one machine

* Designed for wheel loaders in
15-40,000 Ib. class

e Hydraulically angles up to 35
degrees in either direction

* Available in 16, 18 and 20

foot widths

CALL 800-386-2932 NOW

for FREE info and the name of your nearest Daniels dealer.

Pull Plow " AZZW ?
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Dependability
From Turf To Treetop.

STIHUs new Professional Series™ Trimmers are { arborists. The entire line is powered by

STIHUs all new, made in the USA, 25.4 cc
J engine. Common parts mean you could pull
an air filter, starter rope or other engine part,
from your edger to keep your grass trimmer
/ going. And it means routine engine maintenance is

dependable, lightweight, heavy-duty, power tools.
Available with “bike” or “loop” style handles, each
features STIHLs exclusive ElastoStart™ shock

absorbing handle, dual stage air filter, anti-vibration ?
system, and high quality aluminum shaft for

reduced weight and increased strength. There's ,"" / the same, as is the fuel mix. Saving you both time
also a one-year commercial use warranty on the and money.
unit and lifetime warranty on the drive shaft. ’ VY
4 / / | h as STIHL from the
The FS 80 and FS 85 are just two of ‘ / The STIHL Professional Series™...as tough as TO

ground up. Call 1-800-GO STIHL (1-800-467-8445) for more
information or for the name of your nearest STIHL dealer.

STIHL

eleven different power tools manufactured
exclusively for lawn care professionals and
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FORUM

ENVIRONMENTAL FORUM

ENVIRONMENT

NFAIR-VIEW. The
battle over state
preemption vs. local
control continues in
Ohio Courts. The
Cleveland suburb of

Fairview Park, despite

being defeated twice

in local appeals
courts, has asked the state
supreme court to rule whether
the city may set its own
pesticide notification laws.

Jim Betts of the Ohio

Pesticide Applicators for
Responsible Regulation said
that the supreme court should

ENVIRONMENT

decide this month whether or
not to take up the issue. In
the event the court does hear
the case and the city wins, the
industry will put its full
resources toward convincing
Ohio lawmakers to produce a
tougher, clearer preemption
law, Betts asserted.

SPEAKING OF BENEFITS. The
Ambassador Speakers Program
is a joint effort of three indus-
try associations to motivate
and prepare industry represen-
tatives to educate the public
about our industry’s environ-

ENVIRONMENT

mental benefits. Responsible
Industry for a Sound Environ-
ment, the Professional Lawn
Care Association of America

and the Golf Course Superin-
tendents Association of
America enlisted 16 speakers
for professional training to
give presentations to civic,
community and school groups.

The program is modeled
after the American Crop
Protection Association’s
program. Pilot presentations
are scheduled for Ohio,
Michigan and Pennsylvania
groups.

compromise solution.

Tuflex offers you a full line of
tanks to solve your pest control
problems, big or small. The
experts at Tuflex carefully
research and analyze your
needs and assist you in
designing and engineering the
right tank and pump system to
your specific requirements. ’
Anything less would be a

Tuflex is the only manufacturer
to specialize in seamless
fiberglass spray tanks built
specifically for the pest control
and lawn care industry. The
exclusive Tuflex process allows
a full five-year warranty on all

i

THE PROS CHOICE.

“We’'ve been using Tuflex tanks with
mechanical agitation since 1978 with vir-
tually no repairs. The maintenance is
little or none and the construction and
versatility is the best we’ve seen.”

A "(‘

| —_—
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.
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—Roger Albrecht
Nitro-Green

hand-crafted seamless
fiberglass tanks.

Our tanks from 100 gallon to
1200 gallon are ready to solve
your toughest challenges.

Call TOLL-FREE for economy prices and
more information on our complete line of tanks.

1-800-327-9005

1406 S.W. 8th St.
Pompano Beach, FL 33060
TUFLEX123 @ AOL.COM

USE READER SERVICE #23
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PESTICIDE VIEWPOINT. En-
vironmental issues are not the
only issues covered at the
Professional Lawn Care Asso-
ciation of America’s Legisla-
tive Day on the Hill next
month, but invited speaker
Robert F. Kennedy Jr. should
provide some topics for lively
environmental discussion.

As an attorney representing
the Natural Resource Defense
Fund, Kennedy has led the
charge in pushing the U.S.
Environmental Protection
Agency to adopt stringent
stormwater programs and
tough regulations regarding
the water quality of the
Hudson Bay. Attendees of the
Day on the Hill will be able to
ask the highly visible Kennedy
about his position on lawn
care as an industry.

For more information on
the Day on the Hill on Feb. 3,
call PLCAA at 800/458-3466.

NOW HEAR THIS. Responsible
Industry for a Sound Environ-
ment reported that the
Environmental Protection
Agency is considering the idea
of talking pesticide labels. The
EPA believes end users
familiar with products tend
not to read labels and are
more likely to misapply or
misuse products. RISE asserts
that pesticide users do use the
present labeling and a new
requirement is unnecessary.
Even if only required at the
consumer level, the estimated
cost of $2 per container to add
the labeling would certainly be

passed on to users at all levels.
RISE is working with the EPA

to further research the issue of
effective labeling.

WELL SAID. At the Green
Industry Expo Cincinnati in
November, PLCAA held a
seminar titled, “The Other
Side of the Pesticide Story,” a
session that allowed the Sierra
Club’s northeast Ohio
chapter president Laurel
Hopwood to present her
views in opposition to
pesticide use to an audience of
green industry professionals.
Next to her was Lauren
Lanphear, president of Forest
City Tree Protection, South
Euclid, Ohio, who presented
the industry side of the story.

Lanphear followed
Hopwood’s speech with an
outstanding presentation,
using emotional images

environmentalists employ to
reinforce their points. He
described his experiences in
horticulture as a child,
working in the family apple
orchard and caring for trees.
He also talked about pesticides
as “plant medicines,” putting a
positive spin on the maligned
tools of the landscape trade.
Lanphear had two other
messages for the group. First,
he stressed that because the
media and public outrage is
weighted against lawn and
landscape contractors, the in-
dustry’s viewpoint is actually
the“other side of the pesticide
story.” He also encouraged the
contractors to “stand up and
speak up” when customers,
legislators or the media portray
the industry as irresponsible or

negligent. — Paul Schrimpf

l

ENVIRONMENTAL FORUN

N.C & S TURF CARE EQUIPMENT, INC.
TURF TRACKER

$88030

® Spreads and sprays over 4000 sq. ft.
per minute.

® Zero turning radius for maximum
maneuverability.

® Full hydrostatic drive.
® | 2’ break away spray boom.

® 150 Ib. capacity; 3 speed electric
spreader.

® Designed for residential and commmer-
cial properties.

(216) 966-4511 (800) 872-7050
FAX (216) 966-0956
USE READER SERVICE #25

™
D Version 3.0
for Windows

Landscape Design Software

% Easy to use with icons, pull-down menus, and toolboxes!
% Databases include more than 2,000 individual plant selections!

3% Plant search feature allows you to find the right plant based on
species criteria such as color, height, climate zone and more!

% Automatic plant layout allows placement of symbols along an
existing line or curve, along a temporary line, or within an area!

% Automatically calculates a complete bill of materails and estimate!

3% Easily calculates area in square feet or acres. Also
calculates volume of fill materials!

93991

Call 1-713-578-0415 NOW

to order or ask about our FREE demo disk!

A KO orrme
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SITUATED IN an affluent

golf course community over-

looking the clubhouse, an
elegant Southern-style land-
scape was created for this
Mid-western residence. The
archi-tectural style of this
home was different than the
surrounding homes, and even
though it’s style didn’t con-
flict with the neighborhood, a
more unique and befitting
landscape needed to be de-
\'CI()PCd.

The project received a
merit award in a residential
design/build category from the
Associated Landscape
Contractors of America.

DESIGN CHALLEINGE: The
home-owner had high expec-
tations for the project and was
willing to commit the neces-
sary resources to the project to
achieve the desired result. His
own idea of how the finished
project would look was much
more artistic than most jobs
and was certainly a standard
installation. The numerous
elements contained in the
design necessitated the pres-
ence of 12 contractors on the
job site and ensuring that each
one had the same vision for

the finished project was a
constant test for the crew.

DESIGN SOLUTION: Many
components were used to
achieve the desired
classic, casual elegance.
Stone walls were buit in
excavated areas in the
front to accent and
exaggerate the slightly

LB B BE B B BN BN IR O BE BN BN BN B B B A

sloping yard. Above
these walls, a lush garden
was planted incuding
star magnolias, oak-leaf hy-
drangea, a mosaic of hosta var-
ieties, holly and fothergilla.
Eight Kwanzan cherry trees
were planted across the entire
front for continuity and added
color. Two Sweetbay magno-
lias served as “entrance
sentinels” on either side of the
brick driveway which centrally
bisected the property. To bring
the architecture into the land-
scape, accent fences that re-
peated the railing details of the
front porch were installed as a
border to the parking area to
create an auto-court effect.
Annual flowers planted along
the borders created an
explosion of continuous color.
A feature of the north side

of the property are an existing

PROJECT:

LANDSCAPE COMPANY:
DESIGNER:

SIZE OF PROPERTY:

MAN-HOURS TO INSTALL:

PLANTS INSTALLED:

grove of mature pines that had
been limbed-up to approxi-
mately 20 feet. Thirty pink and
white dogwoods were planted
as an understory to these ever-
greens. A stone path meanders
through this garden, and the
entire area was mulched with
imported pine straw. Low and
high voltage lighting was
installed to crearte a soft and
elegant nighttime effect.

A pool was designed with
two waterfall. One spills into
the pool at the north end while
the other spills out of the pool
along the eastern edge. Both
the pool and the deck area were
raised 5 feetr above grade with a
stone wall to create the illusion
that the pool spills into a
nearby pond at the edge of the
property. This waterfall can

The Kenney Residence

The Pagura Company, Dublin, Ohio
Greg Pyles

Approximately 320 feet by 190 feet
Gardens occupy 15,500 square feet
more than 4,100

40 ornamental trees, 192 shrubs,
450 perennials and grasses, more
than 200 flats of annuals

also be seen from the club-
house and is similar in charac-
ter to other water features
along the golf course.

The surface of the pool
deck is made up of Kansas
limestone laid in a random
pattern of squares and rec-
tangles and is surrounded by
wrought iron and custom
wood fencing. The iron fence
was used in areas where it was
important not to obstruct the
view beyond the property
while the wood fencing serves
as the gateways into the area
while screening the view of the
neighboring homes. A pergola
was placed art the southern end
of the pool to serve as a focal
point and also to lend a verti-
cal transition between a group-
ing of existing tall pines and
the flat pool surface.

Finally, the entire area was
surrounded with gardens
containing stone paths, Stella
D’Oro daylilly, astilbes, spirea,
groundcovers and old-fash-
ioned favorites of holly-hock,
rose of sharon and lilac re-
quested by the homeowner.
The entire setting is serene
and tranquil and takes full
advantage of the views of the
pond and golf course be-

yond.— Greg Pyles

The author is the residential de-
signer with The Pagura Company,

Dublin, Ohio.
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You Il Think
Your ve [t the Lottery

> 25 Horsepower
Kohler Command

> Unmatched
72" Cut

Lifetime Warranted
6 Rail Tube Frame <

R 75 8l Operator Controlled
Y Discharge Chute

71" Track Width

The widest track in the industry. Assures
the most stability of any commercial zero
turning radius mower on the market.

Introducing...The new City Slicker.
Five acres per hour just like clock-
work. Only from Dixie Chopper

GUARANTEED !

777,177 u"l" [ (7]
800-233-7596
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BUYING WHAT YOU
NEED IN A MOWER

RIDING OR walk-behind?

Hydrostatic drive or gear

drive? Side discharge or
mulching? Welded or stamp-
ed deck?

The decisions to be made
when buying a new mower
are seemingly endless, and the
answers can be elusive.
Different salespeople may
favor different features based
on what they want to sell, but
what do manufacturers
recommend contractors look
for in a new mower?

NO NEED FOR SPEED. Not
surprisingly, the manufactur-
ers were unanimous in their
emphasis on a mower’s

IPMENT FOCUS

productivity.
“This is the most
important issue
for anybody buy-
ing any equip-
ment,” noted
Brian Masterson,
marketing mana-
ger for the land-
scape contractor
group of The
Toro Co.,
Bloomington,
Minn.

But the manufacturers
were quick to warn that con-
tractors often let misconcep-
tions lead them astray in
finding a mower that will be
productive for their particular
business. “Ground speed and
deck width aren’t necessarily
true indicators of productiv-
ity,” warned Bob Walker,

president of Walker Manufac-
turing, Fort Collins, Colo.
“Contractors need to look at
ho\\' a mower \\'()rks in ()an
areas, tight areas, trimming
and any other conditions on
the properties they'll be
mowing.”

Dick Tegtmeier, president,
Encore Mfg., Beatrice, Neb.,

n()tcd [hﬂ( some mowcers sac-

Contractors rely on their
mowers to continue
operating, but they don’t
always ask they right
maintenance questions of
their dealers. Credit:
Walker Mfg.

rifice safety in a failed attempt
to be more productive. “It can
be mathematically proven that
at certain speeds you're over-
running the blade,” he said.
“ANSI standards put the tip
speed limit ac 19,000 feet per
minute. Manufacturers with
mowers going 12 or 13 miles
per hour are kidding them-

(continued on page 26)
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Landscape Design Software
See why hundreds of Designers are switching to..

‘/ e

R

Imaging-SitePlan-Estimator-Plant Care

"Proposing our designs with Earthscapes has
helped us win many more jobs, with less design
time. We even re-imaged a job done by a
competitor using other software and it came out
100% better. Nothing else compares to the quality
and ease of use that Earthscapes gives us."

Jeff Bainbridge, Creative Landscape, Dover, DE

"The Choice of Top Professional Designers"
Visual Impact
201-770-9550
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PAYMENTS
FOR 90 DAYS

Hydro Seeding System

shown:High Output HD3002

HYDRO SEEDING SYSTEMS

Our New High Output Series Hydro Seeding Systems have:

* NEW Continuous Flow Agitation System * Quicker Mix Times
* Faster Clean-Up * Use with all Wood Muiches
* 3" Stainless Lower Mixing Tube *® Larger Jets
*100% Brass ball valves * Special HPV Pump

350 Gal Utility Series Hydro Seeding System ONLY $3,995
Ask About our Strawblowers & Sprayers

Call for your free info kit TODAY!
€asy ;

Call Toll Free:
lown/ 888-327-9717
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OUR CHIPPERS GET BE1TER & BE1TER...

See usat
iraioney * FEED WHEELS ARE 40% LARGER IN DIAMETER
e ey © HYDRAULIC POWER TO THE FEED WHEEL IS 60% GREATER
Dty OTHER IMPROVEMENTS INCLUDE:
5 gﬁﬁ\aég;ixnfnerinoﬁw More powerful chip throwers * Longer-lasting knives * New bottom feed wheel &
Jan 30 - Feb 1 enclosure - eliminates hang-ups * New, simple, dependable engine throttle ¢
booth #1604 Mechanical top feed wheel lift « Easy turning swivel discharge ¢ Simple compres-

sion feed wheel couplers

contact Banoir Topay At (800) 952-0178 or a sanpiT DEALER
FOR A FREE VIDED, LITERATURE OR TO ARRANGE A DEMONSTRATION

BANDIT INDUSTRIES, INC.

6750 MILLBROOK ROAD ¢ REMUS, MI 49340 PHONE (800) 9520178 OR [517) 561 -2270 ¢ FAX: (517) 561-2273
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(continued from page 24)
selves if they say they meet
ANSL”

Contractors should also be
aware that productivity and
horsepower aren’t necessarily
synonymous. “A lot of
contractors buy more engine
power than they need,” men-

tioned John Smith, president,
Exmark Mfg., Beatrice, Neb.
“It can often be difficult to

tell how much power is
needed, so buyers should look
for a dealer who will ler them
test out a mower on one of
their properties.”

AS THE MOWER TURNS. Zero-

turn radius mowers have
become an industry buzz-
word, but manufacturers say
many contractors still don't
understand the concept and

Manufacturers note
that mowing speed is
too often mistakenly
viewed as the sole

measure of a mower’s

productivity. Credit:

how to tell if a mower is a
true zero-turn unit. “There’s a
common misconception that
zero-turn units are extremely
costly with high failure rates
and repair costs, but that'’s
just not true,” emphasized
John Chiera, a regional
manager for Ransomes,
Lincoln, Neb. “The hydraulic
components actually service
casily with a lower failure rate
than gear-driven units.”
Walker pointed out that
true zero-turn mowers have to
have two transmissions —
one for each turning wheel.
“If the unir just has a single
transmission then it tries to
offer zero-turn performance
with individual brakes on the
wheels,” he explained. “Dual
hydrostatic drives offer an

entirely different level of

service by turning the mower
within the length of its body
withour applying the brakes.”
Be ready to pay a premium
price for this extra feature,
however. Smith said contrac-
tors can expect to pay an
additional $1,000 to $1,200
for a true zero-turn unit, but
it may be worth the cost. “It’s
the most productive unit on
the marker and a relatively
cheap investment for what
contractors will get back in
productivity,” he reasoned.

ALL HANDS ON DECK. While
most manufacturers offer
comparable deck construc-
tions, there are still key feat-
ures they recommend con-
tractors look for when
shopping. “There are two

(continued on page 30)
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Pull-out and shear ca prove
N that StoneWall SELECT’s

_Corporation

Innovative Concrete Design

Different & Better

Superior Connection to Geogrid

tests

Whatever the scale of your landscape
projects, no other retaining wall system

compares to the natural stone beauty created by
the perfectly proportioned, off-set split texture of

StoneWall SELECT.

CAD detail available on disks
800 / 394-4066 * 414 / 962-4065
Fax 414 /332-9678

3934 North Ridgefield Circle
Milwaukee, WI 53211
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I< Rechargeable Sprayer ™

Phone( )
J Check or money order enclosed
‘ J Charge my credit card

JVisa U MWC 1) Discover

e LI I

Total Price

Qty | Model 412 Price

$149.95/en

SH (7% US & Canada)

Tax (GA Resident 5%)

‘ Exp. Date

| Total

Sign
Flow Pro USA Inc., P. O. Box 70666, Marietta, GA 30007-0666

Tel (770) 989-7440

Fax (770) 565-9195
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LIGHT AS AIR.

~ CUTS THROUGH ANYTHING IN ITS PATH.

The powerful new Shindaiwa trimmers descend on weeds and ¢ without merc heir superior power-to-weight ratios mean
unmatched performance at the point of impact. The T260, for example, rips thrc bs with a lot more power than the rest of the 24cc
ss. Yet it weighs nearly a pound less. More power. Less weight. A trait (along with our seven-day money-back guarantee) found in all

our commercial-grade trimmers—the industry’s w t line. Shindaiwa doesn’t just roar past the competition. We blow them a
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© 1907 The Toro Company



FREE VIDEO.
Take the controls
and watch 7t fly.

CALL 1-800-579-5007

TORO



1-800-579-5007 for your free video.

What year did your company begin to operate

under its present ownership?

Is this your full-time profession? ___ Yes ___ No

How many employees (including yourself)?

Number of crews in these categories: Seasonal ____ All Year ____

Send us this postage-paid card or call toll-free || I | ||

COMPANY NAME / CONTACT NAME

BUSINESS ADDRESS

ciry STATE P

Ty BUSINESS REPY MAIL

FIRST CLASS PERMIT NO. 225 MONTICELLO, USA

POSTAGE WILL BE PAID BY ADDRESSEE
The Toro Company
PO Box 130

Monticello MN 55362-9977

NO POSTAGE
NECESSARY
IF MAILED
IN THE
UNITED STATES




The new Toro® hydro mid-size gives

operators more control than ever
before. Smooth, effortless control o 3
that makes productivity really
take off. The ergonomically
designed T-Bar steering T
gives almost fingertip control with far
less fatigue than pistol-grips, while

our exclusive Kallevig valve eliminates

jumpy starts and delivers full power

and straightline tracking from the

word go. If you want a

mower that cuts operating

costs as efficiently as it cuts

grass, come test-fly the new

ro hydro mid-size. Or call




{continued from page 26)

types of welds being used on
decks now,” according to
Tegtmeier. “Stitch welds are
welds in various points along
a seam. Continuous welds go
along the entire seam of the
deck and shield. I'm still of
the old-fashioned belief thar
the long welds are stronger
resisting the flexing and
abuse of the meral.”

Tegtmeier added that
most manufacturers use 12-
gauge steel for deck construc-
tion and 7-gauge steel for the
skirts.

Masterson said Toro rakes
a different approach with its
decks altogether, forming
them from one-picce stamped
steel. “Our decks aren’t the
same gauge as our competi-
tion, but we design them to

minimize the mower’s weight maintenance procedures of

and maximize the airflow and the mower, all the way up to
clipping movement under the replacing the engine.”
deck,” he said.

ADAPTABLE PIECES

& PARTS. As with Zero-turn radius mowers
any piece of I b . /
cnibk have become an industry
serviceability

: buzzword, but maniufac-
must be maxi-

mized, “Whoevet turers say many contrac-
services the ,
tors still don't understand

mowers should be
involved in the

the concept and how to

buying decision,”
asserted Walker.

“Have the

tell if a mower is a true

salesperson show ZEro-turn unit.
you how to
: esevonveoe

change a belt,

drain the oil, check the air
filter and so on. They should
walk you through the

Chiera also emphasized
serviceability. “A lot of
spindle assemblies fail

prematurely. Ask the dealer if
a mower’s housing is alumi-
num or cast iron. What type
of bearings are used? Are
they easily serviced? These
are important, and fair,
ques-tions for a contractor
to ask.”

SUSPENSION. “A ‘floating
deck’ is a term that's often
misunderstood,” stated
Walker. “Contractors
should search for a mower
with some floating action
more than whar is offered
by just by tractor suspen-
sion or tires. The deck
needs to float up and
down, as well as side to
side to ensure a quality,
even cut, regardless of the
changes in the turf surface.”
— Bob West

Nothing works harder

—

Rotary Sweeper

Power Blower

than a Steiner.

Why buy up to 18 single-purpose lawn maintenance machines when you
can have one Steiner? In minutes, Quick-Hitch attachments turn our uniquely
engineered turf tractor into a chipper/shredder, snowblower, earthmover, blower,
edger — you name it.

The multi-talented Steiner 420 is so versatile, it's easy to forget that it’s one
of the finest lawn mowers you can buy, One turn behind the wheel will tell
you that nothing else moves like a Steiner. Constant four wheel
drive and a fully articulated frame allow you to tightly

maneuver around obstacles, while the floating cutting deck
follows every crease and curve in the landscape.
Best of all, the Steiner is engineered with pride for years
of dependable performance. So, if you're
looking for a turf tractor that's equally adept
at up to a dozen-and-a-half other yard
maintenance chores, there’s
only one choice. Visit your
Steiner dealer today.

STEINER

A turf tractor with a different twist

Model 420 with
MX460 Mulching Mower

Rotary Mower

Chipper
Shredder

Power Angle Blade

Reel Mower

Stump Cutter StEINER TURF EQUIPMENT, INC.

289 N. Kurzen Rd. + P.O.Box 504 + Dalton, OH 44618 - Phone: 330/828-0200

Mig. in Dalton, OH
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CLASS IS NOW IN SESSION

NEW ENGLAND/NORTHEAST SOUTHWEST MIDWEST
Arbor Care Tree Clinic LiquiGreen Lawn & Tree Care
(BOO) 746-0776 (512) 385-6604 (800) 747-5211, (309) 243-5311
March 10,- Portsmouth, NH March 14, - Austin, TX January 17, - Countryside, IL

March 11, - Auburn, MA
March 13, - Westchester County, NY
March 14, - Waterbury, CT

Enfield Tree Service
(800) 747-87383, (402) 289-3248
January 10, - Kansas City, MO
January 13, - Tulsa, OK
February 7, - Bloomington, MN
February 21, - Elkhorn, NE
February 24, - Denver, CO

Artistic Arborists, Inc.
800) 782-8733, (602) 263-8889,
March 19, - Albuquerque, NM
Fisher & Son Company, Inc. March 20, - Phoenix, AZ
March 21, - Las Vegas, NV

(800) 262-2127, (610) 644-3300,
February 18,- Westchester, PA

Essco
(800) 843-1104,(516) 665-1370
March 11,- Long Island, NY

Releaf Tree Consultants, Inc.
(317) 891-8411
March 11, - Indianapolis, IN
Northeastern Associates
(201) 227-0359
March 11, - Totowa, NJ

Warne Chemical Company
(800) 658-5457,(605) 342-7644
February 4, - Rapid City, SD
MID-ATLANTIC February 6, - Casper, WY
Guardian Tree Experts
(301) 881-8550
February 20, - Rockville, MD

WEST

Target Specialty Products
January 31, - San Diego, CA

GREAT LAKES
Midwest Arborist Supply
(800) 423-3789,(616) 364-4558
February 27, - Livonia, M|

SOUTH

(800) 273-5233
February 4, - San Ramon, CA
(800) 767-0719
February 11, - Anaheim, CA
(800) 352-3870
February 14, - Visalia, CA
(800) 827-4389

Professional Tree Care & Injection, Inc.
(800) 356-4351, (407) 647-3335
February 3, - West Palm Beach, FL
February 4, - Miami, FL
February 5, - Fort Myers, FL
February 6, - Sarasota, FL
February 7, - Clearwater, FL
February 10, - Tallahassee, FL
February 11, - Jacksonville, FL
February 12, - Fort Pierce, FL
February 13, - Orlando, FL

NORTHWEST
ADVANCED MICRO-INJECTION SYMPOSIUM

For the experienced professionals who want to Pruett Incorporated
take Micro-Injection to a new level. (800) 635-4294
February 28, - Livonia, Ml March 21, - Portland, OR
(800) 423-3789, (616) 364-4558

save frves
sty

ONE DAY IN A MAUGET SEMINAR
WILL CHANGE THE WAY YOU VIEW TREE HEALTH CARE

Arboriculture, like medicine, has changed considerably in the past century. Human
infections and diseases that were once treated with amputation or salves are now
treated with precise doses of antibiotics, proper nutrition and rehabilitation. The same
is true for arboriculture. Tree surgery and spraying are carefully being supplemented
by highly targeted micro-injection and by correcting environmental stresses on trees.
Mauget tree care seminars focus on tree health and environmental protection. These
one-day, informal seminars for owners, managers and applicators, are designed to
update the way arborists view tree health care. Bring your questions about diseases,
insects, nutrition, pruning, spraying, wound treatment, and the impact of tree care on
the environment. No other seminar provides as much practical and up-to-date infor-
mation about tree health care.

Seminars will be held throughout the United States. Take one day this winter to update
your view of tree health care at a Mauget Seminar. For information on a Mauget
Seminar near you, contact a distributor listed or call (800) 873-3779.
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ISS LANDSCAPE

MANAGEMENT SERVICES INC.

HEADQUARTERS (landscape): Tampa, Fla.
BRANCHES: Seven branches in five states,
ESTABLISHED: 1976

PRIMARY SERVICES: Full service landscape
design, construction and maintenance for
commercial facilities, office complexes, golf
courses, theme parks and resorts,

1995 SALES: $26 million

1996 PROJECTED SALES: $28 million
NUMBER OF EMPLOYEES: Approximately 850
OWNERSHIP: Division of the Denmark-based
ISS International Service System Inc. A/S. Its
North American headquarters is in Atlanta. v

EXECUTIVE SUMMARY

MANAGEMENT PHILOSOPHY: To providea Al
full range of professional services in the
landscape and turf industries. Our personnel,
equipment and management systems ensure
the finest care for resorts, theme parks, golf
courses, sports fields, industrial projects and
large scale commercial business centers.
FUTURE CHALLENGES: To grow through new
business creation and strategic acquisitions
beginning in 1997 to achieve a projected revenue
of $75 million by year end 2000, focusing on
both quality and customer retention.

THE MANAGERS

RON SCHMOYER: Age 45, president. Owned a A

maintenance company in Allentown, Pa., until . .

his company was acquired by ISS in 1988, Was :

appointed president of ISS Landscape

Management Services in 1995. ; ‘ |
DALE ELKINS: Age 37, division vice president.

Started with ISS as project manager at Busch |
Gardens Tampa. Named division vice presi-

dent of non-golf operations in Florida in 1995, )

PAUL HICKMAN: Age 46, vice president, golf

division. Spent 22 years at Grenelefe Resort. v o
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ISS Landscape
Management
Services is focused

on growing its

branch offices and

its resort, theme
park and golf
course niches
across the country.

By Paul Schrimpf

on Schmoyer sees enormous poten-
tial for ISS Landscape Manage-
ment Services through the rest of
this decade. Two years after tak-
ing the reins at this Tampa, Fla.,
based landscape maintenance
firm, Schmoyer said that 1997
will be the beginning of new growth
in its client base and range of services.
A division of ISS International Service System Inc. A/S, a
multinational facility services company based in Denmark with
its North American headquarters in Adanta, ISS Landscape Manage-
ment Services has set its sights on a variety of large-scale commercial markets.
ISS isalready a fixture in some of Florida's most visible theme parks and resorrs,
and it has carved out niches in golf course maintenance and special mainte-
nance challenges such as the Orlando International Airport.

However, the potential client list is enormous. With seven branches in
five states, ISS is poised to expand wherever opportunity may occur, whether
within the radius of an existing branch or out into new territory. And, its
ambitions are not limited to the United States.

“Not all landscape companies are interested in becoming national or
world companies,” explained Schmoyer. “Some are satisfied with being a
good landscape contractor in one particular town or city. The goal at ISS is to
service customers in the United States and in other parts of the world.”

Schmoyer hopes ISS will ride the wave of outsourcing that is sweeping the
country, from the government sector to the golf course market. And with a
proven niche in direct report site work such as resorts, ISS has a goal of nearly
tripling its revenues to $75 million by the end of the year 2000.

In 1996, revenues were expected to come in atabout $28 million, and 1997
projections have been set at $33 million. The service breakdown is 40 percent
resort and theme park maintenance, 35 percent commercial and industrial
maintenance and 25 percent golf course maintenance.

ENTREPRENEURIAL MINDED. Schmoyer is driven by the freedom to experiment
with new ideas, make mistakes and learn valuable lessons.

A graduate of the turfgrass management program at Penn State University,
Schmoyer worked in grounds maintenance and eventually owned his own firm
in Allentown, Pa., until ISS acquired the company in 1988. He stayed on as
a consultant and eventually became branch manager, then division vice
president of ISS” southeast Atlantic region in 1991.

When Schmoyer was asked to take the helm as president of ISS in
February 1995, the company had been bogged down by slow growth. There
was a feeling within the management ranks that the company needed new
direction, and communication across the division was weak.

“Some of our key management personnel were looking for other opportu-
nities,” noted Dale Elkins, the division’s vice president responsible for all
operations in Florida. “It was presented to us by our corporate offices that it
was the appropriate time to bring someone new into the leadership role.”
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Upon beingoffered the position, Schmoyer
contacted a human resource specialist to
plan the announcement of changes within
the company.

“I told him that we were going to go
through a major strategy change within the
company, and I needed to communicate it
to everyone in the company,” he explained.
“So together we created a presentation —
basically, we told the group that we were
going to make a lot of changes, but the
changes would be positive. Fortunately, it
turned out to be very successful.”

“It could have been a very demoralizing
situation,” added Elkins. “The (outgoing)
president was no longer there and it was the
perfect opportunity for unrest to occur,
Fortunately, Ron was able to address the
situation immediately and stop the rumors
and uneasiness among the troops. It turned
out to be a perfect situation to get things
under control — the key people knew ex-

actly what was going on that day, and Ron

set the goals for what we wanted to accom-

plish over the next five and 10 years.”
Thepresentation, given at the company's

annual meeting, marked the beginning of

significant change at ISS. More open com-
munication, business growth, restructuring
of responsibilities and greater empower-
ment of the branches were a few of the key
points Schmoyer stressed.

FAST FORWARD. In his short tenure as presi-
dent, Schmoyer has prepared the company
to enter a major growth mode with a truly
entrepreneurial attitude.

And as free as Schmoyer is to run the
division his way, the corporation provides
him with tremendous resources for fi-
nancing, training, human resources and ad-
ministrative support.

One of the fundamental changes at ISS
was giving the branch managers more con-

trol of meeting customerand employee needs.
One important element of this change was
theaddition of a business development man-
ager to each branch.

“The previous philosophy was that the
branch manager was responsible for every-
thing, including selling, and it just wasn’t
working as well as intended,” Schmoyer ex-
plained. “One of the big results we've had in
the short period of time we have had busi-
ness development managers is that the re-
tention of our customers has gone up drama-
tically. And I believe it’s because the branch
manager is focusing on the customers, the
employees and the business.”

Within branches and at the sites, it is the
project manager that is the critical link be-
tween the customer and ISS. Elkins noted
that in most cases, the project manager is a
certified horticulturist who works with one
or two assistant project managers and di-

(continued on page 36)

DESIGNED BY

LANDSCAPERS

specifically for
your business!

Providing you with the hardest-
working forms to help your
landscaping business run better,
NEBS Landscaper’s Sample Kit
contains all these great forms and ideas:
* Landscaping Work Orders and Invoices
make your billing easy and accurate.

* Landscaping Proposals and Doorknob
Hangers convey professionalism, command
attention and win you more jobs.

*» Landscaping Estimates spell out the
details now, avoiding discrepancies later.

And with your kit, you’ll also receive a

FREE NEBS Catalog packed with time-

saving computer and manual forms and

checks, promotional ideas and much more.

Call today!

100°% Satisfaction Guaranteed
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| (M-F 7 a.m.-10 p.m. / Sat. 8:30 a.m.-4:30 p.m. ET)

| Fax: On the World Wide Web:

| 1-800-234-4324 http://www.nebs.com/ NEBS, 500 Main Street
I 24 hours a day 17346.html Groton, MA 01471

I Include your name, business name, address, phone number and mail code from below.

F The Small Business Resource™
i Am' 500 MAIN STREET

GROTON, MA 01471

FREE LANDSCAPER'S SMPLE KIT

4 easy ways to get it!

Phone: 1-800-367-6327, ext. 17346

"
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One Mean Cat. One Mean Warranty.

Exclusive Cutter Deck and Spindle Warranty Protects You Against Costly Repairs

The new extended warranty on Bob-Cat® Gear Drive, Variable Spe

Hydrostatic mowers is nothing short of ferocious. It’s bold. It’s aggress
[t's destined to raise industry standards. Take a look.

M 3-year no-crack warranty—If a crack develops in the cutter deck
within 3 years of the original purchase, we will replace or repair it.

M 2-year no-fail cutter spindle warranty—If a spindle or a compo- ¢
nent fails within 2 years of the original purchase, we will replace |

Or repair it. =

There are lots of rotary mowers out there with take-it-or-leave-it warranties. There is,

however, one turf-hungry midsize with a warranty that roars:
Ransomes® Bob-Cat. Demo one today. Call 1-800-228-4444 for the W
name of the distributor nearest you.

Some restrictions apply o the no-crack deck, no-fail spindle wamanty
See your Ransomes distributor for the details

6622 Ransomes America Corporation, 900 North 21st Street, PO. Box 82409, Lincoln, NE 68501-2409 BDB

© Ransomes America Corporation 1996. All nights reserved USE READER SERVICE 39 For The Best Results




(continued from page 34)

rects a staff of technical people specializing in
irrigation, pest management and other spe-
cialty fields, plus foremen and laborers. From
six to as many as 70 people are assigned to a
specific site.

The project manager is, in most cases,
able to handle contractual issues and clari-
fications, hire new employees, provide pro-
posals for extra work situations and deal with
people and site-related problems.

Schmoyer and Elkins track the status of
ISS branch offices using detailed profit and
loss statements that they review each week.
“We’re rarely surprised about financial situ-
ations within the company,” noted Elkins.

Elkins also meets informally with branch
managers each week, and formal meetings are
held each quarter when P & L statements are
reviewed more thoroughly. “We try to rec-
ognize adverse trends as well as opportuni-
ties to solve potential problems,” he said.
Despite the temptation with so much infor-
mation to micromanage, Elkins said he
focuses primarily on key accounts for face-
to-face visits and meetings with employees.

PEOPLE FOCUS. Both Schmoyer and Elkins
have learned all too well that people are what
drive a company’s success. The two-year

® o4O 90 00

“The previous philosophy was

that the branch manager was
responsible for everything, includ-
ing selling, and it just wasn't

working as well as intended.”

® 00000000

reorganization has really focused on pro-
grams and strategies that will keep the best
people working for ISS and the best clients
under contract.

“What we’re really doing is getting the
right people into the right positions and then
growing at a comfortable pace,” said
Schmoyer. “We want to keep the strong
manager retention rate we have now and
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grow at a steady pace.

“The number one consideration,” he
continued, “is to make sure there is a future
here for our employees. We need to provide
them with new opportunities and provide
customers with quality service. Over time,
our competition is going to increase and we
have to make sure we have a company that
offers something the employees really want.”

To increase the flow of communication
with all employees, Schmoyer and Elkins said
they made it clear that any employee can call
them at any time with a company issue.

“We have the open door policy,” stressed
Elkins, “where any employee that is not
satisfied by the primary chain of command
to get his or her problem solved can come to
Ron or me. It’s important that employees
know they can come to us to get their
problems solved.”

ISS also provides an ex-
tensive in-house training pro-
gram for each level of man-
agerand worker. Eachbranch
has its own training coordi-
nator, Elkins explained, who
is responsible for bringing in
vendors to train employees
on products and processes
and to coordinate courses in
safety, first aid, CPR and de-
fensive driving. In addition,
each employee learns about
ISS operations, including maintaining a
professional image.

Finally, each employee is entitled to
money for continuing education that can be
used for recertification, community college
or vocational/technical courses.

THE FUTURE. Schmoyer and Elkins are bank-

ing future growth on the company’s ability

cover stor

Schmoyer and Elkins maintain an open
door policy that invites workers to
present their problems directly to upper
management.

to handle thelarge, complex landscape main-
tenance sites and projects. One of the pri-
mary reasons for this strategy is that so few
companies are equipped to provide the ser-
vice ISS can deliver. Another reason is the
company’s near perfect retention rate for
direct report on-site contracts, including
theme parks, resorts, industrial and com-
mercial clients and golf course maintenance.

“We're proud of our retention rate with
our major accounts,” said Elkins. “Busch
Gardens (Tampa) was our first contract and
it has lent credibility to our marketing
efforts in every industry segment. When
you can show people what you can do, it
makes a big difference.” Schmoyer pointed
out that there are theme parks within a 150
mile radius of each of the existing-branches
that ISS plans to pursue.

Other potential large scale clients that
Schmoyer feels are promising future prospects
include universities and zoological parks.

On a different note, Schmoyer said he
has been meeting with a consultant to de-
velop a program that will help get ISS into
the government market. He did not elabo-
rate, but said if things pan out as expected
that “the entire country will be our potential
market.”

FIRST RESORT. One of the important niche
markets for ISS has been resort and theme
park maintenance, and Elkins has become a
seasoned veteran at pleasing these highly
sensitive clients. He discussed these special
challenges in a recent interview:
Q.. What are the client expectations like in
resort and theme park maintenance?
A, There’s a constant demand for flawless
grounds. Our clients’ customers are new to
the site on a daily basis. Their expectations
(continued on page 38)



HAT YOU NEED

IS INSURANCE DESIGNED

CNA has been designing limits for trees, shrubs

AROUND YOU.

customized insurance and plants — whether

programs for more than they're in-transit, leased
25 years. We even have one specifically manicured for or installed. We also provide coverage for on-site pollu-
the landscape contracting industry. It's more than just tion accidents. To learn why we're the perennial favorite

basic property protection, it offers additional CNA of landscape contractors, call 1-800-CNA-6241.

WE KNOW YOUR BUSTNESS™

woperty-casualty companics. CNA is a registered service mark of the CNA Financial Corporation
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(continued from page 36)

and percieved value should never be com-
promised — in other words, a continuous
“wow” needs to be achieved. This creates
some immense challenges with scheduling,
educating and monitoring of the grounds to
ensure consistent quality.

Q. What are the scheduling challenges?

A . With theme parks, all mechanical work
needs to be performed before the park opens,
which is usually around 9 a.m. Projects that
require more than the three hours of daylight
most mornings provide require that work be
performed overnight — and we end up

BLUEBIRD

The BlueBird SC16 is the
only walk-behind Sod
Cutter featuring 4-wheel
drive, low center of gravity,
high-speed transport,
power reverse, and two
cutting speeds. Designed
with operator safety and
comfort in mind, it offers
unparalleled stability,
maneuverability and
productivity. Contact us
today for more information
on this unique product.

h SOD CUTTER

@ - . é/
INTENNATIONAL

2778 South Tejon Street

Englewood, Colorado 80110
(800) 808-BIRD
Fax (800) 254-BIRD

USE READER SERVICE #41
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doing plenty of all-night projects. It’salmost
understood that when there’s renovations to
be done, or when color improvements are
being made at the park, it has got to be
instant — no down time.

Atresorts, though, mechanical work can-
not be done before guests wake up. You still
have to avoid close customer contact when
using mechanical equipment at resorts —
the philosophies are the same, but they
require different operational strategies.

In no way can the guest be disturbed —
any bad experience by a guest at a theme
park or resort could result in them not
returning. The clients have to get the repeat
business — it’s a major part of their success.
Q.. How is training and monitoring a staff
at a resort or theme park a challenge?
A\, Because laborers represent both ISS
and the client to customers, each worker is
trained by both ISS and the resort or theme
park management.

The grooming and appearance of the
employees — the professional image they
present on the site— has to be impeccable at
all times. For example, there’s no facial hair
allowed on the men, except for an occasional
moustache.

Full uniforms are also critical for techni-
cians — no worker is allowed on the prop-
erty without the accepted uniform. It’s a
challenge to keep the work force looking
good and staying motivated because there is
a lot of turnover. We have to be sure the
workers can perform all the work required,
but when they punch in we also have to be
aware of their appearance and attitude. Are
they motivated? Are they going to give bad
experiences to the guests?

You have to ensure this doesn’t happen
— employees go through the resort training
process because the questions they are asked
most often at the park are about the park
itself. That’sasignificant difference between
a typical landscape maintenance operation

and ISS.

ISS Landscape Management Services is located
at 5028 Tampa West Blvd., Tampa, FL,
33634. Phone number is 813/886-0001.

The author is Managing Editor of Lawn &
Landscape magazine.



[t’s In The Bag!

Year Round Outdoor Maintenance
Products From Lange-Stegmann

SPRING » SUMMER * FALL

Lange Pro® Products with Melt Man® Plus...
AgricoTurf® for Stabilized Fast-Acting,
Nitrogen Week After Week Below 0° Ice Melting

* You get proven performance at less cost. ¢ Melts ice and snow at extremely low

* More Nitrogen: AgricoTurf minimizes temperatures...well below 0°F.
denitrification, volitization and leaching. Works faster than conventional products.
Therefore, more of the nitrogen you're Won't burn hands.
paying for is available to your grass. Won't harm grass, trees or shrubs.

* No Coating: AgricoTurf does not depend Is easy to use and easy to store from
on a fragile coating and can be used in a season-to-season.
dry or liquid form. You are assured of
consistent nitrogen performance week

Is not messy.

after week.

* Quality: Lange Pro uses superior ingredients e gre sure you'll love Lange Pro fertilizers with
and rigid manufacturing standards in AgricoTurf and Melt Man Plus ice melter. So we
standard and custom blended products want you to try these products FREE! Call Now!
including fertilizer/pesticide combinations. This is a Limited Time Offer. While Supplies Last.

Call Toll Free 1‘800‘862'62 1 O
LANGE,

Specialty Products Group
Lange-Stegmann Company
St. Louis, Missouri
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weed strategies

Last spring, lawn care
professionals experienced
the tenacity of weeds,
especially crabgrass.
Plan your control
strategies now to win

the war this year.

by Jeffrey E Derr

king Ahead

ow isagood time to
dcvdop a weed
management plan
for(hcupunning\ca-
son. Although it may
be quite eold outside and,
dependingupon where you
live'snow may be on the
ground, now is the time to
consider your options for
control of summer weeds.
First, look over your re-
sultsfrom this past season. Many lawn care professionals blamed
their preemergence herbicide for failing to control crabgrass in
1996. Increality, there are many reasons why control was not
achieved, including weather, weed germination period, weed spe-
cies present, length of residual control and application timing.
Understanding these causes will assist in developing plans for 1997.

EXCESSIVE RAINS. Rainfall patterns havea major impact on preemer-
gence herbicide performance and last year was no exception. In
generalgthe more that falls after application, the shorter a preemer-
genge herbicide will last. Excessive rain leaches herbicides, diluting
the concentration in the upper inch of soil where most weed seeds
germinate. Herbicides differ in their potential for leaching based on
their water solubility and their ability to bind to soil particles.

If excess rainfall occurs shortly after application and causes
runoff of soil particles, herbicides thar are bound ro those particles
will be moved from the site of action. Heavy rains soon after appli-
cation can moye herbicide granules, especially on areas with aslope.
Also, higher soil moisture levels favor the growth of microorgan-
isms that play an important role in the breakdown of herbicides.

The ideal situation for weed control with a preemergence
herbicideisatlight rain after application to incorporate the herbi-
cideinto thesoil, followed by no rain thereafter. Excess rainfall may
decrease herbicide levels in the soil to the extent that either a second
application of a preemergence herbicide or application of a
postemergence herbicide is required.

So the poorer results seen in 1996 may have been due to the
rainfall pattéras and not due to failure of the preemergence herbi-
cide. Keepinmind, however, that there are differences among the
crabgrass préventives in how long they last in the soil.

TEMPERATURE EFFECTS. Temperature also affects residual weed
control with a preemergence herbicide. The higher the tempera-
ture, the faster the breakdown of preemergence herbicide. This is

contined on page 41)
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THE DAWN OF A NEW AGE OF WEED CONTROL




The Dawn of a New Age of Weed Control

The science of controlling weeds just took a giant leap into the future

[ntroducing

MILLENNIUM™
COOL POWER™ HORSEPOWER™

You no longer have to make do with the common phenoxy herbicides or special mixes you've been creating to
get effective broadleaf weed control. Riverdale has combined the premium, broad spectrum performance of
DowElanco’s triclopyr and clopyralid chemistry with the fast action of phenoxy herbicides and completeness
of dicamba to form truly unique, first of their kind, premium broadleaf weed control products. Years of
university testing have proven these to be the optimum combinations for controlling weeds. Now, get the rotal
control of hard-to-kill weeds such as clover, wild violet and wild geranium, along with the rapid visual response
your customers want to see.

= H ™ ™ ™
Millennium Cool Power Horsepower

* High performance weed * Premium ester formulation * Highly effective, broad
control from a premium for increased uptake during spectrum formulation.
product. cool weather applications.

* Combines 2, 4-D, * Ester formulation containing * Combines MCPA,
triclopyr and clopyralid in MCPA, triclopyr and triclopyr and dicamba
an amine formulation. dicamba. amines.

Winter annual broadleaf weed control in dormant warm season turf and Round 1 weed control during cool
temperatures has always been trying. Now Cool Power™ makes easy work of those problem conditions.
Increased plant uptake of a scientifically proven ester formulation makes Cool Power™ the choice for cool
weather applications.

As temperatures increase, conditions become more favorable for weed growth and control. Switch to amine
formulations for improved economics. But don’t jeopardize customer satisfaction with cheap mixes. Bring out
the big guns and knock those weeds out completely. Miillennium™ gives you the best weed control available
combined with the rapid curling action of 2,4-D for a fast, visual response. Or, for 2,4-D free programs,
Horsepower™ gives the highly effective, broad spectrum control your customers demand.

So, don’t treat your weeds with the same old products you always have and spend the rest of the season talking
about how dissatisfied you are with their performance. Leap into the new age of weed control and get the
satisfaction you demand.

iverdale

800/345-3330

Call us today to get your weed control under control.
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(continued from page 40)

related to greater microbial activity under
higher soil temperatures. Also, volatile her-
bicides will leave the soil surface faster under
warmer conditions.

My graduate student, Rakesh Chandran,
and I have been looking at the soil residual of
the preemergence broad leaf herbicide
Gallery™ in turf situations. One of the rea-
sons for this project was the reports out of
New York by Dr. Joseph Neal and Dr.
Andrew Senesac that Gallery provided more
than 12 months of control for certain weed
species.

We wanted to see if the same length of
control would occur in Virginia. Not sur-
prisingly, our results suggest that the soil
residual of Gallery in Virginia falls between
that for New York and that observed in states
much farther south, such as Florida.

Temperaturealso affects the germination
period forasummer annual weed. The faster
it warms up in the spring, the sooner weeds
will germinate, while a cold spring delays
germination. The farther south the location,
the longer the crabgrass season !asts. There-
fore, herbicide length of control will be dif-
ferent in a northern state vs. a southern state
due to germination differences.

You can take advantage of the cold soil
temperatures in win-
ter and early spring in
a preemergence pro-
gram. A preemergence
herbicide can be ap-
plied much earlier than
the onset of crabgrass
germination and still
provide control of sum-
mer annual weeds well
into the growing sea-
son. Herbicides do not
break down as quickly
under cold conditions,
resulting in longer soil residual compared to
summer applications.

Starting earlier in the year makes it easier
to treat many properties before the onset of
crabgrass germination by spreading out the
workload. Remember, however, that the ear-
lier the preemergence herbicide was applied,
the greater the chance of late season crabgrass
germination. If a crabgrass preventive was

< USE READER SERVICE #92

It's a good idea to

rotate herbicides every

few years usin 4

products from various

herbicide families.

Distinguishing weeds, such as

sorrel, as summer annvals or
perennials is crifical for
knowing what types of
products to use and when they
should be applied.

applied in fall or early winter, it probably will
not provide full-season crabgrass control.
Also, if a preemergence crabgrass herbicide
was applied in late fall or winter, one could
not reseed in the spring.

IDENTIFICATION STEPS. An important skill to
learn in turf weed control is the ability to
distinguish annual weeds from perennial
weeds. Summer annual weeds, like crab-
grass, germinate from seed each year and
generally are killed with the first hard frost,
while perennial weeds live for many years.

Why is it important to tell the difference?
In general, we use preemergence herbicides
to control annual weeds, and must resort to
postemergence herbicides to control peren-
nial weeds. A preemergence herbicide ap-
plied for crabgrass control will not control
perennial grasses like quackgrass.

Another important
point in lawn weed con-
trol is telling the differ-
ence between crabgrass
and goosegrass. Some-
times called hard crab or
silver crab, goosegrass
germinates later in the
season than crabgrass
and is tolerant of some
of the herbicides used
for preemergence crab-
grass control. Goosegrass
has a whitish base and
flattened stems which come from a central
crown area of the plant. Crabgrass will not
root at the nodes, allowing it to spread
laterally across bare soil. The wiry stems of
crabgrass are noticeable late in the year.

Since goosegrass germinates later than
crabgrass, an early season application of crab-
grass preventive may have broken down to
low levels by the time goosegrass germinates.

COMPARING TYPES. Preemergence and
postemergence herbicides have inherent prop-
erties that affect an overall control strategy.

There are advantages and disadvantages
to each group of products. Specific herbi-
cides used in each of the systems will vary
across different turfspecies. Check the herbi-
cide label for specific use directions.

As a group, the preemergence crabgrass
herbicides pose less risk of turf injury than
postemergence herbicides. I am speaking
here of foliar damage — yellowing or brown-
ing of turf blades. Potential for root injury is
a separate issue.

Certain preemergence herbicides, such as
the dinitroanilines(Barricade,™ Pendulum,™
Surflan,™ Team,™ etc.) may suppress new
root development in sensitive species, but
whether or not this is an important effect is
an active area of research. Other herbicides,
such as Ronstar™, do not appear to affect
root development in turfgrass. The
postemergence herbicides Acclaim™ and
MSMA may cause temporary foliar injury in
certain species.

Preemergence crabgrass herbicides con-
trol annual grasses for two to five months,
depending upon the specific product used
and the weather. Some postemergence her-
bicides will not provide significant soil re-
sidual so crabgrass germinatingafterapplica-
tion is not likely to be controlled. In these
cases, a timely application of a postemergence
herbicide after the peak of crabgrass germi-
nation can provide acceptable control with-
out a preemergence herbicide.

Preemergence herbicides control crab-
grass as it germinates, leaving no dead patches
in turf. Application of a postemergence her-
bicide may result in dead weed patches in a
lawn, which may be disturbing to a customer
if there’s a significant weed problem.

(continued on page 44)
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INTRODUCING

Team Pro.

JUST THINK OF IT

AS TEAM
WITH A

TURBOCHARGER.

It’s called taking the best

crabgrass herbicide anywhere and tweaking
the formulation until it works
even better. New Team" Pro herbicide
is more consistent on everything
from crabgrass to spurge and oxalis.
The only crabgrass preventer with a unique
blend of two active ingredients
covers great at 4 Ibs. per 1,000 sq. ft.
But it still won't stain your customers’
property and is safe to nearby ornamentals.
Always read and follow label directions.
For more information, call us

toll-free ar 1-800-352-6776.
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Team Po
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(continued from page 41)

If the postemergence herbicide was ap-
pliedtoweedsin flower, viable seed maysstill be
produced, leading to increased infestation
the following year. Preemergence herbicides
control weeds before they can flower.

In terms of integrated pest management,
postemergence herbicides fit the traditional
IPM mold better than preemergence herbi-
cides because postemergence products allow
for spot treatments as needed. However, a
single, well-timed preemergence application
may deliver results that make using
postemergence products unnecessary.

CRABGRASS STRATEGIES. There are four crab-
grass control options: asingle preemergence
application, a split preemergence herbicide
application, a preemergence followed by a
postemergence application or a preemer-
gence-postemergence tank mix application.
Below are descriptions of each strategy:

Single preemergence
and split preemergence
herbicide application.
Application timing is
important for pre-
emergence herbicides
since most preemer-
gence products will
not control weeds af-
ter they emerge. An
advantage of a single
preemergenceapplica-
tion is that only one
visit to the site is required. If the site is not a
highly maintained area, some late-season
crabgrass may be acceptable.

A split preemergence application gener-
ally results in longer residual control. A gen-
eral concept is that a certain threshold con-
centration of the herbicide in the soil is
required for crabgrass control. As the herbi-
cide breaks down in the soil the concentra-

Herbicides will differ
in their potential for
leaching based upon
their water solubility
and ability to bind

to soil particles.

tion drops below the
threshold, resulting in
crabgrass germination.

By reapplying the
same preemergence her-
bicide two months after
theinitial application, the
threshold concentration
will be maintained for a
longer period of time.
Since the soil concentra-
tion afterasingle preemer-
genceapplication is prob-
ably much higher than the threshold con-
centration, a lower application rate can be
used for each splitapplication than that used
for the single application program.

Use of a preemergence followed by a
postemergence application. Use of a preemer-
gence herbicide in early spring followed by a
postemergence application later in the year
(continued on page 46)
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Replacement 12Volt Hose
Reel Motors * $135.00
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In ONE year, this GRASSHOPPER

wil CUT and TRIM grass, mulch,
side-DISCHARGE and BAG clippings,
bul- DOZE dirt, THROW snow,
VACUUM leaves, SWEEP walkways,

and AERATE soil.

(For every thing there is a SEASON.)

And for every season, Grasshopper has just the right attachments.

* Year-round versatility. A full line of attachments lets your Grasshopper zero-radius
maneuverability work for you all year long. The exclusive Combo Mulching™ Deck"*,
with full-flotation option, lets you mulch, discharge or bag with the same deck for

superior results in varying conditions.

Other attachments include Quik-D-Tatch Vac® grass collection systems, angle dozer
blades, snowthrowers, rotary brooms, dethatchers and AERA-vator™. Quik-D-Tatch®
mounting system* permits removing and adding attachments in minutes without tools.

» Easy to operate. Even beginning operators get the feel of

Grasshopper's dual-lever steering in no time. So natural,
operators can. mow long hours without tiring.

* Built-in quality. Grasshoppers are built to last,

" €all or wntg f‘br the name of g
your nearest dealerand a”
’ “hands on” demonstratlon

with robotic-welded steel construction and highest
quality components. .

*patent pending

MOVE UPTO

GRASSHOPPERABILITY |

grass'hop'per abil'i'

: the ability to make all
the right moves for /
mowing quality and
timesaving productivity.

Hcavy duly multipurpose 48- and 60- mch dozer
blades move dirt, sand, gravel and snow quickly
and easily. The V-snow plow clears sidewalks.

PTO-driven 48- and 60 |nch ﬁxed angle rotary
brooms handle dirt, debris and clean up to
eight inches of snow. 60-inch bidirectional
broom available.

PTO-driven 48- and 60-inch snowthrowers
throw snow up to 20 feet away. Winter
enclosure for all snow removal attachments
provides protection from wind and snow.

40- or 60-inch AERA-vator™ penetrates hard,
dry soil without irrigation. ROPS with overhead
canopy is optional.

Durable 48- and 60-inch Tine Rake™
dethatchers remove thatch and surface aerate
soil. Vinyl sunshade canopy protects operator
from sun and heat.

First to Finish...Built to Last

The Grasshopper Company
One Grasshopper Trail + P.0. Box 637

Moundridge, KS 67107 US.A.
Phone: (316) 345-8621 * FAX: (316) 345-2301

USE READER SERVICE #77



(continued from page 44)

has certain advantages. In certain years, ac-
ceptable control may have been obrained
with the preemergence herbicide, so no
postemergence treatment would be required.
However, greater monitoring is needed for
the split preemergence/ postemergence treat-
ment to determine when a postemergence
application is needed.

Tank-mixing  preemergence and
postemergence herbicides. Combining a
preemergence with a postemergence herbi-
cide allows you to treat later in the year than
with a strictly preemergence program. With
proper timing, control of existing crabgrass
plants, as well as those that emerge later in
, the growing season, is possible.

| RESIST RESISTANCE. The choice of product is

| an important decision that a lawn care man-
ager must make. Besides comparing cost and
length of control, another point that should

be considered is the potential for the devel-
opmentof resistance. If the same herbicideis
used year after year for a number of years, a
resistant form of the weed may develop.

It is probably a good idea to rorate crab-
grass herbicides every few years using prod-
ucts from different herbicide families.

SPRING BROADLEAF CONTROL. Although we
apply them primarily for annual grass con-
trol, the crabgrass preventives will control
certain broadleaves from sced, such as pros-
trate spurge, carpetweed and yellow
woodsorrel.

The crabgrass preventives will differ in
their effectiveness on broad leaf weeds from
seed so check extension bulletins or other
sources of information for specific control
ratings. The crabgrass preventives will not
control existing broad leaves, nor will they
control perennial broad leaves. The control
of annual weeds like spurge will probably

not last throughout the summer months.
Take advantage of some free time now to
plan your spring weed control program to
avoid scrambling to catch up in the spring.
Determine which strategy best fits the weed
problems that exist ar each site.

Acclaim is a registered trademark of AgrEvo,
Wilmington, Del. Surflan, Team and Gallery
are registered trademarks of DowElanco, In-
dianapolis, Ind. Barricade is a registered trade-
mark of Sandoz Agro Inc., Des Plaines, IlL.
Dimension is a registered trademark of Rohm
& Haas, Philadelphia, Pa. Ronstar is a regis-
tered trademark of Rhone-Poulenc Ag Co.,
Research Triangle Park, N.C. Pendulum is a
registered trademark of American Cyanamid
Co., Wayne, N.J.

The author is an associate professor of weed
science at Virginia Tech, and is currently a
visiting scientist at Rutgers University.
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HYORO SEEDING SYSTEMS
READY.....AIM.....CROW
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GROW EREAT LAWNS & BIGGER PROFITS

WE HAVE A SIZE FOR YOU
¢ Cut material and labor costs, save 50% S0Gal, 650 SqFvlosd $129500

* Faster germination, have grass up in days 100 Gal, 1300 SgFvLoad $199:
@ 4 5.00
Eleminate the need to use messy straw. 150 Gal, 2000 Sg/Fvload $ 2795.00

* Charge more, it is & premium service 300 Gal. 4000 So/Ftload $ 399500
:ps"‘"’"m”""‘“""'““‘“"”’"“““ S00 Gal, 6600 Sq/FtLosd  § 4795.00
owerful units, faster mixing & spraying 750Gal,  1/4AcreLosd $ 799500

* It's casy to make $ 1000.00 or more a day. 1000 Gal 173 Acre/Load  $ 9995.00

Mark W, KY, “Last year | was mowing grass, Now | have job’s that | make over $ 18,000 on™

Mike S, MA “I had to stop my advertising for a while, | have over 200 jobs lined up™

Bob J, MA “I am raking in cash with my machine, I'ts 50 easy to run, | let my wife do it some ™

FOR A FREE HYDRO SEEDING INFO PACK CALL
BADGER ASSOCIATES

1108 THIRD AVE. NEW BRIGHTON, PA. 15066

1-800-822-3437 Fax (412)-846-3470
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(412) 846-0670

EVERYTHING FOR THE
LAWN MAINTENANCE INDUSTRY

CELEBRATING OUR 30th YEAR!

200 gal. poly baffled tank unit

W 300f.1/2"hose
B Unit pre-tested & readytouse
I Custom builtunits available

OLDHAM CHEMICALS

COMPANY, INCORPORATED

1-800-888-5502

Or write: P.O. Box 18358, MEMPHIS, TN 38118

I 200 gal. polybaffled tank
M 5.5HondawithD-30
Il Electricreel
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After fifty productive years, professional pruner R

Brion Winship felt it was time toretirehis =~ =~ °
faithful Corona Model 80 _ ]
80, circa 1946
workhorse.
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...and kick off his next fifty with our ”ail-new
lighter weight, easier cutting
Corona BP 6190 Professional Bypass Pruner
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: Brion Winship
; Retired Professional Pruner
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> of ow full line of professional cutting tools call (800) 847 7863.
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InThree Years, If We
Have To Crack Open
This Transmission
We Won’t Be
Looking For Money

99 e .
Of(/,.e W'TH

o
Suggested \\s* ¥

Nothing Runs Like a Deere’



In the lawn care business, your reputation
is only as good as the equipment you use.

That’s why every new John Deere GS
Series transmission is backed by one of
the toughest warranties in the business.
A 36-month limited warranty—to the orig-
inal purchaser—that covers failures due
to defects in workmanship and materials.
(Some items, such as belts, sheaves, con-
trol linkages, required adjustments and
general maintenance are not covered. See
your dealer for full details.)

For the John Deere dealer nearest you,

call 1-800-537-8233. Or visit us online at
_' . 'I‘?ﬁ

-
’

http.//www.deere.com.

AT it

GS Series Commercial Walk-behind
Mowers are available in three power
sizes: GS30 (13 hp), GS45 (14 hp)
and GS75 (17 hp). They can be
matched with deck sizes of 36, 48
and 54 inches. A 5-speed gear-drive
transmission is standard.
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mower market

As the commercial piéce of the market pie for themriselves. The result has been iore produc
mowing market manufacturers coming on line with product introductions.

grows, competition dations have already occurred, and more are rumored to be in the works.
among manufacturers ~ GROWING COMMERCIALNUMBERS. The Outdoor Power Equipment Insii-
fb?' Yyour equipment the marketplace by polling member companies each quarter about the
dOILZI' /(’(’C’PS gé’t'tillg shipments for the entire model year.

l]ot'ter. than its counterparts in the consumer area, according to the shipment

B}I P[lul S{'}]rimpf continue in model year 1997, anticipating an additional 4.5 percent
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anufacturers of mowing equipment rarely agree on everything,

but there is some consensus on one point the commercial
riding and walk-behind mower market holds tremendous growth
potential for sales and service.

Manufacturers are responding to this demand by snapping up every

available commercial niche marker, looking for contractor loyalty and a
lines, faster upd.lh‘\ [0 existung prn({ll((\ and even some l()(.l“)’ new

It is also creating some changes in the manufacturing ranks. Consoli-

tute, based in Old Town Alexandria, Va., predicts the number of units in
numbers of units they ship. A formula is then employed to estimate
In 1996, the pulse of the commercial market registered much stronger

estimates. OPEI predicted that 1996 shipments of commercial, interme-
diate-sized walk-behind rotary mowers will show an increase of 6 percent

for the 1996 model vear. The organization expects the good news to
8 I £

increase in unit shipments,

The news on riding rotary mowers is even better. Shipments ofall types
of commercial riding rotary turf mowers were projected to increase 7.5
percent in 1996, and are on pace to grow an additional 8.1 percent in the
1997 model year.

Conversely, the consumer market, stuck in a holding

pattern due to inclement spring weather last year, faltered
against 1995 numbers. Front engine lawn tractor shipments
were expected to drop 7.3 percent in the 1996 model year, while
riding garden tractors should show a drop of 12.9 percent. Finally,
the rear engine riding mower forecast predicts a 13.9 percent drop.

Of course, there is some crossover to consider. Dick Tegtmeier,

president of Encore Mfg., Beatrice, Neb., has found a growing

Onthe Move
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demand for borderline consumer/commer-
cial riding equipment, and one zero-turn
unit in particular, to attract consumer cus-
tomers. “In the last nine months, we saw
brisk sales in the small rider area, from 42 to
48 inches,” explained Tegtmeier. “It’saniche
thar we are going after as a company.”
Even with greater consumer interest in
some lines of commercial equipment, how-
ever, the numbers show that the consumer
market is a bit more vulnerable ro weather
and economic factors while the professional
market provides consistent equipment sales
opportunities for manufacturers.

RIDE ‘EM COWBOY. While walk-behind mow-

ers are still enjoying much success with the

The commercial
mower market is
expanding, but
growth is strongest
in zero-turn riding
units. Credit: (left)
Walker Mfg.,
(above)

Grasshopper

}\r(vh'\\inn;l' mow ill:.: maintenance contrac-

tor, the riders are getting a lot of the atten-

tion these days. Rick Curlett, director of

marketing with Exmark, Beatrice, Neb., said
the key words for contractors are productiv-
ity and performance.

“As the mp-nnuh mm[\.mic.\ grow, get-
tingand keeping good people becomes a big
challenge,” said Curlett. “One of the ways
contractors can overcome this is through
cquipment. With a riding unit, one person
can do what two or three can do with walk-
behind units.” The combination of more
productivity and fewer people allow con-
tractors to take on more jobs, as well as more
complex jobs, he added.

Productivity benefits of riders include

more consistent speed of work and consis-
tent quality of cut, and increased mancuver-
ability that leaves little trim work. Operator
comfort is also a critical issue with riders,
and operators will work longer and faster on
units l|\.ll are L’()llllk)rl.llllc o np('r.lk‘.
Curlett sees a real maturation of the con-
tractor market and a desire among estab-
lished contractors to make the smartest pos-
sible equipment purchases. “There’s no ques-
tion, as they evolve as companies, they are get-
ting more sophisticated abour time and pro-
ductivity,” he said. “I see these contractors
going out and doing motion/time analyses
on their workers, trying to determine how
long it takes to get mowers off trailers,
perform the work and load up again. They
talk more about amortization instead of
saying, “Well, I can get five or six years out

of this thing.™

l'M WAlK|N’. .’\,\ a S[L'P'l]p Pr(\dll(l t‘r()l“ [h(‘
high-end residential equipment many new
mowing contractors start out with, the walk-
behind mower is growing ro meet the qual-
ity, comfort, versatility and price demands
of both young and established companies.

Most contractors are still starting out
with a gear-drive type, but quickly evolve
into hydrostatic transmission units, noted
Curletr. “Most growing companies start
out with a gear drive walk-behind because of
the price,” he explained, “bur as their busi-
ness grows and evolves they begin to see the
value of the productivity advantages that
hydros can provide.”

Because brand loyalty is so pervasive in
the contractor industry, many manufactur-
ers are trying to provide a complete line of
units that the evolving contractor can work
through as their business grows and changes.
American Honda Power Equipment,
Duluth, Ga., which has hydro walk-behind
machines on the market, has introduced a
gear-drive unir to try to pick up the price-
conscious, less established contractor, ac-
cording to Ned Swanson, assistant sales
manager.
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mower market

“Hydros are more efficient, but there’s
still a large market out there for the gear-
drive machine,” he said. “A lot of newcom-
ers to the business see the $2,000 to $2,500
price tag and will buy the gear drive — it’s
more of a price thing with them.”

Dixon Industries, Coffeyville, Kan.,
tested the commercial waters in 1987 with
their zero-turn riders and recently intro-
duced a walk-behind unit to pick up more of
the contractor market. “We're pleased to be
selling to the market on a larger scale,” said
marketing manager Steve Dixon. He added
that the commercial market continues to
grow as a proportion of the company’s total
business.

GROUND ZERO. After 25 years of carving out
market share piece by piece, the era of the
zero-turn radius mower as the riding unit of
choice for lawn maintenance professionals
has apparently arrived. Bob Walker, owner
of Walker Mfg., Ft. Collins, Colo., pro-
ducer of commercial riding, out-front, zero-
turn mowers for the last 16 years, pointed to
OPEI statistics showing these units being
shipped in greater numbers than traditional
steering type units in 1996,
by a ratio of 56.5 percent to
43.5 percent.

“Before 1996, the ratio
was closer to 60 percent
steering wheel to 40 percent
zero turn,” said Walker.
“Finally, the zero-turn
mower is becoming the in-
dustry standard.”

Walker also observed
that this switch in design
preference has come even
though some larger manu-
facturers have yet to come
on line, or just recently
added zero-turn products.
What has happened is that
many small and medium
size manufacturers have

waves.
added zero-turn units to i
their lines or entered the market with a zero-
turn product. A decade ago, about six zero-
turn units were on the market — today,
there are options available from 30 manu-
facturers, according to Walker.
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Walker suspects

that the increas-
ing market share
zero-turn models
are commanding

will pull other

manufacturers

into the market

11/1{/ I)IIIA’L’ some
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Commercial demand is
resulting in more
product lines, faster

updates to existing
equipment and products
from new manufactur-
ers. Credit: Scag

“It’s really been 15 years of evolution for
our units,” said Mark Meagher, advertising
manager with Dixie Chopper, Coatsville,
Ind., manufacturer of belly-mount zero-
turn units. “And the zero-turn aspect has
always been part of the sales pitch.” With so
many companies offering the units now, he
explained, “Customers are finally realizing
there may be something to this zero-turn
technology.”

Walker suspects that the increasing mar-
ket share zero-turn models are command-
ing will pull other manufacturers into the
market and make some waves. “All these
manufacturers can’t really survive,” Walker
predicted. “It will be very difficult for the

market to sustain itself

¢ 6090 00

with this many manu-
facturers. I suspect the
big companies will get
into the zero-turn mar-
ket, and market forces
will either push compa-
nies out or push them to
be more competitive.”

The waves of change
areevidentalreadyin the
market. One of the most
recent examples was the
acquisition of Bunton
Co., Louisville, Ky., by
Jacobsen division of
Textron, Racine, Wis.
An established player in
the large commercial turf
equipment market,
Jacobsen was interested
in reaching more of the commercial mainte-
nance market purchasing mid-size machines,
according to Paul Golevicz, production man-
ager at Jacobsen.

“It completes the line of rotary mowers

under the Jacobsen
Textron umbrella,”
noted Golevicz. “And
the new Twister zero-
turn product helps us
increase our market
reach.”

On the other side,
Bunton will beable to
use Jacobsen’s re-
search and marketing
expertise and resources to get products off
the drawing board and out to users to demo,
according to Bunton’s sales and marketing
manager Joe Santangelo.

NEW DESIGN FEATURES. Ken Raney, adver-
tising manager at Excel, Hesston, Kan., said
thebiggest challenge has been to convert Excel’s
success in the large commercial mowing equip-
ment area to success in smaller equipment.
“We've been working to make a zero-turn
unit that’s smaller in size and at a price the
customer is looking for,” said Raney. He
added that Excel is testing prototypes now
for the release of a new riding mower late
this spring.

At the Green Industry Expo in Cincin-
nati, The Toro Co., Bloomington, Minn.,
rolled out its entry into the zero-turn rider
market, an effort the company has been
planning since the development of its land-
scape contractor group 18 months ago. Ac-
cording to commercial product sales man-
ager Brian Masterson, Toro’s research led
them to favor the out-front design.

“Users told us they wanted an out-front
deck because they are easier for getting under
trees and bushes and provide better visibility
for cutting.” The units also have larger tires
and a wide wheel base for stability and a low
center of gravity, he added.

The market will be able to gauge the
impact of the Toro zero-turn mowers on
commercial users this spring when the units
become available. A 60-inch side discharge
and, in late summer, a 40-inch recycler will
be the available decks.

Another sign of the zero-turn movement
is the addition of new lines to the market
from established or new manufacturers.
Shivvers Mfg, Corydon, lowa, maker of zero-

(continued on page 54)



AND KEEPS ON CUTTING.

» commercial mower will cut grass, but Scag
commercial mowers also cut your cost. How? By
optimizing performance at every turn.
routine field service and
rep

Making
wear-part
cement simple and easy. And, by offering a
complete product line that has been voted by pro-

common

97-01

fessional cutters like you as being the best in dura-
bility and long lasting value.

If you're being tempted by cheaper competitive
machines, check out the cost cutters at your Scag
dealer today. And while you're at it, ask about our
new 3-year limited spindle warranty.

©1996. All rights reserved Scag Power Equipment, Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive, Mayville, W1 53050
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(continued from page 52)

turn mowers for a number of manufacturers,
began producing its own Country Clipper
line in January 1995.

“Thezero-turn market is exploding,” said
John Willard, outdoor power equipment
division sales manager with Country Clip-
per. “They simply cut faster with no trim-
ming and less fatigue.

“There is a movement away from walk
behinds,” he continued, “because you have
to be able to find people to operate them
safely and efficiently. You pay a bit more for
the rider on the initial cost and in mainte-
nance, but you get more — the zero-turn
unit is the fastest way.”

Snapper Power Equipment, McDon-
ough, Ga., recently introduced its new entry
into the mid-size zero-turn market, with an
emphasis on ease of operation and mechani-
cal simplicity, according to John Chick, com-
mercial product sales manager. The design

includesa joystick drive system that makes it
“easier to train operators to use the unit,”
noted Chick.

American Honda also expects to get its
zero-turn rider off the drawing board,
through production and out to users by the
time EXPO 97 in Louisville starts in late
July. Swanson said he hopes to have the
units to dealers in the fall.

Another new out-front, zero-turn entry
will come from Bush Hog, division of Al-
lied Products, Selma, Ala. Product man-
ager Jimmy Anderson explained that the
softening agricultural market has nudged
them into commercial mowing equipment
to pick up some of the slack.

Bush Hog will use its extensive system of
agricultural product dealers inidially to dis-
tribute the machines, according to Ander-
son, but will eventually be moving sales into
metropolitan area dealers in the near future.
Other new productintroductions, including

mower market

walk-behind units, are also in the offing.

Something completely new will be the
Surfer from manufacturer Great Dane
Power Equipment, Elm Grove, Wis. The
new design features a hinged, stand-on plat-
form with padded support so the operator
can stand and drive the machine.

Its smaller footprint, between 53 and 57
incheslong depending on the unit, will allow
more machines to be brought to site than is
typical with riding mowers, said Rick
Cuddihe, vice president of sales.

Cuddihe said that simplicity of mainte-
nance and durability were primary consid-
erations in the design, which includes a
larger gas tank, 7-gauge steel throughout
and Marbain steel blades that allow contrac-
tors to cut twice as long before the blades
need sharpening.

The author is Managing Editor of Lawn &
Landscape magazine.

A world of difference —

SLICE

Different because the SLICE computer systems were
designed exclusively for the green industry, offering
comprehensive solutions that fit your business.

Different because SLICE is at work today in nearly 200
green industry businesses in over 30 states and Canada.

Call today for a larger SLICE of tomorrow’s business.

Ohic  (800) 582-6129
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RED
RAMP

From METKO, INC.
1251 MILWAUKEE DRIVE
NEW HOLSTEIN, WI 53061-1499

M-100 Standard Ramp —
fits standard size pickups.
M-200 Mini Ramp —
fits mid size and mini-pickups.
M-300 Porta Ramp —
fits any pick-up, trailer or van.

M-400 Cab Guard —
fits standard and mini pickups.

Call and order direct today:
800-733-4726

FAX:

g 414-898-5293

METKO
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expo review

Optimism ran high as
contractors from large and
small companies gathered
in Cincinnati to network

and become better
business people.

Lawn & Landscape
Staff Report

200 tour, a casino night and a popcorn carnival —
sounds more like a party than a business confer-
ence, doesn’tit? Participants at the Green Industry
Expo, held in November in Cincinnati, Ohio, had
the opportunity to celebrate a successful year in the

green industry and prepare for another.

The Expo broke records, topping its 1994 highs with 60,900
square feet sold and 283 exhibiting companies. Show manage-
ment estimated a 29 percent increase in attendance, with a total
of 4,500 attendees and exhibitors participating.

The sponsoring associations had good conferences, as well.
The Professional Lawn Care Association of America reported
542 participants, the Professional Grounds Management Soci-
ety welcomed 240 attendees and the Associated Landscape
Contractorsof America hosted arecord 953 people. The optimistic
moodcarried over into attendance at
seminars and special events.

CHALLENGING IDEAS. The three spon-
soring organizations provided a full
slate of programs covering every-
thing from pesticide risk/benefit tests
to ergonomic designs to handling
personal stress. A debate on the use
of pesticides drew interested attend-
ees as speakers represented the envi-

The Green Industry
Expo held last
November in
Gincinnati, Ohio,
attracted more than
4,500 attendees and
exhibitors represent-
ing all facets of the
lawn and landscape
Popular events at this
year's meefing
induded ALCAs
Casino Night, PLCAA's
Popcorn Carnival and
PGMS’ tour of two
historic, local
landmarks: Spring
Grove Cemetery and
the Cincinnati Zoo.
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ronmentalist and industry sides of the issue.
Two Washington, D.C., insiders offered
their predictions on 1997 national legislative
agendas. Ben Bolusky, director of govern-
ment affairs, American Association of Nurs-
erymen and David Crowe, on-going legisla-
tive representative for Responsible Industry
for a Sound Environment, forecast a year of
bipartisan action on environmental legisla-
tion, additional attention to risk factors and
continuing pressure to regulate aspects of the
workplace. Bolusky noted thatapproximately
275 pieces of legislation dealing with the
workplace were monitored in 1996.

CROWD PLEASERS. ALCA’s landscape facility
tour took on new dimensions this year as more
than 600 people journeyed to two Cincin-
nati-area companies. PGMS tour partici-
pants enjoyed a fascinating tour of Spring
Grove Cemetery and Arboretum, plus the
innovative Cincinnati Zoo.

Networking breakfasts held by the
sponsoring associations attracted many
contractors interested in improving their
businesses. The Outdoor Equipment Demo
gave visitors a chance to test new models.

PLCAA’s Popcorn Carnival featured sev-
eral speakers discussing industry in the 21st
century, in a circus-like atmosphere that
encouraged audience participation. The Live
Auction raised more than $25,000 to sup-
port public awareness programs.

PLCAA, RISE and the Golf Course Su-
perintendents’ Association of America put
their joint Ambassador Speaker program
into action at the GIE show. The program
will develop a speakers bureau from the

green industry to spread a positive message
to the public. For more information about
participating in this program, contact
PLCAA at 800/458-3466.

In addition to booths demonstrating ac-
tual equipment, several hardy souls braved
the chilly weather to test equipment under
real-life circumstances at the Outdoor Equip-
ment Demo on Thursday. It was a great day
to check out traction, as the ground was wet

and slippery with mud and snow.

LANDSCAPE FABRICS &

EROSION CONT

/ MMONGL L GNAACaA x I

¢ LANDScAPE FABRICS
- WEEeD StopPER

- PROFESSIONAL LANDSCAPE FABRIC &
PATI0O UNDERLINER

- Woven WEED RESTRICTOR

¢ BurLAP

¢ PoLyJute Erosion ConTROL

* Woven Grounp Cover

* FABRISCAPE DRAINAGE SYSTEM
* FROST PROTECTION

® SECURING PINS

® Knives & REPLACEMENT BLADES

AE,
—FABRISCAPE ...

3145 W. COLUMBUS AVE., CHICAGO, IL 60652
(773) 436-7400 - 1-800-992-0550 - FAX: (773) 436-0335
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ROL PRODUCTS

e ConsTrucTION FABRICS & FENCES
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ECO-500 Injection System
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at the gun.

¢ Blanket apply fertilizer,
spot-spray pesticides.

¢ Mixes instantaneously

Coaxial Hose

GREGSON-CLARK

1-800-706-9530 716-768-7035 fax: 716-768-4771
7594 Seldon Rd. PO. Box 8, LeRoy, NY 14482

Dual Trigger Gun
A

® Reduce pesticide costs
by 50% or more

e Easily installed on your
existing spray truck.
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HEAVY ON PERFORMANCE. | IGHT ON THE WALLET.

Pro 250 > "\ Pro 150
";_ r ¢ - :
Hydrostatic . Five-speed,
drive at > 1 all-gear
gear drive T . | transmission
price E
q | Two
w 4o | individual
. ‘v | drive belts
. ‘
ey, i prevent
Eaton 851 "il'li " wke | slippage
Hydrostatic : s | in wet
Transaxle | g conditions

y
Variable Smaller,
speed lighter,
selection with_fewer
parts to
maintain
Straight Gravely
ahead durability
tracking and
dependability
)

Whether you're in the market for hydrostatic or gear drive, Gravely has mowers to
. handle the tightest budgets. Built for speed and reliability, the Pro 150 and the Pro 250
will help you trim costs and clear a path to greater profit.

Success Rides on a Gravely.” #.

See your nearest Gravely dealer today or write or call: Gravely International, 655 W. Ryan Street, Brillion, W1 54110 * 1-800-GRAVELY (1-800-472-8359)
http://www.gravely.com * ©1997 Gravely International
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Prices

hether your company does
$50,000 in businessayear or $50

There may

million a year, the most impor-

be Otber tant ingrcc{icnt to your suciess
met}]Odf tbﬂt may be the efficiency of your com-
pany’s pricing structure. Companies inter-

w07'k, but viewed for this story emphasized the need
for a clearly defined and well conceived

most contractors pricing structure for any company to maxi-
agree t/] at a mize its profits and grow more profitable.
And companies of all sizes agree that an

5u€c€5$ﬁll effective pricing structure can only be built
&b upon a foundation of understanding a

Pm'mg structure company’s costs.

starts with : COST CONTROL. “The most important part of
understandlng a pricing structure is knowing your costs,”
asserted Bruce Moore, president of Eastern

}’0”7' Costs. Land Management Inc., Shelton, Conn.

“Too many contractors think their costs are
just what they’re paying for labor.”
Understanding costs means breaking
them down task by task. “We went to a
computerized job costing system so we know
what each part of a job costs us. We share this
information with our operations managers so

By Bob West
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Labor is such a key factor in a job’s cost that contractors have to have an
accurate working knowledge of the productivity levels of their crews or
they run the risk of losing money with inaccurate job costing.

they see where the costs are going,” he ex-
plained. “This isimportant because they are
the people responsible for pricing jobs.”

Knowing all of the costs associated with
a particular job means understanding that
job. “Contractors have to thoroughly read
all of the specifications in a bid job,” noted
Dave Hanson, vice president of Environ-
mental Care Inc., San Jose, Calif. “Too
often details of a job are left out of the bid
price, or competitive pressures force con-
tractors to run too close tothe edge. Thiscan
mean a significant loss if the client holds you
close to the specifications.”

OVERHEAD OVERSIGHTS. When a
contractor’s pricing structure is flawed, it’s
often because he or she isn’t recovering
overhead costs properly, according to Charles
Vander Kooi, president, Vander Kooi &
Associates, Littleton, Colo. “Overhead isn’t
something specific to charge foronajob like
a tree. So many contractors don’t realize
that the jobs present opportunities to re-
cover some of it,” he commented.

(continued on page 60)



Getting lots of really good new customers is a

pain in the you-know-what, but...

Even The World’s Greatest, Most Reliable, Most Attentive To Detuail,
Hardest Working Gardener, Lawn & Garden Service Owner or lnndscupe
Contractor Will Starve To Death— Without A Steady Flow Of New Customers!
“I started with a lawn mower and built a million-dollar-plus, highly profitable, and highly

respected landscape contracting business at a rapid pace—because of my Customer
Attraction Secrets...now, my Free Report reveals my secrets, to those who qualify.”

Dayton, Ohio- Are vou frustrated by advertising
that never makes the phone ring? By being beat
out of good jobs by cheap bidders? Feeling like
vou're starting vour business all over again every
season? Stuck at a certain level?

A million dollar per vear “entrepreneur of the
vear” says that most of his peers’ and
competitors’ marketing is anemic, me-too-
istic, dull, full of costly waste, and
ineffective. Arrogant? Egotistical? Marty
Grunder says: “React to me any way you
like—but one thing is for sure, if you are
in the landscaping business or maintenance
business, whether you are small or large,
my marketing methods can easily double or
triple your business in just one year,
provide better customers, help you target
and get exactly the kind of business you
want, increase profitability and stability,
and absolutely mystify and trump your
competitors.”

Big talk? Yes, it is, but this Grunder
wiseacre has been showing off—and
blowing sceptics away—his entire life. As a
freckle-faced, red headed Dennis-the-Menace
type kid, he started his business with
nothing more than a “push” lawn mower
and chutzpah. That little business went to
75 regular customers almost overnight. As
a full-time student at the University of
Dayton, while his buddies drove to school
in old “beater” cars and flipped burgers for
pocket money, Marty arrived in his Grunder
Landscaping Company truck and, at_age 21, did
over $300.000.00 in business. Last year he was
named Young Entrepreneur of the Year by the
Small Business Administration’s Midwest
Region, in the 1 to 25 employees category.
Currently, Marty oversees a staff of 30, 18
trucks, a backhoe, an assortment of other
equipment, and a diversified business doing
everything from basic residential lawn mainte-
nance to complicated commercial landscaping
projects—and, this vear, breaking $1.5 million in
annual sales. He's also investing in land,
lecturing from time to time, and working with
other landscapers as their “marketing coach.”

Million Dollar Marketing Secrets Revealed
In A Free Report—If You Qualify!

Grunder DOES have “secrets” for building these
types of businesses, too. Here are just a few
examples:

1. How to spark referrals.. how to turn
“small accounts” into big business.
How to increase Val-Pak Coupon, direct-
mail and Yellow Pages advertising results
by 10% to 30%..make vour advertising
much more productive and be able to
accurately measure its value.

o

SORRY,

3. The 5 biggest mistakes 95% of the people
in this business make when advertising
and how to avoid them.

4. How to stop the “price shopper” in his
tracks. How to get good business
without being the lowest bidder or
offering cheapest price.

Here’s the smart-aleck kid standing next to his first truck. Who'd
have guessed he'd quickly create the biggest and best company in
southern Ohio, confound established, entrenched competitors, and
exceed $1.5 million in annual sales? Betcha he has a marketing
secret or two in his pocket that you'd love to steal, if you could!

How to avoid the fatal mistake of
confusing ‘marketing’ with ‘selling’.

6. Forget wasteful “name recognition” or
“getting vour name out there"—learn to
“target,” create and deliver a “market-
matched” message,” and attract exactly
the type and size of clients you really
want.

Why vour “service” should never be the
#1 focus of vour marketing.

8. Powerful but simple letters and things to

say to existent customers to g_.m_g_dgmmd

for a vari addi i
profitable services.
9. The “secret” borrowed from the fad-

diet business that sells high-priced,
high-profit landscaping work like
crazy.

10. How to get people working for vou and
with vou to really contribute like a
championship team!

11. How to use “automated, autopilot
marketing” to bring in new business
without vou or anyone else even talking
with prospects on the phone!

12. Even “poor bov" dirt ches : i
strategies, like what to write on a simple
postcard to bring in a flood of new
customers

OFFER NOT AVAILABLE IN OHIO, OUR MARKET

AREA.

13.The “4-Page” marketing tool used 6
to 10x a year that is guaranteed to
increase your business by at least 30%
year after year...automatically!

14.How to position vourself as a “famous
expert” in your area, get a ton of free

advertising and “fry” the competition

And there’s a whole lot more. At the
urging of a big-time, nationally respected
direct marketing consultant and
professional speaker who discovered and
was “blown away” by everything Marty
was doing, Marty prepared an easy-to-
read but very complete, provocative

Special Report—How To Re-Invent

Who Should Get Marty Grunder’s
Special Report?

Marty asks that you call for his free
Report ONLY if: (1) you own your
own business or are the President, CEO,
manager or marketing manager for the
business; (2) vou make the decisions
about advertising, marketing, and
customer service investments; (3) vou are
currently unhappy with some aspect(s) of
vour business; (4) you recognize that in
today’s competitive environment, just
“doing a great job” isn't enough to
sustain a business; and (5) you are willing to
make progressive innovative changes in vour
business if convinced, even reasonably assured
that doing so will dramatically improve sales,
profits, customer satisfaction, referrals, growth,
and community prominence. (Please do NOT
waste vour time or Marty's money getting this
Special Report if you are close-minded, change
resistance, fully satisfied with your income, or
just a curiosity-seeker without sincere interest in
changing vour business for the better.)

How To Get Your Free Report:

Simply write “Report” on vour business card or
a sheet of vour letterhead and FAX it to 937-847-
8067 or, for even more information and to get
vour Report, call 1-800-399-7135, listen to a
brief free recorded message, then leave vour name,
company name, and address as instructed. You
can FAX or call anytime, 24 hours a day, 7 davs a
week. If vou prefer having vour report sent
confidentially to vour home address, just let us
know. Incidentally, requesting vour free Report
does pnot obligate vou in any way; no salesperson
will call to follow-up, nothing of the sort.
However, this is a limited free offer, so please take
care of it right now, while it's fresh in vour mind.

©1995 M. Grunder
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P SOFTDESK

SHOW AND SELL!

No previous drawing experience required.
Softdesk Pro Landscape makes it easy to
create professional presentations for both
residential and commercial customers.

This photorealistic “After” image was created entirely
from the “Before” photograph using Pro Landscape.

3 Programs 1 Package:

ONE.

Photoscape technology includes hundreds
of plant and other landscaping materials to
create realistic photo-view plans.

Two.

Easy-to-use professional tools simplify
creating a detailed plan-view drawing of
your Photoscape image.

THREE.

Estimating module automatically includes
all plants and materials used in your
Photoscape image and plan-view drawing.
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{continued from page 58)

Vander Kooi recommendsa multiple recovery system. *Overhead
should be charged on each part of a job that requires overhead costs,”
he said. “Many contractors try to get it all back on labor, but
equipment and materials have overhead costs also.”

John Joestgen, vice president of installation sales for D.R. Church
Landscape Co., Lombard, Ill., warned contractors about the differ-
ence between fixed and variable overhead costs. “Some overhead costs
will change based on the volume of work being done. You may need
to add a receptionist if your volume doubles,” he explained. “That’s a
variable cost. The cost of the building isn’t likely to change along with the
volume, so it’s a fixed cost.”

When fixed overhead costs do change, though, they do so
dramatically. “Fixed costs will plateau for awhile as revenues in-
crease,” Joestgen said. “But when it’s necessary to add another office
or five more trucks to the fleet, it jumps considerably.”

Moore explained the importance of understanding these overhead
costs. “This is the biggest cost area you have control over,” he stated.
“If your pricing seems high, you need to look at cutting overhead.”

PEOPLE & PARTS. “Labor costs have to be dealt with in production
hours, not just dollars and cents,” according to Vander Kooi. “This
provides the contractor control and the chance to see how well jobs
are being estimated. Plus, when you tell a foreman to get a job done
in 80 hours of labor vs. telling him to keep it at $800 he knows what
has to be done and can measure it.”

“We do a lot of measuring and field testing so we can assign the

Lessons Learned

earning from experience can be a valuable, yet sometimes
painful, process.
Bruce Moore, president of Eastern Land Management

Inc., Shelton, Conn., warned contractors to be careful
pricing snow removal jobs. “Clients can unintentionally set some
traps with snow," he said. “You have no control over the weather,
s0 you're sticking your neck out by giving a client one price for
snow removal for an entire season. It can work fo your benefit if
you get less snow than normal, but we learned the hard way to
price on a per-inch basis.”

Tim Thoelecke, president of Garden Concepts, Glenview, I, said
to be aware of each city's policies for handling leaf removal if you
provide that service. “It can get expensive for the contractor if
you have to haul leaves away because you never know how many
leaves will be on the property at any certain time," he noted,



“*Find Your Own Way

ontractors interviewed for the story noted various less

conventional forms of price structures that have proved

successful, and unsuccessful, for some companies.

Tim Thoelecke, president of Garden Concepts, Glenview,

II,, explained how a company he subcontracts work to operates.
“The contractor doesn’t concern himself with the nickels and
dimes of each bag of fertilizer because experience has taught him
to judge what the complete cost of a job will be without adding up
the specific numbers,” he said, “Then he goes back through the
records and checks his numbers with true cost accounting and
makes any necessary adjustments for next year."

He added that the contractor divides the price for a job into
equal payments over the course of the season and saves addi-
tional time. "Now he's got stable cash flow.”

But other contractors may be underpricing jobs because they
use a system of multipliers. John Joestgen, vice president of
installation sales for D.R. Church Landscape Co., Lombard, IIl.,
explained: “This is when a contractor figures out the cost for a job
and multiplies that cost by two or two and a half to cover
overhead, equipment and other costs."”

Obviously, this is not an exact method. “A big problem is that
with this method you would charge the same amount for a $100
1%-inch caliper Ginkgo tree and a $100 4-inch caliper silver maple
even though the silver maple requires much more labor to install,”
Joestgen added. “Plus, using multipliers doesn't allow you to
spread out overhead, labor or travel costs over larger jobs."

appropriate labor hours depending on the type of people working on
each job,” Moore added.

The same attention has to be paid to expenses for materials.
“Contractors need to consider ‘materials take-off’ for their pricing,”
added Vander Kooi. “The amount of materials you charge the client
should be the amount you buy, not what you install. If a job requires
1,113 feet of pipe, charge the client for the 1,160 feet of pipe you buy
to cover the cost of extra pipe that is cut off and thrown away.”

ADD IN PROFIT. Combining an awareness of the company's costs and
an understanding of its goals should help simplify the decision of how
much profit to add to a job’s cost.

“When it comes to applying profit, a company has to have a
defined business model with a clearly stated goal,” recommended
Hanson, who warned against reducing margins to earn more jobs.
“Companies lookingat 5 percentor 6 percentor less as profiton some
jobs are not helping themselves , and they’re certainly not helping the
market. They only help create a downward spiral of prices.”

Hanson noted it is often the most successful and rapidly growing
companies that charge the highest profit margins. “Companies with

(continued on page 94)

FREE CD-ROM
Test-Drive!

Experience the ease with which you'll create
colorful, professional client presentations.

Pro Landscape Greenhouse feature automatically lists all
materials used in your Photoscape and matches them
with 2-D symbols for placement in your CAD plan view.
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The Greenhouse feature also links everything included in
your design to the comprehensive estimating module.
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Order Pro Landscape today or to request your
Free CD-ROM Test Drive, call us toll-free.

800-2371-8574

Contact us via e-mail at

pro@softdesk.com
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20 Years Old and

In 1977, Rain Bird revolutionized irrigation with the introduction of the 1800 Series
Spray Heads. In the last 20 years, the 1800 Series has grown to 14 feature-packed
models for all types of residential and commercial applications. With more accessories
and patented features than any other spray head—including built-in pressure regulator
(PRS), in-stem Seal-A-Matic™ (SAM) check valve and co-molded wiper seal—the

Rain Bird 1800
Series Spray Heads




Still Growing Strong

1800 Series is the choice of professionals worldwide. While it takes a good product to be
considered the best, it takes a superior product and a strong commitment to quality and
technological innovation to remain the industry leader. Rain Bird is committed to
keeping the 1800 Series the best the industry has to offer now and for years to come.

For more information, please call 1-800-247-3782.
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sprinkler equipment

“Sprinkler head selection and proper placement is the
single most important aspect of an efficient water
conserving irrigation system. Those who design and/or
install an irrigation system can be held liable if the
system is not designed, installed and maintained (if
appropriate) properly. "
— Larry Keesen,
The Complete Irrigation Workbook

s Keesen indicated, there are two key

ingredients to installing an effective irri-

gation system. Manufacturers of irriga-

tion components realize, however, that the

. o selection process of sprinklers is acrually an

’ afterthought for many contractors.

¢ The manufacturers of rotors, spray heads and

; \5/”"[_1' /71”[‘)}'”-"' ‘/]014' rares 1”1{/ nozzles emphasize that installing the wrong irriga-

o . > tion devices, or installing the correct devices im-

- ' e ./]f’-\‘l,/)//[’{ll are f[lt"/()('ll\\' as &f | properly, can create the same problems that the
i Sy i Y b s 3 7y 7 S N4 ' system is supposed to eliminate — dead turf.

- N P VL /11(1/11{/11('1‘1[1'£’1'5 ()fll'l'lgtfflU/J/;-

E S Bk o g el o AL ¢ . B -’ NOZZLENEWS. Manufacturersare constantly work-

W - ‘:’l]1{(/7"1‘)/7['5”71""'}Qfgll"’ o8 /.4 - ing to simplify their products and make them more

. : LN X - user-friendly. This focus will hopefully encourage

2 S “()1117’11“1‘()"{ gl't'zlf("l' ""0_}1[7«)/ over: 4 ; contractors to pay more attention to the parts of

v AN Wiad 5% % } ; ' Nt the system which are often above the ground and
| / *,,.,) 1 ”'/’/gﬂm’” ~‘:1"-;[‘,’/I-‘.- X -~ . that make system maintenance less laborious.

] i ) ' a / The developmentof adjustable nozzles for spray

\ 4 \ ! J | . A, heads is one part of this focus. Many of the manu-

) .
.

A £
» s, . B 7_[;()/){;'“.‘,’# (X L™ e : facturers already h:wc adjustable noul_cs a.vmlablc.
;. o, <] § Ve ’ v and those that don’tare very close to bringing them

-~ 4
A

to market. The nozzles provide contractors more
£ > ' oy control over the width of the spray arc.

s . . : Jeff Carowitz, marketing manager for Hunter
/ ) : 9 < Industries, San Marcos, Calif., explained one ben-
L O J : be ,

AV . G a S 'L QLLQ l]’l : efitofadjustable nozzles. “Traditional nozzles have
: - : ’ pre-set spray patterns, so a 90-degree nozzle can
L ¥ . 3 TR

only spray a 90-degree arc. To change the spray
pattern a contractor would have to change the

nozzle,” he said. “Contractors can use adjustable

nozzles to tailor the spray to the landscape.”

& ,
Hunter’s nozzle can be set to spray anywhere
7 ' between 1 degree and 360 degrees. This flexibility
: lets contractors reduce wasted water. Italso reduces
the number of different nozzles a contractor has to
' y . (continued on page 66)
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Walker Keeps Maine Contractor in the Mowing Business

- GET THE COMPETITIVE EDGE

Steve Bennett, Scarborough, Maine, has been in the
landscape contracting business since 1971. He nearly quit
the business in the early 90s when he became increasingly
frustrated by losing jobs to competition, lowering prices,
and marginal profit levels. He needed a competitive edge.
Then, in the spring of 1994, he purchased a Walker Mower
and wrote to tell us what happened:

“By the end of the season, my son and I found that we had
reduced our mowing times by as much as 50%...Walker
Mowers allowed us to expand our weekly mowing 38% from

the previous year without having to have extra personnel.”
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WALKER MANUFACTURING CO. « DEPT. L&L

For your Free video, call 1.800-828.8130, )
0 Dept. 0278, ($3.95 shipping charge. Visa/M( 5025 F / \Y /
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55438. Allow 2-4 weeks delivery

ust reapEm service 728 (800) 279-8537



(continued from page 64)
keep in inventory or on the truck.

Not everyone is sold on the benefits of

adjustable nozzles, though. “Contractors are
seeing this nozzle as a panacea to spray arc
problems, but it’s not the most efficient way

to handleirrigation,” countered Robert Nitko,

product manager for the landscape and turf
division of L.R. Nelson, Peoria, Ill. “You
can't match the precipitation rates over dif-
ferent arc sizes in a site, only over different
spray radiuses.”

Nitko explained that the flow rate for
adjustable nozzles is usually two or three

BRIC-EDG

PAVER RESTRAINT

Designed for Use by Landscape and
Masonry Contractors

BRIC-EDG can be installed under the paver or you
can butt it up on the outside of the paver

ORIGINAL

L-SHAPED |
PAVER
EDGING

or snipping.

Safer and easier to work with
than steel, aluminium or soft
plastic edgings.

Sturdy Black Vinyl

*7'/» ft. or 15 ft. pcs. Available
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Flexible or Rigid Sections

No Sharp Edges

Non Kinking

* 630 be Wppes UPS

Please call
for your

nearest

OTHER QUALITY EDGINGS AVAILABLE:

BLACK EDG-KNIGHT™

EDG-KING'™
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times greater than for fixed nozzles. “If a
system runs until the right amount of water
has been put down by the spray heads, the
areasaround the fixed heads won’tget enough
water. But if the system runs until the right
amount of water has been put down by the
fixed heads, the areasaround the spray heads
will get too much water.”

The adjustable nozzles have become so
popular, however, that L.R. Nelson willhave
its own model on the market this spring.

Bear Irrigation, Temecula, Calif., devel-
oped a new nonadjustable nozzle as part of an
alliance with Buckner Turf Irrigation, Fresno,
Calif., to conquer the problem of uneven spray
patterns. Bear eliminated the adjustment
screw found in all other nozzles so that the
water can be brought up directly through the
middle of Buckner’s BasicNozzles. Conven-
tional nozzles with the adjustment screw
bring the water up in four separate streams
outside of the center of the nozzles.

“Removing the adjustment screw gave us
more room to work with to create a deflector
and manipulate the spray pattern,” noted
Thomas DeWitt, presidentand chief execu-
tive officer of Buckner.

DeWitt admitted removing the screw
eliminates the contractors’ ability to adjust
the spray radius, but he doesn’t think con-
tractors will mind. “Focus group studies
indicate that 90 percent of the contractors
installing irrigation systems install nozzles
and don't adjust them. So if the nozzles are
being installed fully open anyway, then it
shouldn't be a problem not having the ad-
justment screw. Plus, removing the screw
allows us to producea less expensive nozzle.”

DeWittalso claimed that contractors will
be able to match the precipitation rate of
nozzles spraying different sized arcs in one
system with these nozzles. “The flow for a
90-degree spray is exactly equal to halfof the
flow for a 180-degree spray.”

Another common problem can be irri-
gating the areaimmediately surrounding the
sprinkler. Rain Bird Sales’ new U-series of
nozzles includes a second orifice designed to
provide water in close to the sprinkler.

USER-FRIENDLY ROTORS. Manufacturers are
also focused on making sprinklers easier to
(continued on page 68)
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(continued from page 66)

use. The K2+ is a gear-driven sprinkler of-
fered by K-Rain Mfg., Riviera Beach, Fla.,
that is designed for easy adjusting.

The available spray arcs are clearly noted
on top of the cover, along with an arrow that
points along the right edge of the spray. The
arc width is set with a standard key turning
method. “It allows the contractor to see
exactly where the spray will go without hav-
ing to activate the system,” according to
Barbara Paez, vice president of K-Rain.

Gene Johnson, manager of marketing
communications, Weather-matic, Dallas,
Texas, said the company’s new CT70 closed-
case rotor heads are designed for large turf
areas with a spray radius of 49 feet to 74 feet
and a 1-inch inlet.

“The arc ring is located on the side of the
unitand the contractor canslide it into place
withoutusingany tools,” Johnson explained,

(continued on page 72)

Selling High Quality Parts
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he price conscious nature of irrigation contractors is not lost on manufacturers searching

for the next innovation. “Since the need for quality and performance are given, most

contractors cite cost as the biggest issue to them for buying supplies,” noted Thomas

DeWitt, president and chief executive officer for Buckner Turf Irrigation, Fresno, Calif.
“However, the quality still has to he there to minimize call backs.”

“Gontractors should look for products which can save them labor time,” according to Gene
Johnson, manager of marketing communications, Weather-matic, Dallas, Texas. “The biggest part
of a job's cost is in the labor, The cost of the sprinkler heads doesn’t make up much of the cost.”

Barhara Paez, vice president of K-Rain Manufacturing, Riviera Beach, Fla., encouraged
contractors to look at the big picture and what top quality products can mean to the efficiency
of a system over time. “Some nozzles may cost 50 cents more than other nozzles, but contrac-
tors have to convey to the customer what the extra features and value are, especially in regards
to water conservation,” she said.

Contractors should also educate their customers about the henefits of increased control over
the water distribution, “Overspraying onto pavement can cause damage or make for slippery
surfaces. Many of the new products are designed to eliminate some of these problems,”
commented Don Clark, marketing manager, Rain Bird Sales Inc., Azusa, Calif,

Lawn Assistant 11
for Windows

The Industry Leader

Mapping Assistant
for Windows
Routing * Mapping

Landscape Management
Assistant

AT
INTRODUGING ANTI-FREEZE FOR
SPRINKLER SYSTEMS.

Below 32¢ a sprinkler system no longer sprays water. It spreads
trouble. Icy limbs snap and break. Valuable plants and frees freeze
and die. Sidewalks, roads and driveways become danger zones.

But now there's the Freeze-Clik freeze sensor. It shuts off sprinklers
before a freeze. And before water is wasted. When temperatures rise
above the 37°setpoint, it resets the system’s controller automatically.

Freeze-Clik installs easily and comes with a five-year warranty.
It also comes from Glen-Hilton Products, inventors of Mini-Clik, the
g%s(t)- s4e_}lén% 5((1513 seré%)‘; 1;1 stge]\%;rld. For the nearest distributor, call

-476- or 804-755-1101 world- .
wide.The cost is so reasonable, it's a good FnEEZE cuK
way to break the ice with any customer.

(©) 1993 Gien-Hitton Products, Richmond, VA
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“After 40 years
of cutting grass,

Pve created an
. equipment
.+~ graveyard. But
) all my Hondas

are alive

-

Don Nelson’ - PV ABL
Nelson’s Lawn Service 4

Ocala, Florida

-~ and well.”

When you make your living by
cutting grass, dependable equipment is
your lifeblood. Nobody knows that
better than Don Nelson.

He started mowing lawns when he
was eight years old and is still going
strong. That’s more than he can say
for all the mowers he's used—and wom
out—during that time. Except when it
comes to Honda.

“Hondas not only give me a clean cut
and even discharge, they’ll run all
day long...which is why I plan to stick
with Honda from now on.”

Honda’s legendary 4-stroke OHV
engines (ranging from 5 to 20 hp) are
second-to-none for quick starts and
years of smooth, quiet, fuel-efficient
service. And twin hydrostatic drive
pumps and motors on our mid-sized
walk-behinds—combined with Honda'’s
patented twin control levers—ensure
easy handling and straight tracking

even on steep slopes and wet grass.

Everything about a Honda is designed
for productivity, reliability, and
simplicity. They're even easy to buy.
Attractive financing and leasing
programs are available, along with an
outstanding 2-year limited warranty.

But the advantages don't stop there.
See for yourself why Honda is a cut
above. Call 1-800-426-7701 for more

information or see your Honda Power

Equipment dealer today.

{ HONDA

COMMERCIAL
EQUIPMENT

6 Amenican Honda Motor Compar
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PENDULUM,” AMDRO"
AND IMAGE?
THE PROFESSIONAL’S CHOICE
FOr Topr
TURF PERFORMANCE.

Season after season, savvy professionals

rely on PENDULUM, AMDRO and IMAGE for

cost effective control of problem weeds and
Jire ants.

And season after season, their confidence is
repaid with satisfied customers and better
bottom lines.

It's why they're the treatments of choice on
the market today.

PENDULUM Herbicide
with pendimethalin. Now on fertilizer!

Proven turfgrass tolerance. Excellent
preemergent control of crabgrass, goosegrass
and other perennial troublemakers. And
superior season-long performance. Your
customers will notice when PENDULUM swings
into action.

And although gentle enough for over-the-
top application to more than 260 labeled
ornamentals, 45 broadleaf and grassy weeds
don’t stand a chance against PENDULUM.

AMDRO Fire Ant Bait: Kills the Queen.
Kills the Mound.

Fire ants may be annoying and dangerous,
but they're not all that smart. That's why it's
easy for AMDRO to fool worker ants into
thinking it is food.

\

|

Look Outrt FoOrR NUMB




ER ONE THIS

The worker ants take AMDRO back to the
colony and feed it to the queen. The worker
ants and the queen die, and the entire colony
is eliminated — often in less than a week. And
with baits like AMDRO, the colony won't
relocate or satellite.

AMDRO is easy, because the worker ants
do the killing for you. No other fire ant bait
treatment works as fast and effectively to kill
the mound. Which is why AMDRO is the
undisputed market leader in fire ant control.

IMAGE Herbicide:
Control the Uncontrollable.

IMAGE gets to the roots of the most trou-
blesome weeds in warm season turfgrasses.
IMAGE controls previously uncontrollable sum-
mer weeds like purple and yellow nutsedge,
field sandbur, and dollarweed, as well as
winter weeds like wild onion and garlic.

SEASON.

Attacking below the turf line, IMAGE
inhibits protein synthesis in the root, so these
pesky weeds starve and die. Which means it
improves the IMAGE of warm season turf-
grasses — year round.

PENDULUM) AMDRO" and IMAGE? the
professional’s choice for top turf performance.
They'll leave your customer’s lawns looking
like a million bucks. And you'll have more
bucks in the bank!

Available from quality distributors of
turf products. For more information or
for the name of the Cyanamid
distributor nearest you,
call 1-800-545-9525.

CYANAMID

Agricultural Products Division
Specialty Products Department
One Cyanamid Plaza, Wayne, NJ 07470

USE READER SERVICE #85




(continued from page 68)
“and this can be done regardless of whether
or not the system is operating.”
Convertible ready-check valves are stan-
dard on CT70 rotors. These valves, located
below the sprinkler assembly, counter prob-
lems of too much or too little water in the
lines. “They keep the line full without having
any puddle out around the heads, and they
help avoid dry line shock,” Johnson noted.
Before performing system maintenance,
Johnson warned contractors to note the po-
sition of the valves. “There can be problems
if you leave them in the check position and
try to blow out the system,” he said.
Getting enough water into the area im-
mediately around the large gear-driven heads
can beas much ofa problem as with the spray
heads. But Nitko said that L.R. Nelson has a
redesigned gear-driven unit that he expects
to be available soon that handles this problem.
“We'vealtered the flow path through the head

so the flow has been streamlined for the

primary nozzle and altered for the secondary
and tertiary nozzles,” Nitko explained.

SPRAYS ARE OK. While manufacturers con-
tinue to fine tune pop-up spray heads, few
dramatic changes are taking place. One rea-
son for this lack of new development is the
high quality pop-up spray heads most manu-
facturers now offer.

“The manufacturers have pretty much
perfected pop-up sprays,” noted Grant Wil-
liams, a distributor with Irrigation Supply of

sprinkler equipment

Maintenance tasks such as changing nozzles
and setting spray patterns are being
simplified to save irrigation contractors fime
and money. Credit: Shawnmark Industries

Columbus, Amlin, Ohio. “A few companies
had problems with their wiper seals, but
that’s been fixed.”

Williams explained that mold grew on
the seals of some pop-up sprays and stopped
the heads from retracting when the system
shut off. Manufacturers since learned that
injecting a fungicide into the rubber will kill
any mold before it can grow enough to cause
these problems.

The author is Assistant Editor of Lawn &
Landscape magazine.

TIRED OF GIVING AWAY
YOUR BUSINESS?

SNOWPLOW OWNERS
FREE PARTS CATALOG!

Replacement parts for all major brands
of Snowplows and Salt Spreaders

Every day mowing and landscape professionals give away profitable
fertilizer and pest control dollars because they lack critical training and
support. We have the solution! As a result of a unique licensing
agreement, Emerald Green, with SCOTTS as its partner, is aggressively
developing strategic partnerships with a variety of green-industry business
people across the country. The dynamic combination of Emerald Green's

experienced support staff, and the stron?est brand name in the business -
SCOTTS, has provided the foundation for America's premier lawn care
company.

New Plows Starting @ $1995.00
V-Box Spreaders $2595.00
"Mini" Salt Spreaders $849.00
Low Profile Headlight Kit $89.95
Pro-Wing Kits $166.50

Scotts, )

products

CALL NOW to Reserve your FREE
copy of our 96/97 Parts Catalog

Central Parts Warehouse

1-800-761-1700
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USE READER SERVICE #65
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Smart contractors
realize that
markets change
and so should their
marketing
strategies. Whether
its a simple or
comprehensive

plan, each strategy
should be based on

customer needs.

By Susan Gibson

Mu.rkcting S

trateg

ies that Work

..

e e

ome lawn and landscape con-
tracrors look at marketing as
an afterthought. They think
of marketing as advertising
or flyers that are secondary
to the real business of pro-
viding services. But a clear
marketing strategy can guide a business
into highly profitable niches, expand its
range of services or geographical areas and
even make the difference between profit-
ability and failure. A good marketing strat-
egy enables a company to targer the best-
paying customers, establish long-term rela-
tionships and generate new sources of in-
come down the road.

Even the most successful contractors,
however, quickly point out that developing
a marketing strategy is never a one-time
thing. People change, markets change and
strategies should change accordingly.

“Things are constantly changing and
what was proactive in 1995 is not consid-
ered to be proactive today,” said Judith
Guido, director of marketing and business
development, Laflamme Services Inc.,
Bridgeport, Conn. “What was cost effective
in 1995 may not be today. What was new
then is old now.”

“Our marketing strategy evolves and
continues to evolve because markets are var-
iable,” explained Tom Hofer, president of
Spring-Green Corp., Plainfield, Il1.

Because customers and markets con-
stantly change, contractors should realize that
marketing strategies are never stagnant. Con-
trast current programs with those of 20 or 25
years ago, when many lawn and landscape
services were in their infancy.

Hofer described the changes: “We used
to think that everyone with a house and a
lawn was a potential customer. Through a
painful process, we learned that wasn't the
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Marketing Strategies that Work

case.” Now, he noted, sophisticated meth-
ods of telemarketing and direct mail allow
contractors to idcmif:\' the better prospects

and rarget them successfully.

WHO IS YOUR CUSTOMER? The first step in
developing a clear strategy, according to
successful marketers, is understanding the
potential customer. “Who are your potential
buyers? Why would they buy your product?”

asked McRae Anderson, president of

McCaren Designs Inc., St. Paul, Minn. He
used McCaren'’s Christmas decorating busi-
ness as an example. “We try to determine if
they lack the time, talent or confidence that
would make them likely customers for pro-
fessional services.”

Then, he targets customers in the market
— corporations with repeatable business.
“We have limited time available at Christ-
mas, so we want to do projects with a large
dollar volume at onessite. This lets us maximize
the work we can do within that time frame.”

Joe Skelton, president of Lifescapes, At-
lanta, Ga., agreed that knowing the cus-
tomer is necessary. “Our business is diverse
inourservicesand our marketing approaches.
The type of marketing that gen-
erates interest in design/build ser-
vices is going to be different from
that which generates interest in
commercial maintenance.”

For new or smaller compa-
nies, focusing on current cus-
tomers may be the best strategy,
said Jeff Carowitz, marketing man-
ager, Hunter Industries, San
Marcos, Calif. “Contractors
should focus on a particular seg-
ment of the marker that makes

sense for their business structure

and assess their strengths in rela-
tion totheir customer base. Build
the business around these cus-
tomers and referrals.”

He advised contractors to “cultivate that
group. They will be your most profitable
and better paying customers.” If growing
companies use a shotgun approach of costly
widespread advertising to large groups, they
may find the wrong kind of customer,
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Carowitz warned. “That will only attract

price shoppers.”

THE ONE AND ONLY. While there will always
be customers who only want low prices,
many more want quality, good service and
a feeling of spending their money on some-
thing worthwhile. Marketing allows a com-
pany to define a niche for itself in the mar-
ketplace as a company that is special.

Without a clear markerting strategy, the
only strategy is price cutting. Many con-
tractors complain that their customers per-
ceive services merely as commodiries differ-
entiated by price.

Having a clear marketing strategy al-

lows a company to position itself outside of

the commodity perception, said Anderson.
“We try to provide a different look and
different product for our customers. We
want to position ourselves so we're not
bidding for the work, but negotiating.” He
added that a clear strategy allows the com-
pany to “jump out of the commodity area
and create a new marker without those

pricing pressures,”

One example he gave was the creation of

While there will always be
customers who only want
low prices, many more
want quality, good service
and a feeling of spending
their money on something

worthwhile.

differentbrochures targeted to different cus-
tomer groups. The brochures, which market
McCaren Design’s interiorscape services to
landscape architects or property managers,
provide useful information and answer many
questions typical of those groups.

This kind of program shows that the

company understands the potential cli-
entsand their needs, Anderson explained.
On a smaller scale, a custom proposal for
a particular problem shows the customer
a targeted solution.

Another example of developing a spe-
cial niche is McCaren Design’s work
with “diversity decorating” for the win-
ter holidays. Anderson explained that
the program evolved out of one
customer’s need to represent various re-
ligious holidays that occur throughout
the winter. When he searched for appro-
priate display materials, he found there
were few available. The result is a niche
where McCaren Designs provides cus-
tom displays to a growing number of
corporate clients interested in expanding
their winter displays.

Guido noted that in-depth research
can be an invaluable ool in cultivating a
unique image with property managers. “We
ask them about their goals and tell them,
‘We're here to make your job easier.” We'll
do research on the company to find out if
it's downsizing or if the stock price is low.”

Information like that may change the
approach Laflamme takes with a client, she
noted. The company may suggest a toned
down, “sensible” looking landscape ifa client
is currently in a down cycle. “We want to
find out about the company’s objective and
the property manager’s objective.”

Large companies must tailor different
strategies to meet many objectives. “We
have about 140 people with us and about 30
or 40 of them represent our company as
some form of sales or customer service per-
son,” commented Skelton. “We're not ex-
pert marketers, but we do a lot of things for
marketing. If we listed them all as an aggre-
gate, there may be 50 or 60 different things
we're doing — from speeches to garden
shows to seminars to entertaining CEOs.”

Lifescapes divides its marketing efforts
into three areas: design/build, grounds
management and administrative or corpo-
rate marketing. Although it’s large enough
to do nearly $10 million in business, it srill
concentrates on developing a marketing
niche for all three segments.




“l lltel‘ Irrigation Products

Professionally Installed by:

Irrigation Services by:

AAA Landscape Co.

555-1234

“We're not looking for bid work. We're
looking for a relationship where the customer

feels good about working with us,” Skelton
explained. *We’re targeted toward negotiat-
ing.” This strategy works well with the de-
sign/build end, but is more of a challenge
with bid-minded property managers.“There,
the relationship is also important, but they are
required to take bids. Many property man-
agers think all grounds management com-
panies are the same. We have to convince
them we're special.”

GUTS VS. SCIENCE. While many marketing
successes are attributed to “gut instinet,” a
plan is a more methodical approach. “When
you do a marketing campaign for the first
time, it's really gue instinct,” Skelton ex-
plained. “Then, once it's done, analyze it
and measure the return.”

“Gut instinct works when the marker is
good, but when it changes there can be
problems,” Hofer explained. “Some people
are just flying by the seat of their pants and
when things go wrong, they don’t really
understand what they're doing wrong.”

“The danger for contractors in a growth
phase is taking on new work that is outside
their normal business load,” said Carowitz.
“For instance, they may be used to doing

$3,000 residential irrigation installation jobs
and then take on a $30,000 commercial
job.” He noted that the new work will
require additional equipment, labor, financ-
ing and operating expertise — something
thatstart-up firms may not be able to handle.

“A business plan helps start-up contrac-
tors understand where they're going, what
types of work they do best, what size projects
they handle, who their customers areand the
operations necessary to support the work,”
Carowitz added.

He suggested contractors focus on target
customers, then structure the operations to
support the work. “If they're planning to
grow, they should understand what it will take
to get started before they get into new work.

Hunter's marketing support program
provides custom yard signs, door hangers
and brochures that enable growing irrigation
contractors to cultivate referral business.

Much of the program teaches contractors
to look at their services from the customer’s
point of view. “Many contractors don’t un-
derstand the selling process,” Carowitz noted.
“We offer seasonal postcards they can mail to
customers in northern climates. The cards
remind customers that they should winterize
their irrigation systems in the fall, have them
turned on in the spring and have them

Customized yard signs, neighborhood door hangers, personalized brochures
purchased from manufacturers and dean, painted trucks are inexpensive
ways to project a professional image. Credit: Hunter Industries

checked during the summer.”

While it may be hard to rarger exact
marketing costs, Carowitz suggested that
contractors devote much time and effort to
the area. “I would tell contractors if they're
not spending 5 percent to 10 percent of their
sales on promoting the business, they’re not
maximizing what they can get. I'm not talk-
ing about advertising necessarily, but about
all activities that help build the business.”

Contractors have an opportunity to sell
value and position themselves as a profes-
sional company with a marketing plan, he
noted. Two-tiered product structures enable
contractors to appeal to different buyers, he
added. Standard and high quality product
lines can help build sales for both price
conscious and quality conscious buyers.

IS IT RIGHT? “You can't take marketing for
granted or it will jump up and bite you,”
warned Hofer. Spring-Green's service and
market mix require adjustments to the basic
marketing strategies. “Marketing has been
a major focus for us.”

Hofer regularly checks the effectiveness
of the company’s plans. “I check to see if it
makes sales and if it makes cost effective
sales,” he explained. “With new technology
and direct mail rechniques getting better,
we re always testing effectiveness.”

“The most important element is nonstop
research,” maintained Guido. “Internally,
we ask what works with customers and what
doesn’t. Externally, we hold focus groups
and meetings with current, past and poten-
tial customers. Plus, we study general busi-
ness trends by reading, watching the business
channel and checking on the Internet.”

The author is Editor of Lawn & Landscape
magazine.
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Vvilll CORN GLUTEN MEAL MAKE THE COMMERCIAL LEAP?

AS A NATURALLY derived
product, corn gluten meal
appeared to be a promising
.Il(cl‘n.lli\c }lcrbuidc o n[lu'r
cx[.ll!li\hcd pmduu\. chc.lrgh
at fowa State University
indicated that the corn milling
by-product had the ability to
inhibit root formation in
germinating grasses, acting as
a preemergence turf herbicide.
However, the practical
application of the product in
the professional lawn care
arena is uncertain. [rue
believers in the product have
created a niche for corn gluten
meal’s use, but much of the
research conducted outside of
lowa State has provided a

mixed bag of results.

IN THE MARKET. Corn gluten

meal has been available largely
to consumers through Gardens
Alive! for a few years, but some
commercial lawn care operators
and golf course superintendents
gained access to the product
and have been trying it our.
Warren Jensen, president of
Safe Earth Lawn and Garden
Care, West Des Moines, lowa,
is a satisfied user of the product
for his consumer customer base,
Safe Earth, which only uses
organic-based products, serves
customers that Jensen said have
a total commitment to pesti-
cide-free lawn care. They range
from highly anti-pesticide
individuals to those who claim

to be chemically sensitive. His

The jury is still out
on the use of com
gluten meal
against grassy

weeds.

customers also tend to have a
higher tolerance of lower weed
um(rol llll'cxh()lds. \\‘hid) h.ll-
ances out corn gluten meal’s
shortcomings in terms of
efficacy.

“It makes sense to me to do
what we're doing. There are
people that measure lawns by a
different scale. As people learn
they can live with something
less than perfect and sce lawn
beauty from a different angle,
this program will continue o

grow,” Jensen noted.

Another happy corn gluten
meal user is Skip Wade,
superintendent at the Cherry
Valley Golf Club on Long
Island, N.Y. He said he’s been
pleased with the level of crab-
grass control he gets on his
fairways and greens, and the
turf color quality has been

excellent.

THE RESEARCH. Corn g]mcn
meal has gotten a variety of
reviews at land grant universi-

ties, from viable to a complete

Nuts & bolts,
down-to-earth advertising
works. Call today.

'USE READER SERVICE #67

'FocalPoint |

COMMUNICATIONS

To advertise in L&L call 800-456-0707

Without advertising,

a terrible thing happens...
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bust. At Cornell University’s
Long Island Horticulture
Research Lab in Riverhead,
N.Y., weed science specialist
Andy Senesac observed test
plots for two years and found
a negative effect related to
corn gluten meal.

The herbicide activity is
caused by a protein that breaks
down rapidly, especially in wet
conditions. The protein breaks
down into nitrogen, and Sen-
esac believes that this actually
caused the herbicide to fertilize
the target weeds rather than
control them.

Senesac also theorized that
success with corn gluten meal
in established lawns against
weeds may be a factor of the
nitrogen improving turf
quality and density, which is a

major cultural factor in weed

reduction. “You're actually
applying 6 pounds of N per
1,000 square feet all at once,
which is really too much N and
not enough weed control.”

At the University of Mas-
sachusetts in Amherst, weed
specialist Prasanta Bhowmik
studied corn gluten meal over a
three-year period and found
that while the highest rates
applied as a preemergent pro-
vided pretty good control, the
efficacy disappeared by July.

Bhowmik noted that the
plots used were highly infested,
so his data do not reflect
control on more established,
less weedy turf. “I have mixed
feelings about the product,” he
said. “There may be some room
for a product like this for
customers on a case by case
basis, but you can clearly see

the difference between corn
gluten and other weed control
products in July and August.”

MORE AVAILABILITY. Until now,
corn gluten meal was available
almost exclusively as a con-
sumer use product. This will
soon change, at least east of the
Mississippi River.

Fertnell Co., a 50-year old
distributor located in Bain-
bridge, Pa., will begin market-
ing the product for commercial
use, placing it in garden centers
and supply houses across the
eastern U.S.

“We've been in the distri-
bution of natural products for
the past 25 years, and this is the
first major breakthrough with
any validity to it,” said
President Dave Mattocks. He
claims to have tested it on his

own and believes in the
product’s preemergence
capabilities.

FUTURE PROSPECTS. David
Gardner, a graduate student
conducting research on corn
gluten meal at lowa State with
weed specialist Nick Christians,
recently conducted a two-year
study using combined rates of
pendimethalin from /6 to %3 of
the recommended label rate
with various application rates of
corn gluten meal. The numbers
showed that higher rates of corn
gluten meal could enhance the
performance of lower rates of
pendimethalin.

Gardner said that he will be
looking at corn gluten meal in
combination with other
herbicides on the market in the

future. — Paul Schrimpf
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“"PORTABLE” |

Hand Tool Rack

By removing a single pin the
”Rack Unit” can be removed for
overnight storage or placement

on another vehicle.

- Versatile & adjustable mounting system
- Can be used on trucks, trailers, golf
carts, et
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EVERY TRAILER HAS TWO PRICES!

That's a “New"” price and a “Used” price. Do your shopping
based on the second price — the USED price. That's where you
can judge the real value of a NEW trailer.

A used Wells Cargo trailer will always have a higher resale
value than any other comparable trailer. The tough part is trying
to find a used Wells Cargo. People don’t wear them out.
Sometimes they outgrow them... then you might find one.
Check with your Wells Cargo dealer.

Ask about the Wells Cargo Financing Program. The easiest way
to get the trailer you want right now!

CALL (800) 348-7553
For NEW Literature & Prices
Check us out on the Web: WWW.WELLSCARGO.COM

USE READER SERVICE #69
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NEW PRODUCTS

Dairon S.A.’s Rotadairon® line
of soil cultivation, leveling and
clearing systems, overseeders
and combi-seeders is now
available in the U.S. The

PTO-driven machines use re-

verse rotation technology to

cultivate the soil, bury stones,
turn under grass and create a
suitable surface for seed
germination.

Circle 204 on reader service card

Include Asset Estimator esti-
mating software from Include
(continued on page 80)

A

new six-page informational brochure from
RohMid LLC is designed to educate readers
about Mach 2™ Turf Insecticide, a new product
awaiting EPA registration before it can be sold.
Mach 2 uses halofenozide as its active ingre-
dient to accelerate the molting process and
stop the feeding of targeted pests such as
grubs, cutworms and sod webworms.

Circle 200 on reader service card

A 12-page color brochure from John Deere
includes full specifications and descriptions of
each of Deere’s six skid steer loaders along with
information on the Deere diesel engines
powering the units. Action photographs depict

the various applications and attachments for the
machines as well as important features.
Circle 201 on reader service card

California Landscape Lighting updated its land-
scape lighting fixture charts and is now offering

them free of charge. The four charts make
specification comparisons on various manufactur-
ers’ fixtures in areas such as unit size, construction
material, finishes, mount type and more.

Circle 202 on reader service card

Century Rain Aid’s 1996-97 catalog highlights 16
landscape irrigation and lighting products, The 80-
page catalog presents nearly all of the products
Century Rain Aid distributes from Rain Bird, Hunter
and Hardie, as well as lighting companies.

Circle 203 on reader service card

Heavy-duty attachments save time & labor —

JRCO FRONT-MOUNT ATTACHMENTS

FOR COMMERCIAL WALK-BEHINDS & RIDING MOWERS
Use same mounting bar; quick attach with clevis pins

TINE RAKE ¢ &
DETHATCHER %

BROADCAST
SPREADER §

Mid-Am Show, Booth 1342
New England Grows, Booth 916

Jrco  1-800-966-8442

The Only Catalog
You'll Ever Need!

USE READER SERVICE #71

$1.50 ea

Case Lots

Vew  O\QNGEGRE, e
6" Valve Box Double Check Valves

%" $48.00 1" $54.00

(On three or more mix or match)

Call Jim Martens at 800-284-0205
http://lwww.flash.net/~Inghorn/home.htm

We are the one-stop shop nationally
for quality equipment and supplies
for professionals in your industry.

We offer:
* large inventory
* competitive prices
* same day shipping

For a FREE catalogue, call 1-888-458-5553
ex. 54

6955 E. Taft Road
&\ N. Syracuse, New York 13212
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Lawn care professionals
demand reliable, durable mowers.
Mowers that will stand up to the
extremes of everyday use,
without a lot of costly downtime.

Dixon’s lineup of zero turning
radius commercial mowers are
built tough enough for day-to-
day use. We offer five riding
models in cut widths from 30" to
60”. Our new ZTR 1001 mid-size
walk-behind comes with your
choice of three deck sizes - 36",
42" and 50”.

The super dependable Hydro
Gear® hydrostatic transmission
delivers zero turning radius

Your Mower Is Your

Business Partner;

maneuverability to the 5000 and
6000 series riders. The Dixon
Z-drive transaxle powers the drive
wheels of the industry’s only 30"
commercial rider and the mid-size
walk-behind, too. All are
equipped with rugged Kohler
Command engines.

Easy to load and transport,
quick and convenient to service
with a flip-up body for easy
access, these Dixons are business
partners that won't let you down.

IPIXOn

ZTRs Mowers

Dixon Means

Business.

Choose From Six Durable
Models! Including Our
NEW ZTR 1001 Mid-size

Walk-Behind!

But even more important is the
network of factory trained
outdoor power equipment dealers
that can provide expert service
and readily available replacement
parts should a problem occur.

Test drive a Dixon today.
You'll quickly understand why a
Dixon ZTR should be your
business partner.

CALL 1/800-264-6075 FOR
MORE INFORMATION, TODAY!

Dixon Industries, Inc.

A BLOUNT International, Inc. Company
P.O. Box 1569

Coffeyville, Ks 67337-0945
http://www.dixon-ztr.com

Dixon and ZTR are registered trademarks of Dixon Industries, Inc
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(continued from page 78)

Software has features for
proposal automating, bid and
item cloning, assemblies, line
item and job level markups
and quick summaries on
screen of gross profit and
margins. This Windows-
based software has an
unlimited database featuring
multiple description fields
along with user defined
categories and note fields.
Circle 205 on reader service card

Gandy Model 4972 and 4996
aerators have dual-wheel aerat-
ing heads which independently

follow the ground contour. The
model 4972 covers a 6-foot
width while the 4996 covers 8-
foot swaths. Both models

Spraying Systems’ TeeJet 440 series DirectoValve® mani-
fold system has up to five ball valves in a single assembly
for easy installation of electric boom control valves. The
unit includes built-in mounting brackets and a range of
inlet and outlet connections with a maximum pressure

rating of 300 psi.

Circle 206 on reader service card

mount on a tractor category one
three-point hitch. Versatile
operations are offered with
interchangeable coring spoons
and slicing knives.

Circle 207 on reader service card

Skid-steer blades from Kasco
are available with manual or
hydraulic angling 54-, 60- or
72-inch widths. The blades
feature replaceable cutting
edges, adjustable skid shoes
and a spring-controlled break-
over for snow that also locks
rigid for pushing dirt or stone.
Kasco blades fit most compact

tractors up to 50 hp and
feature loader-mounted blades
so the bucket can be removed

and replaced with a blade.
Circle 208 on reader service card

Shaver Mfg.’s
model 101
post-hole dig-
ger is a PTO-
driven unit for §§
tractors with
category zero
and one three- |
point hitches.
The model
101 comes with semi-double
flight augers of 4-, 6- and 9-
inch diameters with 9- and
14-inch bolt-on extensions
available. A totally enclosed
gearbox and a shield protect-
ing the PTO assembly from

(continued on page 82)

EH-12 EMITTER

A BETTER IDEA BY DESIGN

A logical idea— Dirip irrigation in a
head —twelve individual pressure
compensating outlets. The patent-
ed filter is built right into the unit
and good filtration is what makes
drip work.

Drip irrigation designed for
landscape — not adapted to it.
Call or write for more information.

LAWN AND LANDSCAPE
CoMPANIES HAVE
GENERATED OVER

SLO00.000

IN SALES FROM
CLC LABS SOIL
TESTING!

Ler Us SHOw You How!

Call 614/888-1663 Today for your
Soil Testing & Marketing Information

CLC LABS

325 Venture Drive
Westerville, OH 43081
614 888-1663

10910 Wheatlands Ave. FAX 614 888-1330
Santee, CA 92071
619 562-3100, 800 770OLSON

Exclusive laboratory services for the
FAX: 619 562-2724

Turf & Ornamental Professional.
USE READER SERVICE #50

OLSON
e IRRIGATION
SYSTEMIS

USE READER SERVICE #49
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DEDICATED TO DELIVERING A SUPERIOR PRODUCT

Lawn & Landscape magazine consistently delivers an award-winning product for both
our 62,000 plus rqaders and our industry suppliers. Superior editorial! Superior Graphics!
We've been consistently recognized for our commitment to excellence.

1996 TOCA
1st - Magazine/Cover Design
1st - Magazine/Overall Design
- 1st - Writing/Ornamental

Feature article

1995 TOCA
ine/ r Design
st - Magazme/Covel
1st - Newsletter less than 1Qur—co\0r
ishe l\/\agazme/Overa\\ Design
{st - Magazine Single Page Design

1992 TOCA

of Cleveland 1st- ert\f\g/
1st - Best Cover cOmme(Cta\
Publication

1994 Press Club

1989 ASBPE , 1991 ASBPE
and - Graphics Excellence ~ 2nd - Graphics
Contents Page “ Excellence/
ond - Graphics Excellencé Opening Page/
publication Redesign Spread Feature :

Nq other publication serving the professional landscape contractor market can boast
this track record of publishing excellence.

LainésLandscape




NEW PRODUCTS

(continued from page 80)
stray materials keep the unit functioning.

Circle 209 on reader service card

The Treegator®Jr. from Spectrum Products
is a low-profile, portable drip irrigation
system for low-branched trees and shrubs.
The unit is made of PVC for strong seams
and a puncture-resistant surface and

delivers 20 gallons of water in a four- to
six-hour period to avoid runoff or evapor-
ation during irrigation.

Circle 210 on reader service card

Wireless remote control technology is
available for the SC 1102 and SC 502
gearbox-driven stump cutters from Ver-
meer Mfg. This radio remote control sys-

"Smart WEAPONS in.the WAR on WEEDS!
> b —

e

Turf CHEMmandg - FREE Catalog

e sende aed spads fre !t e i’

800/ 346 - 2001
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e Estimates & Proposals
.

e Routing & Scheduling
e Workorders

e Invoicing

.

(Starting at $2,995

You Have Questions...

What's our profit on this job? Is there a faster way to
produce estimates? What's next months work schedule?
‘ Do we have any unproductive employees?

Where do we stand financially?

CompuScapes Has Answers...

Our software was created for the demanding, growing
professional. One who wants a finely tuned organization,
delivering peak performance and quality in products and services.
If you are ready to step up to this level of managing your business,
now is the time to Step Up To CompuScapes!

CompuScapes Has Answers...

As we design our software, we look at what you want
a software package to do. Compare your list with ours:

e Accounts Payable
Job Costing e TimeKeeping

e Job Inventory

e General Ledger &
Financial Stmnts
Accounts Receivable e Hand Held 'Point of Service' Computers

| )
'ﬁ' CompuScapes Has Answers...

And the sooner we hear from you, the sooner you can see why
taking that Step up to CompuScapes will be the solution to your

business management challenges! Call us at (800) 350-3534.

Rental & Financing available)

e Inventory Mgmt &
Purchase Orders

e Report Writer

e Lead Tracking

USE READER SERVICE #76
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tem has an operat-
ing range of 100
feet and allows
users to position the
machines in tight
areas and still
control the stump
cutter’s tongue, run
the up/down wheel positioning mode and
the swing of the cutter wheel. The joy-
stick controls can be hand-held or worn
with a neck strap and are powered by a 9-
volt battery.

Circle 211 on reader service card

The FS 80 and FS 85 Professional Series™
Grass Trimmers from Stihl are powered by
a new 25.4-cc engine with a swirl
combustion chamber. Stihl’s ElastoStart™
shock absorb-
ing handle
and electronic
ignition make
for easier
starts. Other
features in-
clude dual stage air filters, anti-vibration
systems and an ergonomic handle integ-
rating the on and off throttle switches in
one location.

Circle 212 on reader service card

Aquatrols Aqueduct™ and AquaGro®
2000 soil surfactants are designed to im-
prove water penetration of soils, reduce
runoff and create uniform water move-
ment through the soil. Aqueduct’s chem-
istry is specifically tailored to mineral-
based soils such as loam, clay and silt where
turf is generally planted, while AquaGro
2000 works best in ornamental-friendly
organic soils such as peat and bark.

Circle 213 on reader service card

Thomas Equip-
ment’s T-243HD
“S” series skid
steer loader has a
4-cylinder,
turbo-charged
83-hp Deutz ~
diesel engine producing 25 percent more
horsepower and 37 percent more torque
(continued on page 84)




I'T WORKS FOR SMALLER JOBS TOO.
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NEW PRODUCTS

(continued from page 82) improved operator

than the T-233HD for larger comfort.
jobs. The loader has a lift Circle 215 on reader ser-
capacity of 2,400 pounds and vice card

5,200 pounds of breakout
force. A steel mainframe
handles work stresses while
hydraulic oil reservoirs mean
long service life.

Circle 214 on reader service card

The Self-Change 100/

103 from Wikeo

Industries is a manual

tire changer designed

to change tires on

wheels with rim

diameters between 4 inches
and 16% inches. The machine
includes mount/demount bars
and a bead breaker. Options
include a tire spreader and

Grazer's new single-stage
snow thrower is fully floating
with a 3-inch below grade
operations and features a fully
mm SWinging
{ discharge
chute. A
1 fully-
enclosed
cab fits The Bear Cat Vac-N-Chip
most Pro from Crary is 29 inches
Grazer wide and has 27 mounted
beater blades for picking up

nylon-protected bars for
custom wheels.
Circle 216 on reader service card

models for

The Toro DL2000 subsurface irrigation system uses RootGuard®
technology to eliminate maintenance problems caused by root growth
into the system or immediately around the emitters. DTech™ self-
cleaning emitters prevent troublesome clogging which reduces the
uniformity of the applications. The system can be installed at grade or
buried between 4 and 8 inches below the surface with 12- or 18-inch
emitter spacing available.

Circle 217 on reader service card

allow users to tailor the agi-
tator bar’s performance along
with the vacuum opening for
each job. A single front wheel
provides maneuverability
through five forward speeds
and one reverse speed.

Circle 218 on reader service card

leaves and small branches.
The chipper handles branches
up to 3 inches in diameter.
Unlimited height adjustments

Lesco’s 21-inch self-propelled
mower is designed for pro-
fessional users with a 5-hp
Kawasaki engine, an alumi-

YARDMASTER..

The Landscapers Best Friend! =
Business Software For Landscaperns

® Full accounting package (includes payroll,inventory, general ledger, accounts
payable, asset management, accounts receivable)

* Bar coding

© Built-in chemical datatbase

© Handles your EPA reporting (induding: weather tracking and chemical usage)

© Proposals and estimates

© Built-in word processor

© Intelligent mall-merge features

o User friendly, Windows based (3.1,'95, NT)

© Inexpensive network versions

© Automatic scheduling, invoicing and roufing of your
customers. Keeps your route tight and productive

* Handles multiple-companies and/or branches

© Built-in plant database

© Handles lawn, tree, maintenance and landscaping services

* (reate your own customized reports

© True, unlimited number of customers

© Marketing reports

© (omplete business & accounting program

© Free technical support

And much, much more

Come see us at the Trade Shows:

GIE in Cincy, OH - booth 1601 ® NJ Expo in Atlantic ity, NJ

NY Expo in Rochester, NY ® New England Grows in Boston

Ohio Turfgrass in Columbus, OH After

For a free demo call: (800) 886-5296 » Fax: (201) 8916996 yardmaster

e-mail 'BusAndTec@AOL.com'
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Yardmaster

| §Etmedglng

SELEC’I‘edge® your way
toward maintenance-free

landscape borders.

Ideal for garden edging, tree rings, planting beds and

pavement borders.

¢ Flush installation allows mower to ride on edging
and eliminate grass trimming

* Professional results
¢ Easy installation
* Economical

Another I’erfectly Proportioned
Product of

Corporation

Innovative Concrete Design
800 / 394-4066 * 414 / 962-4065 * Fax 414 / 332-9678
3934 North Ridgefield Circle ® Milwaukee, W1 53211
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num cast deck and variable
speed transmission. The
mower has eight cutting
heights ranging from *s-inch
to 3%s inches and users have
the option of discharging,
collecting or mulching
clippings.

Circle 219 on reader service card

The zero-turn Surfer from
Great Dane Power Equipment
features a compact design

with a maximum length of 57

inches to provide better
mobility than any zero-turn
walk-behind mower. A stand-
on platform puts operators
nearly in the center of the
turning point for excellent
visibility. The entire deck is
constructed of 7-gauge steel.
Available deck sizes include
36, 48, 52 and 61 inches with
Kawasaki, Briggs & Stratton
and Kohler engines.

Circle 220 on reader service card

Peco’s Pro 12 is a 12-cubic-
foot fully mounted lawn
vacuum fitting Exmark,
Woods and Byers riding
mowers. The vacuum has a
4-hp engine for powerful
collection of clippings and a
tapered aluminum box on a
steel frame that doesn’t block
operator visibility. The unit is

cated within easy reach of the
operator’s seat.
Circle 222 on reader service card

Glenncorp’s GCI-500 trencher
operates on a three-point
hitch with either a hydrostatic
drive or live PTO. Standard
equipment includes a 3-foot
deep, 4-inch wide digging
chain with hard surface cup

teeth, a 23-gpm pump, depth

lightweight so it won’t affect
the mower’s performance, and
all vacuum controls are lo-

Six pressure-compensating nozzles from Rain Bird provide
improved irrigation flexibility and performance for the
T-Bird"series of rotors. The T22 1.0, 2.0 and 4.0 nozz-
les maintain a spray radius of 22 feet, and the T30 1.0,
2.0 and 4.0 nozzles cover 30 feet. The nozzles handle
flow rates of 1, 2 and 4 gallons. Each unit has built-in
Rain Curtain™ technology to allow even water distribu-
tion and reduce misting sprays.

Circle 221 on reader service card

Gold Medal Winner

In Atlanta!

W

"PORTABLE DRIP
IRRIGATION SYSTEM

_ "It saved us many man hours and
lots of replacement costs. Its one
of the best new products to hit
the landscape trade."

"A great innovative product and
an effective tool for our tree
establishment program.”

TREEGATOR
1-800-800-7391

Call About Our New
Evergreen Model !

{| Your #1 Stop Parts Warehouse.
| Over 100 Models of Sprayers Available

More than 2 Million Dollars
Worth of Parts Inventory.

WESTHEFFER COMPANY, INC

To Order Call 800-362-3110
Or Fax 800-843-3281

PO. BOX 363 * LAWRENCE, KS 66044
(913) 843-1633 * FAX (913) 843-4486

_ HOSE: GREEN GARDE - KURIYAMA - ARROW
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the U.S.

— at your own pace.

DA S Srifn S v i DD be i

Become Uhe Besl i Ue Field: A CERTIFIED TURFGRASS PROFESSIONAL

“Principles of Turfgrass Management” is
a home study course certified by The Uni
versity of Georgia and the Professional
Lawn Care Association of America. The
course covers all regions and seasons of

« Expand your professional knowledge

» Increase customer confidence.
« Train at home to master up-to-date

SO R Mo A K S g

turfgrass managment principles
conveniently and cost-effectively.

Call 1-800-325-2090 for a brochure or E
write: Turfgrass, Georgia Center for Con- =
tinuing Education, Room 164, The Uni- 2}
versity of Georgia, Athens, GA 30602-3603.

Used internationally and approved for
pesticide applicator recertification in
many states.

USE READER SERVICE #83

patents pending
Shipping included. Limited time only.

| 1-800-327-5044

(" LET YOUR MOWER DO ALL THE WORK!

Kenco Corp. introduces the "BARREL CADDY™

Designed by a commercial landscaper. Assures proven savings & producivity.
GUARANTEED-OR MONEY BACK

Time is money - The "BARREL CADDY™ saves the average
Imdsupu 1 he/s more physically

i, sy e Mo St o e Lo
mmhwmudﬂhﬁdmnlhn
T S S o e
© HEAVY DUTY PLASTIC RECEPTACLE BIN Q*M
o FIT KITS AVAILABLEFOR EVERY WALK BEHIND (@ | ot
© EASY RUBBER LATCH REMOVAL
.mmlvmmmmms
.wm“mm

Welmme $179.95

USE READER SERVICE #82

ADD MINI-CLIK.
SUBTRACT SERVICE CALLS.

It's as simple as that. Install the Mini-Clik rain sensor with your sprinkler systems,
and your crews will spend a lot less time running around turning them off and on, or
correcting the problems of overwatering. The world’s best-seller, Mini-Clik is the most
reliable and accurate rain sensor on the market — even under the most demanding
conditions. In fact, it comes with an unparalleled five-year warranty.

Mini-Clik is inexpensive, too, and it's the ideal match for any irrigation system:
new or retrofit. Help your clients conserve water, while you save costly service and

maintenance calls. Call Glen-Hilton Products today at l[
1-800-476-0260, and learn more about the ways our & g

money-saving products can enhance your profitability.

Richmond, Virginia USA

USE READER SERVICE #81
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cylinder and a
high-torque, low-
speed hydraulic
motor.

Circle 223 on reader
service card

The ProForce
TBC-2510 professional trimmer from
Tanaka has an anti-vibration cushion grip
handle and a fully automatic feed cutting
head. The head senses when more cutting
line is needed to keep the engine speed at
peak cutting performance. A metal blade
can be attached easily for tougher cutting
; = jobs.
The unit
weighs
less than
12
pounds
with a
bearing-supported, solid steel shaft for

smooth power transfer from the 24-cc,
1.3-hp engine.
Circle 224 on reader service card

Drain-Edge™ from Oly-Ola Sales is a
black, vinyl landscape edging with a
double row of %-inch holes in it to allow
excess water to pass through. It is de-
signed to border bed areas which accu-
mulate water from excessive irrigation,

rainfall or run-off. The edging is 4%2

inches high
and %16 inches
thick and is
available in
10-foot long
pieces or 100-
foot long
rolls. Ten-

inch black
steel stakes anchor the edging in place
around the beds.

Circle 225 on reader service card

Lofts Seed’s new Kentucky bluegrass,
Eagleton, shows strong resistance to the
bluegrass billbug. Eagleton features a
medium dark green color to blend easily
with other varieties and forms a dense,
fine-leafed turf.

Circdle 226 on reader service card




v
GRINDERS HANDLE
HURRICANE FRAN'S
AFTERMATH

WHEN Hurricane Fran
ravaged North Carolina and
surrounding states last fall, the
entire country heard a name
they’ll likely never forget.

It began Sept. 5 when
Fran’s outer bands of rain and
hurricane-force winds began
pounding the coastal regions.
Winds up to 115 mph
extended 145 miles from
Fran’s center with “tropical-
storm-force” winds stretching
290 miles out. It all headed
straight for Raleigh-Durham.

Four days later damage in
Raleigh alone was estimated at

$930 million, and officials
blamed the storm for 17
deaths in the state.

CLEAN-UP NEEDED. Calls flooded
businesses carrying industrial
equipment suited for the
clearing and disposal of such
devastation. Rick Avate,
Raleigh manager for Vermeer
Sales and Service, said as soon
as there was power at his
dealership the phone rang fast
and furious, not really
subsiding until the end of
October. In all, the dealership
sold and delivered more than
100 brush chippers.

Avate said Fran’s fury was
more dramatic than that of
other hurricanes because it
blew over trees rather than
snapping them. “I went
through Hurricane Hugo

Damage in Raleigh alone was
estimated at $930 million,
and rescue officials were
blaming Fran for 17 deaths in
the state. Credit: Vermeer

(1989), but this time,
because the ground was
so saturated with rain,
the wind had an entirely
different effect.”

One of Vermeer’s
Brawny TG-400L tub
grinders immediately
headed for the Univer-
sity of North Carolina at
Chapel Hill. Kirk Pelland,
university forester, estimated
that 50,000 cubic yards of trees
on the 900-acre campus had
been uprooted or felled. That

amounts to about 10,000 tons

of debris, ranging from small
trees and limbs to large oaks.
“We have a small tub
grinder we use for leaves, and
we were very happy with that,”

PAYMENTS

5.5hr Honda Engine &
ri

Elec
* Limited time only *

c Reel upgrades

FOR 90 DAYS

Model shown
EZ104-10

Easy Lawn Multi-Purpose Sprayers

» Wettable powders *Fertilizers
*Insecticides *Herbicides
*Trees & Ornamentals

Order your new Sprayer TODAY!
Eﬂ’y lf‘ Call Toll Free:

lown

888-327-9717

USE READER SERVICE #84

@ C & S TURF CARE EQUIPMENT, INC.

~E&¥ BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

C & S Protank® Sprayers
e ELECTRIC AND GAS UNITS

¢ DESIGNED TO FIT IN
A WIDE RANGE OF VEHICLES

*SINGLE AND DUEL
TANK CONFIGURATIONS

¢ DIAPHRAGM, PISTON,
OR ROLLER PUMPS

Complete Sprayers...Ready to work

(216) 9664511  (800) 872-7050
FAX (216) 966-0956

Custom Orders Welcome!
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PRODUCT PROAIL

Pender said. “But this was
completely different. We
needed a much larger unit.”

He added that the TG-
400L processed just under
3,000 tons the first month, on
its way to finishing off what it
could of all 10,000 tons of
debris. Partially to credit for the
efficient pace is the unique
gear-boom design, which allows
the loader arm to lift 3,000
pounds at full reach. Another
advantage is its high degree of
mobility. After moving it to the
site, crews can assemble or

dissemble the machine in about
20 minutes.

While it stayed in one place
for most of the effort, Pender
and his team assisted the
townspeople of Chapel Hill
with the clean-up, as debris
was brought by the truckload

to the area for processing. But
Pender said it was unlikely they
would ever get all the wooded
areas cleared.

400 TREES DOWN. During that
same delivery, one of Avate’s
salespeople discovered a brush
chipper was needed at Duke
University in Durham.
Assistant Golf Course Superin-
tendent Jim Reeves decided
that one was vital to dispose of
the 400 trees knocked down
during the storm.

He bought Vermeer’s 1230
Turbo model with the
patented Auto-Feed system. It
cuts materials up to 12 inches
in diameter and automatically
monitors and controls feed-
roller speed by sensing engine
load, reducing stress and jams.
Reeves also liked safety aspects,

The TG-400L tub grinder’s unique
gear-boom design allows the loader
arm to lift 3,000 pounds at ful

reach. Credit: Vermeer

they’ll ever get all of the debris
cleaned up in the wooded areas
surrounding the course. But
he’s convinced there wasn’t
much more they could have
done to ready themselves and
the landscape for the storm.
“We brought everything in
off the course and prepared the
best we could,” he said. “I
lived in Florida for a number
of years and have been through

such as the longer feed tables,
putting more than 6 feet
between the operator and the
feed rollers.

“We wanted something easy
to use,” Reeves said. “The
speed at which we could work
allowed us to reopen the course
several hurricanes. You just
never know how hard it’s
going to hit undil it’s here.”

just a couple of days after we
began clearing the fairways.”
Even after that moral
victory, Reeves echoed Pender,
saying he is not sure whether

Circdle 227 on reader service card

NEW JERSEY 997

LANDSCAPE

- “Meeting the Needs of the Green Industry Profassianal”j

! 20" ANNUAL TRADE SHOW and CONFERENCE |

|  *Celebrating 20 Years of Growth
| 1977 - 1997

|
f AT HARMON MEADOW
\ SECAUCUS, NEW JERSEY

WEDNESDAY
FEBRUARY 26, 1997
8:30 A.M. - 4:30 P.M.

SPONSORED BY:

ASSOCIATED LANDSCAPE CONTRACTORS |

OF NEW JERSEY
AND
NEW JERSEY LANDSCAPE
CONTRACTORS ASSOCIATION

*TRADE SHOW: A world of new ideas, methods and materials awaits the green industry
| professional at NEW JERSEY LANDSCAPE ‘97. Time and money savings for landscape
| contractors, lawn care operators, chemical applicators, grounds maintenance supervi-

ing/grounds supervisors, parks and recreation supervisors, municipalities and related

[ sors, irrigation installers, arborists, cemetery managers, property managers, school build-

occupations. See over 130 companies exhibiting everything you need to be successful in

| today’s economy.

[ * Turf Equipment « Concrete Pavers/Walls * Snow Plows/Salters
| *Landscape Materials e Construction Equipment  Trucks/Truck Bodies
| Horticultural Supplies * Custom Fencing * Trailers
* Power Equipment * Nurseries * Leasing Companies
« Irrigation Supplies * Annual/Perennial Growers  * Computer Software/Services
t * Fertilizers * Professional Uniform / * Insurance Companies
* Pesticides Clothing Companies * Sod Farms/Growers
| *CONFERENCE: Seminars presented by Rutgers University Cooperative Extension Service.

| DEP Recertification credits offered. Special Guest Speakers.
| *SPECIAL 20TH ANNIVERSARY CELEBRATION GIVE-AWAYS!

‘ NEW JERSEY LANDSCAPE 530 vailey Court, Westwood, NJ 07675 » (201) 664-6310 « Fax (201) 664-7014)
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I3 LandSuite Professional”

ﬂ e Millie for Windows!
‘= e ImageScapes™

%= e PlantScapes™

S o ThumbScapes™
e

‘
_ eUnlimited Companies «Phone Dialer

. *Unlimited Customers °Print Your Logo on forms

- *Routing & Scheduling * Scanner Support

eChemical Records e« Fax Documents & Invoices

_ *Accounts Receivable «Landscape Design w/
_ *Accounts Payable Over 2,000 Pictures!!!

(1°)
e
=)

« Payroll « Plant Encyclopedia
o Inventory Control  « Slide Show thru Images
- «Equipment Maint.  « Create Finished Photo &
~*Weather Tracking Customer Invoice
= - o Prints Contracts Simultaneously!!!
WENS ., Prints Proposals o Windows 3.1 and Win 95
__ *Bar Coding « Can Be Sold Separately

-« Touch Screen Ready e« All 3 Fully Integrated
L\ Millie for Windows! and LandSuite Professional
= The NEW Industry Standard Has Just Been Set!

-800-262-3498 or 1-800-480-0222
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RATES

All classified advertising is 95¢ per word. For box
numbers, add $1.50 plus six words. All classified ads
must be received by the publisher before the first of the
month preceding publication and be accompanied by
check or money order covering full payment. Submit
ads to: L&L, 4012 Bridge Ave., Cleveland OH 44113.
Fax: 216/961-0364.

BUSINESS OPPORTUNITIES

FRANCHISE OPPORTUNITIES

* Is your business stagnant?
* Looking for better products?
* Does your business require professional
marketing expertise?
* Or, do you want to add lawn care to a
new or existing business?
Now is the time to consider a franchise with
NaturaLawn® of America,
the leader in organic-based lawn care. Due to our
environmentally responsible approach, we are the
fastest growing lawn care company in the U.S. For
details, call Randy Loeb, franchise development man-
ager at 800/989-5444, contact us on the Internet at
www.nl-amer.com, or e-mail us at nl-amer.com.

WHOLESALE DISTRIBUTOR

Needed to market environmentally friendly, liquid,
slow-release fertilizer products direct from manufac-
turer. Ken Franke, P.O. Box 123, Plato, MN 55370;
800/832-9635.

BIDDING FOR PROFIT
“BIDDING & CONTRACTS YOURKEY TO SUC-
CESS,” a book with over 16 years experience, not
theory. Get factual information on a very accurate and
profitable bidding process. Bid sheets, contracts and
much more. Send $42.95 to: #1 Profits’ Unlimited,
3930-B Bardstown Road, Louisville, KY 40218. 800/
845-0499.

EXTRA INCOME POWER WASHING

EARN $100/hour power washing and sealing wood
decks. Learn the most effective method, equipment
setup and supplies. Complete training package:
Manual, video, advertising kit, and equipment cata-
log. For free information packet call 810/683-9080.

GROWTH OPPORTUNITIES

BUSINESSES FOR SALE

FULL SERVICE LANDSCAPE COMPANY

(LASS

CHEMICALS WANTED
GROWTH REGULATOR

Owner wants to retire. Highly visible landscape com-
pany in Houston, Texas. Services include landscape,
maintenance and irrigation. This is a turnkey business
with great profit potential waiting for the right person
to step in and take over. Yearly sales average $600K.
Includes 1.75-acre Garden Center, all inventory,
trucks, equipment and over 150 established accounts.
Owner will assist with transition. $400,000 with real
estate — $250,000 without. 713/270-9898.

LAWN SERVICE SOUTH FLORIDA

Lawn service for sale in South Florida. Commercial and
residential accounts. Gross income $100,000/year. Ford
350 diesel dump body; John Deere 725 54-inch; Scag
36-inch; John Deere 36-inch. Tel. 954/724-3112.

GROUNDS MAINTENANCE BUSINESS

Commercial and residential grounds maintenance
business in fastest growing county in U.S. $115K
gross. Asking $45K. Includes contracts, equipment,
etc. Reply to: Nate’s Landscaping, 13813 N.E. 371st
Street, LaCenter, WA 98629.

LAWN /LANDSCAPE
MAINTENANCE COMPANY

12-year-old lawn and landscape maintenance com-
pany located in Tennessee. Services include landscap-
ing, chemical spraying, mowing, bushhog and snow
removal. Year-round contracts, equipment, inven-
tory, fully computerized. 1996 annual sales will ex-
ceed $600,000. Owner will assist in transition.
$250,000. Serious inquiries only call 615/251-1467.

LAWN CARE BUSINESS

Central Ohio-based lawn care business for sale. Estab-
lished nine years. 600+ residential accounts. Grossing
$105,000+ in 1995. Asking $90,000. Includes 1990
Isuzu Diesel NPR, 1988 Ford one-ton van, lawn
renovator, aerators, spreaders, computer equipment,

office furniture. Call 800/659-5296.

NURSERY

McKinney, Texas, nursery. 2/1 house/office; 2 green-
houses; equipment inventory; $45,000 plant inven-
tory; 3.1 acres land on major highway; commercial
accounts. $175,000. Winburn Commercial Investors
Inc. 972/562-4160.

IRRIGATION BUSINESS

BUILD A LARGE
LAWN CARE BUSINESS
WE'LLSHOW YOU HOW
WITH OUR:

* Ecology Friendly Approach
* Superior Marketing Methods
* State of the Art Computer System

CALL TO LEARN ABOUT
OURGROWTH
AND REMAINING
OPPORTUNITIES

CALL NUTRI-LAWN
Ecology Friendly Lawn Care
800/396-6096

Irrigation business for sale Central Texas. Tremen-
dous potential for expansion. 915/646-8271.

COMMERCIAL LANDSCAPE MAINTENANCE

8-year-old commercial landscape maintenance com-
pany located in beautiful, sunny Denver, Colorado.
Owner wants to retire in three years and is willing to
stay on as a commission-only sales representative.
Revenues of $750,000 in 1996 and adjusted cash flow
to owner averaging $125,000 over past four years.
Buy some, all or none of the equipment valued at
$130,000. Ownerasking $125,000 for contracts back-
log, company name, goodwill and earnings stream.
Owner will train and transition for three months
during spring, 1997, for $20,000 additional pay-
ment. 50% down and balance over 5 years at 8%.
Serious inquiries only, please. Acro Business Brokers

Inc. 303/792-9455 or fax 303/792-9449.

WANTED
MAINTAIN 125 CF

We want to bu& your surplus

Maintain 125 CF Growth Regulator.
Call or Fax with what you have.

602-547-1813 / 602-242-3332 FAX

PARTS & SERVICES
FREE QX-700 ENGINE TREATMENT SAMPLE

Double 2- & 4-cycle engine life! Slash fuel costs!
Guaranteed to cut downtime, repairs and fuel costs.
Free sample, no obligation. Call 847/455-3923.

WANTED 10 BUY
HYDROSEEDERS & STRAW BLOWERS

We buy, trade & sell new and used hydro-seeders and
straw blowers. Call 800/245-0551 for a free copy of
our latest used equipment list or our catalog of hydro-
seeding equipment and supplies.

FOR SALE

FINANCING
LET THE GOVERNMENT FINANCE your small
business. Grants/loans to $800,000. Free recorded
message: 707/448-0270. (NK8)

WHOLESALE TURF & SNOW SUPPLIES

Buyers Tailgate Salt Spreader— 600-pound capacity
spreads from 3 to 30 ft. Part No. EQTGS01 $745.00.
Tailgate Spreader Mount — Adapts to fit a 2-inch
Reese type hitch. Part No. 0207000 $147.88. Spread-
ers and mount can be shipped anywhere in the USA!
Check out our complete line of parts for your Meyer
& Western plows. Free snow plow parts catalog Call
Hersch’s Wholesale: 800/GET-SALT.Wealso carrya
complete line of landscape, lawn spray & irrigation
parts/supplies.

PREMIUM REPLACEMENT PARTS

MKI The Landscapers Superstore™ — Call today for
your FREE WHOLESALE CATALOG. Landscaping
supplies, engines, parts and accessories at wholesale.
Look — 12.5 Kawasaki replacement filters as low as
$3.99. Many other great savings. Call MOHAWK
INDUSTRIES at 800/724-2229 for your FREE
CATALOG.

LAWN SPRAY TRUCK

1988 Ford F600, 370-hp engine. 1200-gallon Tuflex
main tank, 200-gallong Drop Tank with mechanical
agitation. Hannay electric hose reel, 300 feet 800-psi
hose, 18-hp twin cylinder Briggs engine with 20-gpm
Bean pump. 162,000 miles, good condition. Cur-
rently working every day. $9,850.00. Fort Myers Pest
Control Inc. 800/329-3100.
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REPLACEMENT SNOWPLOW PARTS
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CUSTOM DECAL KITS

CONCRETE PROFITS FROM CURBMATE

$.»g 3\ Replacement
@ Snowplow

> Arctie —
& o livenger ™y

& Replaces Western, Fisher and Meyer parts

7 d N7/
( MOTORS

TRIP SPRINGS |

N

FOR A FREE CATALOG OF OUR
COMPLETE LINE OF

SNOWPLOW PARTS CALL

1-800-422-4184

INSURANCE

COMMERCIAL INSURANCE FOR
LAWN CARE FIRMS
"GREEN INDUSTRY SPECIALISTS"

M.F.P. Insurance Agency is dedicated to
providing comprehensive insurance pro-
grams to the Green Industry at competitive
prices. We back up this dedication with a
staff of professionals who understand ev-
ery facet of your business, from marketing
to customer service. We know how to prop-
erly insure your company whether you're a
sole proprietor or a multi-state operation.

Just as your customers look to you for lawn
care advice, people come to us for insur-
ance advice because they do not want to
become insurance experts themselves. If
you want good advice, the right coverage
and competitive rates, please contact:

Richard P. Bersnak, President
Jill A. Leonard, V.P.

1-800-886-2398
FAX:614-221-2203

M.F.P. Insurance Agency, Inc.
50 West Broad Street, Suite 3200
Columbus, OH 43215-5917

APPLICATOR’S FRIEND SHIELD

Protect yourself and your applicators from granular

fertilizer and pesticide dust when operating Lesco and
Scott’s commercial spreaders with the Applicator’s
Friend shield. Now only $35.95! Riverside Gardens
Inc. 800/595-2774.

INCORPORATE — FREE BOOKLET

Incorporate without legal fees! Free booklet tells how.
Call Now! 800/345-2677.
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USTOM
Decal Kirs
P,

your Log,
816-0290" :

‘ CLEVELAND, ON 44017 .

Easy to Order-Easyto A
Boost Your Image Economically

Call or Write:

Sun Art Decals Inc.
885 W. Bagley Rd.
Berea, OH 44017
—i|216-816-0290
800-835-5551
Fax:216-816-0294

FIBERGLASS SPRAYER

GNC
PUMP Inc.
100-gallon Fiberglass Sprayer
“$1,995.00”

*Briggs 5-hp IC Plus Engine*
(with oil guard)
*Hannay Hose Reel*

*150 feet Y2-inch 560-psi Hose*
*Mag 1 Spray Gun*

*8 gpm @ 600 psi Piston Pump*
800/462-2005

TOPSOIL SHREDDERS

Topsoil Shredders
THE SCREEN MACHINE®

800-837-3344

7001 Americana Parkway
Reynoldsburg, OH 43068

EQUIPMENT FOR SALE

Ransomes 1996 Wing Mower, 51-hp Kubota Diesel
9-foot 8-inch cut, 220 hrs. Excellent condition. New
$29,000. Asking $20,750. Scag 1996 Turf runner,
22-hp Kohler, 48-inch deck, 95 hrs. Excellent. New
$7,200. Asking $6,000. 2-way radios (6) mounted,
base unit. Package $3,450. 608/837-9654-W1.

EQUIPMENT FOR SALE

For sale — Skibee Spray Unit. Mounted on fiberglass
flat bed, 300-gallon fiberglass tank and 30-gallon poly
drop tank. Hyrpo D-30 pump with 5-hp Honda
engine, mechanical agitation. Asking $1,500. Call
Devries Landscape at 616/669-0500.

Since 1983 Curbmate Corporation has been beautify-
ing landscapes throughout the U.S. CURBMATE's
concrete extrusion machine automatically installs con-
crete landscape edging quickly and easily.

* Excellent profit margin

* Beautiful product

* A variety of shapes

¢ Easy to install — fast!

* Increase your landscaping business

Call for free packet — ask for special landscaper
discount. 801/262-7509

FLEET TRUCKS FOR SALE:

— 1980 International S1700, 345-standard, 1000
S.S. tank, Myers 2C95 pump, 2 electric reels with hose
and guides, $7,500.

— 1981 International S1654, 9.0 diesel-automatic,
800 steel tank, 1 electric reel with hose, $6,500.

— 1985 Ford F-350, 6.9 diesel-standard, A/C, 600
S.S. tank, electric reel with hose, $8,500.

— 1990 Chevy C-30, 350-Auto, FMC 500 fiberglass
tank 35 gpm. 2 reels with hose.

— 1991 Chevy C-30, 350 Auto, 600 S.S. tank, Honda
engine with Hypro Pump, 1 electric reel with hose.

— 1995 Chevy C-30, 350 Auto, A/C, 600 S.S. tank,
Honda engine with Hypro Pump, 1 electric reel with
hose.

Have sold business accounts. All trucks are well main-
tained with low mileage and always garaged. 816/
228-1336 or 816/540-3442.

USED TREE EQUIPMENT

Vermeer 1230 Brush Chipper, #BC35641, 4.236
turbo diesel engine, 3 sets of knives, hydraulic feed,
disc-style, torsional rubber-type axles. CASH PRICE:
$20,000. Vermeer 620 Brush Chipper, BC#32468,
variable hydrostatic drive, 180° swing discharge chute,
18.5 by 8.5 LRC tires, screw type jackstand with caster
wheels, double safety towing chains, lockable tool
boxes and battery box, standard hour meter, Kohler
M20S gas engine, 11-gallon fuel tank, 2 knives, hard-
ened chipper grade steel knife, approximately 1,017
hours. CASH PRICE: $7,000. 1990 Asplundh JEY
816 Whisper Chipper, drum style, Ford 302 V8 gas
engine, new tires, approximately 765 hours, “as is.”
CASH PRICE: $7,500. Call Bush Transportation
Systems, Lisa Morris 800/766-2874.

WANTED
EMPLOYEE SEARCHES

Florapersonnel, Inc. In our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained
basis only. Candidate contact welcome, confidential
and always free. Florapersonnel Inc., 1740 Lake
Markham Road, Sanford, FL. 32771. Phone 407/320-
8177, Fax 407/320-8083.

Call to aduverlise /

§00-456-0707
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MAINTENANCE SUPERVISORS

The Brickman Group, Ltd., one of the nation’s largest

L B R

and fastest growing full-service landscape companies,
has an immediate need in principal cities east of the
Mississippi for maintenance supervisors with 2 to 5
years experience. Brickman seeks energetic, team-
oriented college graduates with proven leadership,
communication and interpersonal skills. Brickman
offers full-time positions, excellent advancement op-
portunities and exceptional compensation and ben-
efits with an industry |

ader building on a 56-year
tradition of uncompromising customer service. For
immediate confidential consideration, please send or
fax your resume with an indication of your geographic
preferences and willingness to relocate to: The
Brickman Group, Ltd., Corporate Office, 375 S.
Flowers Mill Road, Langhorne, PA 19047, 215/757-
9630, EOE.

BRANCH SALES MANAGER

National lawn equipment, parts and accessories sup-

plier expanding into the Northeast, Mid-Adlantic and
Southeast. Need articulate individual with retail man-
agement experience. Computer literate. Several mar-
kets available. Send resume with salary history and
requirements to: Landscapers Supply, P.O. Box 459,
Spring Valley, NY 10977-0459.

LANDSCAPE LISTINGS

JOB SEEKERS — fresh source of USA landscape/
grounds management jobs — twice monthly. 6 issues
$24.95. EMPLOYERS — List job opportunities quick-
ly and inexpensively. Details — 800/428-2474, Fax
800/884-5198.Ferrell'sJOBSIN HORTICULTURE,
8 Terri Dr., Carlisle, PA 17013-9295. MC/Visa.

MAINTENANCE SUPERVISOR

Environmental Care Inc. has an immediate opening in
our Orange County, California office. Successful can-
didates will have 3 to 5 years experience in customer

service, managing field operations and coordinating
all aspects of accounts. Excellent salary, benefits and
long-term growth opportunities. Please send or fax
your resume to: Environmental Care Inc., 1960 South
Yale Street, Santa Ana, CA 92704, Attn: Michael
Amaral. Fax 714/546-7295. EOE.

SALES/CLIENT REPRESENTATIVE POSITIONS

Are now available with Environmental Care Inc. the

nation’s leading landscape management company in
several states. Protected territories, lead generating
support, training and computer software/hardware
provided. Salary plus incentives. Come sell for the
leading company in the industry. ECI is an EOE, M/
F DA. Send resumes to: ECI Sales/Marketing Depart-
ment, Code LL, Attn: ANN., 24121 Ventura Boule-
vard, Calabasas, CA 91302.

RECRUITMENT

Join America’s leading irrigation and landscape light-

ing distributor, Century Rain Aid, as we continue to
grow. Century is now accepting applications for branch
management positions for the Philadelphia and New
Jersey markets. Irrigation experience and a college
education are preferred. Century offers industry com-
petitive wage and benefit programs. Please send your
resume and salary requirements to: Century Rain Aid,
31691 Dequindre Rd., Madison Heights, MI 48071,
Atn: Wayne Miller. Pre-employment drug screening
required. Century is an Equal Opportunity Employer.

&

LANDSCAPE MANAGEMENT
CREW LEADER/CREW LEADER TRAINEE

Landscape Management Crew Leaderand Crew Leader

Trainee for high-end residential. Two career positions
open, excellent pay and benefits with stable, 35-year-
old, multiple award winning company doing residen-
tial design/build/maintain projects in the Washing-
ton, D.C. metro market. Crew Leader must have
minimum 2 years experience in plant and lawn care
plus IPM. Call or send resume to Charles Bowers,
Garden Gate Landscaping, Inc., 821 Norwood Rd.,
Silver Spring, MD 20905. 301/924-4131.

ACCOUNT MANAGERS

Environmental Care Inc. the largest landscape main-

tenance company in the United States has positions
available in Phoenix, Arizona. We are seeking career
minded, experienced individuals to be Account Man-
agers. Qualified individuals will be team oriented with
excellent customer service skills. Benefits include medi-
cal, dental, life insurance and 401k. Send resume to
2902 E. Illini, Phoenix, Arizona 85040 or FAX 602/
243-2847, Aun: Bill Rademacher. EOE. Pre-employ-
ment drug/alcohol screen required.

MANAGERS
SUPERVISORS
(REW FOREMEN

Scian’s Landscaping Inc., one of Southern New
Jersey’s largest and fastest growing landscape con-
tractors, is currently seeking take charge, self-
motivated landscape professionals to join our
management team. These positions require a mini-
mum of 1 to 3 years supervisory experience in
either grounds maintenance, landscape construc-
tion, tree removal or irrigation systems. Horticul-
tural degree is a plus. We offer an excellent com-
pensation program and employee benefits package
commensurate with experience. For immediate,
confidential consideration, please send or fax re-
sume to Scian’s Landscaping Inc., 444 Commerce
Lane, West Berlin, NJ 08091, Attention: Jo Anne
Crouch. FAX 609/768-5236. PHONE 609/768-
5915. EOE/MF

MANY_POSITIONS

Expanding multi-branched Cleveland, Ohio, firm seeks

design, sales, supervisory and human resource appli-
cants. Fax responses to 216/357-1624, Attn: Rod.

LAWN CARE SALES

Would you like to “Work in the sunshine?” Nationally

known company is looking for aggressive sales reps to
work in the Tampa Bay area. Great benefits package,
paid vacation and year round work. Base pay of $17K-
$22K plus commission. Send resume to P.O. Box
12510, Oldsmar, FL 34667.

IPM_FOREMAN (PLANT HEALTH CARE)

Quality oriented design/build/maintenance firm, in

north suburban Chicago, has an immediate opening
for the following:
IPM Foreman (Plant Health Care)

Seeking a detail-oriented person with excellent com-
munication and leadership skills to service high-end
residential clients. Duties to include fine pruning,
annual and perennial care, total turf, tree and shrub
care. Ornamental and turf operators license required.
Ability to identify and treat turf and plant problems a
necessity. Must be experienced with all types of land-
scape equipment. Snowplow experience a plus. Call or
fax resume to Architerra, Attn: Tracey Lester, 847/
949-6576 Fax 847/949-6579.

LAWN CARE MANAGER
OPPORTUNITY IS KNOCKING — Secking an
ambitious, detailed-oriented candidate, with strong

interpersonal skills, field and sales experience, to man-
age a lawn care company and help create a progressive
and dynamic team. Qualified candidates should send
or fax their resume with salary and benefit expecta-
tions toSuperLawns, 14115 Seneca Road, Darnestown,
MD 20874, or fax 301/670-9231. EOE

GENERAL MANAGER

Maintenance Engineers, established in 1962, has gov-

ernment grounds maintenance contracts throughout
the United States. We are seeking a qualified top level
manager with experience in large scale contracts. Du-
ties include management of contracts, interfacing with
customers, assisting with bidding and preparation of
proposals, and procurement of equipment and sup-
plies. Applicant must have a minimum of 5 years
experience and be willing to relocate to Jackson Hole.
Benefits provided, compensation commensurate with
experience. Please send resume to P.O. Box 30452,
Jackson, WY 83001.

SERVICE MANAGER

Join a fast growing company in southwestern Con-

necticut. Ambitious, highly motivated individual with
good communications skills, management capabili-
ties and mechanical/equipment talent to take charge
of lawn care and mowing operations. Send your re-
sume and salary requirements to: Service Director,
Box 214, Greens Farms, CT 06436.

LANDSCAPE DESIGN/SALES

We are a large full service landscape company seeking

a well-rounded individual with at least 5 years experi-
ence in residential landscape design and construction
to design, estimate, sell and supervise high quality
landscaping projects. Excellent communication, sales
and graphic skills are a must. Irrigation knowledge a
plus. Please send resume and salary requirements to:
Morin’s Landscaping, Inc., 301 Depot Road, Hollis,
NH 03049. Attention: Thomas Morin.

TURF MANAGEMENT

A must for all landscape professionals, 7urfgrass Ecology & Management by Dr. Karl Danneberger, is the

industry’s first professional turf management text devoted to advanced environmental ecology. This

pioneering work addre

ses the future of the lawn and landscape industry and can be yours for only $28 per

copy plus $2.50 shipping and handling. Quantity discounts available. Call Fran Franzak, 800/456-0707.
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clearly defined service missions that include
quality work, service and professionalism are
looking for higher margins by providing
better service.”

Vander Kooi reminded contractors to
price for profit according to the needs of
their own business, not what their competi-
tors do. “If you need to charge $30 on a job,
charge $30,” he said. “Instead of cutting your
margin out, make that $30 work for you.”

Ideally, profit margins should be fairly con-
sistent throughout the year and finish close
to the company’s year-end profit. “I seealot of
contractors put a high margin on a job
because they know they haven't covered
their costs,” Vander Kooi explained. “If
profit margins are 20 percent on jobs during
the year but the company only makes a 5
percent profit for the year, there needs to be
better awareness of the job costs.”

DIVIDE IT UP. One situation when margins
have to change is when a company has
different divisions.

“There’s a real danger in looking across
various market segments with respect to
applying your pricing structure,” agreed
Hanson. “A homeowners’ association isn’t
going to pay what you can get with work that
is design/build, so margins and costs have to
be controlled accordingly.”

Vander Kooi divided the possible services
a contractor could offer into four areas:
construction; maintenance; garden centers;
and nurseries. “Contractors have to budget
and price each of these profir centers differ-
ently,” he said. “Maintenance is a repetitive
service where the costs are almost entirely in
labor, while nurseries don’t have as much
overhead until the point of harvest.”

Of course, the recommended teacher for
learning pricing lessons is experience. “Expe-
rience is the best teacher,” remarked Hanson.
“But if you learn a lot of bad habits, you'll
just perpetuate them over time.”

Moore recommended contractors work-
ing to control their costs contact any associa-
tions they belong to or the national associa-
tions for costaccounting information. “There
are a lot of estimating and job costing pack-
agesavailable with labor times and rates built
in,” hesaid. “Itdoesn’t mean you can do jobs
for those numbers— that’s where experience
comes in — but it can be helpful.”

The author is Assistant Editor of Lawn &
Landscape magazine.



Increase Sales! Increase Profits! Lower Overhead!

‘, Selling Satisfied ', By Selling & Designing With These User Friendly Programs.

Customers

Hardware ana = Designed & Developed By Landscape Contractors. We Know Your Business!
Software for
L Oversvn‘.g. -

lm‘: Design Imaging Group put Multimedia Pentium Computers together

w.m for you, no headache, just plug it in.
Bencﬁts of [mageWr‘zarJ -

# Instant customer excitement and motivation,
® Increase closing percentages.

® Easy to up-sell larger materials and extras.

* |ncrease sales during off-season.

* Add to company’s professional image.

* No client surprises.

ImageWizard allows landscape designers to create
a photo realistic image of the landscape design
concept. Full-color Pictures that Show Real Color,
Textures and Forms.

* 1,800 database images, trees, shrubs, ground covers,
1 9 hardscape, textures, pools, spas and 2,000 images for
Take a picture of the area to be changed. *=Scan the picture into your computer. the northeast.

* Visual library - view existing database libraries onscreen

'Overlay the images on the background picture. (Trees, bushes, pools, bricks, stone, grass & on & on) for quick selections.

Print the completed photographic image on your color printer * All objects are: independent - this allows for quick
revisions.,

Present a professional proposal to your customer. « FREE TECHNICAL SUPPORT.

wew “Land Quote”
on‘y 5199 Estimating & Finally a Program

That You

.Proposal Program Can Usel

I’ ) Make Revisions
Select from over 4000 Plant & Material items And/On
and/or add to the database with your own Inventory. Corrections
Simply enter quantities and totals and it will automatically in a Snap!

be calculated with or without tax. Will work independently
or in conjunction with Planscape. I ) "
; R Rk ‘wnoflfs o0
Select print to output any of these 5 choices: v

1. Quotation: Provides cost per item and l()l.\.ls. I anscape
2. Quote Summary: Provides a grand total without the individual 2 : . :
cost per item ¢ Cut drawing time by 50% and more, revisions without starting over,
. s s S » P S »
3. Profit/Loss: Shows you the amount you charge per item and * Trace Site Plan 10 Scale
what your profit will be based on wholesale cost and list price. * Easy-to-use On-Line Multimedia Tutorials “walk” you through each
4. Quote Bid Sheet: Shop for the best prices by printing your list of step of this program (you don’t even have to read the manual).
materials. The price per unit and total columns are left blank for * Some of the best looking symbols in the industry.
faxing to your suppliers. * Calculate the square footage of decks, walks, etc. in seconds.

5. Contract: Provides a basic contract that includes customer .
information and totals, Allows you to add any legal information.
Just have the client sign it.

Output to any color or black & white printer, at any scale.
* Runs on your home PC or laptop computers.
¢ Saves time and Money.

Easy to Use! Professional Output! Computer Accurate!

YardMaster

The Landscaper’s/Best Friend!

Proposals, Scheduling, Invoicing!

YARDMASTER is the ultimate time management tool
for the busy landscaper.

DESIGN IMAGIN

A Division of Bissett Nursery Corp. Also call f""

Computer Software for the Landscape & Pool Industries ,‘nﬁ;rmﬂ; l;m ﬂl'l ::;; ]
baol and Lanas

323 Long Island Avenue, Holtsville, NY 11742 « (516) 654-1600 =+ Fax (516) 654-8046 ‘I(;::sl'llt""‘ pru}_’rmnﬂ

Web address: www.bccom.com/dig
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THE SURE WINNER IS

K-RAIN!

HUNTER®

PGP

.1 PATENTED ARC SET

A K-Rain exclusive. Arc of rotation is
clearly indicated on top. Adjustable from
30° to 360° with riser in up or down posi-
tion. Turret may be rotated or “ratcheted”
to determine arc setting.

2 5 INCH POP-UP

The only gear drive on the market with
a full 5” riser that pops up through even
the tallest turf. The can height is virtu-
ally equal in size to most other gear
drives, yet K-Rain pops up an extra inch.

3 PATENTED REVERSING
MECHANISM

Provides instantaneous start from
previous stopping position. (This
Patented* mechanism licensed to
Hunter.) *U.S. Patent No. 5,417,370
Carl L.C. Kah, Jr.

4 EXCELLENT NOZZLE
PERFORMANCE
Nozzles deliver a superior fall out
pattern. #3 nozzle tested by C.L.T. at
180° pattern, 30 PSI, gave up to 98%
coefficient of uniformity. (Complete
test data available upon request.)

1.4+

n
‘ am ' .
LT T
""“'““ K-RAIN QUALITY AND FEATURES ARE
SUPERIOR! JUST ASK OUR CONTRACTORS

AND DISTRIBUTORS. (Send for list of references)

?' \

l\/y K-Rain Manufacturing Corp.
£ 1640 Australian Avenue

Riviera Beach, FL 33404 USA

PH: 561 844-1002
FAX: 561 842-9493

RA”\J EMAIL: krain@k-rain.com
Vaall WEB: http//www.k-rain.com

Hunter is o registered trodemark of Huater Industries Incorporated © 1997 K-Rain Manvfocturing Corporation
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