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LANDSCAPE CONTRACTOR 
MARKET STATISTICS 

To get a handle on the statistics of 
the landscape contractor market, 
WEEDS TREES & TURF randomly 
surveyed its readership in this pro-
fession. 

According to John S. Shaw, ex-
ecutive director of the Associated 
Landscape Contractors of America, 
there are 5,000 to 7,000 bona-fide 
landscape contracting firms in the 
United States. The magazine has 4,-
700 landscape contractors in its 
circulation. We sent questionnaires 
to 1,000 of them and 144 were retur-
ned. This represents approximately 
three percent of the market, a statis-
tically significant percentage. 

The sample firms' answers in-
dicate slightly more emphasis 
toward construction as opposed to 
maintenance. Construction with 
trees and ornamentals exceeds that 
with turf. Maintenance, however, is 
predominantly in the turf area. The 
percentage of firms doing design is 
below the percentage of firms doing 
construction types of landscaping. 

Residential work makes up an 

average of 65 percent of business for 
landscape contractors according to 
the survey. Commercial jobs account 
for an average of 28 percent. Fifty-
three percent of the respondents do 
an average of 25 percent of their 
business with general contractors or 
developers. Only four percent in-
d i c a t e d i n v o l v e m e n t in land 
reclamation. 

Correlating the type of work done 
with whom it is done for indicates 
the dominant kind of work done by 
landscape contractors is residential 
construction. 

The vast majority (87 percent) 
own their equipment. Nine percent 
said they lease some of their equip-
ment. Landscape contractors spend 
an average of $10,585 for equipment 
in a year. Projected to the total num-
ber of contractors in the circulation, 
a total expenditure for the industry 
of $49,000,000 is derived. 

The number of pieces of various 
types of equipment based upon sur-
vey returns indicates the importance 
of the landscape industry to equip-

ment manufacturers. The most com-
monly owned types of equipment 
are pick-up and dump trucks, trac-
tors, rototillers, tractor mowers, 
manual (trim) mowers, and aerators. 
A third of the respondents own a 
backhoe. Approximately one out of 
five firms own hydromulchers, sod 
harvesters, and fork lifts. Roughly a 
tenth own flat-bed trucks, trenchers, 
bulldozers, and tree spades. 

Equipment buying takes place 
primarily in the months of January 
through March. 

Chemical expenditures averaged 

Percentage of landscape contrac-
tors performing various services. 
design 76% 
seed bed preparation 64% 
seeding 81% 
sodding 78% 
hydromulching 21% 
ornamental planting 90% 
tree planting 84% 
turf maintenance 63% 
tree pruning 8% 
ornamental pruning 3% 

Percentage of landscape contractors buying equipment and chemicals by month. 
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January 13% 6% 6% 4% 5% 3% 9% 8% 7% 

February 18% 12% 10% 8% 9% 4% 13% 17% 17% 

March 21% 23% 18% 21% 20% 16% 22% 29% 24% 

April 9% 14% 14% 18% 16% 18% 13% 17% 17% 

May 6% 13% 7% 10% 14% 11% 9% 17% 14% 

June 4% 6% 7% 9% 8% 9% 13% 4% 3% 

July 6% 5% 4% 9% 8% 7% 4% 0% 3% 

August 5% 7% 9% 8% 9% 8% 0% 0% 0% 

September 6% 8% 11% 4% 5% 13% 4% 4% 3% 

October 3% 4% 7% 4% 3% 7% 4% 0% 0% 

November 3% 3% 5% 2% 2% 4% 4% 4% 7% 

December 5% 1% 1% 1% 1% 0% 4% 0% 3% 



Amount of equipment owned by landscape contractors. 

$3,744 per year per firm, with a total 
market figure of $17,400,000 based 
upon 4,700 firms. Most chemical buy-
ing takes place in March. However, a 
significant amount of chemical buy-
ing occurs in April, May and Sep-
tember. Chemical buying is not as 
winter-oriented as is equipment 
buying. 

The median number of full-time 
landscape staff members was three. 
The median number of seasonal or 
part-time workers was six. 

The annual gross revenue of con-
tractors responding was $173,718, 
with a median figure of $100,000. 
Projecting the average to the maga-
zine's qualified circulation in the 
market provided a total revenue 
figure of $800,000,000. Projecting 
total market revenue using 7,000 
firms gave a figure of $1,216,026,000. 

When asked what they charged 
for various services the following 
rates were obtained: 

sod—average 27c/sq. ft., median 
25c/sq. ft. 

seeding—average $71/1000 sq. ft., 
median $50/1000 sq. ft. 

hydromulching — average $52/ 
1000 sq. ft., median $40/1000 sq. ft. 

Aerating — average $19.50/1000 
sq. ft., median $11/1000 sq. ft. 

Advertising expenditures are 
greatly centered around Yellow Page 
advertising. Eighty-four percent of 
the respondents use the Yellow 
Pages at an average cost of $900 per 
year. More than half advertise in 
newspapers at an average annual 
cost of $1,200 and a median cost of 
$300. Direct mail and brochures are 
used by a fifth or more of the respon-
dents. The average spent for direct 
mail was $1,000, with a median of 
$500. Brochures cost an average of 
$500, with a median of $200 per year. 
Other types of advertising used are 
radio (10 percent spending an 
average of $1,200), television (4 per-
cent), and trade journals (7 percent 
for an average of $275). Seventeen 
percent indicated costs of selling in 
person for an average of $1,100 and a 
median of $500. 

The respondents to the survey 
have a good feeling about the coming 
year. Nearly three-fourths expect an 
increase in business this year. 
Seventy percent reported gains 
averaging more than 20 percent in 
1977. WTT 

Type of 
Equipment 

% who 
own this 

type 

projected 
§ of pieces 

owned by 4660 
contractors 

projected 
# of pieces 

owned by 7000 
contractors 

aerator 41% 2960 4470 

backhoe 35% 2320 3500 

bulldozer 12% 920 1390 

cultivating disks 26% 1800 2720 

fork lifts 16% 760 1150 

hydromulcher 18% 1120 1690 

tractor mowers 59% 5970 9010 

manual mowers 75% 25,700 38,800 

rototiller 70% 6090 9190 

sod harvester 17% 1200 1810 

pick-up truck 84% 8770 13,200 

dumptruck 76% 7490 11,300 

flat-bed truck 9% 1040 1570 

tree spade 13% 840 1270 

trenchers 12% 720 1090 

tractors 57% 6130 9250 

hink small, 
ride tall, 
save... —• 

Id with 
Sit down on SOLO's new Model 

426R Mist Blower This 12.5-hp self-
propelled unit is a great performer for 
the vegetable, fruit, berry, flower, and 
ornamental tree grower. In fact, it's the 
best deal in any moderate-sized row-
crop or hillside application. 

The amazingly compact and ver-
satile 426 will save you time and cash 
when you're applying insecticides, 
fungicides, or herbicides. 
• Provides ideal coverage and saves 

through high-concentration, low-
volume application 

Model 451/452 PTO Mist 
Blower; lightweight; 

3-pt hitch to 15-hpor 
over tractor; 53-105-gal. 

formula tank 

TRAC-419 Mist Blower; 
self-contained module; 

mountable on truck bed, 
trailer, jeep, small tractor; 
12.5-hp engine; adaptable 

to any size formula tank or tanker 

Also: Manual or motorized backpack units. 

• Famous SOLO engine . . . a power-
house! 

• Economical discharge through 8 
nozzles, adjustable in flow rate and 
direction 

• Add TELEBLAST nozzle - up to 50-ft 
coverage in any direction 

• 2 forward speeds (up to 3 mph); 2 
reverse 

• Choice of standard cleat or ATV tires 
• Lightweight; low ground compac-

tion; keeps going in wet soil 
Send for free brochure or ask your 
dealer for SOLO 

SOLO MOTORS, INC. 
Box 5030. Dept. 28 

Newport News. VA 23605 

In Canada. Box 464 
Burlington. Ont. L7R 3Y3 

DEALERSHIPS AVAILABLE 
IN CERTAIN AREAS SDID 

Circle 170 on free information card 
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GENERAL LANDSCAPING 
AND HYDROSEEDING 

Athletic fields and park areas 
are two specialties for Contra Costa. 

Landscape contractors in the Oak-
land/San Francisco area have con-
tended with drought for nearly three 
years. Until recently, lack of rain-
fall placed a damper on business, 
but Ken Gerlack (CLCA), president 
of Contra Costa Landscaping Inc., in 
Martinez, discovered some relief by 
being one of three Bay Area con-
tractors offering hydroseeding for 
erosion control. 

The rain finally returned this 
winter and Gerlack, and vice presi-
dent Burt Harrington anticipate a 
boom this spring. 

Contra Costa depends primarily 
on commercial construction and 
maintenance for its $750,000 busi-
ness volume. Nearly 90 percent of 
construction is derived from bid-
ding on public and private work. 
Currently, construction represents 
40 percent of gross revenue, mainte-
nance 35 percent, and hydroseeding 
the remaining 25 percent. Mainte-



Playground equipment should be 
a part of the park, not just structures placed 
there. Here are a few od Contra Costa 
creations. 

nance business should jump with 
favorable growing conditions this 
year. 

Gerlack and his permanent staff 
of 12 keep tabs on new construction 
by subscribing to a local construc-
tion newspaper and participating in 
the local builders' exchange. Since 
most work is based on architectural 
specifications, only a small amount 
of design work is necessary. 

Contra Costa's seasonal staff 
numbers 25 from March through Oc-
tober. During the off season, Ger-
lack does much of the hydroseeding 
work to maintain a healthy cash 
flow. 

In the Bay Area, exposed soil 
from any type of construction is 
highly subject to erosion since the 
topography is hilly and the rainfall 
great. Consequently, the revege-
tation market is larger than normal 
and hydroseeding is playing an 
increasingly significant role in it. 

Contra Costa does relatively little 
residential work, primarily large es-
tates. The Bay Area is one of the last 
holdouts of the estate gardener. 
There are a significant number of 
very wealthy homeowners in the San 
Francisco area who invest more than 
$200,000 in a home. A small percent-
age of these still have full-time 
gardeners and many have part-time 
gardeners. 

Another factor is the large num-
ber of uncertified, generally un-
trained individuals who, because 
they are enamored by outdoor occu-
pations, are willing to do basic 
maintenance chores at below stan-
dard rates. 

Types of work subcontracted out 
by Gerlack are large earth moving, 
much of the irrigation and drainage 
installation, and structural jobs such 
as construction of patios, decks, side-
walks, and fences. 

The company has not experi-



Contra Costa 

Residential landscaping 
entails combining manmade 
structures with nature's to 
provide a relaxing atmosphere. 
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enced a great demand for interior 
landscaping service although it has 
completed a number of inside jobs. 
Gerlack is especially proud of an in-
door landscape he did for the Marin 
County Courthouse. The company 
does not aggressively seek indoor 
maintenance contracts at the pres-
ent time. 

One growing area for Contra 
Costa is maintenance of public 
athletic fields. Getting the fields in 
shape for the football season and 
repairing them afterward are two 
tasks more school officials are giving 
to professionals. Often, much of a 
school's athletic budget is derived 
from gate receipts of games played 
in its stadium. Consequently, the 
production of athletic contests is as 
much a business as it is a public ser-
vice. Gerlack is currently working 
with a number of school systems for 
their stadium maintenance. 

Contra Costa has a greenhouse 
for some of its plant stock. No retail 
selling of nursery stock or whole-
sale selling to other landscapers 
takes place. 

Shunning large inventories, Ger-
lack purchases most chemicals by 
the job. Except for fertilizer, he 
makes monthly purchases of herbi-
cides, fungicides, pesticides, and 
conditioners. These purchases total 
roughly $15,000 per year. 

Equipment expenditure per year 
averages $25,000. He buys all ve-
hicles rather than lease them. An in-
ventory of Gerlack's equipment 
shows the following: 

passenger autos — 8 
pickup trucks [3/A ton or 

smaller) — 8 
dump trucks — 2 
tractors — 2 Massey-Ferguson 

40 hp, 1 MF 65 
hydroseeder — 1 Finn 
riding mowers — 6 
push mowers — 6 
rototillers — 3 walk behind 

1 tractor drawn 
dethatchers — 2 walk behind 

1 tractor drawn 
forklift — 1 tractor attached 
aerators — 3 walk* behind 

1 tractor drawn 
Gerlack estimated his repair and 

maintenance costs at $5,000 per year. 
He keeps an inventory of problem 
parts such as belts, pulleys, etc. He 
does not keep a large inventory of 
backup equipment and stresses the 
importance of proper equipment 
care to his men. If a mower does 
break down Gerlack has to drive 70 
miles to get service. 

I For ad on preceding page circle 115 on free information card 



Contra Costa 

When asked about prices for cer-
tain types of work, Gerlack said 
nearly all his prices are bid accord-
ing to specifications and costs. Rates 
for sod installation, he said, can be 
as little as 20 cents/sq. ft. for large 
areas with little soil preparation or 

as much as 40 cents/sq. ft. for small 
jobs with considerable soil prepa-
ration. 

Contra Costa does little adver-
tising. It carries an ad in the state's 
landscaping magazine for its hydro-
seeding service. Beyond this, it has 

brochures for selling maintenance 
service. Most of the job seeking is 
done by staying on top of the local 
building scene to be included in all 
available bidding. 

If Gerlack has one single con-
cern, it is the abundance of un-
trained and uncertified landscape 
contractors in the area. He antici-
pates the number of such people to 
jump when the market takes off this 
spring. He is a certified landscape 
contractor and thinks anyone spend-
ing money on landscaping should 
check the credentials of any individ-
ual claiming to be a contractor 
before giving the go ahead. Gerlack 
dreads competing with the "have 
pickup truck, will do anything" 
firms. They are the only negative 
aspect of what he anticipates to be a 
banner year for the landscape con-
tracting business in the Bay Area this 
year. 

Only three landscapes offer 
hydroseeding in the San Francisco area. 
Contra Costa is one. 

^ B R O A D C A S T E R S 

Introducing the 52 inch cut Goodall Rear Discharge mower. 
A new design deck allows close trimming on both sides, 
helps prevent windrows and gives you a clean manicured 
cut (not that just-cut look). The new variable speed drive 
gives a wider range of ground speeds. The 3 gallon fuel tank 
and Hi-Way front caster wheels are standard equipment. 
This new mower is designed for fine lawns and rough areas. 
The finger tip control gives the same easy handling and hill-
side stability and maneuverability as the other Goodall Self-
Propelled models. Also available is a new 36 inch rear 
discharge mower. 
^ Goodall Div. • 1405 Bunton Road • Louisville. Kentucky 40213 
^ Phone 502/459-3811 Telex 204-340 
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for the Commercial Operator 
and Homeowner 

Spreads Fertilizer 
Seeds, Salt, Sand 

and Granular 
Chemicals 

750 9.6 BU.f 
750 LB. CAP. 
FOR THE LARGER 
BROADCASTING JOBS 

Write for new colorful 8-page brochure on full line of 
8 sizes and many variations to suit particular needs. 

HERD SEEDER CO., INC., DEPT. 221 
P. O. BOX 448, LOGANSPORT, IN 46947 

GT-77 
77 LB. CAP. 
FOR GARDEN 
TRACTORS 



DISANTO COMPANIES: 
DESIGN, BUILD 
AND MAINTAIN 
When DiSanto Companies moved 
into new and larger quarters in 
Cleveland two years ago, it renewed 
and increased its commitment to the 
landscape industry. 

The DiSanto brothers, Dennis 
and George, decided it was time to 
expand their outdoor construction 
and maintenance business into the 
areas of design, lawn care, and inte-
rior landscaping. As a result, DiSan-
to is now in the top three in the 
Northeast Ohio market following a 
30 percent increase in business in 
1977 to more than $750,000. 

Short range goals are to pur-
chase a large, local tree care com-
pany, increase its share of the lawn 
care market, and to continue to ac-
tively bid on both interior and exte-
rior construction and maintenance 
projects. 

Since last year, DiSanto has had a 
full-time landscape designer, Mar-
tin Pawlikowski, a graduate of the 
Ohio State landscape architecture 
program. Dennis DiSanto predicts 
that more landscape construction 
work will be under separate con-
tract from the general building con-
tract as landscapers develop their 
own design capabilities. The land-
scape work is often the last complet-
ed on a project and, if done improp-
erly, can hold up acceptance and 
consequently payment to the gener-
al contractor. "If it's a sizeable proj-
ect and the owners or the clients 
want to make sure the job is done 
properly, they will pull the land-
scape contract out of the general 
contract," Dennis says. 

Landscaping has been a part of 
the DiSanto family for many years. 
Fred DiSanto, father of Dennis and 
George, was an estate gardener and 
exposed his sons to it. In 1959, the 
company was formed primarily for 
maintenance. The company's prom-
ise has been, "only what your turf 
and trees need and only when they 
need it. Some adjustment to this 
philosophy has been required for 
the lawn care division. 

The company has its own green-
house, but stays out of the retail 

Putting the final touches on 
the zoo job are (I. to r.) 
George DiSanto, Dennis 
DiSanto, Carolyn Brown, and 
Martin Pawlikowski. The 
rewards of their efforts in 
exterior and interior 
design projects, (right) 



Just like 
the real thing 

Before and after photos of 
the Cleveland Zoo. The old facilities were 
ugly bars and bare cages. The new quarters 
have creature comforts like trees to swing 
on, rocks to climb, and jungle foliage 
in the background. 



DiSanto 
nursery business. "Retailing is a 
whole different ballgame from con-
tracting," says Dennis. "It's tough to 
control both successfully. You have 
to separate the books because one 
side might be eating up the profits of 
the other." He mentioned a case of a 
business in both retailing and con-
tracting where the retail end was 
draining the profits of the contract-
ing end. Cost accountants told the 
owner to phase out or sell the gar-
den center and concentrate efforts 
on the contracting business. DiSanto 
sells a small amount of its plant stock 
to other landscapers in the area. 

The advantage DiSanto has over 
many landscape contractors is the 
ability to do all types of landscape 
work from design to maintenance. 
Currently, 90 percent of the projects 
designed and constructed by Di-
Santo are maintained by its crews 
during and after the guarantee pe-
riod. It also can, and will, do any size 
job from maintaining a residential 
lawn to designing, constructing, and 

maintaining the huge, two-level, in-
door shopping center Randall Park 
Mall. 

T h e c o m p r e h e n s i v e d e -
sign/build/maintain approach is 
paying off for DiSanto. It is invited to 
bid on nearly every major land-
scape project in Northeast Ohio. 
And when quality is considered 
equally with price, DiSanto often 
gets the job. One side effect of 
emphasis on quality in design is the 
loss of public jobs due to the one-
sided price consideration of public 
bids. 

Types of work subcontracted out 
by the company are large irrigation 
work, stone work, and hydroseed-
ing. The company does most of its 
own patio and deck construction. Di-
Santo does the rest with an in-sea-
son staff of 35 and an off-season staff 
of eight. In 1977, construction and 
maintenance each accounted for 
half the company's business. Very 
rarely does the company do only de-
sign. 

Expenditures for equipment in 
1977 totalled nearly $45,000. All cars 

and small trucks are on three-year 
leases. Usually, DiSanto buys the ve-
hicles at the end of the lease. Main-
tenance and repair costs were slight-
ly more than $40,000 in 1977. Di-
Santo estimates that for every three 
pieces of equipment he has one 
piece in backup. 

The company has the following 
equipment: 
aerator — 1 
forklift — 1 
tractor mowers — 12 
push mowers — 30 
rototillers — 2 
tank trucks — 1 
pickup trucks — 4 
dump trucks — 2 
vans — 3 
tractors — 2 
spray rigs — 3 
cars — 5 

Dennis has strong words to say 
about some of the equipment. "One 
of our biggest problems is equip-
ment maintenance and repair. Not 
so much the trucks or tractors, main-

ly cutting equipment. I just don't 
think the manufacturers have real-
ly addressed themselves to the 
landscape contractor who is using 
equipment six days a week. They are 
building equipment for the golf 
course and residential markets, not 
for the guys who are cutting millions 
of square footage. 

When you spend $3,000 for a 
piece of equipment and you have it 
in the shop more than once a month 
at $150 each time, you get frustrated. 
The main problems are belts, 
pulleys, reels, chains, and adjust-
ments. The local repair shops can't 
meet our needs nor can they pro-
vide overnight service. That is why 
we have backup equipment." 

Disanto showed us an old Jacob-
sen estate mower. 'They stopped 
making this mower two years ago. 
We thought it was a great mower and 
can't understand why they stopped 
making it." 

"The manufacturers don't seem 
to realize that we load and unload 
mowers from trailers six or more 

times each day. You can't afford to 
leave equipment at a job site, it has 
to be transported." Disanto tries to 
impress upon his employees to take 
care of the equipment. 

The company spent approxi-
mately $30,000 for chemicals in 1977. 
"We do not carry tremendous in-
ventories of chemicals because the 
products change rapidly within the 
market," DiSanto says. "We stock up 
for our spring application, reorder in 
June for our summer application, 
and order again in July and August 
for our fall application. We don't be-
lieve in tying up the money or space 
for a whole year's supply of chemi-
cals." 

Disanto's three divisions each 
have a different approach to adver-
tising. The landscape division de-
pends entirely upon word-of-mouth 
advertising. The lawn care division 
uses direct mail and Yellow Page 
display advertising. The interior 
landscaping division uses the Yellow 
Pages, local magazines, and some-
thing extra, a newsletter. The news-
letter has proven very effective in 
educating the customer about the 
need for regular maintenance. 

The interior landscape division, 
Interior Green, was created in 1975 
when DiSanto was awarded the con-
tract for a new mall in Akron, and in 
response to a growing demand by its 
customers for tropical plants. In 
1977, the division's revenue exceed-
ed $200,000. DiSanto hired Carolyn 
Brown, who had experience with 
tropical plant care at the retail lev-
el, to help design and direct the divi-
sion. Interior Green's latest achieve-
ment is providing both spectators 
and animals in the Cleveland Zoo's 
new primate center with a tropical 
environment. A unique design 
makes the animals appear in a 
jungle-like setting without the ani-
mals actually being near the plants. 
DiSanto worked with a firm to build 
cement and fiberglass trees for the 
monkeys and gorillas inside their 
cages. 

Interior Green has not limited its 
services to large, commercial cli-
ents. It also serves residential, small 
commercial, and industrial offices 
with installation and maintenance of 
tropical plants. Maintenance ser-
vice includes watering, fertilizing, 
pruning, pest control, and addition 
of seasonal flowering plants to add 
color. Malls, banks, department 
stores, and office buildings are Inte-
rior Green customers. 

Interior landscaping presents 
new challenges to a landscape com-
pany, DiSanto says. "All your plant 

"When you spend $3,000 for a mower and 
it's in the shop once a month at $150 
each time, you get frustrated." 



material comes either from Florida 
or California. Transportation to Ohio 
is risky because of the delicate na-
ture of the plants. To fill an order for 
one major project may require three 
or four different suppliers and three 
to four months to get the material. 

"The important thing with tropi-
cal material is the lead time neces-
sary to acclimate the plants to their 
new growing conditions. Without 
this adjustment period, during which 
the plants are shaded, and gradu-
ally adjusted to lower temperatures, 
and humidity, the plants' chance 
for survival is only 60 percent. Di-
Santo claims that contracts are now 
beginning to require acclimatized 
material. "There are many things 
unknown about tropical plants and 
interior landscaping. It's a learning 
experience trying to keep these 
plants alive and healthy in a foreign 
environment." 

Interior landscaping is also 
spreading into residential jobs. A 
few large homes are now being built 
or remodeled to accommodate tropi-
cal plants as a central feature. 

The lawn care division, Ameri-
can Green Corp., incorporated in 

1976, started primarily by making the 
lawn applications for existing main-
tenance accounts. Designed for the 
homeowner who does not wish a 
complete maintenance program, 
American Green applies herbi-
cides, fungicides, and insecticides as 
a liquid spray and fertilizers in 
granular form. The firm also offers 
liming and a choice of liquid fertil-
ization. Crabgrass preemergents can 
be mixed with the dry fertilizer and 
applied together. 

The lawn care division uses vans 
which contain an 800-gallon tank for 
spraying and enough room for two 
tons of dry material. This system 
permits American Green to apply 
the various chemicals selectively, 
rather than using the same mixture 
for all accounts in one day. 

As mentioned earlier, the com-
pany promises its customers, "only 
what your turf and trees need, and 
only when they need it." DiSanto 
and American Green manager Al 
DiSante (not DiSanto), have adjust-
ed this policy slightly to align it with 
the lawn care customer's attitude. 
"The average lawn care customer is 
interested primarily in price and 

visible results with no headaches. 
They do not appear to care what you 
put on their lawn." To confuse the 
customer with a large number of de-
cisions and prices can make selling 
difficult. The company is still very 
willing to discuss alternatives with 
an interested customer. 

Three supervisors are certified 
chemical applicators. Although the 
company has eight year-round em-
ployees, DiSanto has made it a major 
goal for the next two years to find a 
way to employ all valued employees 
year-round. He is working on other 
ideas, like interiorscaping, to keep 
his employees busy in the winter. 

One thing that has helped Di-
Santo and other landscapers in Ohio 
is periodic meetings held by the state 
extension service during which con-
tractors candidly discuss major 
problems. At one recent meeting a 
landscape contractor from Michi-
gan discussed his business. 

The company belongs to the Asso-
ciated Landscape Contractors of 
America, Inc.; the Ohio Turfgrass 
Foundation; the American Horticul-
tural Society; and the Ohio Nursery-
mens; Association. 

Call 301-665-6500 
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USE THE FLUSH — BEAT THE RUSH 

M EDIOIP 
TREATMENT FOR MINERAL DEFICIENCY 

Spring or early summer might seem to be the ideal t ime to treat 
trees for mineral deficiencies . . . but spr ing is a busy time, too! 
With Medicaps you can implant whi le trees are dormant using 
off-season labor. Then when the Spring Flush of Growth 
comes the minerals wil l be available when the tree needs them. 

You'l l be ahead three ways wi th the unique Medicap Method. 
1. You can treat more trees in less time. 2. You can util ize of f -
season labor and 3. you' l l have satisfied customers. Medicaps 
are available to furnish iron, manganese or zinc as well as a 
total nutr ient booster. 

Medicaps feed nutri-
ents directly into the 
sap stream for quick 
availability. Implant-
ing is easy and does 
not harm the tree 

Cieotiv€ Sale* Utc. 
222 No. Park Ave. 
Fremont, Ne. 68025 j M a L 
Phone (402) 727-4800 ^ S y r 

CSI 

0 DRIFT HERBICIDE 
APPLICATOR 

The weed killer is applied to the 
ground by the ribbed roller right 
alongside borders with no 
possibility of drift onto 
shrubs and flowers. There is 
no waste. The herbicide is 
applied evenly and exactly 
where you want it. 

Models from 18" to 36" wide; 
V/i to 6.6 gallons 

36" Model 



LADYBUG INDUSTRIES: 
MAINTENANCE SPECIALISTS 

Royal Palm Plaza in Boca Raton is 
maintained by Ladybug. 

Frank Timmon's Ladybug Industries 
landed its first commercial land-
scape maintenance job five years 
ago. The company now has three 
locations in Florida (Jacksonville, 
Fernandina Beach, and Boca Raton) 
and is grossing in the area of $545,000 
a year. The company performs only 
maintenance work, and some plant 
replacement and installation of 
annuals. 

"We basically don't advertise. 
We have a quarter-page in the Yel-
low Pages, but for the last three 
years we've done no soliciting at 
all," says Timmons. "We've got a 
very good reputation in the cities 
and we're known for quality." 

How does a company which 
doesn't advertise account for a 28 
percent increase in business over 
the year before? "The bulk of our 
business is coming from good clients 
who have opened another facility or 

bought another piece of property, or 
are operating in another city and 
want us to look at that. I think word 
of mouth and reputation has con-
tributed to our growth as much as 
anything," says Timmons. 

The company has 37 full-time em-
ployees. "We shoot for $9.00 to $9.50 
per man hour," Timmons says. "We 
bid a lot of our work on condomin-
iums and apartments on a unit cost 
basis. This will run anywhere from 
$5.50 to $8.00 a unit per month, de-
pending on the density of the proj-
ect, how much mowing there is to do, 
and how much shrubbery and bed 
work there is. You can put a good-
sized mower in there and mow like 
crazy. Get in and get out. Others are 
quite sophisticated in their land-
scaping and they are time consum-
ing." 

Ladybug Industries handles only 
about 15-20 customers per year. "We 



Ladybug Industries 

Ladybug keeps the busy shopping center trim and 
colorful. It has numerous courtyards and tree-lined 
walkways. 

don't have a tremendous number of 
customers/' says Timmons, "we've 
just got good-sized customers." 

Business for Ladybug Industries 
is seasonal to an extent. "We start 
cutting the crew down around the 
first to 15th of October," says Tim-
mons. "Then we'll build it back up 
between the 15th of March to the 
15th of May, depending on how the 
weather goes." 

The company does fertilization 
and shrubbery spraying, in addition 
to other maintenance work such as 
mowing. At this time, all large areas 
of lawn spraying are subcontracted, 
though there are plans to add this 
service in the future. 

Shrubbery spraying involves sev-
eral different chemicals, says Tim-
mons, but they are readily available 
and we don't maintain large inven-
tories. "We do have enough on hand 
to do anything we want to when we 
need to do it. Right now, we spend 
annually $5,000 to $7,000 on chemi-
cals and about $30,000 to $32,000 on 
fertilizers. We find that granular is 
better for our purposes." 

Getting and maintaining good 
equipment seems to be a general 
headache for large-scale landscape 
contractors. Timmons echoes that 
sentiment. "The equipment that is 
available for landscape mainte-
nance is either for the homeowner, 
or it's geared toward golf course 
operation. "We're much harder on 
equipment because we're mobile. 
We're loading and unloading either 
once, twice, even five or six times a 
day from a truck or trailer and it just 
gets used much harder. For exam-
ple, we'll run an edger five to seven 
man-hours per day. The edgers that 
are available today are also those 
available to homeowners, where 
they might edge for an hour or two 
every two weeks. They just do not 
hold up. 

Ladybug Industries probably 
spends $40,000 to $50,000 a year for 
new equipment. Approximately $24,-
000 to $25,000 is spent annually for 
equipment parts and repair. 

As far as equipment inventory, 
Ladybug Industries maintains one 
car, a four-wheel drive vehicle, six 
vans, and two pickups. It owns two 
Kubota diesel tractors (17V2 and 22 
hp), two 16 hp tractors, and a num-
ber of Toro Groundmasters for mow-
ing. All equipment is owned. Other 
equipment includes about 35 push 

Continues on page 62 



Ladybug Industries 

The plaza contains almost 200 different shops and 
offices. 

mowers, two Ryan thatchers, and 
three sprayers (25, 55, and 100 
gallon). These sprayers are geared 
for hand nozzle spraying, all that is 
needed for the shrubbery spraying 
Ladybug does. 

Four employees are certified 
pesticide applicators; all are in a 
supervisory capacity. 

Finding qualified people is get-
ting to be less of a problem accord-
ing to Timmons. "When I first start-
ed there wasn't much interest in 
maintenance per say, but in the last 
three years it has begun to change." 

"We're getting more and more in-
quiries from people who are gradu-
ating or will be graduating. We do 
still find, however, that the college 
graduate is not as interested in main-
tenance as he is in growing and land-
scaping , a r c h i t e c t u r e , or de-
sign/build, that sort of thing. 

"We will expand in the future. 
The type of things we will go into 
will be irrigation, the spraying end 
of the business, and of course, heav-
ier into maintenance. We could 
possibly develop remedial crews 
where we go in and refurbish a land-
scape. I don't think though, at this-
point-in-time, that we will get into 
design/build, reclamation, or that 
sort of thing." 

Timmons feels that government 
regulations pose a problem. "We're 
concerned with EPA actions, espe-
cially the nematode problem. EPA 
has taken all the effective chemicals 
off the market. If we can't cure a 
problem like nematodes, the grass is 
slowly but surely going to be eaten 
up and we won't have any work to 
do. 

"Our industry has made some 
good strides in the last couple of 
years. However, I do feel that, as far 
as a professionalism is concerned, 
we've still have a long way to go. 
We're probably the only service 
business that still is not looked upon 
as a professional service." 

"I think the future of our busi-
ness is quite bright. I see more large 
companies getting much larger. I see 
a lot of opportunity for us. Primarily 
because bigger and bigger jobs are 
becoming available. The small guy 
just is not going to be financially able 
to handle those kinds of opportun-
ities. 

"We do need to work continually 
to get to the point where we're con-
sidered professionals. 



NAUD BURNETT: 
CONSTRUCTION 
AND DESIGN 

The landscape plan 
and installation 
become a personal art 
form for the client. 

By Naud Burnett, Dallas, Texas 

Presented during the American As-
sociation of Nurserymen's 102nd An-
nual Convention, July 16-20, 1977, in 
Seattle, Washington. The presenta-
tion was arranged for by the 
National Landscape Association. 

From its inception, the goals and 
policies of my companies were 
based on my personal experiences 
and observations while working for 
another firm, gaining invaluable ex-
perience over a seven-year period. I 
had the fortunate experience of 
being assistant to the president of a 
large landscape company, and sat in 
on all private business discussions 
and client contacts throughout the 
day. He was a master salesman, with 
impeccable taste, and I was an inter-
ested and observant student of his 
techniques and decisions. 

When the situation occurred for 
me to leave and start out on my own 
it was necessary for a deep soul 
searching of what, where, and how, 
since my capital was limited. My 
success has been based on those past 
experiences, and the desire not to 
make the mistakes which I had ob-
served of my previous employer. 
Needless to say, I have, unfor-
tunately, repeated many of those 
mistakes, but have always recharted 
my course to correct them. 

Basically, the business is built on 
a complete personal service of a 
landscape architect from beginning 

to end. Personal taste, style, and 
e x p e r i e n c e of the l a n d s c a p e 
architect are extremely important, 
so that the landscape becomes an in-
tegral part of the entire, unified 
design. The design is based on the 
client's wishes and utilitarian needs, 
while being compatible with the 
architectural design, and reinforcing 
the architectural concept. 

The landscape plan and instal-
lation become a personal art form 
for that specific client, and that par-
ticular design would not necessarily 
fit the needs of another client in the 
same house or building. 

For an insight into our business, 
the following will explain how and 
why we do what we do. 

I am a graduate landscape archi-
tect, and was teaching in college at 
the age of 19. Teaching did not give 
me the personal satisfaction I was 
seeking, so I chose to work in private 
practice for seven years. This is my 
twentieth year in business for 
myself. My goals have changed, and 
I have sold my business to my key 
personnel. I am now working for 
them for a minimum of five years. 

Many people cannot understand 
my selling out and supposedly semi-
retiring, but I am satisfied with a 
well-thought-out plan of financial 
security, more time with my family, 
and other business interests. It's now 
time for another generation to work 
12 hours a day. 

My interest also lies in the estab-



Naud Burnett 
lishment of a new Hydro-Culture in-
dustry for growing plants indoors 
and out-of-doors without soil. It is a 
revolutionary concept, and is very 
exciting and stimulating. 

We are proud of our 20 awards 
over the years, but especially the 
personnel who are responsible for 
the hard daily work which bring 
these successful jobs to a comple-
tion. Without them, it would not be 
possible. 

Actually, the overall business is 
divided into two organizations. One 
handles design and supervision on a 
professional basis, with a staff of six 
landscape architects. The other is a 
landscape company which only in-
stalls plantings, with a staff of 30 to 
50 employees. 

Qualifications for landscape 
architects are much different than 
for landscape company personnel. 
They must show a flair for design, 
good taste, and quick understanding 
of problems and solutions. They 
should be the type of person who 
would make a good future partner. 
They can be found only by many 
interviews with prospective em-
ployees, and proving to the specific 
person that you have something to 

offer them as well. Always make 
sure they understand "no moon-
lighting". 

Landscape personnel qualifi-
cations vary with positions, but 
always honesty, knowledge, and in-
tegrity are uppermost in mind. A 
company-oriented person is always 
sought. 

Actually, little business is sought 
on a landscape level, as 70% is self-
generated from a complete package 
service, and 30% comprises miscel-
laneous work not involving plans. 
Two expert sales personnel handle 
these miscellaneous jobs and bids, 
as well as the contract work from 
plans. Only seldom would we bid or 
install a job planned by another 
landscape architect. We do no main-
tenance work. 

Our landscape architectural firm 
keeps a current prospect list (com-
puterized), with a constant update. A 
regular newsletter is mailed out to 
this list. It has been highly success-
ful and creates conversation. 

Seasonally (twice a year), the 
landscape company goes back to old 
clients and plants spring flowers or 

bulbs in the fall. This falls into the 
miscellaneous jobs that are not 
sought after. It is beneficial in keep-
ing the older gardens blooming and 
up-to-date, and it allows for cor-
rections in maintenance performed 
by others. 

Approximately 70% of the cost of 
the average landscape plan is in-
volved in the installation of con-
struction other than plantings. The 
design firm gets bids from reputable 

NEW 
- 1 6 f t , - - 1 1 . 5 f t . -

A transportable and Positive Drive 
7 Gang Mower from BROUWER 

• Easily towed from 
one area to another 
by any vehicle. 

• Power Take Off Drive 
vastly reduces both 
mechanical parts and 
weight. 

• High ground clearance, 
easily clearing obstacles 
such as curbs. 

• Act now and reduce 
your 1978 mowing 
costs. 

DEALER 
INQUIRIES INVITED 
The Ultimate in Reliability, Versatility and Economy 

[ES BROUWER 
KmSi TURF EQUIPMENT LTD. 

Manufacturer: Woodbine Avenue, Keswick, 
Ontario, Canada L4P 3C8 /Telephone (416) 476-4311 

Thousands of growers, 
nurserymen and landscapers 
depend on "the protectors" 

WILTPRUF anti-transpirant keeps plantings, trees, shrubs, 
sod and indoor plants healthy; protects against plant 
damage due to winter kill, transplant shock, air pollution, 
wind burn and drought. 
SPRAY-STAY, sticker-extender sticks sprays to trees, plants, 
crops and turf protecting against costly run-off due to 
rain or irrigation. 
WILT PRUF and SPRAY-STAY are both 1 0 0 % organic and biode-
gradable and meets all FDA specifications for use on edible crops. 

For further information call or write Dep't. WTT 

NURSERY SPECIALTY PRODUCTS 
P.O. Box 4280, Greenwich, CT. 06830 

Qualifications for landscape architects are 

much different than for landscape company 

personnel. 

Circle 160 on free information card 
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For turf. 
Any turf. 

3-D Weedone. 
A special blend of three 

herbicides in one that turns 
a fairway or a front lawn into 
beautiful, weed-free turf. 

It's powerful. It contains 
2,4-D, the standard time-
tested broadleaf herbicide 
that controls most common 
turf weeds. Plus Dicamba, to 
broaden its control to more 
than 100 species of weeds 
and woody plants. 

It's fast. Silvex speeds up 
the whole weed-control proc-
ess and gives you 
added, effective 
control over 
chickweed, clo-
vers, and other 
tough weeds. 

It's profes-
sional. Yet you 
don't have to 
be a pro to use 
it. Just mix with 
water, spray, 
and watch 
the weeds 
disappear. 

Use 3-D 
Weedone. For great results 
on turf. Any turf. 

AMCHEM PRODUCTS. INC 
Subsidiary of Union Carbide Corp. 

Ambler. Pennsylvania 19002 

Naud Burnett 

qualified contractors, and the 
figures are outlined on a format so 
the client can make the selection of 
the contractor. 

Contracts are signed with each 
individual contractor, and we charge 
an inspection and coordination fee 
of 12% of everything except swim-
ming pools, which are 6%. No fee is 
charged if our company installs the 
planting, but is charged if done by 
others. 

Fees for work involved are billed 
monthly, based on amount of bill 
approved for contractors. Contrac-
tors' bills are sent to us for appro-
val, and forwarded to the client to be 
paid direct to the contractor. Any 

Any changes in plans 
are confirmed by letter 
to eliminate any 
misunderstanding. 

changes in plans or quotations are 
confirmed by letter and owner's 
approval, to eliminate any mis-
understanding when the job ends up 
with a different cost. 

The landscape contracts are 
clearly outlined as to the services, 
warranty, and materials to be used 
with a flat quotation for the job. A 
30% request for prepayment is 
made, and subsequent periodic re-
quests for payment are made as 
work progresses. 

Visual aids used are photographic 
albums, slides shown at the office 
conference room, and personal tours 
of existing gardens. 

All estimates from both firms are 
broken down into detail. We have no 
sales pitch, but rely on our integrity, 
experience, and reputation. Low key 
sales: here it is — this is what it costs 
— you're buying it. We do explain 
that if they wish, the cost could go up 
or down with more expensive 
materials or smaller sizes. Clients 
seem to be pleased when you say 
here it is, study it, and we can get 
back together if you don't want to 
make the decision today. It is going 
to be more expensive next year. 

All warranties on construction 
are by contractors. Landscaping war-
ranty covers loss for one year, with a 
clause for exceptions due to "acts of 
God." Landscape architects are in-
sured for professional liability for 
one million dollars. 

Our market is the upper 10%, 

DON'T 
CUTOUT 
QUALITY. 
DO IT RIGHT, 
WITH 
STANLEY. 
Quality, by our stand-
ard, is something 
which goes a lot 
further than making 
tools. To Stanley, it 
means: a full line of 
tree trimmers for 
every job; the best 
warranty in the busi-
ness; complete parts 
backup; and dis-
tributors to help you 
anywhere in the 
country. It's also the 
efficiency, safety and 
dependability of hy-
draulic power. We 
don't trim on anything 
so that you're able to 
do your trimming fas-
ter. Stanley Hydraulic 
Tools: 3810 S.E. Naef 
Road, Milwaukie, 
Oregon 97222. 
Phone (503) 659-
5660. Telex 360771. 
Write or call. 

STANLEY 
<8> 



LISTEN! 
• USE ANY TRUE FRIENDS® 

hedge shear and listen to the 
"whistling" sound. It's your proof 
you've bought the best in a high 
quality shear, because it's hot 
drop-forged. 

• TRUE FRIENDS provides tools 
in all the important categories. 
Value engineered to give you 
more for your money. Our tools 
are performance-tested to meet 
every professional need. We of-
fer you the widest choice of 
electric hedge cutters, hedge 
shears, grass shears, edging, 
flower and pruning shears, lop-
ping shears and pruning knives. 

• A TRUE FRIENDS' EXCLU-
SIVE: 
THE WAVY BLADE HEDGE 
SHEAR maintains ideal cutting 
angle from top to bottom of cut-
ting edge. Allows you to trim 
with full length of blade. Cuts 
heavy branches with ease. 

• Contact your local distributor or 
send for our catalog. 

TRUE FRIENDS' 
Garden Tools, Inc. 

100 State Street Teaneck, N.J. 07666 
(201)837-5555 

LANDSCAPE CONTRACTOR 

Naud Burnett 
where cost is not as important as 
quality and responsibility. It person-
ally gives me the satisfaction of see-
ing beautiful jobs executed; that is as 
important an ingredient to life as 
making money. If there is any image 
we attempt to project, it is that we 
strive for perfection that is never at-
tained. 

Our personnel are trained in 
weekly meetings, and taking new 
employees along on appointments. 

Charges for landscape plans and 
specifications are based from exper-
ience on time involved in solving a 
particular problem. In most in-
stances, the fee is a flat fee, but we 
also do work on percentage and time 

We strive for perfec-

t i on tha t is never 

attained. 

basis. The plans and specifications 
are very detailed, and vary in cost 
from $400 to $30,000. 

We normally work within a ten 
state area on landscape plans, and 
stay within the Dallas metroplex on 
landscape contracting. 

Our sales personnel are urged to 
wear coats and ties (sometimes dif-
ficult in Dallas summers). Planting 
crews wear uniforms. 

We have no sales yard, as we do 
no retail business, but we have a 
storage lot where typical specimens 
may be observed in container or per-
manently planted in a landscape set-
ting. Our plant holding area is one 
acre in the central city, and 20 acres 
on the outskirts of the city. Our of-
fices are well located, and expen-
sively furnished. 

We advertise in D-Magazine, 
newsletters, and Junior League 
Magazine. All hit the upper market. 
Our logos are used on all publi-
cations and printed matter, and are 
distinctive. Letterheads, business 
forms, etc., have been in a constant 
state of evolution over the period of 
20 years. Signs are used on trucks 
that are identical to easels used on 
each job. These are excellent adver-
tising tools at no constant expense. 

I hope this gives you an insight 
into the inner workings of one Dallas 
landscape firm. Undoubtedly, these 
procedures are repeated by each of 
you, with variations, as no one does 
anything the same way. 

We 
stand out 

like a green 
thumb. 

Because we're the only 
magazine to reach the entire 
residential lawn care service 
industry. 

This is a growth market of 
8,000 companies selling 
chemical lawn care and 
maintenance services to the 
45 million home owner/ 
residential turf market in the U.S. 

A market with a 25% growth 
last year. And $1.25 billion in 
sales. And we hit the top 
management. 

Stand out in the one 
magazine covering the fastest 
growing service industry in 
North America. Join us. 
Contact: 
Steve Stone 
Nat'l. Ad Director 
757 Third Avenue 
New York, New York 10017 
(212) 421-1350 

A Harvest Business Publication. 
Subsidiary of Harcourt, 
Brace Jovanovich, Inc. 
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