a.m. Saturday. The rains had subsided by
early Saturday morning.

On Saturday, at game time, nothing yet
was brought to the attention of the field
grounds department by either of the coach-
ing staffs. Dolan made a point of checking
with the grounds superintendent, who had
been on-site throughout the day on
Saturday, to verify that fact.

“Most people thought the field was in
good shape, the best of the three years
since the natural turf was installed.

competitors to boost productivity

Are some of those ‘price
cutters’ in reality just more
sophisticated business
people?

Comments were on what great shape the
field was in, and on the good stand of
grass,” reports Dolan.

What most sports turf managers are con-
cerned with, and in reality all that they
should be concerned with, is that the play-
ing field provided is safe and playable.

As Dolan says: “It's unthinkable that any
professional sports turf manager would cre-
ate a condition that might threaten the safe-
ty of an athlete or cause a problem that
might be detrimental to the overall turf pro-

by Ed Wandtke

® So far in the 1990s we have seen the
impact of a tighter economic climate in
the green industry.

The recent sale of the ChemLawn divi-

gram. It's our job to create an equal oppor-
tunity for all athletes for competition on a
safe, playable surface. They all put their
pants on the same way—and the all play on

the same surface.”
—The authors are partners in Trusty &
Associates, which provides consulting ser-
vices to the horticultural trade. Steve is
vice-chair of the Public Relations
Committee of the Sports Turf Managers
Association, 401 N. Michigan Ave., Chicago,
IL 60611; phone (312) 644-6610.

sion of Ecolab to ServiceMaster at a very
discounted price suggests that the green
industry may be going through some
rough times.

During the past three years, many
green industry companies that had been in
business for more than 10 years suddenly
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Some tools require a lot of time and manpower ...
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lost customers and employees, and thus
experienced lower profits. Many owners
attribute this to the influx of lowball com-
petitors, who don’t know how to operate
at a profit, in the late 1980s.

These newer owners might just be
more sophisticated business people. Their
companies usually are very cost competi-
tive and efficient in service delivery. They
also offer the quality the customer wants.

If you have been experiencing business
reduction, loss of profitability, or
increased pressure from competitors,
examine your company through the eyes
of a critical businessman, and re-design
the services your company offers or the
methods in which you do business.

Industry consolidation—As more
consolidations and company closings take
place in the green industry, you have to
address many cost challenges.

One method is to return to the basics.
Specialize in landscape service, landscape
design and installation, chemical lawn
service, and so on.

Many companies have discovered that
diversifying their business often leads to a

dilution of the efforts of top management
(the owner), and one or more of the new
services just don’t seem to grow as fast or
as large as the owner thought possible.
People do make a difference, and an
owner needs to examine how far he can
delegate responsibility before he runs out
of qualified employees.

During this period of consolidation in
the green industry, some companies need
to upgrade or add employees with the
needed skills to improve or fill voids in
the company. Examine the supply of
potential candidates and choose those
who possess the skills you need to grow
and improve profitability. The cost for a
quality individual may be high, but the
results should show the initial investment
was worth the risk.

Marketing/profitability—
Computerization has become a reality.
Some software can perform marketing
functions. Determine if your management
information system provides you with
timely service information: missed appli-
cations; cancellations; service calls;
employee productivity.

And never use the excuse that you're
too busy. Next year may be too late.

Look at the approach you have been
taking to attract and retain customers. I
see companies improve customer reten-
tion to 85 and 90 percent. Who says you
should have a 30 percent cancellation rate
each year? Maybe your customers are
coming aboard for the wrong reason or
your company is not delivering on
promises.

Now is the time to do a customer sur-
vey to check on customer attitudes about
your service before the season starts in
order to reduce cancellations this coming
season.

Make this the year to examine the effi-
ciency and productivity of your entire
operation. What if you operated with one
less office worker or hired a part-timer
instead of a full-time employee?

Other survival tips:

@ Establish production standards.

® Train employees so they can meet
those standards.

@ Reward them when they exceed the
standard performance.

eeeee..SOme don’t.

Roundup® herbicide is the ideal management tool
when budgets are tight or manpower is limited.
You can cover more ground in the same amount

of time it would take using mechanical methods or

pulling weeds by hand.

Better yet, Roundup gives you long-lasting
control. So crews don'’t have to keep coming back.
You'll be able to allot more manpower to other jobs

and save wear and tear on equipment—getting the

most out of your budget.

If you're not already using
Roundup, don’t waste another
minute. Ask for our FREE
brochure telling how Roundup
combines ecology and economy.

Call: 1-800-332-3111.

Rov

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP HERBICIDE. Roundup* is a registered trademark of Monsanto Company. © Monsanto Company 1993 IND-30003 2/93
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